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CCaannaaddiiaann  IInntteerrnneett  UUsseerrss  aanndd  TThheeiirr  
UUssaaggee  HHaabbiittss  iinn  ee--ccoommmmeerrccee  
 
This study was conducted by Leger Marketing through telephone interviews among a 
representative sample of 1500 English- or French-speaking Canadians, within the context 
of the third global e-commerce research conducted by Taylor Nelson Sofres with 42 000 
people in 37 different countries.. 
 
11  IINNTTEERRNNEETT  UUSSAAGGEE  
4�The number of internet users has not increased over the past year in Canada.  In 

fact,  60% of the population remain internet users compared to 40% of non-internet 
users as per 2001. 

4�For the second year running Canada is one of the countries leading the way in  the 
adoption and use of the internet, ranking fourth (60%), having lost its 3rd place 
ranking in 2001, behind the Netherlands (61%), USA (62%) and Denmark (63%).  

4�Although country average internet penetration has reached 34%, a 3% increase 
since 2001, growth has slowed and some countries have seen a drop.  
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22  IINNTTEERRNNEETT  PPEENNEETTRRAATTIIOONN  AANNDD  PPLLAACCEE  OOFF  UUSSEE  
 
 
4�Most internet use occurs at home, with half of the Canadian users going online from 

their homes, 25% doing so at work, 5% at school, 6% elsewhere (public access 
points such as Internet cafes and librairies) and 2% using mobile internet. 

 
 
 
 
 
 

 
 
 
33  EE--CCOOMMMMEERRCCEE  AACCTTIIVVIITTYY  
 
44��BBeettwweeeenn  22000011  aanndd  22000022,,  tthhee  pprrooppoorrttiioonn  ooff  IInntteerrnneett  uusseerrss  sshhooppppiinngg  oonnlliinnee  iinn  CCaannaaddaa  

hhaass  ddeeccrreeaasseedd  bbyy  22%%,,  ffrroomm  1188%%  iinn  22000011  ttoo  1166%%  iinn  22000022..    SShhooppppiinngg  bbeehhaavviioouurr  iinn  
CCaannaaddaa  hhaass  cchhaannggeedd  lliittttllee  ssiinnccee  22000011  aammoonngg  iinntteerrnneett  uusseerrss,,  aass  5511%%  hhaavvee  ddoonnee  
nnoonnee  ooff  tthhee  ffoolllloowwiinngg::    bboouugghhtt  oonnlliinnee,,  ddrrooppppeedd  oouutt,,  bboouugghhtt  oofffflliinnee  oorr  ppllaann  ttoo  bbuuyy  
oonnlliinnee  iinn  tthhee  ffuuttuurree..  

 
 
 

Internet users – place of use (percentage of population - 2002)  
Please note that multiple responses per respondent were recorded 
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44��TThhee  UUSSAA  rreettaaiinnss  iittss  ppoossiittiioonn  aass  tthhee  nnaattiioonn  wwiitthh  tthhee  ggrreeaatteesstt  pprrooppoorrttiioonn  ooff  oonnlliinnee  

sshhooppppeerrss  ((uusseerrss  wwhhoo  hhaavvee  bboouugghhtt  ggooooddss  oorr  sseerrvviicceess  oonnlliinnee  dduurriinngg  tthhee  ppaasstt  mmoonntthh))  aatt  
3322%%  ooff  aallll  IInntteerrnneett  uusseerrss..    CCaannaaddaa  rraannkkss  1111tthh  aatt  1166%%,,  11%%  aabboovvee  tthhee  gglloobbaall  aavveerraaggee  
ooff  1155%%..  

 
 
 
 
 
 
 

 

Online shoppers 2002/2001 
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44  PPRROODDUUCCTTSS  PPUURRCCHHAASSEEDD  OONNLLIINNEE  
 
44��IInn  tteerrmmss  ooff  ttyyppeess  ooff  ggooooddss  aanndd  sseerrvviicceess  ppuurrcchhaasseedd  oonnlliinnee,,  CCaannaaddiiaann  iinntteerrnneett  uusseerrss’’  

hhaabbiittss  hhaavvee  nnoott  cchhaannggeedd  mmuucchh  ccoommppaarreedd  ttoo  22000011  aass  tthheeyy  aarree  ssttiillll  mmoorree  lliikkeellyy  ttoo  bbuuyy  
bbooookkss  ((2244%%)),,  PPCC  ssooffttwwaarree  ((1122%%)),,  aanndd  ccllootthheess  aanndd  PPCC  hhaarrddwwaarree  ((88%%))..    

 
 
 
 
 
 
 

 

Actual purchases among Internet users in Canada who have shopped online during past month 
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55  RREEAASSOONNSS  FFOORR  NNOOTT  PPUURRCCHHAASSIINNGG  GGOOOODDSS  AANNDD  SSEERRVVIICCEESS  OONNLLIINNEE  
 
4�The biggest reasons for not purchasing online continue to be security related.  In  

Canada, 46% of abstainers stated that they did not want to give credit card details 
compared to a lower overall percentage of 30%. 15% citing general security 
concerns. 

 
 
 
 RReeaassoonnss  ffoorr  nnoott  ppuurrcchhaassiinngg  ggooooddss  aanndd  sseerrvviicceess  oonnlliinnee  wwiitthh  CCaannaaddiiaann  uusseerrss  

((ggiivveenn  bbyy  rreessppoonnddeennttss  wwhhoo  hhaavvee  NNOOTT  ppuurrcchhaasseedd  oonnlliinnee))  nnoottee  tthhaatt  mmuullttiippllee  rreessppoonnsseess  ppeerr  rreessppoonnddeenntt  wweerree  rreeccoorrddeedd  
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4�A majority of Canadian online shoppers (63%) have spent a maximum of $200 over 

the past 4 weeks in online purchase or orders, 10% have spent between $201 to 
$400.  Nevertheless, 18% spent $500 or more. 

 
 
 
 
 

 
 
 
 
 
4�Although Canadian users aged between 30 and 39 years, spent the most over the 

past 4 weeks ,with an average value of total purchase of $468, it is interesting to 
note that Canadians under the age of 20 spent an average of $229. 

4�Canadian men, for their part, spent an average of $380 in the last 4 weeks compared 
to women who spent  $194. 

 
TThhee  ffaacctt  tthhaatt  oonnlliinnee  ppuurrcchhaasseess  iinn  CCaannaaddaa  aattttrraaccttss  tthhee  yyoouunngg  uusseerr’’ss  sseeggmmeenntt  ooff  
tthhee  uusseerrss  ppooppuullaattiioonn  rreefflleeccttss  aa  bbrriigghhtt  ffuuttuurree  ffoorr  tthhee  iinntteerrnneett..  
 
 

Value of total purchases or orders made in the last 4 weeks in Canada 
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