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- 	 I CANADIAN FACTS 
Vancouver Toronto Ottawa Montreal 
A division of SK/CF Inc. 

O Is the major supplier of marketing, social and 
public opinion research in Canada. 

Among its many resources are: 	 Z 
O fully staffed offices across Canada; 

7' 1 0 exclusive Supervisors of interviewers in all 
major population centres; 

O a large panel of trained interviewers exclu-
sive to Canadian Facts; 

O fully staffed data preparation and computer 
facilities; 

O central location telephone facilities across 
the country; 

O permanent shopping mall locations; 
O a permanent national diary panel; 
O group interviewing facilities; 
O a regular omnibus survey. 

These resources are controlled by over 30 
professional research staff with the 
object ofproviding the best and most efficient 
solution to research needs. 
For over 30 years the company has 
been the pioneer for Canadian research in all 
aspects of research methodology. 

All projects undertaken by Canadian  Facts 	 . 

are undertaken on the understanding that 
the services and material provided by 
Canadian Facts are for the client's sole use 
and benefit and that the client shall 
obtain the prior written consent of 
Canadian Facts to any use of the Canadian 
Facts' name or other endorsement of the 
goods or services of the client published or 
used by the client or its agents. 
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FOREWORD  

Background And Purpose  

Consumer and Corporate Affairs Canada sponsors 

a Consumer Infotel Service in Metropolitan Vancouver. 

The service consists of a library of two- to 	five- 

minute taped messages which can be accessed by telephone. 

These tapes provide general pre-purchase advice on 

how to choose or buy a wide range of products and 

services, and give sources for more detailed information. 

The overall purpose of the study presented herein 

was to obtain a profile of Consumer Infotel usage. 

Within this, the specific objectives were: 

1. To determine the characteristics of Infotel users. 

2. To determine their reasons for using the service. 

3. To determine their satisfaction with the 

service provided. 
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Methodology  

To meet the objectives, a total of 166 interviews 

were conducted by telephone with Metropolitan 

Vancouver users of the Consumer Infotel service. 

All interviewing was conducted from November 16 to 

December 18, 1979 on evenings and Saturdays from 

the Central Location Telephone facilities of 

Canadian Facts in Vancouver. 

The sample for this study was selected from a list 

of Infotel users who had indicated their willingness 

to be recontacted for interviewing at a later date. 

This list, which included two hundred names and 

telephone numbers, was compiled from late October 

through early December, 1979.
1 

It was provided to 

Canadian Facts by the organization operating Infotel 

as authorized by Consumer and Corporate Affairs 

Canada. 

Up to three calls were made in an attempt to reach 

each user. The result of these attempts was as follows: 

Information provided by the organization operating 

Infotel indicates users on the list were not systematically 

selected. First, not all of the individuals answering 

calls thought it was appropriate to ask for the caller's 

name and address, so some of them did not. And second, 

during periods when a high number of calls were being 

received, none of the operators attempted to collect names. 
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Number 	Percent  

Total Users 	200 	100.0% 

Interviewed 	 166 	83.0% 

- After One Call 	 96 	48.o 0/  

- After Two Calls 	61 	30.5% 

- After Three Calls 	9 	4.5% 

Not Contacted After Three Calls 17 	8.5% 

Refusals 	 7 	3.5% 

Never Heard Of Infotel 	1 	0.5% 

Incorrect Telephone Number 	5 	2.5 2  

Number Not In Service 	4 	2.0% 

A copy of the questionnaire used for the interviews is 

appended. This questionnaire was pre-tested with 15 

Infotel users prior to the study being conducted. 
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Results 

The results are reported in the following format: 

1. General Summary 

2. Detailed Computer Tables 

In addition, a clean data tape suitable for SPSS 

analysis is provided. 

NOTE: Throughout the General Summary, circles 

have been used to denote unusually high 

figures and squares have been used to 

denote unusually low figures at the 90% 

confidence level. 

1 

1) 
February, 1980 	CANADIAN FACTS 



IL 
II 

il  

jI  

Ii 

IL 

• 
Il 
IL 
IL 
11 1  

GENERAL SUMMARY 



GENERAL SUMMARY  

A. Characteristics Of Consumer Infotel Users  

During the fall of 1979, Consumer Infotel 

did not attract a cross-section of Metropolitan 

Vancouver residents as users. Among users, there 

was a disproportionately high number of women 

and individuals 25 to  3 4 years of age. 
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Percent Of 

Consumer Infotel 
Users 

Total Infotel Users 

Sex: 

Male 	 29 

Female 

Age: 

Under 25 Years 

25 To 34 Years 

35 To 44 Years 

45 To 54 Years 

55 To 64 Years 

65 Years Or Over 

EduCation:  

8th Grade Or less 

Some High School . 

 High School Graduate 

Some College/Technical School/ 

University 

Completed College/Technical 

School/University 	 21 

Advanced University Degree 	 4 

Refused 	 1 

(See Detailed Tables, Pages 50 And 52) 

(166) 

2 



In addition, among Infotel users, there 

was a disproportionately low number from 
••••••n•n•••• 

one member households and households with 
e • 

lower incomes 7 less than $15,000  in 1978. 
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Percent Of 
Consumer Infotel 

Users 

Total Infotel Users 	 (166) 

Number Of People In Household: 

One 

Two 

Three 

Four 

Five 

Six Or More 

Refused 

Average Number: 

Household Income In 1978: 

$ 9,999 Or Less 

$10,000 To $14,999 

$15,000 To $19,999 

$20,000 To $24,999 

$25,000 To $29,999 

$30,000 To $34,999 

$35,000 Or More 

$19,999 Or Less, Don't Know 
Or Refused Details 

$20,000 Or More, Don't Know 
Or Refused Details 

Don't Know Or Refused Income 

(See Detailed Tables, Pages 51, 53 And 54) 

1) 
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B. Sources Of Awareness Of Consumer Infotel  

Initial awareness of Consumer Infotel was 

11 1 	 obtained from a variety of sources, but the 

I . 	ones most frequently identified by users 

were the B. C. Tel bill enclosure pamphlet, 

II Dialogue, and newspaper articles. The 

effectiveness of these two forms of communication 

II did vary between user segments defined on the 

II
basis of sex and age. B. C. Tel Dialogue was 

more effective among users 35 years or older 

II ) 	
than it was among younger users,and newspaper 

articles were more effective among women than 

they were among men. 

{ 

i. 

) 

Ii 
IL 

 

5 



•  

11 

Percent Of Consumer Infotel Users Who Are 	 
34 Years 	35 Years 

Total 	Male 	Female  'Or Younger 	Or Older  

(166) 	(48) 	(118) 	(108) 	 (58) 

31  

6 

21 

6 

15 

6 

5 

1 4 

Total Infotel Users 

Source Of Awareness: 

B. C. Tel Dialogue/ 

B. C. Tel Bill Enclosure 

Newspaper Article 

Newspaper Advertisement 

Brochure 

School/College/University 12 

Friends/Relatives/ 

Neighbours 

Radio Advertisement Or 

Program 

0 	18 	12 

5 	4 	 9 

12 	16 	12 

14 	16 	5 

6 

6 

25 	1 20 

11 
 

1 ) 

I 1 •  

(See Detailed Tables, Pages 1 And 2) 

1. 



Among users who first learned about Infotel through 

B. C. Tel Dialogue, the majority (54%) are the only 

members of their household to read the bill enclosure. 

But, they usually are loyal readers with 70% reading 

it monthly. 

(See Detailed Tables, Pages 3 And 4) 



C. Frequency Of Usage Of Consumer Infotel  

Repeat usage of Infotel is common,with 72% of 

the users having called the service more than 

once since it was established. Some of the 

repeat calls were made to re-listen to a tape. 

But, a comparison of the total call and repeat 

call distributions shows that 62% of the users 

have listened to more than one tape. 

1 n 
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Total Infotel Users 

• Percent Of Consumer infotel Users Who Are...  

34 Years 	35 Years 
Total 	Male 	Female 	Or Younger  Or Older  

(166) 	(48) 	(118) 	(108) 	(58) 

Number Of Times 
Used Consumer Infotel: 

Once 	 CI 	21 	30 	25 	•33 

Twice 	 @ 	27 	25 	30 	17 

Three Times 	12 	17 	10 	10 

Four Times 	12 	8 	14 

Five To Nine Times 	13 	8 	14 

Ten To Nineteen Times 	4 	8 	2 

Twenty Times Or More 	4 	6 	2

•Don't Know 	 2 	4 	2 	2-- 	3 

_Highest Number Of Times 
Listened To Same Tape:

•Once 	 e)•65 . 	.69 	65 	72• 

Twice 	 25 	23 • 	25 	27 	2 1 

Three Times 	',-- 	6 	8 	5 	• 6 	- 7 • 

• Four Or More Times 	1 	• • 2 , 	1 	• 	2 

Don't Know 	.. 	• 	• 1 	2 	• 	- 	1 

(See Detailed Tables, Pages 5 And 6) 

11 

11 

16 

14 

16 



D. Tapes Listened To By Household Members In The 

Past Three Months 

The tapes listened to by the largest proportion of 

purchasers  of a product or service were those providing 

information on toys or other children's products, large 

household appliances, small household appliances, cars 

and other vehicles, and televisions, radios and stereos. 

This implies that, in general, consumers are more 

interested in obtaining information on infrequently 

purchased items for which quality of operation and 

---_._— 
durability are major considerations than  they  are in 

obtaining information on other products and services. 

The exception  to the general trend is the popularity 

of the tapes dealing with toys and other children's 

products. The high usage of these tapes may indicate 

a high level of concern about children's products or 

may be a seasonal shift, as many of the calls under 

consideration were made during the Christmas shopping 

period.
1 

 

1
According to the volunteers manning the Infotel Centre, 

requests for tapes providing information about children's 

toys represented a higher proportion of the total requests 

during the sampling period than they did during the 

earlier part of the year. 

1 0 



* 

* 

9 

5 
4 

2 

7 

3 
2 

5 
1 

3 

1 

1 

17 

)2 

10 

4 

12 

11 

4 

/CD 

61 

52. 

46 

42 

40 

30 

lifi 

10 

10 

8 
4  

4 

10 

7 

10 

8 

of or service. products 

Percent Of Consumer Infotel 
Users Who 	 

Total Infotel Users 

Purchased 

Product 

Or Service  

(166) 
%  

Listened To 

Tape Related 

To Product 

Or Service 

(166 ) 

%,•  

Percent Of 

Purchasers 

Who Listened 

To Related Tape 

Product Or Service: 

Food Products 

Clothing Or Footwear 

Toys Or Other Products 

For Children 

Home Improvement Products 

Such As Paint, Roofing Or 

Insulation 

Auto Repairs 

Sports Or Athletic Equipment 

Tools 

Small Household Appliances 

Insurance Other Than Life Insurance 

Furniture 

Large Household Appliances 

Loan Or Credit For Large Item 

Television, Radio Or Stereo 

Car Or Other Vehicle 

Life Insurance 

Mortgage 

Home 

House Moving Services 

Piano Or Organ 

(See Detailed Tables, Pages 27 Through 37) 

* Sample of users includes less than 25 purchasers 

11 



There were only two significant variations in recent 

tape usage between the various market segments. In 

the first case, users 34 years of age or younger or 

other members of their household were more likely to 

have listened to a tape providing information about 

toys or other children's products than were older 

users or other members of their households. As 

might be expected, this occurs because younger 

adults are more likely to be buying these products 

than are older adults. Among purchasers, the 

propensity to listen to these tapes is similar in 

the two age categories. 

In the second case, users who have called Infotel 

three or more times or other members of their 

households were more likely to have listened to a 

tape providing information on food products than 

were those from households where a recent user 

had called Infotel only once or twice. Both the 

usage level and the propensity to use were different 

in this instance. 

12 
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II 

Total InfOtel Users 

Toys Or Other Children's Products: 

Il I 	Purchased 

II U  Listened To Related Tape 

Percent Of Purchasers Who 
Listened To Related Tape 

Percent Of Consumer Infotel 
Users Who.Are 	 

34 Years 	35 Years 
Or Younger 	Or Older  

(108) 	(58) 

© 	• Fi 

39 	24 

Total Infotel Users 

Food Products: 

Purchased 

Listened To Related Tape 

Who Have Used Infotel 	 

Once Or 	Three Times 
Twice 	Or More  

(88) 	(74) 

100 

I Percent Of Purchasers Who 
Listened To Related Tape 

(See Detailed Tables, Page 27) 

13 



E. A Description Of The Most Recent Consumer Infotel Call  

The majority of Consumer Infotel users, 57%, made their 

most recent call to obtain information prior to purchasing 

a product or service. The obtaining of pre-purchase infor-

mation as a calling reason or motivation was particularly 

strong among women. It also was one of the leading 

reasons for men to call, but they were as likely to 

contact Infotel out of general curiosity as they were for 

pre-purchase information. 

The main reason for calling did not vary between market 

segments defined on the basis of frequency of use or age. 

hi  



To Obtain Information On 

Product Or Service Going To 

Purchase 

General Interest/Curiosity 	27 

57. 

Total Infotel Users 

Percent Of Infotel Users Who Are... 

Total 	Male 	Female  

(166) 	(48) 	(118) 

Main Reason For Making Most 

Recent Call To Consumer Infotel: 

Homework For School - Students 
And A Teacher 

To Obtain Information On 

Product Of Service Already 

Purchased 

Getting Information For 

Friend/Relative 

For Listening/Language 

Training Class/To Learn More 

English 

Information On Canada Pension, 

Managing Budget, Etc. 

(See Detailed Tables, Page 17) 

111••nn 

2 	 3 

6 

3 

1 
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The tapes most frequently requested by users on their 

most recent call were those providing information on 

toys and other children's products,and home financing, 

services or products. 

While last call tape usage does indicate a somewhat 

different popularity rank ordering than that previously 

described for household usage in the past three months, 

the differences are not significant. What the last call 

requests do clarify is the relative popularity of the 

tapes between the various segments of the market. Not 

surprisingly, tape usage generally is related to interest 

in the product or service. For example, women are more 

likely to have listened to the tapes on children's 

products than are men. 

16 



1 
1 

Topic Of Tape 

Listened To Most Recently: 

Infant's Or Children's 

Toys Or Other Products 

Housing Financing, 

Services, Or Products 	V..9 	17 

Finance And Insurance 	13 	0 

Vehicles And Automotive 

Products 

Home Furniture And 

Major Appliances 

Small Appliances 	6 	4 

Entertainment Equipment 	5 

Food 

Self-Help 	3 	4 

Personal Care Products 	3 	- 

Clothing & Footwear 	2 	4 

Other Products And 

Services 	 8 	8 	7 

(See Detailed Tables, Pages 18 To 23) 

6 	2 8 

7 	6 

6 	4 

3 	6 

2 	3 

4 	5 

2 	3 

16 

1 7 1 0 

4 6 

2 

7 

9 

2 

3 

2 

Percent Of Consumer Infotel Users 

Who Have 

Who Are  	Used Infotel.. 

34 Years 	35 Years Once 	Three 
Or 	Or 	Or 	Times 

Total Male Female Younger . 	Older 	Twice  Or More 

(166) 	(48) 	(1 .18) 	(108) 	(58) 	(88) 	(74) 
o 

1 
Total Infotel Users 

1 

1 

• 1 

IL 

il 

1 5 

	

14 	20 

	

10 	15 

6 

9 • 3 

	

4 	8 

	

3 	7 

	

2 	6 

	

2 	4 

	

1 	5 

	

1 	3 

10 
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Based on their last calls, consumers are most likely 

to call Infotel between noon and 6:00 P.M.,but have 

no marked preference for any one day of the week. The 

time of call is not related to the day on which it is 

made. (See Detailed Tables, Page 16). However, 

propensity to call during a given time period is related 

to the user's sex and familiarity with Infotel. Women 

are more likely to call between noon and 6:00 P.M. than 

are men. Frequent users are more likely to call 

between 6:00 P.M. and 9:00 P.M. than are new or 

infrequent users. 



Total Infotel Users (166) (48) 	(118) 	(108) 	(58) 
Oj  %. 

(88) (74) 

31 4 1 32 2 5 

4 1 50 39 52 
Between Noon 

And 6:00 P.M. 

12 15 22 711  
1 2 5 3 

	

13 	12 	13 

	

10 6 	12 

	

12 	17 	10 

	

12 	17 	10 

	

9 	12 	8 

	

82 	10 

	

1 	- 	1 

Sunday 

Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday
1 

Weekday But Don't 
Know Specific Day 

Don't Know 

26 	- ?5 

9 	8 

11 

11 

10 

7 

12 

8 

MM. 

15 

10 

14 

18 

5 

8 

1 

30 23 ,  

10 7 

1 

11 
Percent Of Consumer Infotel Users 

Who Have 
Who Are 	Used Infotel  	 

34 Years 	35 Years 	Once Or 	Three Times 

	

Total Male Female  Or Younger  Or Older 	Twice 	Or More  

Time Of Day Made 
Most Recent Call 
To Consumer Infotel: 

Between 10:00 A.M. 	f  
And Noon 	( 31 	35 	29 

Between 6:00 P.M. 
And 9:00 P.M. 

Don't Know 

	

19 	27 

	

4 	6 

Day Of Week Made Most 
Recent Call To 

Consumer Infotel: 

	

11 	16 

	

.8 	14 

	

12 	, 	12 

	

14 	9 

	

13 	2, 

	

9 	5' 

1 

	

' 27 	23 	. 	33, 

	

9 	. 	8 	10 

(See Detailed Tables, Pages 14 And 15) 

1
Consumer Infotel does not operate on Saturdays in the Metropolitan Vancouver area. 
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F. Attitudes Toward Consumer Infotel  

The high proportion of users who have called 

Infotel for more than one purpose would indicate 

consumers generally are satisfied with the service. 

This is indeed the case. Overall, 96% of the users 

are sufficiently satisfied with the Infotef service 

that they would recommend it to friends and relatives 

who are considering the purchase of a product or service 

on which there is an information tape. 

(See Detailed Tables, Page 41) 

On a more detailed level, the majority of users are 

satisfied with the hours that Consumer Infotel operates: 

800  find them convenient, 10% do not have an opinion on 

the subject and only 10% find them inconvenient. 

(See Detailed Tables, Page 7) 

The reasons provided for considering the operating 

hours inconvenient indicate that much of the perceived 

problem in this respect is due to a lack of familiarity 

with the service. Nearly half of those finding the 

hours inconvenient say it would be better if the service 

were available in the evening, which it is. 

(See Detailed Tables, Page 12) 

20 



Who Have 

Used Infotel  	 
Once Or Three Times 

Twice 	Or More 

(88) 	(74) 

	

17 	24 

	

59 	60 

	

19 	15 

1 

	

2 	1 

21 

Ii 
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IL 
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Infotel users also are generally satisfied with the 

quality of the tape presentations. Based on the last 

one to which they listened, 80% consider the quality 

very good to excellent. Male users,however, are 

somewhat less impressed with the tape quality than 

female users. 

Who Are 	  

34 Years 	35 Years 
Total  Male Female  Or Younger  Or Older  

Infotel Users 	(166) (48) 	(118) 	(108) 	(58) 
% 	% 

Excellent 	20 

Very Good 	0 67 

Acceptable 	18 	23 

Not Very Good 	1 	- 

Extremely Poor 

Don't Know 

(See Detailed Tables, Page 24) 

Total 

Quality Of 

Presentation Of 

Tape: 

56 

15 

1 

1 

4 1 

	

19 	22 

	

60 	57 

	

18 	16 

2 

2 

	

2 	2 

Percent Of Consumer Infotel Users 

IL 

Ii 



But, in spite of the general satisfaction with the quality 

of the tapes, half of the users do think they could be 

improved. The most frequently mentioned criticisms deal 

with the speed of the recordings and the generalized or 

unspecific nature of the content. 

In total, 15% of the users think the information on the 

tape they listened to most recently was presented too 

rapidly. The speed of presentation makes it difficult 

for both those who want to take notes and those with a 

somewhat poor command of the English language. (This 

problem partially accounts for the relatively high 

proportion of users, 32%, who have listened to the same 

tape more than once.) There are two possible solutions 

to this problem-slow the speed or presentation or niake 

the content available in written form. The latter would 

be the preferrable solution from the users1  point of view. 

If it were possible to receive a printed transcript of 

a tape by sending a stamped, self-addressed envelope 

to the Infotel service, 72% of the present users say 

they would do so. (See Detailed Tables, Page 4o) 

22 



The generalized content of the tapes is criticized 

in two ways. Of the total users, 10 2  think the last 

tape they listened to should have given more specific 

suggestions and examples,and 7% think it should have 

rated brands or provided a list of recommended brands. 

This particular criticism of the Infotel service 

probably results from expectations created by other 

sources of consumer information. About three-fourths 

of recent Infotel users are aware of other information 

sources available to them in the Metropolitan Vancouver 

11 1  
area. And,the source of which they are most highly 

II 	

aware is the one that often gives specific examples 

and ranks brands, the consumer magazines. 

II 
- 	 • 

2 3 



Percent Of Consumer Infotel Users  

Total Infotel Users 	 (166) 

Awareness Of Other 

Sources Of Information: 

Consumer Magazines/Consumer Reports 
0 

Advertising 	 13 

Better Business Bureau 	 11 

Word Of Mouth 	 11 

Consumer Columns In Newspapers 	 10 

Public Library 	 9 

Articles In Magazines 	 8 

Articles In Newspapers 	 7 

Consumer & Corporate Affairs 	 7 

Brochures Produced By Stores Or Manufacturers 	6 

•  None 	 14 

Don't Know 	 10 

(See Detailed Tables, Pages 42 And 43) 

24 
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The lack of specific examples and brand 

lists also probably accounts for the 

perceived usefulness of Infotel relative 

to other information sources. Based 

on their experiences of the last five or 

six months, Infotel users generally consider 

consumer columns in newspapers the most 

helpful, consumer magazines the second 

most helpful and Infotel the third most 

helpful. 



Total Infotel Users (166) 	(166) 	(166) 

0 
0 8 
16 	0 

6 	16 

E 
8 

1 4 	 1 0 

1 0 

5 

9 

2 

[ 5 

7 

Percent Of Consumer Infotel Users 

Ranking Selected Information Sources As  

Most 	Second. Most 	Least 

Useful 	Useful 	Useful 

Source: 

Consumer Columns In Newspapers 

Consumer Magazines 

Infotel 

Product Or Service Ads 

Television Programs 

Sales People 

Don't Know/None Of These 

(See Detailed Tables, Pages 44 Through 46) 

There is, however, a correlation between usage of Infotel and its 

perceived usefulness relative to other selected information 

sources. Those who have called Infotel three or more times are 

likely ,  to consider it the most useful source than are those who 

have called only once or twice. More frequent callers of 

Infotel rank it equal to consumer columns in newspapers and 

consumer magazines for usefulness while less frequent callers 

usually consider consumer columns the most helpful source. 

26 



Total Infotel Users 

Consider Source: 

Once Or 

Twice  

(88) 

Three Times 

Or More 

(74) 

I 

I 

I 

20 
15 

9 

24 
15 
9 

10 
10 
12 

10 
3 

20 

3 

IL 

1. 
IL 

I, ( 

1 f Percent Of Infotel Users Who 

Have Used Infotel 	 

Consumer Columns In Newspapers 

- Most Useful 

- Second Most Useful 

- Least Useful 

I 

I 

I 

I 

1 

Consumer Magazines 

- Most Useful 

- Second Most Useful 

- Least Useful 

Infotel 
- Most Useful 

- Second Most Useful 	17 	23 
- Least Useful 

Product Or Service Ads 

- Most Useful 

- Second Most Useful 

- Least Useful 

I ' 

Television Programs 

- Most Useful 

- Second Most Useful 

- Least Useful  

7 	i. 	7 	r-87  
28 

Sales People 

- Most Useful 

- Second Most Useful 
- Lease Useful  

	

2 	8 

	

11 	5 
,38 	31 

(See Detailed Tables, Pages 44 Through 46) 
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I. 
In addition to presenting information too rapidly 

and in a too generalized form, users have a number 

I of other criticisms of the Infotel tapes. However, 

	

Ir 	

these criticisms vary widely - repetitive content, 

trivial content, poor sound, monotonous voice, etc. 

, 

	

1 	and each is mentioned by less than 5% of the users. 

(See Detailed Tables, Pages 25 And 26), 

II ) 

In terms of expanding the library, only 1% of the 

II recent users spontaneously suggest this as an aspect 

	

II i 	which requires improvement. When specifically asked 

( 
if there are any topics they would like to see added 

II to the library, only 19% of the users have suggestions 

	

( 	and these are widely scattered over a number of topics. 

II I  No one topic area is mentioned by more than 4% of - 

II
the users and no specific topic is mentioned by more 

than 1% of the users. 
_4 

	

II ? 	
(See Detailed Tables, Pages 38 And 39) 

 

' 
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I 

Total Infotel Users 

Percent Of Consumer Infotel Users  

(166) 

I i 
 

I L 
 

I 

1 
I ' 

I 

I 

Awareness And Usage Of The Health Information Tape Library 

About one-fourth of recent Consumer Infotel users 

are aware of the Health Information Tape Library. 

The initial sources of the consumer's information 

about this service are widely varied, but B. C. Tel 

Dialogue and brochures appear to have created much 

of the present awareness. 

Awareness Of Health Information 

Tape Library: 

Heard Of Health Information Tape Library 	26 

First Heard Of Through: 

- B.C. Tel Dialogue 	 6 - 

- Brochure 	 6 

- Radio Program Or Advertisement 	2 

- Newspaper Article Or Advertisement 	2 

- Other Sources 	 7 

- Don't Know 	 2 

Have Not Heard Of , Health Information Library 74 

(See Detailed Tables, Pages 47 And 48) 

Of . those aware of the'Health Information Tape Library, 

half have used it. (See Detailed Tables, Page 48) 

29 



DETAILED 	TABLES 



EXPLANATION OF NOTATIONS USED IN THE DETAILED TABLES  

* 	Percent < .05 

Percent =O  

'NOTES: 	Perbentages derived from "actual" bases of less 
than 100 should be interpreted with caution. 

Percentages derived from "actual" bases of less 
than 50 should be interpreted with extreme  caution. 

Items listed below any sub-total may not exactly 
add to the sub-total through computer "rounding" 
(applies to (1) weighted frequencies where decimal 
not shown or (2) where percent shown without decimal). 

STANDARD DEVIATION  

The Standard Deviation is calculated by taking the square root of 
the variance around the mean. It is a summary statistic of 
variation printed below the mean. The Standard Deviation gives 
an idea of the likely variation around the mean if we are simply 
considering the mean as a descriptive statistic. When Standard 
Deviation scores are small relative to the means, means can be 
taken as good representations of the individual scores. 

STANDARD ERROR  

The Standard Error is calculated by dividing the Standard 
Deviation by the square root of the sample size. The Standard 
Error indicates the likely deviations that can be expected, 
and therefore the confidence limits. 

For example, mean ± 2 standard errors will include the "true 
mean"  95 % of the time. 
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INDEX.TQ DETAILED TABLES  

Page No. 

Source Of Awareness Of Consumer Infotel 

1 - 	2 	- By Frequency Of Use, Sex And Age Of User 

Frequency .  Of Reading B. C. Tel Dialogue 

3 

	

	- By Frequency Of Use, Sex And Age Of User 

Number Of People In Household Who Read Dialogue 

4 

	

	- By Frequency Of Use, Sex And Age Of User 

Number Of Times Used Consumer Infotel 

5 	- By Frequency Of Use, Sex And Age Of User 

Highest Number Of Times Ever Listened To Same Tape 

6 	- By Frequency Of Use, Sex And Age Of User 

Convenience Of Hours Of Operation Of Consumer Infotel 

7 	- By Frequency Of Use, Sex And Age Of User 

8 	- By Day Of Week 

9 	- By Time Of Day Made Call 

Reasons Why Hours Of Consumer Infotel Are Convenient 

10 - 11 	- By Frequency Of Use, Sex And Age Of User 

Reasons Why Hours Of Consumer Infotel Are Inconvenient 

12 	- By Frequency Of Use, Sex And Age Of User 

Reasons Why Don't Know If Hours Of Consumer Infotel 
Are Convenient 

13 	- By Frequency Of Use, Sex And Age Of User 

Day Of The Week Made Most Recent Call To Infotel 

14 	- By Frequency Of Use, Sex And Age Of User 

IL 



- When 

- When 

- When 

30 

31 

31 

INDEX TO DETAILED TABLES (CONTINUED) 

Page No. 

Time Of Day .  Made Most Recent Call To Infotel 

	

15 	- By Frequency Of Use, Sex And Age Of User 

	

16 	- By Day Of Week 

Main Reason For Making Most Recent Call To Infotel 

	

17 	- By Frequency Of Use, Sex And Age Of User 

Topic Of Tape Listened To Most Recently 

	

18 - 23 	- By Frequency Of Use, Sex And Age Of User 

Quality Of Presentation Of Tape 

	

24 	- By Frequency Of Use, Sex And Age Of User 

Aspects Of Tape Which Could Be Improved 

	

25 - 26 	- By Frequency .  Of Use, Sex And Age Of User 

Use Of Information Obtained From Consumer Infotel 
In Household Products Purchased In Last Three Months 

By Frequency Of Use, Sex And Age Of . User 

27 	- When Purchased 

27 	- When Purchased 

28 	- When Purchased 

e , 	- When Purchased 

29 	- When Purchased 

30 	- When Purchased 
Such As Paint, 

Purchased 

Purchased 

PurchaSed 

Food Products 

Toys Or Other Products For Children 

Life Insurance 

Other Types Of Insurance 

A Home 

Home Improvement Products 
Roofing Or Insulation 

House Moving Services 

A Mortgage 

A Car Or Other Vehicle 



INDEX TO DETAILED TABLES (CONTINUED) 

Page No; 

	

32 	- When Purchased Auto Repairs 

	

33 	- When Purchased Tools 

	

33 	- When Purchased A Television, Radio Or Stereo 

	

34 	- When Purchased Large Household Appliances 

	

34 	- When Purchased Small Household Appliances 

	

35 	- When Purchased A Piano Or Organ 

	

36 	- When Purchased Furniture 

	

36 	- When Purchased Clothing Or Footwear 

	

37 	- When Purchased Sports Or Athletic Equipment 

	

37 	- When Purchased A Loan Or Credit For Purchasing 
A Large Item On Time 

Topic Would Like To See Included In Consumer Infotel 

	

38.-  39 	- By Frequency Of Use, Sex And Age Of User 

Interest In Receiving Printed Transcript Of Tape 
By Sending Stamped, Self-Addressed Envelope To Infotel Service 

	

40 	- By Frequency Of Use, Sex And Age Of User 

Would Recommend A Friend Call Infotel Prior To Making Purchase 

	

41 	- By Frequency Of Use, Sex And Age Of User 

Sources Of Information Of Products Or Services Available 
To Residents Of Area Other Than Infotel 

	

42 - 43 	- By Frequency Of Use, Sex, And Age Of User 

Most Useful Source Of Product Or Service Information 
In Past Five Or Six Months 

	

44 	- By Frequency Of Use, Sex And Age Of User 



INDEX TO DETAILED TABLES (CONTINUED) 

Page No. 

Second Most Useful Source Of Product Or Service 

Information In Past Five Or Six Months 

	

45 	- By Frequency Of Use, Sex And Age Of User 

Least Useful Source Of Product Or Service . Information 

In Past Five Or Six Months 

	

46 	- By Frequency Of Use, Sex And Age Of User 

Source Of Awareness Of Health Information Tape Library 

	

47 - 48 	- By Frequency Of Use, Sex And Age Of User 

Usage Of Health Information Tape Library 

	

49 	- By Frequency Of Use, Sex And Age Of User 

Basic Data 

By Frequency Of Use, Sex And Age Of User 

	

50 	- Sex 

	

50 	- Age 

	

51 	- Number Of People In House 

	

52 	- Education 

53 	54 	- Total Household Income 
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CANADIAN FACTS RA935 	 . 	PAGE 

SOURCE OF AWARENESS OF CONSUMER INFOTEL (Q1A.Q1B) 
BASE TOTAL INFQTEL USERS 
BY FREQUENCY OF USE ,  SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE THREE 

TOTAL TWIK ORTZIKE 	MALE 'FEMALE yoeiGN1 ,25.05 
M M 	  

BASE FOR PERCENTAGES • ACTUAL 

	

10e1/ 1002 	7  100 .(1 1002 10eg 10eg 1009 

SOURCE OF AWARENESS OF INFOTELt 	 , 

. 	14 	'10.3 	20.1 	20.g 	11.44 	15.; 	12.1 
BROCHURE OBTAINED FROM( 

IN THE MAIL 	 6 4 	3 	" 3 	3 	3 

	

3.6 	2.î 	5.4 	• 6.32.5 	2.8 	5.2 

AT WORK . 	' 	I.e 	1 .1 	i.k 	..e 	0 

	

.4 	1.7 
1 

CONSUMER 4 CORPORATE AFFAIRS 	2 	2 	0 	1 	1 	1 
OFFICE 	 1.2 	2.3 	2.1 	.8 	.9 

	

1.8 	1.1 	2.î 	2.1 	1.( 	2.8 WELCOME WAGON 	. 

	

3 	 ? 	• 	3  

LIBRARY ' 	. 	' 	a 	1.1 " 	0 	0  
1 

.9 

AT CLUB BELONG TO 	1 	0 	• 1 	1 • 	0 	1 

	

.6 	1.4 	2.1 	.9 
HEALTH UNIT 	. 	1 	0 	1 	0 	1 	1 	0 

	

.6 	1.4 	.8 	.9 
COMVALCKIn e tINFOTEL REP.. 

. 2.4 
4 

	

1.1 	' 411 	43 	l e / 	13 ' 	3.4 
2 

PARENTS' CONFERENCE AT S.F.U. 	0 	 2 	0 

	

. be 	2.f 	0 	1.f 	1.9 
B.C. PRIMARY TEACHERS CONFERENCE 

	

a 	
0 

1.4 

	

à 	4 

	

1 	0 	
. 	 . 	 ' 2  

BOYFRIEND PICKED IT UP 

	

el 	1.1 	0 	0 
.8 

1 
.9 

	

1 	0* 

B.C. TEL DIALOGUE/BILL ENCLOSURE 

	

264.et 	179 	36 	31.3 	2oe, 	2ee 	3.e) 

(CONTINUED) 

0 
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(CONTINUED) 
CANADIAN FACTS RA935 	 PAGE 2 

SOURCE OF AWARENESS OF CONSUMER INFOTEL (Q1A.Q1B) 
BASE TOTAL INFOTEL USER  
OY FREQUENCY OF USE. SEX AND AGE OF USER 

	

FREQUENCY USED 	SEX OF USER AGE OF USER 

	

ON55 Ticq 
	35 OR 

	

TOTAL. TWICE OR MOL 	MALE FEMALE YONIeGÉ5 OLDER  

BASE FOR  PERCENTAGES " ACTUAL 	166 	88 , 	74 	48 	118 	108 	. 58 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	100.0 

NEWSPAPER ARTICLE 	
159 .  269 	2.î 	4.e 	2e3 	171.2 	12.1 

NEWSPAPER ADVERTISEMENT 	9 	4 	5 	3 	6 	4 	5 

	

5.4 	4.5 	6.8 	6.3 	5.1 	3.7 	8,6 - 

RA0/0 ADVERTISEMENT OR PROGRAM 	10 	8 	2 	3 	7 	5 	5 

	

6.0- 	9.1 	2.7 	6.3 	5.9 	4.6 	8.6 

TWIMUON ADVERTISEMENT OR 

	

isa 	23 	1.1i 	2  • 2.a 	..1, 	
2 

3,4 

FRIENDS/RELATIVES/NEIGHBOURS 	14 	9 	5 	7 	7 	10 	4 

	

8.4 	10.2 	6.8 	14.6 	5.9 	9.3 	6.9 

SCHOOL/COLLEGE 	. 	20 	8 	12 	3 	17 	17 	3 

	

1290 	9.1 	16.2 	6.3 	14.4 	15.7 	5.2 

PUBLIC LIBRARY 	 4 	"B 	1 	2 	2 	4 	a 

	

2.4 	3.4 	1,4 	4.2 	1.7 	3.7 

DEPARTMENT OF CONSUMER 6 	3 	2 	1 	2 	3 	0 
CORPORATE AFFAIRS - 	1.8 	2.3 	1,4 	4.2 	à 	2.8 

	

MISCELLANEOUS MENTIONS 3 	8 

	

5.: 	5. 	4.1 	2.1 	6.8 	Seg 	5.e 

00 01 
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PAGE CANADIAN FACTS RA935 - 

FREQUENCY OF READING B.C. TEL DIALOGUE MC) 
BASE  TOTAL INFont. ustRs 
BYTREQUENCY OF - G5E, SEX  AND AGE OF USER 

FREQUENCY USED 	SEX OF  USER AGE OF USER  

YN85  THREE 
TOTAL TWICE OR AJE MALE FEMALE YOMGN ee 

BASE FOR  PERCENTAGES • ACTUAL 

FREQUENCY OF READING B.C. TEL 
DIALOGUES 

Ian 1009 100:t 1001 10e8  100.0 100.0 1009 

MONTHLY 	
. 31 • 	10 	19 	9 	22 	15 	16 

	

18.7 	11.4 	25.7 . 18.8 	18.7 	13,9 	27.6 
ONCE EVERY TWO OR THREE MONTHS 

	

3.i 	1.1 	
4 	0 	5 5,4 4.2 

	

2.d 	. 3,el. 
ONCE EVERY FOUR OR FIVE MONTHS 

	

el 	
0 1.k . 	2.1 	. 2 	0  .4 

. 	4J : 	4.t 	'43 ''- .10.?b . 	i.î 	2.a 	6.t 
LESS OFTEN 	. 

DON'T KNOW 	. 	. 	0 	0 	0 	0 	0 	0 	0 . 

	

739 83.9 	634g 689 	Tsu . 79u 	62?? 

0002 

QM NOT LEARN ABOUT -  INFOTEL-
.1HHOUGH B.C. TEL DIALOGUE 



9 
10.2 

16 	6 
6.8 

0 

15 
20.3 

9 
12.2 

1 
1.4 

24  
14.5  

9i6 
0 	1 

1.7 

	

1 	0 
.9 

	

•1 	1 • 

	

.9 	1.7 

	

0 	0 

14 
13.0 

6 
5.6 

10 
17.3 

10 
17.2 
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CANADIAN FACTS RA935 

.NUNUER QF PE0P4t IN HOUSEHOLD WHO READ DIALOGUE (Qi D) 
BASE TOTAL INFUTEL USE R 
BT FREQUENCY OF USE, SEX AND AGE OF USER 

PAGE 

BASE FOR PERCENTAGES n ACTUAL' 

ge85117 SOUSEHOLD WHO READ' 
- 

ONE 

IWO 

THREE 

FOUR 

FIVE 

SIX OR MORE 

%UM gereinieteL 
- 0003  

FREQUENCY USED 

ONCE THREE 
OR 	TImES 

TOTAL TWICE OR MORE 

166 
100.0 	1001 	7  100.(1 

2 	1.i 
2 	1.1 
0 	0 

leg 	83:e 	63!1  

SEX OF USER AGE OF USER 

340R  35 DR 
MALE FEMALE  yOUNGER uLDER 

48  
100.0 IOW 1089 1009 

	

7 	17 

	

14.6 	14.4 

6 

	

12.5 	0:g 

O  

	

1 	0 
2.1 

	

2.1 	.8 

	

0 	0 

68?? TS!: Te 62n 

1 
.6 

2 
1.2 

0 
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BerumER INFoTEL ( 02A) 
geriOrALTIIHTIC 
BY FREQUENCY  OF USE,  kX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

.ONCE 	THREE 

TOTAL TWI2É Oliree 
• 340R 

 MALE FEMALE YOUNGER  o3 1..5 02R  R 

'BASE FOR PERCENTAGES n ACTUAL • 	
10W0e  1002 1007et 1001.1 	10e3 ' 102g 1009 

NUMBER OF TIMES 0E0 INFOTEL" 

ONCE • "274.e, 	522 	! 	209 	3ca 	2sro 	32!: 

TWICE 	 25.1 	4741.ef 	
0 	13 	29 	, 32 	10 

	

n 	27.1 	24.6 	29.6 	17.3 

THREE 	 20 	0 	20 	B 	12 	11 	9 

	

12.1 	n 	27.0 	16.7 	10.2 . 10.2" 	15.5 

FOUR 	. 	. 	ZO 	0 	20 	4 	16 	12 	8 

	

12;1 	• 	27.0 	8.3 	13.6 	11.1 	13.8 , 
FIVE . 	. 	. 	'5 	0 4 	2 	'3 

	

3.0 	6eg 	› 2.1 	3.4 	1.9 	5.2 

SIX 	 12 	0 	12 	7 	5 

	

7.2 	n 	16.2 	2.1 	9.i 

	

6.5 	8.8 

SEVEN 	 3 	- 0 	3 	1 - 	2 . 	3 	0 

	

1.8 	4.1 	2.1 	1.7 ' 	2.8 

EIGHT 	 1 	0 	1 - 	1 	0 	0 	1 
. 	.6 	1,4 	2.1 	n 	1.7. 

NINE 	 ' 0 	0 	0 	0 	0 	0 	0 
.» 

. 	
. 

TEN TO NINETEEN 	
. 

	

4.1 	
- 	0 	991 	4 	3 

	

8.3 	2.5 	6.1 	° 

. - TWENTY TO TWENTY nNINE 	. 	. 3 	0 	3 	2 	2 

	

1.8 	.». 	4,0 	2.1 	'1.7  

THIRTY OR MORE 	 3 	0 3 	2 	1 	0 

	

108 	4.0 	4.2 	.8 	2.g 

DON'T KNOW 	 4 	0 0 	 2 	2 
. 	2.4 	• 4ef 	1.f 	1.8 	3.4- 

0004 
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CANAO/AN FACTS RA933 

HIOHEST NUMBER OF TIMES EVER LISTENED TO SAME TAPE (028102C) 
BASE TOTAL INF0TE4 USERS 
BY FREQUENCY.OFUSE: SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

PAGE  

.TOTAL 
- • - n 

ONCE THREE 

	

OR TIM5 	34 OR 35 OR 

	

TWICE OR MORE 	MALE FEMALE YOUNGER OLDER 

BASE FOR PERCENTAGES • ACTUAL 

HIGHEST NUMBER OF TIMES 
LISTENED TO SAME !Ant 
ONCE 

TWICE 

THREE 

FOUR 

FIVE OR MORE 

DON'T KNOW 

0005 

100.0 100.0 1009.. 100 -c 1002 loes 	lée 

	

112 	72 	40 	31 	81 	TO 	42 

	

b7•5 	81.8 	54.1 	64.6 	68.7 	64.8 	72.4 

	

41 	. 16 	, 24 	*..11, 	39 . 	29 	.,„1. 

	

24i, 	38.2 	J2.4 	GeO7 	25.. 	26.9 	cu. ,  

	

10 	0 	9 	4 	6 	6 	4 

	

6:0 	n 	12.2 	8.3 	5.1 	5.6 	6.9 

	

1 	0 0 	1 	1 	' 	0 

	

.6 	1ei 	.8 	.9 

	

.1 	
0 

	

0 	1 

	

- 	- 	2.1 

.1 	0 
2.1 	

0 
• 
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68 	61 

	

77.3 	82.4 

10 

	

749 	13.5 

	

35 	98 

	

72.9 	83.1 

	

4 	13 

	

Oa 	11.0 

	

87 	A6 

	

80.6 	7943 

	

10!i 	10 4 if: 

133 
80.1 

17 
1003 

103 
9 

18.8 5. ; Deamsm gemeeEN T 9.6 149 	4e i 
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-CONVENIENCE OF
INFOT 

HOURS 
OUSERS
F  OPERATION OF CONSUMER INFOTEL (O3A)-" 

BASE TOTAL 	EL  
BY FREQUENCY OF . USE, SEX  AND AGE OF USER 

FREQUENCY  USED 	SEX OF USER AGE OF USER 

TOTAL 

ONCE THREE 
OR TIME5 

TWICE OR MORE 
34 0R 350R  

MALE FEMALE YOUNGER OLDER 

BASE FOR PERCENTAGES n ACTUAL 

CONVENIENCE OF HOURS OF INFOTELi 

NOURS . OF OPERATION ARE CONVENIENT. 

legaleERATION ARE NOT .  

166 	88 	74 	48 
100.0 100.0 100.0 100.0 10e 8  10e8 	1 0e 

0006 
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CANAOIAN FACTS RA933 	
. 

, 	. 	. 	. 
. 	. 

CONVENIENCE OF 8OURS  OE OfERATION 
OF CONSUMER INFOTEL (03A) 

BASE TOTAL INFOTEL USERS 
B.  DAY OF WEEK+ -  . 	. 

MoNDAY THURS- WEEKDAY 
THROUGH DAY OR UNSPEC-

SUNDAY TOTAL WED•DAY LRADAY 	IFIED 

BASE FOR PERCENTAGES n ACTUAL . 	' 100 	• 'me; looS.  - ma loet»  

CONVENIENCE OF HOURS OF INFOTEL8 	
. 	. . , 	. 	. 

HOURS OF OPERATION ARE CONVENIENT .- . 
	18 	103 	- 45.- ' 24 	34 . 

	

85.7 	79.8 	79.0 	85.7 	77.3 

WateeigERATION ARE NOT 

	

14.3 	10!? . 	7.11 	103 	13.g . 	 . 

DON'T KNOW IF HOURS OF' 	
4 

OPERATION ARE cONVENIENT 	. - 	2 	10!? 	14.8 	
. 3.1 	9.1 	. 

*ONE RESPONDENT MENTIONED SATURDAY AS 
DAY OF CALL - INFOTEL DOES NOT OPÈRATE ON THAT OAY 

0007 

WEEKDAYS 
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PAGE 9 CANADIAN FACTS RA935 

ÇONVENIENCE OF HOURS  OF  OPERATION OF CONSUMER /NFOTEL (03A) 
8AS E luTAL INFOTEL uSERS 
87 TIME  OF  DAY MADE CALL 

TIME OF DAY MADE CALL 

	

1000Am 	HooN 6TO0Pm 

	

To 	To 	To 
NooN 6100PM 9:00pm 

'mu  FOR  PERCENTAGES • ACTUAL 
CONVENIENCE OF HOURS OF INFOTELI 

HOURS Or OPERATION ARE CONVENIENT 	40 	59 	30 

	

78.4 	75.7 	96.8 

HOURS OF OPERATION ARE NOT 	6 	10 	1 
EONVENIENT 	 11.8 	12.8 	3.2 

	

51 	/6 	31 

	

100.0 	100.0 	100.0 

0008 
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CANADIAN : FACTS RA935 PAGE 18 

MI OM 1111111 	 NM MIMI 1•11 MI  1 VMI 	 OM • OM 

TOPIC OF TAPE LISTENI TO MOST RECENTLY (06) 
BASE TOTAL INFOTEL US RS 
BY FREQUENCY OF - USE ,  EX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 
oNs5  THRE 

34 OR 	35 OR 
TOTAL TWICE OR MORE 	MALE FEMALE YOUNGER OLDER • «PM 

BASE FOR PERCENTAGES n ACTUAL 	166 	88 	74 	48 	118 	108 	58 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	100.0 

TOPIC OF TAPE LISTENED To MOST 
RECENTLY( 	 . 

F0001 	 . 

HOW TO PLAN MENU/MAKE GROCERY 	-4 	3 	 3 
LIST (C151,C11) 	 2.4 	1./ 	4.1 	..e 	1.1 	2. 8 	i.3 

. HOW TO GET MORE FOOD FOR 	3 	2 	1 	1 	2 	3 	0 
YOUR DOLLAR 	 1.8 	2.3 	1 94 	2.1 	1.7 	2.8 

FOR BABIES AND CHILDREN( 	. 	 , 

HQW TO BUY TOYS FOR 6 MONTHS 	 .0 	0 	2 	2 
TO A YEAR (C21) 	1. 	23 	. 	1.7 	1.9 

HOW TO BUY FOR TODDLERS 1 	. 	 0 	0 	2 	1 	1 
AND 2 YEAR OLDS (C22) 	1.î 	2.S 	1.7 	.9 	1.7 

HOW TO BUY TgYS FOR CHILDREN 	4 	3 
3 TO 5 YEARS (C23) 	2.4 	3.4 

HOW TO BUY TOYS FOR ELEMENTARY 	4 	4 	' 0 	1 
SCHOOL. CHILDREN (C24) 	2.4 	4.5 	2.1 	2. 5 	2. 8 	1.7 . 	. 
CHILDREN'S TOYS 	 15 	a 	7 	0 	15 	11 	4 

	

9.0 	9.1 	9.5 	• 	12.7 	10.2 	6.9 

BUYING GIFTS FOR CHILDREN/INFANTS 	5 	5 	0 	4 	-3 	2 

	

3.0 	' 5.7 	n 	2.1 	3.4 	2.8 	3 • 4 
HOW TO BUY TOYS FOR COTAIN 	8 	. 	6 	1 	0 	8 	7- 
AGE LEVELS OF CH1LUHLN . 	4.8 	6.8 	1.4 	6.8 	6.5 	1.3 

HOW TO  BUT  PLAYPENS/NEWBORN 	21 	0 	2 	2 	0 
BABIES" NEEDS 	 1.2 	1.1 	1.4 	1.7 	1.9 

(CONTINUED) 

1 	1 	3 	4 	-o 

	

2.1 	2.5 	3.7 

3 	3 	1 
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TOPIC OF tApg LISTENED TO MOST RECENTLY (06 )  
BASE TOTAL INFOTEL UbERS 
BY FREQUENCY OF - USE. bEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

BASE  FOR  PERCENTAGES ACTUAL 

ONCE ThilE 

	

UR TIM b 	34 OR 35 OR 

	

TOTAL TWICE OR MO E 	MALE FEMALE YOUNGER OLDER 

lan i009 1007J 1001 10e8 	1009 

FINANCE AND INSURANCES 
 

_ 
HOW TO MAKE YOUR MONEY GROW (C34 ) 	7 	4 . 	3 	4 	3 	4 	' 3 

402 	4.5 	4.1 	8.3. 	2.5 	3.7 	5.2 

Insum INSURANCE/LIFE 1.d 	23 	1.1 	6.3 	
0 	2 

1.9 	1.5 _. 
112 iSeTS12113F2MREDIT/CONSUMER , 	3.0 2. 

	

3. 1b 	- 	1 	
4 

8.3 	•  ll 	
3 	2
8 	3.4 2.  

HOM TO PLAN FOR RETIREMENT (C37 ) 	? . - 0 	0 	2 	0. 	2 
10C 	2./ 	1.7 	3,4 

MISCELLANEOUS FINANCE RESPONSES 	... 	d. 	.0 	3 	2 	2 	2 	2 
(BANKRUPTCY. WISE USE OF MONEY ) 	2.4 . 	4.1 	4.2 	1.7 	1.9 	3,4 

HOUSING! 
HOW TO  SHOP  FOR A MORTGAGE (C45) 	5 4 . 	3 	1 . 	4 

300 	1.1 	5.4 	6.3 	1./ 	.9 	6.9 

WHICH INSULATION MATERIAL (C51/ 	9 	4 	5 	4 	5. 	4 	5 
5.4 	4.5 	6.8 	8.3 	4.2 	3.7 	8.6 

HOW TO CHOOSE A CARPET (C82 ) 	3
1 	0 • 	3 	0 	3 

1.8 	2.î 	1.4 	2.5 	5.2 

BbeeTtRSMOKE ALARM/FIRE 1.î 	1.1 	1 
1.4 	

0 

	

1. 	- 	
0 	2 

3,4 

MISCEIrkANEOUS RESPONSq gc/___ 	3 	 2 	I 

	

1.1 	.2./ . 	2./ 	1.7 	1.e.) 	1.7 elein Mleck leeçAL 	1.8  
mill8NITHUMMNIMPNe 	5 	3 	2 	0 	5 	3 	2 

3.0 3.4 2.7 4.2 2.8 3,4 
Atel v f;GHgmpneUREbi CH 0 ING 	. 	. 

0016 
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TOPICTOf TAPg WTENEp ;0 MOST RECENTLY MS/ 
ideFRÉLÉNC4 10F 51gE ln SÉX AND'AOE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

"5 ee 
TOTAL TWICE OR MORE 	MALE FEMALE - Y0e0 kart 

BASE FOR PERCENTAGES • ACTUAL 

TOPIC OF TAPE LISTENED TO MOST RECENTLYS 

' AA 

10ké 1009 100:Ô 1004.8 10e8 10e8 100n 

SELFnHELP: _ 

MngbeE9H0r141511% 1Nt
S  

	

3.0 	2.î 	
3 

	

4.1 	411î 	
3 	3 	2 

2.5 2.8 3,4 
CuNSUMtm RIGH§S,'HuW TvAGE1 	. 
HELP, SOLICITATIONS)  

AUTOMOTIVE: 	 . 	. 

HOW TO BUY A CAR (Cil) 2 	2 
• " 	2.1: 	.2.î 	: 23' 	43 	1.î 	1.9 	3.4 - 	.  

MOM TO BUY A USED  CAR (C72)  ' 	1 	1 	0 ' 	- 1 	0 	1 	0 

	

. • 6 	1.1 	2.1 	' - 	n . ' 	.9 

HOW TO BUY TIRES (C74) 	4 	1 	3 	3. 	1 	3 	1 
• 2.4 	1.1 	4.1 	, 6.3 	• 8 	2.8 	1.7 

MAT?  (Me 	
1 	1 

/LOREN:5 CAR 	3 	2 	2 - 	1 

	

1.8 	1. 	2.7 	2. 	1./ 	1.9 	1.7 
MISCELLAN0US AutomoTvit 	1 	o 	1 	1 	o r 	1 	o 
neaNbEs (ANTI nLURROSION 	• 	.6 	1.4 	2.1 - • n 	.9 

TOOLS:  • 
MISCELLANEOUS TOOLS RESPONSES 

el ° 	
1 	0 

1.4  .a 	.9 
HOUSEHOLD MAINTENANCES 

	

misçumnous HOUSEHOLD 	 0 	3 	3 	0 
KEbreUNSES (CHOOSING POTS AND 	1.d 	23 	1.1 	2.5 	2.8 	.. 
PANS,  TOWELS 	• . 

(CONTINUED) 
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2 	
3 

	

1.7 	• 	5.2 

	

0 2 	0 
1./ 	1.9 

MUM OMME MR MI MR MI MI MD 	MI MN BM 	• 

TOPIC OF TAPE LISTENED TO MOST RECENTLY (06 ) 

lehiehcrinMstR AND AGE OF USER 
. 	FREQUENCY USED 	SEX OF USER AGE OF USER 

• 	ONC5. 	.1.HREE 
TOTAL TW/2E OR  TA 	MALE FEMALE VOMGR5 

elba. 0• IMI 

BASE FOR PERCENTAGES • ACTUAL 

HOME FURNITURE AND MAJOR 
APPLIANCES: 

10e1 1009 100.0 100.0 1002 lee 101a 1009 

	

HOW TO CHOOSE A CANNISTER 2 	0 	0 	2 	0 
VACUUM/VACUUM CLEANER (C94) 	1.! 	2.3 	1./ 	1.9 

HOW TO CHOOSE MAJOR APPLIANCES 	6 	5 	1 5 	5 	1 
(RANGE, FREEZERS, DISHWASHERS) 	3.6 	.5.7 	1.4 	2.1 	4.2 	4.6 	1,7 
(C90,C142,C143) 

	

HOW TO CHOOSE UPHOLSTERED 1 	0 	2 	2 	0 
FURNITURE (C129) . 	1.! 	1.1 	1.4 	1.7 	1.9 

SMALL APPLIANCES: 	
. 	 . 

HOW TO CHOOSE A MICROWAVE 	3 	2 	1 	0 	3 	2 	1 
OVEN (C103) 	 1.8 	2.3 	1,4 	2.5 	1.9 	1.7 

MOW TO CHOOSE A FOOD PROCESSOR 	32 	2 	2 	1 
(C104) 	 1.8 	1.1 	2.7 - 	2.1 	1.7 	1.9 1.7 

HUWILCgianNIMUICIU27/ 	4 
' 	' 2.4 

	

1.1 	4.f 	2.1 	2. 5 3.4 3 he 2 

ENTERTAINMENTI• 	- 
HOW TO CHOOSE A TELEVISION (C107) 	3 	1 	2 	0 	3 	1 	2 

	

1.8 	1.1 - ' 2.1 	2.5 	.9 	3,4 

eOW TO CHOOSE A RECORD PLAYER/ 	4 
SPEAKERS/RADIO OR RECEIVER 	,2.4 	1.1 	2.1 
(C136tC138,C139) -  , 

elke51,44PILEriggIWee) 	I.! 	1.1 	1ei 
(C140.C108) 

CLOTHING AND FOOTWEAR: › 

(CONTINUED) 
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TOPIC OF TAPE 1./STENED TO MOST RECENTLY (06) 
BASE TOTAL INFOTEL UbERS 
BY FREQUENCY OF - USE ,  SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE. OF USER 

. 

 

ONM THREÇ  
T1P4Lb 

TOTAL TWICE OR mORE 
340R. 350R  

MALE FEMALE ifOUNGER OLDER 

BASE FOR PERCENTAGES • ACTUAL 	166 ' 	88 	74 	48 ' 118 	108 	58 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	100.0 

HOW TO BUY CLOTHING THAT 	2 	A) 	• 1 	2' 	. 	0 	1 
LASTS tC122) 	. 	1 n 2 	1.4 	4.2 	.9 ' 	1,J 

MISCELLANEOUS CLOTH/NG AND 	I 	1 	0 	2 	0 

Fligint7IMegbINetfitger 	1.j 	lel 	1.4 	1.î 	1.9 	• 

. PERSONAL CARE t , 

HOW TO BUY SHAMPOO (C126) 	2 . 	0 	2 	0 	2 	2 

	

1.2 	2.7 	1.7 	1.9 

1 "445YeePorE d731q 95/ 	: 1. î 	1.1 	o 
à. 	2. 

	

1 	. 	- 	a 	• 

	

3 	0 
2.8 - 

Oc ERSE.. /,,AIR OYE/W Gb) A  
(C125.C127,C120) 	 S . 

0017 
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0 
.8 1.7 

MISCELLANEOUS RESPONSES ' .1 	1.1 

MI MI Mall • MI MI 	I•111 • MR Mil MI MI NM MI MI 

TOT OF TAPE 41STEN1 TO MOST RECENTLY (06) 
eAs TOTAL INFUTEL US PS 
UY REQUENCY OF"USEi EX AND  AGE OF USER 

FREQUENCY USED 	SEX OF  USER  AGE OF USER  
ON8R  THREE 

TOTAL TWICE OR ÀOL MALE FEMALE Yee Re 
••nn •nn11111... 

BASE FOR PERCENTAGE S n ACTUAL 

	

100 	1009 
	74 

 1002 10eg 10Ô9 1009 - 
421ele s TAPE LISTENED TO MOST 

MISCELLANEOUSi 
nittUnUGGAGE/JEWELLERY 	3 	 2 	1 I 

	

1.8 	2.î 	1.1 	2.1 	1ef 	1.9 	1.7 

	

3 	3 

	

1.8 	8.4 

i.e 
 

SPORTS  AND  ATHLETIC EQUIPMENTi 
NOW TO CHOOSE SKIS AND SKIING 
.EQUIPMENT (C131) 

MISCEINEOUS SPORTS RESPONSES 
(GULF -- QUIPMENTt - SKATES. HOCKEY 
EQUIP ENT.) - (030,C133,C134) 

0 	2 	1 	2 	1 

	

492 	.8 	1.9 	1.7 

.à 1.7 1 .1 	1.1 	2.1 

00 18 
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EXTREMELY POoR 

DONeT KNOW 

.1 	1.1 

1.d 

o 1 
1.7 

2 
1.9 	1.5 

0 

— .5

am 	um am am ma ma am ma um mo 1111•111111111MIMMIIIIII 

eitnY2E PRWASels" TAPE ( 07 ) 
BY FREQUENCY'OF USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

	

ONCE 	THREÇ' 
. 	OR 	TIMES 	34 OR 	35 OR 

	

TOTAL TWICE 	OR MORE 	MALE FEMALE yOuNGER oLDER 

BASE' FOR  PERCENTAGES n ACTUAL 

	

IOW) 100n 
	74  1001 lo4:3 1049 1009 

'QUALITY 9F PRESENTATION OF TAPE: 

	

34 	15 	18 
. 	'20.5 	17.1 	24.3 	6.2 	25?,1 	191, 	221.Z EXCEL LENT  

VERY GOOD 	 59.0 	54e 	59n 	66?f 	559 	609 	56?a 

	

-22:4 	15:g 	Ite 	15.g ACCEPTABLE 	 179 	19:3 	14:4 

NOT VERY GOOD 	° 	
0 	1 	0 	1 

	

.9 	- 	1.8 

0019 



	

25 	8 	17 	11 	14 	16 	9 

	

15.1 	9.1 	23.0 	22.9 	11.9 	14.8 	15.5 

	

2 	3 

	

2.3 	4.1 

	

3 	2 
3.0 	3.4 	2.7 

13  23  

	

2.3 	2.1 

	

10 	6 

	

11.4 	841 

	

li1 
	1 

1•1 	'• 	1.4 

8 	6 	2 

	

4.8 	6.8 	2.7 

4 

	

2.4 	1./ 	23 

	

11 	• 	5 

	

6.6 	5.7 	6.g 

	

3 	2 	1 

	

1.8 	2.3 	1.4 

5 
3.0 

0 

• 

	

0 	5 	5 

	

4.2 	4.6 

	

3 	2 	3 	2 

	

6.3 	1.7 	2.8 	3.4 

0 

	

le/ 	
1 

.9 

	

el; 	
3 

2.8 

	

11 	10 

	

9.3 	9.3 

	

O 	1 
.9 

	

6 	6 

	

5.1 	5.6 

1 .1 
9 

7.6 

	

1 	2 

	

2.1 	1.7 

3 
2.8 	1.3 

	

7 	4 

	

6.5 	6.9 

	

2 	1 

	

1.9 	1.7 

4 
2.4 

16 
9.6 

0 

6.3 

5 
10.4 

2 
4.2 

2 
4.2 

1.3 

1.3 

6 
10.3 

1 
1.7 

2 
3.4 

PAGE 25 CANADIAN FACTS RA935 

ASPECTS 	Tewca, RULD BE IMPROVED (08A.Q8B) 

BeFREQUÉNC4 OFASE, EEX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

oNs5 /Him •  
.TOTAL TWICE OR ÀokE 	MALE FENALE yoMG25 P.Dg 

M./ 

BASE FON PERCENTAGES n ACTUAL 

ASPECTS OF TAPE WHICH COULD BE 
IMPROVED: 
TAPES GO TOO FAST/CANNOT  TAIE  
NOTtS FROM IT/DIFFICULT FOR 
WegHWULEANNOT UNDERSTAND . 

SOUND IS POOR/CANNOT UNDERSTAND 
somE woRoS 

VOICE IS MONOTONOUS' BORING/ 
NARRAIOR IS NOT A PROFESSIONAL 

DID NOT LIKE THE PAUSES/CONn 

DESCENDING 

NOT CLEAR WHEN TAPES END 

• SUGGESTIONS AND EXAMPLES SHOULD 
BE MORE SPECIFIC/100 GENERALIZED 

MORE 
 

BELABOUR THE OBVIOUS/REPETITIVE 

orgy MORT T? 
ÎNTEELIGENCIN  

seed  RATE BRANDS/LIST BRAND 

TAPES SHOULD BE UPDATED 

(CONTINUED) 

Ian loe3 100:1; loon' ioe3 10e8 1009 
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1U6t5 le ANY  
IMP uVED 

9 	6 
5.4 	6.8 	43 d 	10.1 2.  8.1 

MI • UM 	 IIMMI 	• MI UM MI 	MI • IMM IBM UM MI 

ASPECTS OF TAPE WHICH COULD BÉ IMPROVED (Q8A.Q88) 
BASE TOUL'INFOTÉL USERS 
BY FREQUENCY OF USE. SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE  THREE 

	

R TImEs 	 34 OR 35 OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE  yOUNGER OLDER 

	

BASE FOI PERCENTAGES • ACTUAL 	'- 10b2 /002 100/44 1002 10PU 10e3 1005Ô 

TAPES SHOULD BE LONGER 	. .I.e 	1.1 	1.4 	2 	1. 7
2 
	1 .• 	2 

ENLARGE NUMBER OF  TAPES,  TOPICS I. 	1. e 	1.1 	
1 

	

4 	
0 

13 	
2 

1.9 	
0 
- 

	

3 	2 	2 
1.1 	2.1 	2.5 	1.9 	3.4 M/SCEULANEOUS COMMENTS Rgl MORE 	4 	3 

INFORMATION INDIGENOUS TO 	2.4 	3.4 

.64 	R 
PHONE 

 AVAILABLE; PESON WHO ANSWERED 
NCOUvER; TRANSÇR1PTS SHOULD 

- Wats NuT  CORDIAL;, TAPES 
COULD BE SHORTER, 

.MISCELLANEOUS RESPONSES 

NO ASPECTS WHICH coyu BE 
IMPROVE° 

3 	2 2 	3 	0 

	

1.8 	2.3 	1.1 	2. 1 	1.7 	2.8 

74 	39 	33 	16 	58 	48 	26 

	

44.6 	44.3 	44.6 	33.3 	49.2 	44.4 	44.8 

0020 
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USE OF  INFORMATION  OBTAINED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED  IN  LAsT THREE MONTHS (09A.098) 
eAsg TOTAL INFOTE4 UsERs 
BT FREQUENCY OF tin. sEX AND AGE  OF  USER 

FREQUENCY USED 	SEX OF USER ABE OF  USER  
ONCE THREE 

TOTAL . TWIe OR 7415e 	MALE FEMALE yOMeGg eDg 

BASE FOR PERCENTAGES - ACTUAL 
10et .  1009 100:tb i0o2 .  10k!U 10k2g ice 

, 
LaceisigFI OTEL IN HOUSEHOLD 	 . 

. 	 . 
WHEN PURCHASED FOOD PRODUCTS* 	

. 	" 	 . 

USED INFOTEL 	 16 	13 	6- 	10 	13 	3 

	

9.6 	23 	17.6 	12.5 	8.5 	12.0 	5.2 
DID NOT USE' 	

8e3 	96.16 	78!: ' ' - 85!1 	dille  - G5? , 91U 

	

DONIT KNOW IF USED INFOTEL 2 	1 . 	I.g 	1.1 	.1.1 . 	2,1 . 	1,1 	1.9 	1.7 
REFUSED 

	

a 	
0 	1 	0 

	

- 	1.4 	. 	- ' 	à 	. n 	2  . . 

'DID NOT PURCHASE FOOD PRODUcTS . , 	. 

	

- a 	' 	2 	1 	° 	à 	•.
0 	1 1. 	. 	.. 	1.7 

wHEN PURCHASED TOYS OR OTHER 
PRoDUCTS  FOR  CHILDREN: 
USED INFOTEL 	 36 	18 	17 - 	7 	29 	30 	6 

	

' .21.7 	20.5 	23.0 	14.6 	24.6 	27.8 	10.3 . 	. 
DID NOT USE - 

	

365.. 39n - 35e 	27.? 	40.1 	38é.e 	'32 1. 1e , 

DON'T KNOW IF USED INFOTEL 

	

I.d 	2 	'2./ ' 	.4â 	• 	3 	
o 

2.8 . 	- 

REFUSED 
. 	a . 	2 	1.1 	0 	

0  

RappaIs  Partkeig  OR OTHER 	6S 	35 	28 	26 	39 	32 	33 

	

39.2 	39.8 	37.8 	54.2 	33.1' 	29.6 	56.9 

(CONTINUED )  
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BASE FOR PERCENTAGES n ACTUAL 

WHEN PURCHASED LIFE INSURANCES 
USED 1NFOTEL 

DID NOT USE 

DON'T KNOW IF USE0 INFOTEL 

REFUSED 

DID NOT PURCHASE LIFE INSURANCE 

IIECR:MASED 0"ER TYPES OF 

USED INFOTEL 

DID NOT USE 

DON1T KNOW IF USED INFOTEL 

REFUSED 

BiDeR:ectEHASE 0!HER TYPES 

(CONTINUED) 

2 
3 • 4 

USE OF INFORMATION OBTAINED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED IN LAST THREE MONTHS (09A,Q9B) 
BASE TOTAL INFOTEL USgRS 
BY FREQUENCY  0F USE,  SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER  

ONM THREE  

	

TIMES 	34 OR 	35 OR 

	

TOTAL TWICE OR MORL 	MALE FEMALE YOUNGER OLDER 
MIlmagoar 

Ian me 1001(1 loon' 10e8 10e3 loon 

	

1 	0 	1 	0 

	

1 	
1 

	

.6 	1.4 	. 	.9 

	

14 	8 	6 	3 	11 	12 

	

8.4 	9.1 	8.1 	6.3 	9.3 	11.1 

.if 
 

2.1... 	
1 

.9 

O 	1 	a 	.1 	1 
•• 	 .9 

90(.8 	899 	849 	86?i 

	

3.0 	2.î 	
3 

4.1 	6.3 	IJ 	
4 

	

3.7 	1. 

	

33 	1/ 	15 	7 	26 	27 	6 

	

19.9 	19.J 	20.3 	14.6 	22.0 	25.0 	10.3 

•
0 	0 	1 

	

0 	0 1 

	

.. 	.... ' 	2.1 

	

.. 	.9 
.  

• 0 	
1 	0 	1 	0 

1.4 

	

.8 	A 
 

	

,a9 	7e: 	749 	71r1 	75.11 	6911 	875 
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1•11 BSI 11•11 	 INN IIIIIII 1111111 IBM 	UM UM MI Mil OM MI MI 

USE OF INFORMATION OBTAINED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTs PURCHAsED  1P4  LAsT THREE MONTHS (Q94.Q98) 
80E TOTAL INFOTEL USERS 
BY FREQUENCY -OF USE,  SE X AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

TOTAL 

ON8E THT 
R 	TIM 	34 OR 	35 OR 

TWICE OR Mo E. 	MALE FEMALE yOUNGER OLDER 
1.I.•••• 

166 
' 100.0 	100! 	7  : 	100.41 .1002 	10etel 	104?3" 1009 

	

0 	• 	0 	0 	.' 00 	0 	- 	0 , ... 

	

7.e 	9.1 
8 

6.8 
5 

4.2 
2 

	

9.3 	10.e 

	

11 	11 3,4 
2 4 

	

0 	0 	0 	0• 	0 	0 	0 

	

- 	- 

1 	0 	1 	0 	' 	1 	1 • 	0 
.6-• 	1.4 	.8 

	

80 	68 	46 	106 	96 	56 

	

90.9 	91,9 	95.8 	89.8 	88.9 	96.6 

0021 

BASE FOR PERCENTAGES • ACTUAL 

WHEN PURCHASED A HOMES 
USED 1NFOTEL 

DID NOT USE 

DON'T KNOW IF USED INFOTEL 

REFUSED 

DIO NOT PURCHASE A HOME 	152 
91.6 



IMIHIMI 	UM Ma Ma 

	

OR TIMES 	34 OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE YOUNGER 
ONCE 'THREE 

OR 	TIMES 35 OR 
OLDER 

am  -.-,-  am ma ma ma gm am um um um 
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USE OF INFORMATION OBTAINED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED  IN  LAST THREE MONTHS (094,098) 
BASE TOTAL INFOTEL USERS 
BY FREQUENCY OF'USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 
• 

BASE FOR PERCENTAGES n ACTUAL 

USE OF INFOTEL IN HOUSEHOLD. 
PURCHASES' 

166 	88 	74 	48. 	58 

	

100.0 	100.0 	100.0 	loon 	loe3 	100.0 

	

. 	. 
WHEN PURCMASED HOME IMPROVEMENT 	 . . 
PRUOUCIS SUCH AS PAINT, ROOFING  
OR INSYLATION1 	 - 	• 	, 
USED INFOTEL 	• 	15 	4 	9 	5 	10 	8 	7 

	

9.0 	4.5 	12.2 	10.4 	8.5 	7.4 	12,1 

DID NOT  USE 	 68 
	4'32 - 399 	

17 
: 35.4 - 43,,1 	38!e 	441 

DON'T KNOW IF USED,INFOTEL 	. 	 0 	2 	0 

	

1.î 	2 	1.1 	43 	1 e 9 

	

0 	1 REFUSED' . 
.8 

	

1.4 	
0 	, 	à 	.81 	0 

efIellegsPURCHASE HOME IMPROVEMENT 	80 	46 	34 	24 	56 	55 	- 25 

	

48,2 	52.3 	45,9 	50.0 	47,5 	50.9 	43.1 

earl irMHASE0 HOU5E MOVING 	. 	. . 	. 

USED INFOTEL 	 1 	• 	- 1 	0 	0 

	

8 	
0 	1 

. •6 	1.1 	- . 	• 	- 1.7 

DID NOT USE 	 4 	3 	1 	3 	4 	0 

	

2.4 	3.4 	1.4 	2./ 	2,5 	3e7 

DON'T KNOW IF USED INFOTEL 	0 	0 	00 	.G 	0 	0 
. 	. . 

REFUSED 

	

.8 	
0 	1 

	

0 	1 	1 	0 

	

1.4 	
.8 

.9  
, man'. PuRcHAsE HuusE movING ' 

	

98 e.32 	D5n 	971Î 	97!4 	9ed 	98U 	98S 

(CONTINOED) 
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- 

USE OF INFORMATION °Emma, rRom CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED IN LAST THREE MONTHS (Q9A.098) 
BASE TOTAL INFUTEL USERS 
8Y FREQUENCY  OF  USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE THRE 
• 

• TOTAL 'TWICE OR ÀOL 
340R 350R  

MALE FEMALE yOUNGER OLDER 

BASE FOR PERCENTAGES n ACTUAL 

WHEN PURCHASED A MORTGAGES 
USED INFOTEL 

010 NOT USE 

DON'T KNOW IF USED INFOTEL 

REFUSED 

DID NOT PURCHASE A MORTGAGE 

efitilcreCHASED A 

USED INFOTEL 

DID NOT USE 	, 

GONST KNOW IF USED INFOTEL 

REFUSED 

8fRE1 
OhnyttegASE A CAR OR  

10g1 1 009 1 001 14 1 0 011 10e8 10eU 100n 

	

1 	0 	1 	0 	1 	1 	0 

	

.6 	1.4 	.8 	.9 

	

14 	10 	4 	3 	110 	4 

	

8.4 	11.4 	5,4 	6.3 	9.3 	993 	6.9 

0 	0 	0 

	

a 	
0 

	

1.1 	 .É 	
0 

	

S 	
"  

	

150 	78 	68 	45 	106 	96 	54 
90.4" 	88.6 	91.9 	93.8 	89.0 	88.9 	93.1. 

5 	4 	 5 

	

3.g 	1.1 	6.8 	8.3 	1./ 	4.6 	1. 

	

18 	9 	9_ 4 	14 	13 	5 

	

10.8 	10.2 	12,2 	8.3 	11.9 	12.0 	8,6 

	

0 	0 	0 	0 	0 	0 	0 . 

	

1 	0 	1 	0 	1 	1 	0 

	

.6 	1,4 	.8 	.9 

	

141 	78 	52 	40 	101 	89 	52 

	

84.9 	88.6 	79.r 	83.3 	85.6 	82.4 	89.7 

CAR OR OTHER 

(CONTINUED) 
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11.111 	 MI 	 1111111 	 • IIIIIII MI MI IIIIIII 
- 

USE OF INFORMATION  OBTA/NED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED /N LAST THREE MONTHS (09A.Q98) 
BASE TOTAL INFOTEL USERS 
BY FREQUENCY OF USE, SEX AND AGE - OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

	

OR TIMES 	340R 350R  

	

TOTAL TWICE OR MORE 	MALE FEMALE. YOUNGER OLDER 

BASE FOR PERCENTARES n ACTUAL 
100 1009 10072) 1001 1061 100. 100.0  

WHEN PURCHASED AUTO REPAIRS*, 

	

USED INFOTEL 9 	5 . . 4 	6 	3 . 	, 

	

5.4 	23 	9.1 	10.4 	3.4 	5.6  

	

OID NOT USE 66 	36 	27 	18 	48 	37 	29 _ 

	

39.8 	40.9 	36.5 	37.5 	40.7 	34.3 	50.0 

MOT KNOW IF USED INFOTEL • 	1 	0 	' 0 	4 	0 2.1 	' 	2 	: 	- 

	

.96 	- 	n 	 . 	. 
REFUSED 	' 	. 	. 1, 0 	1 	0 	1 	1 	0 

	

.6 	1.4 	.8 	.9 , 

DID NOT PURCHASE AUTO REPAIRS 	89 	50 . 	39 	24 	65 	63 	26 
53.6.. 	56.8 	52.7 	50.0 	55.1 	58 .3 	44,0 

0022 

ONCE  IME 
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gltElonfOgnfe Meg() FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED 1P4 L.AsT THREE MONTHS (QA.O98) 

BY FREQUENCY OF USE ,  SEX AND AGE:OF USER 

	

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE  THREÇ 
OR 	TIMES 	34 OR 	35 OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE YOUNGER 0,DER 

BASE FOR PERCENTAGES n ACTUAL 
100 1009 100140e  100!S 10eg . 100 1009 

leCtIFASigi
OTEL IN HOUSEHOLD 

WHEN PURCHASED TOOLS: 

USED INFOTEL 

	

13 	1.1 	2. 7
2 
	4.î 	.à 	

2 
1.9  

DID NOT USE 

	

' 309 	42.4 	31? 	439 	351g 	30:1 	375 
DON'T KNOW IF USED INFOTEL 	0 	0 	- 0 - 	0 	0 	0 	0 

 
REFUSED 	

. 

	

.1 	
0 

	

1.1 	
0 . . 	. 	,• 	

0 . 

DIO NOT.PURCHASE TOOLS 

	

See 	56U 	64:8 	52.? 	62ri - 59n 	60.1 . 	. 

wmEN PURCHASED A TELEVISION. 
RADIO  OR  SEEREO: 

USED INFUTEL ' 	
1 	4 	4 	1 

	

30?) 	2.î 	'4.i 	2.1 	3.4 	3.7 	1.1 
DID NOT USE • 	20 	.9 	11 	9 	11 	16 	4 

	

12.0 	10.2 	14.9 	18.8 	9.3 	14.8 	6.9 
DON1T KNOW IF USEU INFOTEL . 

	

.à 	
0 	0 	

2.1 	''' 	2 	. 	.4 	' 	2  
REFUSED 	 : 	1 	0 	1 	0 . 	1 	. 	1 	0 . 

	

.6 	1.4 	.0 	•9 
RIS I UOTeePege A TELEVISION. 

	

Og? 	Sig 	79r, 	77?1 	Geee 	79'1;2 	91u 

(CONTINUED) 
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8 	1 

	

7.4 	1.7 
16 

14.8 

O  

6 
10.3 

0 

134 
80.7 

0 
• 

12 
7.2 

3 
6.3 

12 
25.0 

36 
21.7 

9 
7.6 

24 
20.3 

0 O 
2.1 

0 1 1 
.8 .1 

	

9 	3 

	

8.3 	5.2 

	

27 	9 

	

25.0 	15.5 

• 

0 

	

1 	10 

	

1.1 	13.5 

	

23 	13 
•26.1 	17.6 

. 	0 	0 

	

- 	. 

O 	1 
1.4 

USED INFOTEL 

DID NOT USE 

DONIT KNOW IF USED INFOTEL 

REFUSED 

DID NOT PURCHASE SMALL HOUSE» 
HOLD APPLIANCES 

64 	50 
67.6 

32 	84 	70 

	

71.2 	64.8 
116 

69.9 66.7 72.7 
46 

79,3 

ma me um mum am mu me mu um um um am • um MI MI UM MI 

usg OF INFORMATION OBTAINED FROM CONSUMER INFOTEL IN HOUSEHOLD PRODUCTS PURCHASED IN LAST THREE MONTHS (09A.098) 
BASE TOTAL INFOTEL USERS 
BY FREQUENCY OF USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF  USER  

ON5 THREE  

	

TIHEs 	34  OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE yOUNGER 
111• nn •• nn• 

35 OR 
OLDER 

BASE FOR PERCENTAGES n ACTUAL 

Wg0LieetSED ,LARGE HOUSEHOLD 

100 1009 1007,te  1002 10e3. 149 1009 

USED INFOTEL 

DID NOT USE 

DONeT KNOw IF USED INFOTEL 

REFUSED 

DID NOT PURcHASE LARGE HOUSEn 

HuLD »PLUNGES 

	

9 	6  

	

5.4 	2.3 	8.1 

	

22 	13 	9 

	

13.3 	14.8 	12.2 

	

0 	. 0 

	

0 	1 
• 1.4 

	

73 	58 
78.4 

	

2 	7 

	

4.2 	5.9 

	

8 	14 

	

16.7 	11.9 

	

0 	0 

.4 

	

:38 	96 	83 	51 

	

79.2 	e1.4 	76.9 	87.9 83.0 

0 

WHEN PURCHASED 
APRLIANCESI 

SMALL mousgAmo 

(CONTINUED) 
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Un OF INFORMATION OBTA/NEB FROM CONSUMER INFOTEL IN HOUSLHOLD PRODUCTS PURCHASED IN LAST THREE MONTHS (09A.098) 

aY FRiSuban? hErER AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE .  THREÇ 

	

OR TImEb 	34 OR 35 OR  

	

TOTAL TWICE OR MORE 	MALE FEMALE yOUNGER OLDER 

BASE FOR PERCENTAGES n ACTUAL 

WHEN PURCHASED A PIANO OR ORGAN( 

USE0 /NFOTEL 

166 	88 	74 
100.0 100.0 100.0 1009 	10e8 	1 009 

DID NOT USE 

	

3eU 	2.î 	4.? 	2.1 
4 	5 

3.4 4.6 

DON), KNOW IF USED INFOTEL 	0 	0 	0, 	0 , 	0 	0 

REFUSED . 	. 	I 	0 - 	1 - 	0 	1 • 	1 

	

.6 	1.4 	a 	.9 . 	. 
OM NOT PURCHASE A PIANO OR ORGAN ' 	160 	86 	70 	47 	113 	102 	- 58 

	

96.4 	97.7 	9496 	97.9 	95.8 	94.4 	100.0 

0023 



./....•nn•nnnn•, 

um am am ma am am am milimmulmmummumium 

1.1 .à 	.à 

	

98 	85 	46 

	

83.1 	78.7 	79.3 

0 

REFUSED 

CIIQ NOT PURCHASE CLOTHING OR 
FOUTWEAR 

el 
 O 	1 

	

1.4 	
0 

	

14 	5 	9 	3 

	

8.4 	5.7 	12.2 	6.3 

1 
.9 

	

8 	6 

	

7.4 	10.3 

.à 

9 1.1 
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USE  Of INFORMATION TUNED FROM CONSUMER INFOTEL.IN  HOUSEHOLD PRODUCTS PURCHASED IN' LAST THREE MONTHS (09449B) 
BASE

RESAC4NU -ÛtE? EEX AND AGE '  OFUSER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE  TeEE- 
TOTAL TWICE OR MUHL 	MALE FEMALE YOleiGN ee 

BASE FOR PERCENTAGES • ACTUAL 

	

166 	-88 	74 

	

100.0 	100.0 	100.0 1001 10e8 10e8 1009 

1455CgdgeseEL 
IN HOUSEHOLD 

.WHEN PURCHASED FURNITURE( 

USE() INFOTEL 

	

4 	3 	3 	1 	3 

	

2.4 	1.1 	4.1 	6.3 	.8 	2.8 1. 

DIO NOT USE 	 30 	16 	14 	12 	18 	19 	11 

	

18.1 	18.2 	18.9 	25.0 	15.3 	17.6 	19.0 

DON'T KNOW IF USED INFOTEL 	0 	0 

REFUSED 	
à 

DID NOT PURCHASE FURNITURE 

WHEN PURCHASED CLOTHING OR 
FOOTWEAR: 

7e4 
 

807.3 75.7 	68U 

USED iNFOTEL' 	' 	12 	 9 - 	3 

	

7.2 	1.1 	13.g 	10.?b 	.. 5. 	893 	5.2 
DID NOT USE 

	

81-!? 	929 - 7e/ 	832 	83?? 	.82e.e: 	84!? 

	

DON'T KNOW IF USED INFOTEL 0 	0 	1 	1 	0 
• 	el 	1.1 	a 	.9 

(CONTINUED/ 
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us oç iNFORtelei perego rRom CONSUMER INFOTEL IN - HOUSEHOLD PRODUCTs PURCHASED IM LAsT THREE MONTHS (09A.O98) 
BASE

RESACY-OF - hE, EEX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

ON 	TYki - 
TOTAL. TWICE OR MORE 	MALE FEMALE .1gOatita OLDER  

 35 R 

ACTUAL BASE FOR PERCENTAGES • 100 100'3 100 Itt 1 002 10e 8 100 1 009 

PREÇYMMOmPrs °R 
USED INFOTEL 	' 

DID NOT USE 

DON'T KNOW IF usko INFoTEL 

REFUSED 

	

7 	3 	4 	3 	4 	6 	1 

	

4.2 	3.4 	5.4 	6.3 	3.4 	5.6 	1.7 

	

61 	36 	23 	13 	48 	45 	16 

	

36.7 	40.9 	31.1 	27.1 	40.7 	41.7 	27.6 

	

0 	0 	0 	0 	0 	0 	0 ' 

DID NOT PURCHASE SPORTS OR 
ATHLETIC EQUIPmENT: 

	

97 	49 	46 

	

58.4 	55.7 	62.2 	66? 

	

65 	56 	41 

	

55.1 	51.9 	70.7 eareg 2 tleelTeEDIT  

usEo pormiTEL 
a. 	0 

	

2.1 	
0 	1 •  

	

.9 	
0 

DID NOT USE ., 	' 	25 	18 	7 	6 	- 19 	19 	6 
15.1 	20.5 	9.5 - 	12.5 	16.1 	17.6 	10.3 

DONIT KNOW IF USED INFOTEL 	' 
.1 	

0 	0 	1 

	

0 	1 
.1 

	

+ 	.9 	
0 

2  
REFUSED 

.1 	
0 . 	1 

	

0 	1 	1 	0 

	

.8 	.9 1.4  

DID NOT PURCHASE ALOAN OR_ 
8e? 79M 879 83n 8311 791n 59,5 me91104FneeRcHAGING A LARGE 

0024 



CANADIAN FACTS RA935 PAGE 38 

am am mg am am ma 	 um am um am 

aleChebeeLliNgIeLTSsen INCLUDED IN CONSUMER /NFOTEL C010‘40108/ 

gv FREQUENCY OF . ÜSE,  EX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

, ONCE 	THREE • 
OR 	TIMES 	34 OR 

--TOTAL 	TWICE OR MORE MALE FEMALE yOUNGER _ _ 
35 OR 
OLDER 

BASE FÔR PERCENTAGES • ACTUAL 

leo1u0ymi0 LIKE TO SEE INCLUDED 

VARIOUS_FOOD,TOFICS_CEGI SOME OF 

geFîe
ERC VS. NA

igeglOKIhN 
I r 	G N M URANUS)  

COMMENTS- RES FINANCINQ/CREDIT (HAAMEMOr gneEtiMEL REAsoNs FO BEING TURNED DOWN 
FOR CREDIT) 

MEDICAL/HEALTH TOPICS A '_EG. puR- 
CHAS1Nb ORUGS. COSMETICS n EFFECT 
ON ALLERtiIES ,  VARIOUS AILMENT> 
AND IELLIALE SIGNS, CHILD ABUSE/ 

CHILD ÇARE/CHILD DEVELOPMENT 
STAGES  
CHOOSING A DOCTOR, ililYER/REFERRAL 
SERVICE FOR DOOORS, LAWYERS 

SAFETY CONCERNS (EG/ CHILDRENIS 
CAR SEATS, FIRE PREVENTION) 

PUBLIC gRucEs (o. HOW TO REACH 
THE  APPROPRIATE OUVT. OFFICE. 
FERRY SERVICES,  MtATHERio BUS 
ROUTES/ STORE SALES...COMMUNITY 

'40BS FOR TEENS, COMMUNITY 
RLSOURCE, VOLUNTE,ERINU  FOR 

 HANDICAPPED CHILOHEN, CONSUMER 
REPORIS) 

EOCATIGNAL SERVICES (EG/ DICTIONn - 
ARY. - LITERATURE. LAW,  ETC.)  . 

74 
100.0 100!S 10e8 10e3 10e 

2 
3.4 

	

4 	3 	1 	3. 	2 	2 

	

.2.4 	3.4 	. 1.44 	2.1 	2.5 	1.9 	3 • 4 

4 
2.4 

0 

0 

	

1 1 	1 

	

1.4 	2.1 	,8 	.9 

	

1.1 	43 	2.a 	
4 

3.7 

1. 1 	1.1 	2.1 

100 1009 

3 
1.8 	1. 1 	2. 1 	2.1 1 .1 

3 
1.1 	4.1 

	

2 	3 	1 
4.2 	1.7 	20 	1.7 

	

4 	1 

	

2.4 	1.1 

	

. e 	1 
1.1 

	

5 	4 

	

3.0 	4.5 

	

2 	1 	1 

	

1.2 	1.1 	1.4 

3 	0 
4.1 

0 

	

_ 4 	'4  

	

3.4 	3.7 

	

2 	2 

	

1.7 	1.9 - 

1. 

1. 

1 
.9 

(c0NYINUED) 
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I CONTINUEW 
CANADIAN FACTS RA935 

TOPICS WOULD LIKE TO SEE INCLUDED IN CONSUMER /NFOTEL (010,6.0108) 
BASE TOTAL INFUTEL USERS 
8Y FREQUENCY OF USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 
ONCE  mg  

TOTAL TWICE OR MORE 	MALE FEMALE YONIGU al5.DM 
.11•MIIMM 

. 	. 

BASE FOR  PERCENTAGES » ACTUAL 
' 100 1009 . 100 7et 10011 10e8 100 • 10e - 

H088/ES (EG.A.00gING_AFTER HOUSE. . 	6 	4 

	

8.1 • 1 . 1../ 	3. 9; 3.4 . 

	

- :ietsiterREWHIEMUSAIEMAG • , 3.6  . 2.3 , 5.4 	
2 

	

HL-F1  EQUIr.) 	 . 

CURRENT .ENTERTAINMENT IN CITY 

	

1.43 	1.1 	
I 

	

1.4 	
0 

	

1./ 	qb 	IJ • 

niMareggigSSWIAFCCAlgES) 	. 1.î ' 23 • 	
0 	1 	1 	2 	0 

2.1 .8 1.9 . 	. 

	

. 	. 
MISCRsLANEOUS saeL5 mopoNs 	. 5 	2 	• 2 	.0 	5 	0 	5 • 
IbTA

Y, 
 Li 1'4 Tt2.celLY fe 

UuMS 	
- . 	3.0 	2.3 • . 2.7 	- 	4.2 	8.6 . 

YA 	HOW I wOMEn'CAN PilEVENT 	. 
. 	. 	. 

	

84NG CHEATEQ EG. -CAR REPAIRS, 	 . . 	. nophaRAÎCMVOATiON, HOW TO 

CAPÔT REMEMBER/NO ANSWER 	5 	- 	3 	• 2 4 • 	S 	0 

	

3.0 	3.4 	2.7 	2.1 	3.4 	4.6 .  

	

NO ADDITIONAL TOPICS REQUESTED ' 	79 	37 	40 	24 	55 	51 	28 
. 	47.6 	42.0 	54.1 	50.0 	46,6 	47.2 	48.3 

DON'T KNOW IF WOULD LIKE- 	50 	32 	17 	12 	38-  . 	32 	18 ADDITIONAL TOPICS 	30.1 	36,4 	23.0 	25.0 	32.2 	29.6 	31.0 

0025 

PAGE 39 
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INTE1ST 	RECEIVING PRINTED TRANSCRIPT OF TAPE BY SENDING STAMPED , SELFnADDRESSED ENVELOPE TO INFOTEL SERVICE (011) 

8/ 
S 	O TA !NFU/EL USERS 

REUUE CY OF USE ,  SEX AND AGE-OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

TOTAL 

ONCE  THREE 

TWI (CIE OR T41612  
34 OR 

MALE FEMALE ''OUPYGER 
35 OR 
OLDÉR 
11• nn•••••n «. 

BASE  FOR  PERCENTAGES n ACTUAL 

f eePTIPINOrggieji SENDI' 
9egatEL9Ealle 

ED ENVELOPE 

YES 

NO 

DON'T KNOW 

0026 

Ida lo on 1OO 	10O 	1O 	1d9 loon' 

	

120 	67 	51 	- 	40 	- 	8 0 	76 	44 

	

72,3 	76.1 	68.9 	83.3 	67. 8 	70.4 	75.9 

	

38 	15 	. 21 30 	26 	'I? 

	

- 22.9 	17.1 . 	28.4 	16.9 	25.4 	24.1 	20. 7  

	

8 	6 	2 	0 	8 , 	6 	2 

	

:4.8 4.8 	6.8 	. 2./ 	n 	6.8 	5.5 	3.4 



BASE FOR PERCENTAGES • ACTUAL 

IgnYELEFRIer9 A  OMegrathASE: 
YES 

NO 

DON'T KNOW 

0027 
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11010 REcommgNo A FRI1No CALL INFOTEL PRIOR TO MAKING PURCHASE ( 012) 
45 TOTAL INFUTEL US RS 

BY BEQUENCY UF USE , EX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE IBBEE 
OR 	rIMES 	34 OR 35 OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE YOUNGER oLDEP 
IM••n •• 

	

166 	88 	' 74 	As 	118 	108 • 	58 

	

100.0 	100.0 	100.0 	100.0 - 100.0 	100.0 	100.0 

	

160 	85 	71 	47 	113 	104 	56 

	

96,4 	96.6 	95,9 	97.9 	95.8 	96.3 	96.6 

2.1 

1.e 	23 

	

4 	1 	3 

	

2.4 	1.1 	4.1 

1. 

	

3 	3 	1 

	

2.5 	2.8 	1.7 
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BASE FOR PERCENTAGES  • ACTUAL 

megiet  weep.. AVAILABLE 
ADVERTISING 

ARTICLES IN NEWSPAPERS 

CONSUMER COLUMNS IN NEWSPAPERS: 

ARTICLES IN MAGAZINES - 

CONSUMER MAGAZINES 

TV PROGRAM (MARKETPLACE) 

SALESPEOPLE 

BROCHURES PRODUCED BY STORES/MANU. 

BETTER BUSINESS BUREAU 

CONSUMER  & CORPORATE AFFAIRS 

CONSUMER REPORTS/GUIDE 

PUBLIC LIBRARY/LIBRARY PERSONNEL 4 
6 9 9 

1111111111MMIIIIIIIIIIIIIMM11111111- 	 11111111111111•11111111•1111•1111111111•11111111111111111 

soecEs OF INFORMATION OF PRODUCTS OR SERVICES AVAILABLE TO RESIDENTS OF AREA OTHER THAN INFOTEL (013) 
8AbE TOTAL INFUTEL USERS 
BY FREQUENCY UF"USE, SEX AND AGE OF USER 

FREQUENCY USEU 	SEX OF USER AGE OF USER 

TOTAL 

ONCE THREE 

TWIn ORTee MALE FEMALE yee 82e1 

id e.1 1009 	74  10i2 lan 101123 10e 

	

12 	9 

	

13.6 	12.2 

	

10.? 	4,1 

Aca 12M - 

	

13 	5 

	

7.8 	5.7 	1048 

33?1, ael 29e 

	

6 	5 	1 

	

3.6 	5.7 	1,4 

30g 	.3eZ 	4.î 

	

10 	4 	6 

	

6.0 	4.5 	8.1 

	

18 	10 	8 

	

10.8 	11.4 	10,8 

	

7:e 	
4 	8 

	

4.5 	10.8 

	

4.8 	Sq3 	43 

	

15 	10 	5 

	

9.0 	11.4 	6,8  

9 	12 
18.8 	10.2 

63 	
9 

4 7.6 

6.3 	11.1 
4 	9 

8.3 	7.6 
16 	39 

33.3 	33.1 

	

0 	6 

	

n 	5.1 

	

4.e 	4 3.4 

	

4 	6 

	

8.3 	5.1 

	

8 	10 

	

16.7 	8,5 

	

4 	a 

	

8.3 	, 6,8 

	

43 	5.i 

	

6 	9 

	

12.5 	7,6 

	

11 	10 

	

10.2 	17.2.  

	

8 	4 

	

7.4 	6.9 

	

10 	7 

	

9.3 	12.1 

	

18 	3 

	

9.3 	5 •.2 

	

36 	.19 

	

33.3 	32.8 

	

4 	2 

	

3,7 	3.4 

	

4 	2 

	

3.7 	3• 4 

	

4 	6 

	

3.7 	10,3 

	

10 	8 

	

9.3 	13.8 

9 	3 

	

8.3 	5,2 

	

4 	4 

	

3.7 	6,9 

10.5 

21 
12.7 

(CONTINUED) 
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(CONT/NUEO) 
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SOURCES OF INFORMATION OF PRODUCTS OR SERVICES AVAILABLE TO RESIDENTS OF AREA OTHER THAN INFOTEL ( 0 13) 
BASE TOTAL INFOTEI, USERS 
BY FREQUENCY OF  use,  5EX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

°Ng MEE 
TOTAL  TWICE OR MOL 	MALE FEMALE TOLING25 

3R
5-ari 

fle 

'mu  FOR  FERcENTAoEs • ACTUAL 
100.0 100.0 1009 1001t 1002 10eg 10ti2 100U 

BANK/CREDIT UNION 

	

1.g 	23 	1.1 	4. e 	A 	
2 

	

1.9 	1.3 
WORD OF MOUTH 	 18 	11 	7 	6 	12 	14 	4 

	

10.8 	12.5 	9.5 	12.5 	10.2 	13.0 	6.9 
YELLOW PAGES 	 2 	1 	1 	1 	1 	0 	2 

	

1.2 	1.1 	1.4 	2.1 	.8 	3,4 
CONSUMER COURSES/ASSOCIATION 	2 	0

1 	
1 	0 	2 

	

1.2 	2.1 	2. 	.8 	.• 	3.4 

Bgbge7WITPMZHIOEISRMÉ: YeirABH 	1.g 	1.1 	2ef 	
0 

	

2.g 	2.g 	0  
MOSrIT4u. 	9  A  
VOI??Sile0 CENTIeSt INESeeyet 

	

5 	, 
CANADA, CAM1LANO t 

	

3.0 	4.5 	1.1 	2.1 	3.#4 	
3 	2 c  

	

2.8 	3.4 
SEeVICE#5 

W 
5P9  N(rile9n

NA
R(Ve 

BLUE OR 
INFO 	BeU 	3. 	2.f 	Aeî 	2.2 	13 	

3 
5.2 

REF E RAL 	MBE le U 	B ge  ,,c,,, pRoyiNci4L CONSUMER 
MISCELLANEOUS SOURCES (LITERATURE, 	13 	5 	7 	2 	11 	7 	6 
LE1L trey149AFB;CArlly0FreteST 	7.8 	5.7 	9.5 	4.2 	9.3 	6.5 	10.3 
litale (./NSUMEe i PRIE N 
LINE AI UK ,  ETC.) 
NONE 

	

139 	liu 	1 6!e 	8.1 	,6!? 	14:g 	12.1 

DON'T KNOW 	 17 	8 	9 	7 	10 	11 	6 

	

10.2 	9.1 	12.2 	14.6 	8. 5 	10.2 	10.3 

0028 
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IMIZIIIIIMMIMMBIIIIMM I•11111111111 M 11111111M1M1•111•11111111MIMMI 

MOST USrUL mu 3F rODUCT OR SERVICE INFORMATION IN !AST FIVE OR SIX MONTHS (Q14A) 

PSFRPSUACYNÔF tEl ig S_E_ AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

6 iq 
, !Mg IHR19 .  

TOTAL 1WICE OR UE 	MALE FEMALE YOMGg ai:Db 
11011.1.1111•11 

BASE  FOR PERCENTAGES • ACTUAL Iteg 1009 loolt 	loeS 10e3 Iota 
MOST USEFUL SOURCES 	. 	. 
PRODUCT OR SERVICE ADS 	' 

„ 911, 	IBA 	9. 	623 	11.e 	10.1 	fa 
CONSUMER MAGAZINES 

	

223 	203 	241 ' 333 	17e2pà 	ec 	259 
INFOTEL 	 . 	26 - 	8 	' 17 	8 	18 	13 	13 

	

15.7 	9.1 	'23.0 	-16.7 	15.3 	12.0 	. 22.4 

CONSUMER COLUMNS IN NEWSPAPER 	59 	'39 	16 	11 	44 	35. '. 	20 

	

33.1 	44.3 	21.6 	22.9 	37.3 	32.4 	34.b 

TV PROGRAMS 	. . . 

	

7:î 	. 6.g 	4JS 	12.g 	5Ot 	'93 ' 	3.g 

SALES PEOPLE 	. 

	

4.1 	23 	- 8ot 	6.e 	4J 	7. 8 	' 0  

	

4 	' 	n 

DON'T KNOW 	 7 	3 	4 	- 	0 	- 7 	5 	2 

	

4.2 	3.4 	5.4 	5.9 	4.6 	3 .4 

NONE OF THE ABOVE 	 5 	3 	1 	• 	1 . 	' 4 	4 	1 

	

3.0 	3.4 	1.3 	2.1 	: 3.4 	3.7 	1.7 

0029 
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ma ma ma mu mu am mu ma am um am um ma ma am am am am am am 

SECOND MOST UStFUL SOURCE OF PRODUCT OR SERVICE INFORMATION IN PAST FIVE OR SIX MONTHS (0,148) 
BASE TOTAL INFUTEL  USERS 
BY FREQUENCY-OF USEi SEX AND AGE  OF USER 

FREQUENCY USED 	SEX OF USER AGE. OF USER 

	

ONCE 	THREE 

	

OR 	TIMES 	34 OR 35 OR 

	

TOTAL TWICE 	OR MORE 	MALE FEMALE YOUNGER uLDER 

BASE FOR PERCENTAGES  •  ACTUAL 
10e8 1009 100 7. 1 1'002 10e S 142 ' 1 0e 

SECOND MOST USEFUL SOURCES 	 . 

PRODUCT OR SERVICE ADS 	10 	- 3 	7 	6 	4 	8 	2 

	

6.0 	3.4 	9.5 	12.5 	3.4 	7.4 	3.5 

CONSUMER. MAGAZINES 3 	21 	18 	6 

	

141 	14.d 	142:4 	6.3 	17.8 	16.7 	10.4 

INFOTEL 	 34 	15 	17 	10 	24 	24 	10 

	

20.5 	17.0 	23.0 	20.8 	20.3 	22.2 	17.2 

CONSUMER COLUMNS IN NEWSPAPER - 	29 	10 	18 	5 	24 	16 	13 

	

17.5 	11.4 	24.3 	10.4 	20.3 	14.8 	22.4 

TV PROGRAMS 

	

19M 	299 	8.i 	27.? 	16.? 	189 	20./ 

SALES PEOPLE 	 5 

	

8.t. 	11 4 	5.t 	8.1 	ta 	6.3 	8.6 

DON'T KNOW 	 19 	9 	10 	6 	13 	10 	9 

	

11.4 	10.2 	13.5 	12.5 	11.0 	9.3 	15.5 

NONE OF THE ABOVE 	43 	3 	1 

	

2.4 	213 	1.1 	2.1 	2.6 	2.8 	1.7 

003 0 
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LEAST USEFUL SOURCE OF PRODUCT OR SERVICE INFORMATION IN PAST FIVE OR SIX MONTHS (014C) 
8A3E TOTAL INFOTEL USERS 
BY"FREQUENCY OF USE ,  SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF  USER 
ONCE  THREE 

TOTAL TWIC2 OR Tek  
34 OR 

MALE FEMALE YOUNGER 
•••••• 

35 OR 
OLDER 

BASE FOR PERCENTAGES • ACTUAL 
10e8 1009 1007.t 1002 10e3 10C19 10e 

LEAST USEFUL SOURCE* 

PRODUCT OR SERVICE ADS 	27 	18 	9 	7 	20 	15 	12 

	

16.3 	20.5 	12.2 	14.6 	17.0 	13.9 	20.7 

CONSUMER MAGAZINES 
9'1'3

8  
9.1

7  

	

9.4 	
4 

	

8.3 	
11 

	

9.3 	
a 	7 

	

7,4 	12.1 

INFOTEL 	 3 	0 	 1 

	

13 	3 • 4 	n 	2.1
1 	

1.7
2 	

1.9
2  
	1.7 

CONSUMER COLUMNS IN NEWSPAPER 	9 	3 	5 	5 	4 	8 	1 
S. 	- 3.4 	6.7 	10.4 	3.4 	7.4 	1.7 

TV PROGRAMS 	 38 	16 	21 	a 	30 	24 	14 

	

22,9 	18.2 	28.4 	16.7 	25.4 	22.2 	24.1 

SALES PEOPLE 

	

34n 	34u 	31c 	37!g 	33n 	381i 	27:t 

DON'T KNow 

	

15 	6 	9 	5 	10 	9 	6 

	

9.0 	6.8 	12.Z 	10.4 	8.5 	8.3 	10.4 

NONE OF THE ABOVE 

	

A i 	o 

	

.8 	1. 

	

1.1 	(I 	° 

0031 



0 

0 1 
• .9 

.81 

0 

0 
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SOURCE  OF AWOVESSureALTH INFORMATION TAPE LIBRARY (015. 016AtD166) 
OTC. I 	5tE  E 

B 	EOU NCY 0
F 	t EX  AND  AGE OF USER 	-- 

FREQUENCY USED 	SEX OF USER AGe OF USER 
• . 	ON85 IFITM 

	35 OR 

	

TOTAL TWICE OR mok 	MALE FEMALE yeart OLDER  

10eg 1009 100:11 100!S . 10er 10e8 1009 
BASE FOR PERCENTA8ES n ACTUAL 

UngAVIDAW,FIREDBeF ALTH  ARee 
BROCHURE OBTAINED:: 

THROUGH MAIL  

10 	4 	6 
6.04.5 	8.1 

lie 	1.1
1 

1.4  

2. 1 	7.: 	4 .2 	8.65  

0 

AT 'DOCTOR'S OFFICE 	. : i.e • 	1 .1 	.1.1 

FRom FRIENDS' RELATIVES' NEIGH• 	1 	0 	1 
SOURS 	 • 6 	1.4 

MISCELLgNFOUS IALTH MENTIONS 	2 - 	0 	2 
FIÉ;11: Fejeterie." AT 

.• 1.2 2.7 

MISCELLANEOUS MENTIONS (EG. 
WaNSTER  LIRA Y,  PHONE 

OON:T KNOW WHERE OBTAINED . 1 1 0 0 1 0 1 
BROCHURE 	 .6 	1.1 	.8 	. 	• 	1.7 

BeLittiRe IALOGUE/B.C. TEL BILL 
6.0 
10 

	

4.5 	8.1 	10.4 

	

4 	6 	5 
e 

	

4. 	5.6 	6.9 

	

6 	4 

NEWSPAPER ARTICLE 

	

1.5 	2.î 	
o 

	

2 	1.1 ' 	.9 • 1 
1J 

NEWSPAPER ADVERTISEMENT 

	

.1 	1.1 . 	• 	.m. 

	

0 	0 

	

.1 	• 	2 	. 1.3 
RADIO ADVERTISEMENT OR PROGRAM 	3 	3 	0 	0 	3 	2 	1 

	

1.8 	3.4 	25 	1.9 	la 
ImuseN ADVERTISEMENT OR 

	

.1 	1.1 	
0 	0 

	

.1 	2 	- iJ 

(CON T INUED ) 

	

2 	1 	1 

	

1.2 	1.1 	1.4 
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0 	3 	2 	1 

	

2.5 	1.9 	1.7 

	

2.1 	- 	1.e 	2  
2 2.1 1.9 
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SOURCE OF AWARENESS OF HEALTH INFORMATION TAPE LIBRARY (015. 016A0168) 
BASE TOTAL INFoTEL USERS 
BY FREQUENCY. OF USE , 5EX AND AGE OF USER 

FREQuENCY USED 	SEX OF USER AGe OF  USER 

oNg  THRE 
TOTAL TWIcE OR MORE . MALE FEMALE VOMGM 8 15.0g 

BASE FOR PERCENTAGES n ACTUAL 	166 	88 	74 	48 	118 	108 	58 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	100.0 

FRIENDS/RELATIVES/NEIGHBOURS 	4 	1 	. 2 	1 	3 	3 	1 

	

2.4 	1.1 	2.7 	2.1 	2.5 	2.8 	1. 7  

SCHOOL/COLLEGE 	 3 	2 	0 	3 	2 

	

1.8 	1.1 	2.7 	2.5 	1.9 	1.3 

PUBLIC HEALTH NURSE, UNIT 	3 	1 	2 

	

1.8 	1.1 	2.7 

FineEcobir Ig eniteE 	° ALT" 	1.î 	2.5 
wimestumfreoNe TO CHURCH 

1.î 	1ef 	
0 

DON'T KNOW 

A
OF  HEALTH INFORMATION 

	

3 1 	2 • 	 2 

	

1.8 	1.1 	2.1 	2.1 	• 1.1 .9 	3.4 
.  

	

119 	66 	51 	3à 	81 	79 	40 

	

71.7 	'75.0 	68.9 	79.1 . 	68.6 	73.1 	69.0 

DON'T KNOW 1F HEARD OF HEALTH 
INFORMATION TAPE LIBRARY 

0032 

	

3 	2 	1 	0 	3 	3 

	

1.8 	2.3 	1.4 	- 	2.5 	2.8 



. 
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USAGE Or HEALTH INFORMATION TAPE LIBRARY 0171 Bee TOTAL INFOTEL USERS 
BY . FREQUENCY OF USE, SEX  AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE 'THREE 

TOTAL Tble ORTWie MALE FEMALE yete 82Del 

BASE FOR  PERCENTAGES • ACTUAL 	
10eg 1009 

USE OF HEALTH INFORMATION  TAPE 
LIBRARYI 
HAVE USED THIS SERVICE 	' 	22 - 	5 	15 	- 6 	' 16 	15 	7 

13.3 	5.7 	20.3 	12.5 	13.6 	13.9 	12.1 

HAVE NOT USED IHIS SERVICE 7 
13 	17n 	9.4 	ej 	159 	10!1 	19  

ei lteenOgraetLPIIBRARY 	77.1 7053 	79C • 71n 	759 	68:8 

0033 	. 	- 	. 	 . 

100111 100n 10e8 10e3 1009 
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alAsicet cureig tepc,,laoalaE) . 
lePREOUÈNCY OF bk. tEX AND AGE OF USER 

FREQUENCY  USED 	SEX OF USER AGE. OF USER  
ONCE THREE 

	

OR TIMES 	34 OR 35 OR 

	

TOTAL TWICE OR MORE 	MALE FEMALE YOUNGER OLDER 
Ole 

ACTUAL BASE FOR PERCENTAGES 

5EXS 

MALE 

FEMALE 

AGES 
UNDER 25 YEARS 

25 TO 34 YEARS 

35 TO 44 YEARS 

45 TO 54 YEARS 

55 TO 64 YEARS 

65 YEARS OR OVER 

SCONTIRGEDS 

1042 1009 100701 1002 104C 1042g 10e 

	

48 	23 	23 	48 	0 	30- 

	

28.9 	26.1 	31.1 	100.0 	" 	27.8 

	

71!? 	73e.i'? 	685 	10e8 	721e 

	

32 	13 	18 	13 	19 	32. 	0 

	

19.3 	14.8 	24.3 	27.1 	16.1 	29.6 

	

76 	- 	46 	, 29 	17 	59 	76 	0 

	

45.8 	52.3 	39.2 	35.4 	50,0 	. 70,4 

	

26 	15 	11 	a 	la 	o 	26 

	

15.7 	17.0 	14.9 	16.7 	15.3 	• 	44.8 

	

14 	6 	6 	3 	11 	0 	14 

	

8.4 	6.8 	8.1 	6.3 	9.3 	.• 	24.1 

	

7:î 	54,
7 	5 	7 

	

9.5 	10.4 	5.9 	
0 	12 

	

- 	20.7 

	

6 	 4 	0 	6 

	

3,6 	3.Z 	4.? 	4.î 	3.4 	n 	10.3 

18 
31.0 

40 
69.0 



SEX OF USER AGE OF USER 

340R 350R  
MALE FEMALE YOUNGER OLDER 

4.5 

2(a 

19?î 21:: 

	

43 	26 

	

25.9 	29.5 

	

23 	11 

	

13.9 	12.5 

	

4.8 	1.1 
4 

2.4 

12 
7.2 

	

4 	8 
10.8 

17 
23.0 

13 
17.6 

16 
21.6 

1491  
6 

8.1 

3 

	

1.1 	4.1 
0 	0 	0 

• 

1 
.0 

1 
.9 

o 

o 

0 
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(CONTINUED) 
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BASIC RATA (ili 199(.11881,015C9Q1B°418E) 

PSFRIJAC4 rff -l5tEMÉX AND AGE OF USER 

FREQUENCY USED 

ONCE 	TNREE› 
OR TINb 

TOTAL, TWICE OR  MORE 

PAGE 51 

BASE FOR PERCENTAGES n ACTUAL 

NUMBER OF PEOPLE IN HOUSEHOLDS 

ONE 

TWO 

THREE 

FOUR 

FIVE 

SIX 

SEVEN 

EIGHT 

NINE 

TEN OR MORE 

REFUSED  

166 
100.0 1009 	7  100. 44 

0 

.1 	1.1  

	

48 	118  

	

100.0 	100.0 

	

7 	5 

	

14.6 	4.2 

	

37:g 	21.9 

	

8.1 	239 
35 

	

16.7 	29.7 

	

7 	16 

	

14.6 	13.6 

	

e 	5  

	

6.s 	4.2 

• 1 	3 

	

2.1 	2.5 

0 	0  

	

108 	58 

	

100.0 	100.0 

6 	6 
10.3 

	

20 	2 

	

18.5 	39.f 

	

25 	7 

	

23.1 	12.1 

	

34 	9 

	

31.5 	15.5 

	

12 	11 

	

11.1 	19.0 

	

7 	1, 

	

6.5 	1. ,  

	

3 	1 

	

2.8 	1.7 
0 

o 

5.6 

0034 
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HAUCTDet 

 

1epg1181e05C40180.018ES 
PREUNcY OF DeE. ex AND AGE OF USER 

FREQUENCY USED SEX OF USER AGE OF USER 

BASE FOR PERCENTAGES n ACTUAL 

	

ONCE 	THREE ' 

	

OR 	TImES 	34 OR 35 OR 
TOTAL TWICE OR MORE 	MALE FEMALE vOUNGER oLDER 

1111• n•n•••• 

10e8 1009 100 7121 1002 1 01a Ida 1009 
EDUCATIONS 
NO SCHOOLING 	 a0 	0 	0 	0 	0 	0 

8TH GRADE OR LESS 

	

3.t 	2.§
4  

	

5.4 	6.3 	2.g 	
4 

	

3.7 	3.g 
SOME HIGH SCHOOL 	29 . 	14 	14 	0 	21 	19 	10 

	

17.5 	15.9 	18.9 	16.7 	17.8 	17.6 	17.2 
HIGH SCHOOL GRADUATE 	' 	. 	53 	32 	20 	15 	38 	30 	23 

	

31.9 	36.4 	27.0 	31.2• • .32.2 	27.8 	39.7 
SgîvEhigE/TECHNICALSCHOOL/ 	

2ldt 	17n 	25!?, 20.8 . 203 	23 1 ' 15.5 
COmOUTEP COLLEGE/TECHNICAL 	', 	35 
SCHOOL/UNIVERSITY 	21.1 	23 	169 	20.8 	219 	219 	'20. 7 
ADVANCED UNIVERSITY DEGREE 	7 	3 	4 	1 	6 	5 	2 

	

4.2 	3.4 	5.4 	2.1 	5.1 	4.6 	3,4 
REFUSED 	 2 	1 	1 	1 	2 	0 

	

1.2 	1.1 	1,4 	2.1 	• 	1.9 

0035 
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BAT DATA 018A,D188(015C418D.018Er 
RAS TOTAL 1NFOIEL US RS 

REUUENCY OF-USE, EX AND AGE OF USER 

BASE FOR PERCENTAGES n ACTUAL 

TOTAL HOUSEHOLD INCOMES 
LESS THAN S20,000: 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONq THREE 
TOTAL TW12E OR Tek -  MALE FEMALE YONIGN ee 

10e1 100g 100D 10 0:8 1 0e8 10e8 1009 

UNDER  $5,000 	 3 	1 	2 	3 	0 	2 	1 

	

1.8 	1.1 	2.7 	6.2 	1.9 	1.7 
$5,000 TO 89,999 	 8 	-. 	3 . 	5 	2 	6 	4 	4 

	

4.8 	3.4 	6.8 	4.2 	5.1 	3.7 	6,9 

	

$10,00010  $14,999 8 	6 

	

8.1 	10.e 	6.e 	2.1 	'de 	7.4 	10.4 
$15,000  TO 819,999 	14 	7 	7 	6 	. 8 	10 	4 

	

8.5 	8.0 	9.5 	12.5 	6.8 	9.3 	6.9 
LESS THAN 8209000 (»NIT KNOW 	3 1 	2 

	

.108 	1.1 	2.7 	2.1 2.1 	1o/ 	.9 	3.5  
LESS THAN 820,000 REFUSED 	0 	0 . 	0 	0 	0 	0 	0 

(CONTINUED) 
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(CONTINUED) 
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BASIC pTe ( 1918,
i 
 418épepC901809018E) 

PSFRIQUÉNCUF  USE,  EEX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

TOTAL MALE 

ONCE THREE 

TNIU ORT4R - 
34 OR 

FEMALE YOUNGER 
35  OR  
OLDER 

- BASE FOR PERCENTAGES • ACTUAL 

	

Ian 1009 
	74 

 . 10011 10e8 104)9 10e 
$20,000 OR MORE, 	. 	.. 

- 
 

$20,000  TO  $24,999 	. 35 	21 	13-  . 	8 	. 	27 	23 	12 
- 	' 21.1 	23.9 	17.6 	16.7 	22.9 . 	21.3 - 	20.7 

$25,000 TO  $29,999  

	

9!8 	11:2 	6.41 	12.g 	
9 	12 

	

7.6 	11.1 	5.e . 	 . 	
. 	 . 

$30,000  TO  $34,999  
6 	 8. 

	

U 	6.8 	6.e 	2.1 	la 	9 3 

	

3 	:._ 2 ,4 
$359000 OR MORE 	.. 	.. 	12 	7 	5 	. 4 	8 	93 

	

7.2 	8-.0 	6.7 	8.3 	6.8 	8.3 - -5.2 
$209000 OR MORE DOWIT KNOW 	8 	3 	5 	I 	r 	7, 	7 . 	1 . 	 4.8 	3.4 	. 6.7 	2.1 	5.9 	6.5 	1. 7  

, S20,000 OR MORE REFUSED 	9 

	

5.4 	3.2 	63 	10.11 	3.4 	23 	10.g 
DON'T KNOW INCOME 	

11!? 	ICJ 	10 • 8 	10.Z 	11rei 	13:8 	6.1 
REFUSED INCOME 	 15 	8 	7 	5 	10 	5 	10 

	

9.0 	9.1 	9.4 	10.4 	8.5 	- 4.6 	17.2 

	

. 	. 

0036 
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Canadian Facts 
Vancouver 

1 - R 
2 - A 

STUDY NO. - 3 - 9 
4 - 3 
5 - 5 
6 - 

SERIAL NO. - 7 - 

8 - 
CARD NO. 	9 - 1 

May I speak to 	 (READ NAME FROM CONTACT LIST) . 
Hello, I'm 	 of Canadian Facts, a market research company. 
I understand you used Consumer infotel service recently and I'd like to 
ask you a few questions about it. 

1. (a) How did you first learn about Consumer Infotel? (DO NOT READ LIST) 

BROCHURE 	' 	 10 - 1 - ASK 1(b) 

B. C. TEL DIALOGUE/B.C. TEL BILL ENCLOSURE  	2 - ASK 1(c) AND (d) 

NEWSPAPER ARTICLE  	31  

NEWSPAPER ADVERTISEMENT  	4 

RADIO ADVERTISEMENT OR PROGRAM  	5 

TELEVISION ADVERTISEMENT OR PROGRAM  	6 

FRIENDS/RELATIVES/NEIGHBOURS  	7 

SCHOOL/COLLEGE  	8 

OTHER (SPECIFY) 

11 - 

(b) (IF LEARNED ABOUT THROUGH BROCHURE, ASK:) Where did you obtain 
this brochure? 

12- 

13-  

(c) (IF LEARNED ABOUT THROUGH B. C. TEL DIALOGUE OR BILL ENCLOSURE, 
ASK: -) How often do you read Dialogue, the B. C. Tel pamphlet 
B. C. Tel encloses with its bills? (DO NOT READ LIST) 

MONTHLY 	  14 - 1 

ONCE EVERY  NO OR THREE MONTHS  	2 

ONCE EVERY FOUR OR FIVE MONTHS  	3 

LESS OFTEN  	4 

DONT  KNOW  	5 

(d) How many people in your household read Dialogue? 	15/16 

2. (a) How many times have you yourself used the Consumer Infotel 
Service? 	 17/18 

(h) Have you ever listened to the same tape more than once? 

YES 	 19 - 1 - GO TO Q.2(c) 

NO  	2 

DONT REMEMBER  	3
] 
 T0 

 TO Q.3(a) 

(c) What is the highest number of times you have ever listened to 
the same tape? 	 20/21 

3. (a) Are the hours that Consumer Infotel operates convenient for you? 

YES 	 22-1 

NO  	2 

DON'T KNOW  	3 

h SKIP TO Q. 2(a) 
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3. (h) Why is that? 	 •  23 - 

	  24 - 

	 25 - 

	  26 - 

27 - 

4. Now I would like to ask you a few questions about the last time 
you called Infotel. 

(a) On what day of the week was your most recent call made? 

SATURDAY 	 

SUNDAY 	 28 - 1 

MONDAY  	2 

TUESDAY  	3 

WEDNESDAY  	4 

THURSDAY  	5 

FRIDAY  	6 

PROBE: Are you sure this call was made 
on Satu'rday? (RECORD RESPONSE VERBATIM) 

(b) And did you.make this call - (READ LIST) 

between ictoo AM and Noon 	 

between Noon and 6:00 PM 	 

or between 6:00 PM and 9:00 PM 	 

2 9 - 1  
2 

3 

5. What was your main reason for making this call? (DO NOT READ LIST) 

TO OBTAIN INFORMATION ON PRODUCT 
OR SERVICE GOING TO PURCHASE 	 30 - 1 

TO OBTAIN INFORMATION ON PRODUCT 
OR SERVICE ALREADY PURCHASED   	2 

GETTING INFORMATION FOR FRIEND/RELATIVE  	3 

' 	GENERAL INTEREST/CURIOSITY  	4 

OTHER (SPECIFY) 

6. What was the topic of the tape you listened to most recently? 

	 31/33 

7. Taking everything into consideration - the information presented, the voice, 

the quality of the recording and so forth -- would you say this presentation 
was -- (READ LIST) 

excellent 	  34 - I 

very good  	2 

acceptable  	3 

not very good  	4 

or extremely poor  	5 

8. (a) Were there any aspects of this Infotel tape that you feel could be 
improved? 

YES 	  

NO 	  

DON'T KNOW 	 

35 - 1 - GO TO Q.8(b) 

2] - GO TO Q.9(a) 
3 

(h) What aspects of this tape could be improved? Are there any others? 

	 36 — 

37 — 

	 38 — 

	 39 — 

	 40 — 
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9 (a) 

(h) Did you or anyone in your household use information obtained  from  Consumer Infotel 
in purchasing - (READ ITEMS PURCHASED) 

	

Q. 9 (a) 	Q.9 (b) 
PURCHASED 	USED INFOTEL 

	

YES 	NO/DON'T KNOW 	YES NO 	DONT  KNOW  

Food products 	 U 	ni 	41 - 1 2 	3 

	

Toys or other products for children 1-1 	ni 	42  -1 	2 	3 

Life Insurance 	 O 	El 	43 - 1 2 	3 

Other types of insurance 	 n 	CI 	44 - 1 2 	3 

A home 	  [I] 	U 	45 - 1 2 	3 

Homeimprovement products such as 
paint, roofing or insulation 	111 	46 - 1 	2 	3 

House moving services 	 E] 	ni 	47 - 1 2 	3 

A mortgage 	  El 	r--1 	48 - 1 2 	3 

A car or other vehicle 	 U 	n 	49 - 1 2 	3 

Auto repairs 	- 	E_J- 	ni 	50 - 1 2 	3 

Tools 	r---i 	LI 	51 - 1 	2 	3 

Television, radio or stereo 	U 	52 - 1 	2 	3 

Large household appliances such 

as a refrigerator, stove, 

washer or dryer 	 E3 	CI 	53 - 1 2 	3 

Small household appliances 	 113 	CI 	54 - 1 	2 	3 

A piano or organ 	 113 	 55 - 1 	2 	3 

Furniture 	  U 	El] 	56 - 1 2 	3 

Clothing or footwear 	 IIJ 	 57 - 1 	2 	3 

Sports or athletic equipment 	 Ell 	113 	58 - 1 	2 	3 

A loan or credit for purchasing 

a large item on time 	 il] 	11: 	59 - 1 2 

10 (a) Are there any topics you would like to see included in Consumer Infotel? 

YES 	 60 - 1 - GO TO Q. 10 (b) 

NO 	 

2  DON'T KNOW 	3.]- GO TO Q. 11 

(h) What are they? 

	  61 - 

	  62 - 

	  63 - 

During the past three months did you or anYone in your household purchase 

any of the following - (READ LIST) 
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11 If it were possible to receive a printed transcript of a Consumer 

Infotel tape by sending a stamped, self-addressed envelope to the 

Infotel service, woul'd you send away for this information? 

YES 	 64 - 1 
NO  	2 

DON'T KNOW  	3 

12 If a friend or relative were considering buying a product or 
service on which Infotel had a tape, would you recommend they 
call Infotel before making their purchase? 

YES 	 65 - 1 
 

NO  	2 

DON'T KNOW  	3 

13 In addition to Infotel, what other sources of information on products 
or services are there available to residents of this area? (DO NOT 
READ LIST) 

ADVERTISING 	 . 	66 - 1 

ARTICLES IN NEWSPAPERS. 	  67 - 1 

CONSUMER COLUMNS IN NEWSPAPERS 	 68 - 1 

ARTICLES IN MAGAZINES 	  69 - 1 

CONSUMER MAGAZINES 	  70 .  - 1 

TV PROGRAM (MARKET PLACE) 	 71 - 1 

SALES PEOPLE 	  72. - 1 

BROCHURES PRODUCED BY 
STORES OR MANUFACTURERS 	  73 - 1 

OTHER (SPECIFY) 

74 - 
- 	  

NONE 	 - 	75 - 1 

14 (a) Now I am going to read you a list of  some  possible sources of 
consumer information. I would like you to tell me which of 

these has been the most useful  source of product or service 
information for you in the  past five . or six months. (READ LIST) 
(CHECK BOX INDICATING START POINT) 

Which of thesthas been the second most.useful? (READ ITEMS NOT 
MENTIONED IN Q.14(a)). 

(c) And which of these has been the least useful? (READ ITEMS NOT 
MENTIONED IN Q. 1 14(a) OR (b)) 

	

Q.14(a) 	Q.14(b) 	Q.14(c)  
MOST 	SECOND MOST 	LEAST 

. 	USEFUL 	USEFUL 	USEFUL 

D Product or service ads 	 76 - 1 	77 - 1 	78 - 1 

0 Consumer magazines  	2 	2 	2 

[-.3 Infotel  	3 	3 	3 

0 Consumer cOlumns in newspapers  	4 	4 	4 

D TV programs  	5 	5 	5 

0 Sales people  	6 	6 	6 

( b ) 



(a) SEX: 
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77/80 	Blank 

	

1/8 	Duplicate 
9 - 2 

15. Have you ever heard of a service called the Health Information Tape Library? 

YES 	 10 - 1 - GO TO Q.16 

NO  	21 
- GO TO Q.18 

DON'T KNOW  	3 

16. (a) How did you first learn about the Health Information Tape Library? 
(DO NOT READI-717)1' 

BROCHURE 	  11 -  1-  GO TO Q.16(b) 
- 

B. C. TEL DIALOGUE/B. C. TEL BILL ENCLOSURE  	2 

NEWSPAPER ARTICLE  	3 

NEWSPAPER ADVERTISEMENT  	4 
- SKIP TO Q. 17 

RADIO ADVERTISEMENT OR PROGRAM  	5 

TELEVISION ADVERTISEMENT OR PROGRAM  	6 

FRIENDS/RELATIVES/NEIGHBOURS  	7 
SCHOOL/COLLEGE  	8 

OTHER (SPECIFY) 
'2 - 

(b) (IF LEARNED ABOUT THROUGH BROCHURE, ASK:) Where did you 
obtain this brochure? 	  13 - 

14 - 

17. Have you ever used this service? 

YES 	 15 - 1 

NO  	2 

18. Finally I would like to ask yOu a few questions to assist in the 
- analysis of our report. 

MALE 	 16-1  

FEMALE  	2 

(b) In which of the following age categories are you - (READ LIST) 

Under 25 years 	 17 - 1 

25 to 34 years  	2 

35 to 44 years  	3 
. 45 to 54 years  	4 
55 to 64 years 	= 	5 
65 years or over  	6 

(c) Including yourself, how many people live in your household? 

18/19 - 



mi 

Less than $20,000 	 E] 
Is that: 

Under $5,000 	 21 - 1 

$5,000 to $9,999  	2 

$10,000 to $14,999  	3 

$15,000 to $19,999  	4 

$20,000 or more 	 

Is that: 

$20,000 to $24,999 .... 

$25,000 to $29,999 .... 

$30,000 to $34,999 .... 

$35,000 or more ..... 

Refused 	 22 - 1 

Respondent's Name  	 Telephone No. 

Interviewer 

JL 

-11 

li 

IL 
IL 

Date: 

i r  

im  

RA935 

(d) What was the last grade of school you completed? (DO NOT READ LIST) 

NO SCHOOLING 	  20 - 1 

8TH GRADE OR LESS  	2 

SOME HIGH SCHOOL  	3 

HIGH SCHOOL GRADUATE  	4 

SOME COLLEGE/TECHNICAL/UNIVERSITY  	5 

COMPLETED COLLEGE/TECHNICAL/UNIVERSITY  	6 

ADVANCED UNIVERSITY DEGREE  	7 

In 1978 what was the total combined income, before taxes, 
of all the members of your household? Was it less than 
$20,000 or $20,000 or more? 

(e) 
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REASONS_WHY HOUN5  OF CONSUMER INFOTELARE CONVENIENT (Q3B) 	- 
8rWee4c4NreTh 

_ 
Ei 	loag  revuee 	CyNVENIENT 

FREQUENCY USED 	SEX OF USER AGE OF USER . 	. 

	

oN85 ping 	- 
TimEs - 	34 OR 35 OR 

	

TOTAL  TWICE OR MORE 	MALE FEMALE yOUNGER OLDER 

BASE FOR PERCENTAGES • ACTUAL 

REASONS WHY HOURS OF INFOTEL 
ARE CONVENIENT: 	• 

loW loon 1009 loon loon looS 100:8 

I AM HOME DURING THE DAY 

	

' 179 	26:g 	
4 

	

6.6, 	2.4 	2e 	20:9 	9 10. 

IT IS OPEN DURING.  THE DAY 4 
8:1 . 10. 	6.6 	2.4 	105 	4.6 	15J 

IT IS OPEN 10100 AM TO 91 00 PM 	' 	9 6 	6 	3 

	

-- 	6.8 	.5. 	'. 8.e. 	8.e, 	6.1 	6.9 	6.5 

liautILABLE moRNINGs AND 	8 	4 	4 	2 	.6 	6 	. 2 

	

- • . 	6.0 	, 5.9 	4.6 	5.7 	6.1 	6.9' 	4.3 

IT IS ;WA/LADLE IN THE EVENINGS' ' 	12 	4 	8 	5 	7 	10 , 	2 

	

9.0 	5.9 	.13.1 . 	14.3 	7.1 	11.5 	4.3 

IiHMEAVAILABLE WHEN I WANT•TO 

	

. 12:9 	11.8 	 ? 

	

11J 	11.t 	.12! 	121 • 10. 
HOURS RUN INTO THE EVENINGS/ 	5 	3 	2 	. 0 	5 	3 	2 
TO 9:00 PM 	 3.8 	4.4 	3.1 	5.1 	3.4 	4.3 . 	. . OPEN SUNDAYS - 	 ' .4 	2 	3 

31  ' 	-.1.a 	6,6. 	' 2.4 ' 	4.1 	' 	2.3 	65.  

ONLY ONE DAY YOU'CAN'T PHONE ' 	1. ' 	.0 	1 	0 	1 	1 • 	0 

	

.8 • 	1.6 	1. 0 	1.1 	• 	- 
cilt ifithagm scmoouwmEN 	•. . , 7 	2 	5 	 0 

	

5.3 	2.9 .• 8.2 	5./ . • 5.? 	8.1) . 	 . 

guelNeHmiumArIes, 	5.3 ' 	4 o 	 9 

	

5. 	3.î 	
CI 

	

-.. 	 7.1 	6.9 	- 2â' 
OR WHEN THEY'VE GONE TU BED 

cecfigiÉETUeke TIME/  

CCONTINUED/ 

6. 	23 	11.Z 	14.3 	
4 

	

4.1 	
4 	5 

	

4.6 	10.9 



(CONT/NUED) _ 
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ONa THR E  
TIM 

TOTAL TWICE OR MOL 
34 OR 

FEMALE ni0UNGER MALE 
35 DR 
OLDER 

- 	 um 	 ern 	111 • U. 	aim am ant_ um.  gas am ills 
• 

REASONS WHY HOURS OF CONSUMER /NFOTEL ARE CONVENIENT (On) 
BASE TOTAL INFOTEL USERS WHO FOUND HOURS CONVENIENT 
BY FREQUENCY OF - USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

BASE FOR  PERCENTAGES n ACTUAL 	133 	68 	61 	35 

	

100*0 	100.0 	100.0 	100.0 	100( 	1005 	100:Ô 

ANYTIME IS CONVENIENT 	3 	2 	1 	2 	1 
• 2.3 	IA 	3.3 	5.e 	1.0 	2.3 	2.2 
CONVENIENT BECAUSE EASY TO 	3 	2 	1 	0 	3 	1 	2 
USE PHONE 	 2.3 	2.9 	1.6 	3.1 	1.1 	4.3 

MISCELLANEOUS MENTIONS (OPEN 	8 	7 	1 	3 	5 	3 	5 
WAKING HOURS) 	 6.0 	10.3 	1.6 	8.6 	5.1 	3.4 	10.9 

	

NO PARTICULAR REASON/WPM' el 	3 	7. 	8 	3 	5 	6 
KNOW WHY CONVENIENT 	 4.4 	11.5 	22. 9 	3.1 	5.7 	13.0 

NO ANSWER . 	 2 	0 

	

0 	2 
•

2 
2.0 	3 	

0 
2.  

0009 
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nebrel2L435SEIMUIrdegirfibUnEegeelgr (0") 	. 
oT"rREQUtNCY OF"USE, SEX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE 	THREE . 	n 	lc. nR 
TOTAL Tide ORree 	MALE FEMALE yOeei

o 
 GÉ'à 61--DÉR  

BASE FOR PERCENTAGES - ACTUAL 

REASONS WHY'HOURS OF INFOTEL 
 ARE INCONVENIENT: ' 	. . 	- 	. 	. 

-BETTER IF AVAILABLE IN EVENINGS 	8 	4 	4 	2 	6 	3 	5 

	

47.1 	57.1 	40.0 	50.0 	46.1 	27.3 	83.3 

Bum, IF AVAILABLE LATER AT 

	

5. 	- 	10.0 

	

0 	1 
. 	0 	' 	

'7. 	9.1. 

	

1 	0 

BETTER IF OPEN ON SATURDAYS 

	

29.Z 	28.î 	30.e 	50.ô 	23.? 	 36.3 	' 16.3.  

MISCELLANEOUS NEGATIVE MENTIONS 	
0 ' 	3 , 	3 	0 

	

17.g 	14.1 ' -20.0 
. ier.28; neMellA4GING) 	. 	

. . - 	23.1 -. 27.3 
. 	. 	. 	. 

0010 	' 	 . 

	

17 	7 	10 	4 	13 	11 	6 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	
100.0 
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. 	. 
REASONS WHY DONCr 'mow IF HOURS OF CONSUMER 1NFOTEL ARE CONVENIENT (03R) 
BASE TOTAL INFOTEL UbERS WHO DID NOT KNOW IF HOURS WERE CONVENIENT 
BY FREQUENCY OF"USE, SEX AND AGE'OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 

	

oN85 inEE • 
	35 OR 

	

TOTAL TWICE OR MORE 	MALE MALE FEMALE yeâil OLDER  

BASE FOR PERCENTAGES • ACTUAL 

REASONS WHY DONIT KNOW IF 
HOURS ARE CONVENIENTS 
DID NOT TAKE NOTE OF THE HOURS 

	

16 	13 	3 	9 	7 	10 	6 

	

100.0 	100.0 	100.0 	100.0 	100.0 	100.0 	100.0 

	

3 	2 	2 	2 	1 

	

18.8 	15.4 	33.3 	22.2 	14.1 	20.0 	16.7 

DON'T KNOW ,  DON'T REMEMBER 	1 	10 	6 	5 	7 	4 
WHAT THL HOURS ARE 	68.a 	76.9 	33.i 	66.7 	71.4 	70.0 	66.7 

MISCELLANEOUS MENTIONS 

0011 

	

2 	1 	1 	1 	1 	1 	1 

	

12.5 	7.7 	33.3 	11.1 	14.2 	10.0 	16.7 
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as um ma am um am am um am  • um •M 	MI NM • MI BM MI _ 	 _ 	_ 

.DAY OF THE WEEK  MADE  MOST RECENT CALL TO INFOTEL ( 04A) 
BASE TOTAL INFOTEL USERS 
8Y FREQUENCY OF . USE: SEX AND AGE OF USER 

FREQUENCY USE0 	SEX OF USER AGE OF USER 

ONCE THREE 

TOTAL TWIM OR TAM - - MALE FEMALE Yale ke 
BASE FOR PERCENTAGES n : ACTUAL 

1 0e8 1009 1 0013 1002 . 1 0e8 101a . 1 00U 

221.1015e0C R°ST RECENT 

KNOW 

SUNDAY, - 

MONDAY 

TUESDAY 	. 

WEONESDAY 

THURSDAY • 

FRIDAY 	' 

SATURDAY 

wERMINA?"11. 
 DONIT KNOW 

0012 

	

129 	11:: 	145 	12.8 
	15 
	11:i 	A 15 

	

101 	11:2 	
7 

	

9.5 	
a 

	

6.Z 	11:4 	8.3 	13.8 

	

12f 	10.! 	13:8 	•,16.9 . 	109 	129 	12.1 

	

20 	6 	13 ' 	8 	12 	: 15 	5 - 

	

lea 	6.8' 	17.6 	16.7 	10.2 	13.9 	8.6 

	

92 125 	
4 

	

5.4 	12.8 	
9 	14 	1 

	

1.6 	13.0 1..7 

	

79 	8.1 

	

 8.1 	2.1 	
1 

10.2 

	

9.3 	
3 

	

6 	2 	10 
5.2 

	

à 	2 	1.1 	o .à 1  

	

.9 	
o 

	

26:t 	ee 	23:1 	25!U 	27?i 	239 	32:: . 

	

99 	10.2 	
11 

	

6.? 	8.3 	9.3 	
9 	6 

	

8.3 	10.3 
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//M

S

F rrOu 
N
M05.MOU nCENT CALL TO INFOTEL 1048) 

IDPRELÉNC4OF‘hEt tEX AND AGE OF USER 
FREQUENCY USED 	SEX OF USER AGE OF USER 

ONCE THREE 
34 OR 35 OR 

TOTAL TWICE OR ÀO5t. 	MALE FEMALE YOUNGER oLDER 

BASE Flet PERCENTAGES n ACTUAL 	10e8 1009 1007.8 1002 10eS 1a9 1009 .  

an int. eion  MOSTRECENT 

BETWEEN 10100AM AND NOON 	• 	3051 	319 	3su 	28  

	

38 	25270 	412à4e' , 

BETWEEN NOON AND 6100 PM 

	

54 	2 

	

47 7.8 	521 	399 
	

31.
1 
	53.1 	50.0 	41 41: 

BETWEEN 6100 PM AND 9100 PM 

	

1EM 	111> 	281 	15n 	222 	12.1 

DON,/ KNOW 	 6 	4 	3 	3 	3 	3 

	

3.6 	4..5 	1.1 	6442 	'2.5 	-2.8 	5,2 

- 1)013 
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plE  gatypegmecENT CALL TO:INFOTEL (Q46 ) 

BY  DAY OF WEEK.' 
WEEKDAYS 

MONDAY TmURS-• WEEKDAY 
THROUGH pe OR UNSPEC.,  

SUNDAY 	TOTAL  WEDeDAY rHLDAY 	IFIED a 

BASE FOR PERCENTAOES'.n ACTUAL':  
1009 10eel 100S 1009 100n 

'. al % Kten "ST REFE" 

 

BETWEEN 10100AM AND NOON 	8 	40 	18 	4 	18 	. . 
38.1 	31.0 	31.6 	14.3 	40.9 

BETWEEN NOON AND 6100 PM- 	479 	459 	471 	57!? 	34!?, 
BETWEEN 6100.PM AND 9100 PM 	2 	2129. 	211U . 28. g 	isse  
DON'T KNOW 

	

4.À 	2.3 

	

3 	0- 	0 
- , 	6.e 

•ONE RESPONDENT MENTIONED SATURDAY AS DAY OF CALL - INFOTEL DOES NOT OPERATE ON THAT DAY :  

0014 
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BASE FOR PERCENTAGES n ACNAL 

MAIN REASON FOR MAKING MOST 
RECENT CALL TO INFOTELt 

1 
1.7 

ImassImmilmimmiummem. sammsolualaw mom asommum 
Mow mode pm, emeemt OMML OMM A%mie eme some 	mumm 	MMOUOMn «MMMI IMM>> AMMMu oelmee, Oftmm 	om«me ••n•nn 

MAIN  MSON rinegraOST RECENT CALL TO INFOTEL MS/ 
BY 
BASE 
	OF USE, kX AND AGE OF USER 

FREQUENCY USED 	SEX OF USER AGE OF USER 
015 iHg9 

	

TOTAL TWICE OR  UE 	MALE FEMALE VOMGRIFI  are 

	

166 74 	48 
100.0 	100?8 	100.0 	100.0 	10i:3 	10e8 	1009  

TO OBTAIN INFORMATION ON 	94 	51 	41 	20 	74 	62 " 	'32 
PROUUCT OR SERVICE GOING TO 	56.7 	58. 0 	55.4 	41.7 	62.7 	57.4 	55.2 
PURCHASE 

TO OBTAIN INFORMATION ON 	5 	2 	3 	1 	4 	1 	4 
PRODUCT OF SERVICE ALREADY 	3.0 	2.3 	4.1 	2.1 	3.4 	.9 	6.9 
PURCHASED 

 
GETTING INFORMATION FOR 	6 	4 	2 	3 	• 3 	4 ' 	

2. 

FRIENU/RELATIVE 	3.6 	4.5 	2.7' 	6.2 	2.6 	. 3.7 	3.5 

GENERAL INTEREST/CURIOSITY 	45 	23 	20 	23 	22 	28 	17 

	

27.1 	26.1 	27.0 	47.9 	18.6 	25.9 	29.3 

HOMEWORK.  FOR SCHOOL • STUDENTS 	9 	4 	0 	9 	9 	0 
AND A"TEACHER 	 5.4 	5.? 	5.4 	7.6 	8.4 

FOR LISTENING/LANGUAGE 
TRAINING CLASS/TO LEARN MORE 
ENGLISH 

	

5 	'23 	4 	3 	2 

	

3.0 	2.3 	4.1 	2.1 	3.4 	2.8 

INFORMATION RES CANADA PENSION,  
1 

	

1 	1 	.0 	2 
MANAGING BUDGET 	 11 	1.1 	1.3 	- 	1.7 

0015 
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DATE DUE 
DATE DE RETOUR 

II 


