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2005  VIREB Buyer Profile 1 Introduction 

 

Buyer Profile 
 
 

January 1, 2005 - December 31, 2005 
 

A Report containing results of a survey 
completed by Buyers of residential property 

and 
corresponding Multiple Listing Service® (MLS®) information summarizing 

"home characteristics" on Vancouver Island, north of Victoria. 
 

 
Foreword 
 
The 2005 Buyer Profile continues to provide timely, up-to-date information for REALTOR®s 
about the Buyers of real estate on Vancouver Island by providing a summary analysis of the 
overall Board Area of the Vancouver Island Real Estate Board (VIREB) and the various Areas 
within its boundaries. These analyses have been carried out based on data collected from a 
mail survey QUESTIONNAIRE of buyers purchasing residential homes listed and sold through 
the Multiple Listing Service® (MLS®) during 2005. Lots and acreage sales were not surveyed. 
In an effort to provide a unique combination of Buyer profile information (as provided by the 
survey information), corresponding data, from the MLS® data base, on “home characteristics” 
(i.e. home type, selling price, number of bedrooms and bathrooms, exterior type, parking 
accommodations, and site features) were also compiled and analyzed. Hence, a statistically-
based “picture” of a Buyer profile and corresponding “home characteristic” preference is 
presented here. Similarities and differences within the Areas of the VIREB Board Area are 
discussed. 
 
 
Objectives and Methodology 
 
The 2005 Buyer Profile findings are based on the QUESTIONNAIRE survey that follows these 
introductory comments on page 3. This survey is the same as in 2004.  Information was 
obtained on the major reason for the purchase, how long did the buyer live in the community 
prior to purchase, where did the buyer live prior to purchase, was this a first-time purchase, use 
of RRSP’s, whether home was purchased for retirement, how did buyer first become aware of 
the property, how did the buyer choose a REALTOR®, and was single or dual agency used. As 
mentioned above, only buyers purchasing residential homes listed and sold through the Multiple 
Listing Service® (MLS®) system were surveyed during 2005. Descriptive analyses for these 
data were similar to the previous Buyer Profiles. Descriptive analyses of data, from the survey 
and the MLS® database, were applied to produce frequency histograms and pie charts. The 
resultant figures and tables provide useful and insightful information about the Buyers’ profiles 
along with corresponding summary information about the “home characteristics” of the real 
estate. Comparisons of numerous characteristics within the Board Area and among the various 
Areas are now possible.
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Survey Response 
♦ A total of 9,405 sales data records were obtained from the MLS® data for the “home 

characteristics” (an increase in houses sold of 6.5% from 2004). 
 
♦ From the mail survey (i.e. 8,913 mail-outs), a total of 2,092 records (i.e. 23.5% of mail-outs) 

were completed and entered into a data-base, from which the Buyer profile was developed. 
This number is similar to 2004, which had 2046 records, and hence a reasonable reflection 
of all MLS® records.  The figure below illustrates the monthly timing of MLS® sales and 
questionnaire mail-outs for 2005. 

 

48
4

41
3

64
8 69

1

87
5

10
36

98
7 10

26

83
6

74
0

70
4

47
351

8

44
0

68
7 74

3

92
8

10
90

10
29 10

81

88
5

77
6

72
7

50
1

0

200

400

600

800

1000

1200

Ja
nuary

Feb
ru

ary
Marc

h
April

May
Ju

ne
Ju

ly

August

Sep
tem

ber

Octo
ber

Nove
mber

Dec
em

ber

Month

N
um

be
r

No. of letters mailed out
Imported no. of profile records

 
 
♦ The Areas analyzed this year were Campbell River (890 MLS® records and 211 surveys 

returned), Comox Valley (1,715 MLS® records and 401 surveys returned), Cowichan Valley 
(1,579 MLS® records and 358 surveys returned), Nanaimo (2,468 MLS® records and 621 
surveys returned), and Parksville/Qualicum (1,291 MLS® records and 348 surveys returned), 
Port Alberni/West Coast (561 MLS® records and 101 surveys returned), North Island (209 
MLS® records and 5 surveys returned), and Islands {i.e. Cormorant, Cortes, Denman, 
Gabriola, Hornby, Malcolm, Mudge, Protection, Quadra, Read and other small islands} (195 
MLS® records and 36 surveys returned). 

 
♦ The same analyses (i.e. for questionnaire survey and MLS® data) were conducted for the 

Board Area and all eight Areas.  For the Board Area and most Areas the sample sizes for 
the questionnaire data were sufficiently large to be representative of general population 
trends.  However, the Port Alberni and Islands Areas both had noticeably smaller 
percentage data from the questionnaires (i.e. less than 20 %).  The North Island Area had 
only a 2.4 % response to the questionnaire (see figure below).  Analyses were conducted for 
all Areas from the questionnaire data except for the North Island Area; since there were 
only a total of 5 surveys returned for that Area, no analyses were conducted. 
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Questionaire Response for 2005
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♦ For ease of interpretation the analyzed categories in each frequency table were sorted in 

decreasing order.  This allows readers to quickly see the categories with the highest and 
lowest frequencies. 

 
♦ Descriptive statistics consist of frequency histograms and pie charts to illustrate differences 

in categories. 
 
♦ Brief descriptive highlights were included for each type of analysis. 
 
♦ In addition, following the analyses for the Board Area and for each Area, a table 

summarizing the “Typical” Buyer profile was presented (i.e. consisting of the highest 
frequency of each category analyzed). 

 
 
 
Data analysis was provided by J. Jensen, B.Sc., M.Sc.
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Questionnaire Survey 
 
Buyers of Residential Property  
 
Questionnaire Instructions:  Please complete each of the following questions by checking the 
best answer and completing the blanks where appropriate.  All answers are confidential and for 
statistical purposes only. 
 
1. Did you purchase this property for:   

(Choose ONLY ONE of the following to indicate 
your MAJOR REASON for the purchase). 

 
 [1]  Principal Residence 
 [2]   Recreation/Vacation 
 [3]   Investment/Rental 
 [4]   Other: Please Specify _______ 
 
2. Prior to purchasing, how long did you live in the 

community where your new property is located?  
  _______________  Years 
 
3. If you moved to the community within the last 12 

months, where did you move from? 
 
 [1]   Within same area 
 [2]   Elsewhere on Vancouver Island 
              (other than same town/city or Victoria) 
 [3]   Alberta 
 [4]   Fraser Valley 
 [5]   Ontario 
 [6]   Sask./Manitoba 
 [7]   Vancouver 
 [8]   Victoria 
 [9]   Other B.C. 
 [10]   Other Canada 
 [11]   Rest of World 
 
4. Was this the first time you purchased a home 

(principal residence)?  If you answered 
RECREATION or INVESTMENT in question 1 
above, please skip to question 6. 

  [1]   Yes [2]   No 

 If yes, did you use your RRSP for a downpayment? 
  [1]   Yes [2]   No 

5. Was this home purchased as a retirement home? 
  [1]   Yes [2]    No 

6. How did you FIRST become aware of the property you 
purchased? (Choose ONLY ONE of the following). 

 
 [1]   For Sale sign 
 [2]   Open House 
 [3]   T.V. channel 
 [4]   Newspaper advertisement: Classified Ad 
 [5]   Newspaper advertisement: Real Estate Tabloid 
 [6]   Relative or friend 
 [7]   Introduced by a REALTOR® 
 [8]   Internet- mls.ca site 
 [9]   Internet – other than mls.ca site 
 [10]   MLS® Catalogue 
 [11]   Other: Please Specify ___________ 
 
7. How did you choose your REALTOR® for this purchase?  

(Please CHECK ONLY ONE of the following to 
indicate THE MOST IMPORTANT REASON for your 
choice). 

 
 [1]   Recommended by family or friend 
 [2]   Recommended by a co-worker or associate 
 [3]   Recommended/referred by another 

REALTOR® 
 [4]   Previously purchased/sold property through  
          this REALTOR®. 
 [5]   Friend or relative of the REALTOR® 
 [6]   REALTOR® is a customer or client of yours 
 [7]   Called on a sign 
 [8]   Called on an advertisement 
 [9]   Attended an open house 
 [10]   Made an inquiry at a real estate office 
 [11]   Found REALTOR® on the Internet 
 [12]   Other: Please Specify ___________ 
 
8. What form of agency was provided by the REALTOR®? 
 
 [1]   Dual Agency – representing both buyer  

and seller 
 [2]   Single Agency – representing only buyer 
 [3]   Don’t Know
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Board Area – Information from Questionnaire Survey 
 
Buyer Origin 
 
 

Buyer Origin Frequency Percent 
Within same area 312 20% 
Elsewhere on Vancouver Island 289 19% 
Alberta 176 11% 
Other B.C. 155 10% 
Vancouver 145 9% 
Ontario 137 8.9% 
Victoria 112 7.2% 
Rest of World 69 4.5% 
Fraser Valley 63 4.1% 
Sask./Manitoba 53 3.4% 
Other Canada 36 2.3% 

Total number of responses= 1,547   
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For Buyers of residential 
property who moved to the 
community within 12 
months, the primary Buyer 
origin for the Board Area 
(determined from 1,547 
responses) was WITHIN 
SAME AREA (20%), 
followed closely by 
ELSEWHERE ON 
VANCOUVER ISLAND 
(19%) . When added 
together, all origins from 
within BC totalled 70%, 
and from all of Vancouver 
Island totalled 46%. 
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Major Reason for Purchase 
 
 

Major Reason for Purchase Frequency Percent
Principal Residence 1,959 94% 
Investment/Rental 69 3% 
Recreation/Vacation 31 1.5% 
Other 26 1.2% 

Total number of responses= 2,085   
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Time Resident in Community Prior to Purchase 
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Time Resident in Community Prior to Purchase Frequency Percent
< 1 1,186 57% 
20+ 281 14% 
2 to 5 162 7.8% 
5 to 10 137 6.6% 
10 to 15 116 5.6% 
1 to 2 105 5.1% 
15 to 20 91 4.4% 

Total number of responses= 2,078   
 

The major reason for residential 
property purchase in the Board 
Area was for PRINCIPAL 
RESIDENCE with a frequency of 
94% (ranging from 86% in the 
Island zone to 95% in the Cowichan 
Valley zone). 

For the Board Area, the “<1 year” 
category includes all survey 
responses of zero to less than one 
year and totalled 57% (ranging 
from 42% in the Campbell River 
zone to 78% in the Islands zone). 
The second highest frequency was 
14%, for the “20+ years” category, 
showing that buyers are either new 
to the area or that, after at least 20 
years of residence, these buyers 
will purchase again within the 
same area. 
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First Time Purchase of Principal Residence (Yes or No) 
 

 
 
 

 
 
 
 

 
 
Used RRSP for downpayment (Yes or No) 

 
 
Used RRSP for downpayment Frequency Percent
No 818 88% 
Yes 109 12% 

Total number of responses= 927   
 
 
Purchased as Retirement Home (Yes or No) 

 
 
Purchased as Retirement Home Frequency Percent 
No 1,187 61% 
Yes 751 39% 

Total number of responses= 1,938   
 

First Time Purchase of Principal Residence Frequency Percent
No 1,617 83% 
Yes 320 17% 

Total number of responses= 1,937   

The frequency of first-time 
homebuyers using RRSP’s for a 
downpayment in the Board Area 
was 12% (ranging from 3% in the 
Parksville/Qualicum Area to 15% in 
the Nanaimo Area). 

The frequency of purchasing 
residential property as a 
retirement home was 39% 
(ranging from 28% in the 
Nanaimo Area to 45% in the 
Islands Area). 

First time homebuyers accounted for 17% of 
purchases made in the Board.  The lowest 
frequency of first-time homebuyers occurred in 
the Parkville/Qualicum Area (10%), while the 
highest frequency occurred in the Port 
Alberni/West Coast Area (26%). 

First Time Purchase of Principle 
Residence
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83%Yes
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61%

Yes
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (40%), Internet- mls.ca site (20%), and For Sale Sign (15%).  Among the Areas, 
the frequency for the “Introduced by a REALTOR®” category ranged from 36% in the 
Cowichan Valley Area to 46% in the Parksville/Qualicum Area. 
 
 
 
How Buyers First Became Aware of Property Frequency Percent 
Introduced by a REALTOR® 841 40% 
Internet- mls.ca site 421 20% 
For Sale Sign 313 15% 
Relative or Friend 155 7.4% 
Newspaper advertisement: Real Estate Tabloid 108 5.2% 
Other 67 3.2% 
Internet- other than mls.ca site 61 2.9% 
MLS® Catalogue 53 2.5% 
Newspaper advertisement: Classified Ad 33 1.6% 
Open House 29 1.4% 
T.V. Channel 3 0.14% 

Total number of responses= 2,084   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (22%), Previously purchased/sold property through this REALTOR® (14.2%), and 
Friend or Relative of the REALTOR® (9.9%).  It is interesting to note that the Recommended 
by family or friend category had the highest frequency (ranging from 17% in the Cowichan 
Valley area to 31% in the Islands area) in all areas except the Port Alberni/West Coast area; 
that had Previously purchased/sold property through this REALTOR® 
 

How Buyers First Chose a REALTOR® Frequency Percent 
Recommended by family or friend 461 22% 
Previously purchased/sold property through this REALTOR® 295 14.2% 
Friend or Relative of the REALTOR® 205 9.9% 
Made an inquiry at a real estate office 186 8.9% 
Called on sign 183 8.8% 
Recommended/referred by another REALTOR® 166 8.0% 
Other 164 7.9% 
Found REALTOR® on the Internet 134 6.4% 
Called on an advertisement 131 6.3% 
Recommended by co-worker or associate 65 3.1% 
Attended an open house 53 2.5% 
REALTOR® is a customer or client of yours 38 1.8% 

Total number of responses= 2,081   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (59%).  However, in the Islands Area, Dual Agency - representing both buyer and 
seller was more common (i.e. 74%). 
 
 
 

Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 1,223 59% 
Dual Agency - representing both buyer and seller 685 33% 
Don’t Know 157 8% 

Total number of responses= 2,065   
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Board Area – Home characteristics from MLS® data 
Selling Price Range 
For ease of interpretation, home selling prices were categorized into $50,000 increments and 
prices of $1 million or greater were combined (totalling 26 sales in 2005).  The TOP THREE 
categories for the Board Area were $200,001-$250,000 (18.4%), $150,001-$200,000 (18.2%), 
and $250,001-$300,000 (16%), totalling 52.6% of all sales. 
 

Selling Price Range Frequency Percent
$200,001-$250,000 1,642 18.4%
$150,001-$200,000 1,624 18.2%
$250,001-$300,000 1,402 16%
$100,001-$150,000 1,203 13%
$50,001-$100,000 816 9.2%
$300,001-$350,000 813 9.1%
$350,001-$400,000 455 5%
$0-$50,000 324 4%
$400,001-$450,000 219 2.5%
$450,001-$500,000 122 1.4%
$500,001-$550,000 70 0.8%
$550,001-$600,000 64 0.7%
$600,001-$650,000 37 0.4%
$650,001-$700,000 28 0.3%
>$1,000,000 26 0.29%
$700,001-$750,000 19 0.21%
$750,001-$800,000 14 0.16%
$850,001-$900,000 13 0.15%
$800,001-$850,000 10 0.11%
$900,001-$950,000 8 0.09%
$950,001-$1,000,000 4 0.04%

Total number of responses= 8,913  
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (58%), CONDOMINIUM (APT) (12%), 
and CONDOMINIUM (TWNHSE) (6%).  The SINGLE FAMILY home type category ranged from 
52% in the North Island Area to 77% in the Port Alberni/West Coast Area. 
 
 
HomeType Frequency Percent
SINGLE FAMILY 5,197 58%
CONDOMINIUM (APT) 1,029 12%
CONDOMINIUM (TWNHSE) 544 6%
ACREAGE WITH HOUSE 476 5%
MANUFACTURED/MOBILE ON PAD 373 4%
DUPLEX 305 3%
PATIO HOME 262 3%
SINGLE FAMILY (WATERFRONT) 230 3%
MANUFACTURED/MOBILE ON LAND 218 2%
SINGLE FAMILY (STRATA) 135 2%
DUPLEX (STRATA) 67 1%
MANUFACTURED/PREFAB ON LAND 39 0.4%
MANUFACTURED/PREFAB ON PAD 19 0.2%
TRIPLEX 10 0.1%
FARM/RANCH 9 0.1%

Total number of responses= 8,913
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The TOP THREE frequencies for number of bedrooms was 3 (41%), 2 (30%), and 4 (17%).  
All Areas exhibited the highest frequency for three bedrooms (ranging from 34% to 48%), 
except the Islands area, with 36% and 30% frequencies for two and three bedroom 
categories, respectively. 

  
Number of Bedrooms 
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Number of Bedrooms Frequency Percent
3 3,657 41%
2 2,702 30%
4 1,537 17%
5 494 6%
1 344 4%
6 102 1.1%
0 48 0.5%
7 19 0.2%
8 7 0.08%
13 1 0.01%
10 1 0.01%
9 1 0.01%

Total number of responses= 8,913
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The most common number of bathrooms in the Board Area was 2 (45%), followed by 1 
(28%) and 3 (25%).  Two bathrooms was the most common in all Areas (ranging from 41 to 
55%), except for the Islands Area with frequencies of 44 and 39% for one and two 
bathrooms, respectively. 

 
Number of Bathrooms 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Number of Bathrooms Frequency Percent 
2 3,994 45% 
1 2,456 28% 
3 2,185 25% 
4 258 3% 
0 20 0.2% 

Total number of responses= 8,913   
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Exterior 
 
The TOP THREE house exterior types were VINYL (29%), WOOD (22%), followed by FRAME 
(19%).  Vinyl was the most common in 4 Areas (i.e. in Campbell River, Comox Valley, Cowichan 
Valley and Nanaimo Areas); wood was the most common in 3 Areas (i.e. in the 
Parksville/Qualicum, North Island, and Islands Areas); while stucco was the most common in 
one Area (i.e. Port Alberni/West Coast).  ** Please Note:  Data for this category is drawn from 
both Residential and Condo MLS® data.  The FRAME, CONCRETE BLOCK and 
STEEL/CONCRETE categories all refer to Construction data drawn from the CONDO section of 
the MLS® data. 
 

Exterior Frequency Percent 
VINYL 2,607 29% 
WOOD 1,957 22% 
FRAME 1,696 19% 
STUCCO 1,005 11% 
STUCCO & SIDING 517 6% 
ALUMINIUM 471 5% 
OTHER 385 4% 
BRICK & SIDING 109 1% 
CONCRETE/BLOCK 92 1% 
STEEL/CONCRETE 30 0.3% 
STONE 18 0.2% 
BRICK 12 0.1% 

Total number of responses= 8,899   
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Parking 
The TOP THREE parking features in the Board Area were GARAGE-DOUBLE (34%), 
GARAGE-SINGLE (21%), and OTHER (19%). Garage-double was the most common in 5 
Areas (i.e. Campbell River, Comox Valley, Cowichan Valley, Nanaimo, and Parksville/Qualicum 
Areas). 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Site Characteristics 
 The TOP THREE site characteristics were VIEW – OCEAN (44%), VIEW – MOUNTAIN (37%), 
and WATERFRONT – OCEAN (8%).  Ocean and Mountain View were the most common, 
totalling 81% of Site Characteristics. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Site Characteristics Frequency Percent
VIEW - OCEAN 3,933 44%
VIEW - MOUNTAIN 3,331 37%
WATERFRONT - OCEAN 707 8%
WATERFRONT - RIVER/CREEK 318 3.6%
VIEW - LAKE 264 3%
VIEW - CITY 262 2.9%
WATERFRONT - LAKE 92 1%

Total number of responses= 8,907
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Parking Frequency Percent
GARAGE-DOUBLE 2,409 34%
GARAGE-SINGLE 1,500 21%
OTHER 1,344 19%
CARPORT-SINGLE 1,238 18%
CARPORT-MULTIPLE 414 6%
GARAGE-3 OR MORE 117 2%

Total number of responses= 7,022
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Board Area – Typical Buyer 
 
This table represents the highest frequency or most common value for each category, 
illustrating the “typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Within same area 20% 
Major Reason For Purchase Principal Residence 94% 
Time Resident in Community Prior to Purchase < 1 57% 
First Time Purchase of Principal Residence (Yes or No) No 83% 
Used RRSP for downpayment (Yes or No) No 88% 
Purchased as Retirement Home (Yes or No) No 61% 
How Buyers First Became Aware of Property Introduced by a REALTOR® 40% 
How Buyers First Chose a REALTOR® Recommended by family or friend 22% 

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 59% 

Home Characteristics from corresponding MLS® data base Highest Frequency % 
Selling Price Range $200,001-$250,000 18.4%
HomeType SINGLE FAMILY 58% 
Number of Bedrooms 3 41% 
Number of Bathrooms 2 45% 
Exterior VINYL 29% 
Parking GARAGE-DOUBLE 34% 
Site Characteristics VIEW - OCEAN 44% 
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Campbell River Area – Information from Questionnaire Survey 
 
Buyer Origin 

 
 

  
For Buyers of residential property who moved to the community 
within 12 months, the primary Buyer origin for the Campbell 
River Area (determined from 137 responses) was Elsewhere on 
Vancouver Island (21%). When added together, all origins from 
within BC totalled 72%, and from Vancouver Island totalled 
45%. 

Buyer Origin Frequency Percent
Elsewhere on Vancouver Island 29 21%
Within same area 25 18%
Other B.C. 18 13%
Alberta 15 11%
Ontario 12 9%
Vancouver 10 7%
Fraser Valley 10 7.3%
Victoria 7 5.1%
Rest of World 5 3.6%
Sask./Manitoba 3 2.2%
Other Canada 3 2.2%

Total number of responses= 137
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The major reason for residential property purchase was for PRINCIPAL 
RESIDENCE with a frequency of 93%. 

 
Major Reason For Purchase 
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Time Resident in Community Prior to Purchase 
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For the Campbell River Area, the “<1 year” totalled 42%.  The next highest 
category was 20+ years, at 22%.  Hence, most Buyers (i.e. 73%) were new to 
the community or long-time residents. 

Major Reason For Purchase Frequency Percent
Principal Residence 197 93%
Investment/Rental 11 5%
Recreation/Vacation 3 1%
Total number of responses= 211

Time Resident in Community Prior to Purchase Frequency Percent
< 1 87 42%
20+ 46 22%
2 to 5 21 10%
1 to 2 16 8%
10 to 15 14 7%
5 to 10 12 6%
15 to 20 12 6%

Total number of responses= 208
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First time home buyers 
accounted for 18% of 
purchases made in the 
Campbell River Area. 
 

The frequency of first-time 
home buyers using 
RRSP’s for a 
downpayment was 13%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 30%. 
 

 
First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 

 
 
 
 
 
 

First Time Purchase of Principal Residence Frequency Percent 
No 159 82% 
Yes 35 18% 

Total number of responses= 194   
 
 
 Used RRSP for downpayment (Yes or No)  

 
 
 
 
 
 
 
 
 
 
 

 
Used RRSP for downpayment Frequency Percent 
No 79 87% 
Yes 12 13% 

Total number of responses= 91   
 
Purchased as Retirement 
Home (Yes or No) 

 
 

Purchased as Retirement Home Frequency Percent 
No 132 70% 
Yes 57 30% 

Total number of responses= 189   
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (39%), Internet-mls.ca site (18%), and For Sale Sign (16%). 
 
How Buyers First Became Aware of Property Frequency Percent 
Introduced by a REALTOR® 82 39% 
Internet- mls.ca site 38 18% 
For Sale Sign 34 16% 
Newspaper advertisement: Real Estate Tabloid 17 8% 
Relative or Friend 13 6% 
Other 7 3% 
Open House 6 2.8% 
Internet- other than mls.ca site 5 2.4% 
Newspaper advertisement: Classified Ad 4 1.9% 
MLS® Catalogue 4 1.9% 
T.V. Channel 1 0.5% 

Total number of responses= 211   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (23%), Previously purchased/sold property through this REALTOR® (14%), and 
Friend or Relative of the REALTOR® (12%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 48 23% 
Previously purchased/sold property through this REALTOR® 29 14% 
Friend or Relative of the REALTOR® 26 12% 
Made an inquiry at a real estate office 20 9% 
Other 17 8% 
Called on sign 14 7% 
Called on an advertisement 13 6% 
Found REALTOR® on the Internet 12 6% 
Recommended/referred by another REALTOR® 11 5.2% 
Attended an open house 8 3.8% 
Recommended by co-worker or associate 7 3.3% 
REALTOR® is a customer or client of yours 6 2.8% 

Total number of responses= 211   
 

23%

14%

12%

9%

8%

7%

6%

6%

5.2%

3.8%

3.3%

2.8%

0% 5% 10% 15% 20% 25%

Recommended by family or friend

Previously purchased/sold property through this REALTOR®

Friend or Relative of the REALTOR®

Made an inquiry at a real estate office

Other

Called on sign

Called on an advertisement

Found REALTOR® on the Internet

Recommended/referred by another REALTOR®

Attended an open house

Recommended by co-worker or associate

REALTOR® is a customer or client of yours

 
 



 

2005 VIREB Buyer Profile 27 Campbell River Area – Information from Survey 

 
Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (62%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent 
Single Agency - representing only buyer 131 62% 
Dual Agency - representing both buyer and seller 65 31% 
Don't Know 14 7% 

Total number of responses= 210   
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Campbell River Area – Home characteristics from MLS® data 
 

Selling Price Range 
 
The TOP THREE categories were $150,001-$200,000 (27%), $200,001-$250,000 (21%), and 
$100,001-$150,000 (16%). 
 

Selling Price Range Frequency Percent 
$150,001-$200,000 240 27% 
$200,001-$250,000 183 21% 
$100,001-$150,000 139 16% 
$50,001-$100,000 110 12% 
$250,001-$300,000 98 11% 
$300,001-$350,000 56 6% 
$0-$50,000 30 3% 
$350,001-$400,000 12 1% 
$400,001-$450,000 8 0.9% 
$450,001-$500,000 5 0.6% 
$500,001-$550,000 3 0.3% 
$550,001-$600,000 2 0.2% 
$700,001-$750,000 2 0.2% 
$600,001-$650,000 1 0.1% 
$650,001-$700,000 1 0.1% 

Total number of responses= 890   
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (61%), CONDOMINIUM (APT) (18%), 
and CONDOMINIUM (TWNHSE) (6%). 
 
HomeType Frequency Percent
SINGLE FAMILY 540 61%
CONDOMINIUM (APT) 164 18%
CONDOMINIUM (TWNHSE) 54 6%
MANUFACTURED/MOBILE ON PAD 30 3.4%
PATIO HOME 28 3.1%
MANUFACTURED/MOBILE ON LAND 23 2.6%
DUPLEX 16 1.8%
ACREAGE WITH HOUSE 13 1.5%
SINGLE FAMILY (WATERFRONT) 9 1%
DUPLEX (STRATA) 7 0.8%
MANUFACTURED/PREFAB ON LAND 3 0.3%
TRIPLEX 1 0.1%
SINGLE FAMILY (STRATA) 1 0.1%
MANUFACTURED/PREFAB ON PAD 1 0.1%

Total number of responses= 890
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The TOP THREE 
frequencies for number of 
bedrooms was 3 (43%),  
2 (30%), and 4 (17%). 
 

The most common 
number of bathrooms 
were 2 (49%), 1 (26%), 
and 3 (22%). 

 
Number of Bedrooms 
 

Number of Bedrooms Frequency Percent 
3 386 43% 
2 269 30% 
4 147 17% 
5 48 5% 
1 28 3% 
6 9 1% 
0 2 0.2% 
8 1 0.1% 

Total number of responses= 890   
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Number of Bathrooms 

Number of Bathrooms Frequency Percent 
2 434 49% 
1 234 26% 
3 197 22% 
4 25 3% 

Total number of responses= 890   
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Exterior 
 
The TOP THREE house exterior types were VINYL (30%), FRAME (27%), followed by WOOD 
(21%).   ** Please Note:  Data for this category is drawn from both Residential and Condo 
MLS® data.  The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to 
Construction data drawn from the CONDO section of the MLS® data. 
 
Exterior Frequency Percent
VINYL 264 30%
FRAME 244 27%
WOOD 190 21%
ALUMINIUM 57 6.4%
STUCCO & SIDING 56 6.3%
STUCCO 37 4.2%
OTHER 29 3.3%
BRICK & SIDING 10 1.1%
CONCRETE/BLOCK 2 0.2%
STONE 1 0.1%

Total number of responses= 890
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Parking 
The TOP THREE parking features were GARAGE-DOUBLE (34%), GARAGE-SINGLE (24%), 
and CARPORT-SINGLE (19%). 
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Site Characteristics 
The TOP THREE site characteristics were VIEW – OCEAN (50%), VIEW – MOUNTAIN (33%), 
and WATERFRONT – OCEAN (7%). 

Site Characteristics Frequency Percent 
VIEW - OCEAN 448 50% 
VIEW - MOUNTAIN 294 33% 
WATERFRONT - OCEAN 60 7% 
WATERFRONT - RIVER/CREEK 41 5% 
VIEW - CITY 25 3% 
VIEW - LAKE 14 2% 
WATERFRONT - LAKE 7 1% 

Total number of responses= 889   
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Parking Frequency Percent 
GARAGE-DOUBLE 225 34% 
GARAGE-SINGLE 158 24% 
CARPORT-SINGLE 121 19% 
OTHER 103 16% 
CARPORT-MULTIPLE 31 5% 
GARAGE-3 OR MORE 15 2% 

Total number of responses= 653   
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Campbell River Area – Typical Buyer 
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Elsewhere on Vancouver Island 21%
Major Reason For Purchase Principal Residence 93%
Time Resident in Community Prior to Purchase < 1 42%
First Time Purchase of Principal Residence (Yes or No) No 82%
Used RRSP for downpayment (Yes or No) No 87%
Purchased as Retirement Home (Yes or No) No 70%
How Buyers First Became Aware of Property Introduced by a REALTOR® 39%
How Buyers First Chose a REALTOR® Recommended by family or friend 23%

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 62%

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $150,001-$200,000 27%
HomeType SINGLE FAMILY 61%
Number of Bedrooms 3 43%
Number of Bathrooms 2 49%
Exterior VINYL 30%
Parking GARAGE-DOUBLE 34%
Site Characteristics VIEW - OCEAN 50%
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For Buyers of residential 
property who moved to the 
community within 12 
months, the primary 
Buyer origin for the 
Comox Valley Area 
(determined from 300 
responses) was Within 
same area (20%). When 
added together, all origins 
from within BC totalled 
64%, and from Vancouver 
Island totalled 42%.  

Comox Valley Area – Information from Questionnaire Survey 
 
Buyer Origin 
 
 

Buyer Origin Frequency Percent 
Within same area 60 20% 
Elsewhere on Vancouver Island 47 16% 
Alberta 36 12% 
Other B.C. 30 10% 
Ontario 28 9.3% 
Vancouver 25 8.3% 
Victoria 20 6.7% 
Rest of World 17 5.7% 
Sask./Manitoba 14 4.7% 
Other Canada 13 4.3% 
Fraser Valley 10 3.3% 

Total number of responses= 300   
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 94%. 

For the Comox Valley 
Area, the “<1 year” 
category totalled 56%. 
The “20+ years” category 
was the next highest at 
12%. 

 
Major Reason For Purchase 

 
Major Reason For Purchase Frequency Percent 
Principal Residence 378 94% 
Investment/Rental 15 4% 
Recreation/Vacation 4 1% 
Other 4 1% 

Total number of responses= 401   
 

 
 
 
 
 
 
 
 
 
 
 

 
Time Resident in Community Prior to Purchase 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Time Resident in Community Prior to Purchase Frequency Percent
< 1 225 56% 
20+ 49 12% 
2 to 5 31 8% 
10 to 15 31 8% 
5 to 10 29 7% 
1 to 2 20 5% 
15 to 20 15 4% 

Total number of responses= 400   
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First time home buyers 
accounted for 16% of 
purchases made in the 
Campbell River Area. 
 

The frequency of first-time 
home buyers using 
RRSP’s for a 
downpayment was 13%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 40%. 
 

 
First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 

 
 
 
 
 

First Time Purchase of Principal Residence Frequency Percent 
No 310 84% 
Yes 61 16% 

Total number of responses= 371   
 
 Used RRSP for downpayment (Yes or No)  

 
 
 
 
 
 
 
 
 
 
 
 

Used RRSP for downpayment Frequency Percent 
No 154 87% 
Yes 24 13% 

Total number of responses= 178   
 
Purchased as Retirement Home (Yes or No) 

 
 
 
 
 
 
 
 
 
 
 

 
Purchased as Retirement Home Frequency Percent 
No 224 60% 
Yes 151 40% 

Total number of responses= 375   
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (45%), Internet- mls.ca site (17%), and For Sale Sign (13%). 
 
 
 

How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 180 45% 
Internet- mls.ca site 70 17% 
For Sale Sign 53 13% 
Relative or Friend 29 7% 
MLS® Catalogue 20 5% 
Other 19 5% 
Newspaper advertisement: Real Estate Tabloid 15 4% 
Open House 8 2% 
Newspaper advertisement: Classified Ad 4 1% 
Internet- other than mls.ca site 3 0.7% 

Total number of responses= 401   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (25%), Previously purchased/sold property through this REALTOR® (13.6%), 
followed by Recommended/referred by another REALTOR® (9.5%). 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 100 25% 
Previously purchased/sold property through this REALTOR® 54 13.6% 
Recommended/referred by another REALTOR® 38 9.5% 
Friend or Relative of the REALTOR® 35 8.8% 
Called on sign 34 8.5% 
Other 30 7.5% 
Made an inquiry at a real estate office 29 7.3% 
Found REALTOR® on the Internet 23 5.8% 
Called on an advertisement 23 5.8% 
Recommended by co-worker or associate 17 4.3% 
Attended an open house 8 2% 
REALTOR® is a customer or client of yours 7 1.8% 

Total number of responses= 398   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (60%). 
 
 
 
Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 238 60% 
Dual Agency - representing both buyer and seller 126 32% 
Don't Know 32 8% 

Total number of responses= 396   
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Comox Valley Area - Home Characteristics from MLS® data 
 
Selling Price Range 
The TOP THREE categories were $200,001-$250,000 (21%), $150,001-$200,000 (19%), and 
$250,001-$300,000 (16%). 
 

Selling Price Range Frequency Percent 
$200,001-$250,000 360 21% 
$150,001-$200,000 330 19% 
$250,001-$300,000 276 16% 
$100,001-$150,000 196 11% 
$50,001-$100,000 187 11% 
$300,001-$350,000 147 9% 
$350,001-$400,000 68 4% 
$0-$50,000 48 2.8% 
$400,001-$450,000 33 1.9% 
$450,001-$500,000 20 1.2% 
$550,001-$600,000 11 0.6% 
$500,001-$550,000 10 0.6% 
$600,001-$650,000 9 0.5% 
$650,001-$700,000 8 0.5% 
>$1,000,000 5 0.3% 
$800,001-$850,000 2 0.1% 
$900,001-$950,000 2 0.1% 
$700,001-$750,000 1 0.1% 
$750,001-$800,000 1 0.1% 
$950,001-$1,000,000 1 0.1% 

Total number of responses= 1,715   
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (51%), CONDOMINIUM (APT) (15.2%), 
and DUPLEX (6.8%). 
 
 
HomeType Frequency Percent
SINGLE FAMILY 878 51%
CONDOMINIUM (APT) 261 15.2%
DUPLEX 117 6.8%
PATIO HOME 87 5.1%
ACREAGE WITH HOUSE 86 5%
CONDOMINIUM (TWNHSE) 84 4.9%
SINGLE FAMILY (WATERFRONT) 57 3.3%
MANUFACTURED/MOBILE ON PAD 57 3.3%
MANUFACTURED/MOBILE ON LAND 49 2.9%
DUPLEX (STRATA) 19 1.1%
MANUFACTURED/PREFAB ON LAND 11 0.6%
TRIPLEX 5 0.3%
FARM/RANCH 3 0.2%
SINGLE FAMILY (STRATA) 1 0.1%

Total number of responses= 1,715
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Number of Bedrooms 

Number of Bedrooms Frequency Percent
3 801 47% 
2 551 32% 
4 228 13% 
5 64 4% 
1 55 3% 
6 12 1% 
0 3 0.2% 
7 1 0.1% 

Total number of responses= 1,715   
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Number of Bathrooms 

Number of Bathrooms Frequency Percent
2 772 45% 
1 479 28% 
3 440 26% 
4 23 1% 
0 1 0.1% 

Total number of responses= 1,715   
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The TOP THREE 
frequencies for number of 
bedrooms was 3 (47%), 2 
(32%), and 4 (13%). 
 

The most common 
number of bathrooms 
was 2 (45%), 1 (28%), 
and 3 (26%). 
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Exterior 
 
The TOP THREE house exterior types were VINYL (38%), FRAME (21%), and WOOD (17%).  
** Please Note:  Data for this category is drawn from both Residential and Condo MLS® data.  
The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to Construction 
data drawn from the CONDO section of the MLS® data. 
 
 

Exterior Frequency Percent 
VINYL 655 38% 
FRAME 365 21% 
WOOD 297 17% 
STUCCO & SIDING 93 5.4% 
STUCCO 92 5.4% 
ALUMINIUM 80 4.7% 
CONCRETE/BLOCK 65 3.8% 
OTHER 42 2.5% 
BRICK & SIDING 19 1.1% 
BRICK 2 0.1% 
STONE 1 0.1% 

Total number of responses= 1,711   
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Parking 
The TOP THREE parking features were GARAGE-DOUBLE (31%), GARAGE-SINGLE (30%), 
and OTHER (17%). 
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Parking Frequency Percent 
GARAGE-DOUBLE 423 31% 
GARAGE-SINGLE 399 30% 
OTHER 235 17% 
CARPORT-SINGLE 221 16% 
CARPORT-MULTIPLE 60 4% 
GARAGE-3 OR MORE 9 1% 

Total number of responses= 1,347   
 
Site Characteristics 
The TOP THREE site characteristics were VIEW – MOUNTAIN (45%), VIEW – OCEAN (36%), 
and WATERFRONT – OCEAN (9%). 
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Site Characteristics Frequency Percent 
VIEW - MOUNTAIN 779 45% 
VIEW - OCEAN 620 36% 
WATERFRONT - OCEAN 155 9% 
WATERFRONT - RIVER/CREEK 67 4% 
VIEW - CITY 46 2.7% 
VIEW - LAKE 37 2.2% 
WATERFRONT - LAKE 9 0.5% 

Total number of responses= 1,713   
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Comox Valley Area – Typical Buyer 
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Within same area 20%
Major Reason For Purchase Principal Residence 94%
Time Resident in Community Prior to Purchase < 1 56%
First Time Purchase of Principal Residence (Yes or No) No 84%
Used RRSP for downpayment (Yes or No) No 87%
Purchased as Retirement Home (Yes or No) No 60%
How Buyers First Became Aware of Property Introduced by a REALTOR® 45%
How Buyers First Chose a REALTOR® Recommended by family or friend 25%

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 60%

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $200,001-$250,000 21%
HomeType SINGLE FAMILY 51%
Number of Bedrooms 3 47%
Number of Bathrooms 2 45%
Exterior VINYL 38%
Parking GARAGE-DOUBLE 31%
Site Characteristics VIEW - MOUNTAIN 45%
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Cowichan Valley Area – Information from Questionnaire Survey 
 
Buyer Origin 
 
 

Buyer Origin Frequency Percent
Within same area 57 20% 
Elsewhere on Vancouver Island 52 18% 
Victoria 38 13% 
Alberta 28 10% 
Ontario 25 8.9% 
Other B.C. 24 8.5% 
Vancouver 20 7.1% 
Rest of World 13 4.6% 
Fraser Valley 12 4.3% 
Sask./Manitoba 9 3.2% 
Other Canada 4 1.4% 

Total number of responses= 282   
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For Buyers of residential 
property who moved to 
the community within 12 
months, the primary 
Buyer origin for the 
Cowichan Valley Area 
(determined from 282 
responses) was Within 
same area (20%). When 
added together, all origins 
from within BC totalled 
72%, and from Vancouver 
Island totalled 52%. 
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For the Cowichan Valley 
Area, the “<1 year” 
totalled 65%.  The “20+ 
years” category was the 
next highest, at 13%. 
 

 
Major Reason For Purchase 
 
 

Major Reason For Purchase Frequency Percent
Principal Residence 341 95% 
Other 7 2% 
Recreation/Vacation 6 1.7% 
Investment/Rental 4 1.1% 

Total number of responses= 358   
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Time Resident in Community Prior to Purchase 
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Time Resident in Community Prior to Purchase Frequency Percent
< 1 234 65% 
20+ 46 13% 
2 to 5 23 6.4% 
10 to 15 20 5.6% 
5 to 10 12 3.4% 
15 to 20 12 3.4% 
1 to 2 11 3.1% 

Total number of responses= 358   
 
 

The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 95%. 
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First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 
 
 
 
 
 

 
First Time Purchase of Principal Residence Frequency Percent 
No 283 84% 
Yes 53 16% 

Total number of responses= 336   
 
 Used RRSP for downpayment (Yes or No) 
 

 
 
 
 
 
 
 
 
 
 
 

Used RRSP for downpayment Frequency Percent
No 151 90% 
Yes 17 10% 

Total number of responses= 168   
 
Purchased as Retirement Home (Yes or No) 

 
 
 
 
 
 
 
 
 
 

 
Purchased as Retirement Home Frequency Percent
No 209 62% 
Yes 130 38% 

Total number of responses= 339   

First time home buyers 
accounted for 16% of 
purchases made in the 
Cowichan Valley Area. 
 

The frequency of first-time 
home buyers using 
RRSP’s for a 
downpayment was 10%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 38%. 
 

First Time Purchase of Principle 
Residence

No
84%

Yes
16%

Used RRSP for downpayment

No
90%

Yes
10%

Purchased as Retirement Home

Yes
38%

No
62%



 

2005 VIREB Buyer Profile 49 Cowichan Valley Area - Information from survey 

 
How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (36%), Internet- mls.ca site (26%), and For Sale Sign (14%). 
 
 

How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 123 36% 
Internet- mls.ca site 91 26% 
For Sale Sign 47 14% 
Newspaper advertisement: Real Estate Tabloid 30 9% 
Relative or Friend 27 8% 
Internet- other than mls.ca site 11 3% 
Other 10 3% 
Newspaper advertisement: Classified Ad 10 3% 
Open House 4 1% 
MLS® Catalogue 4 1% 

Total number of responses= 357   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (17%), Previously purchased/sold property through this REALTOR® (12%), and 
both Made an inquiry at a real estate office and Called on sign (11%). 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 57 17% 
Previously purchased/sold property through this REALTOR® 42 12% 
Made an inquiry at a real estate office 39 11% 
Called on sign 39 11% 
Other 34 10% 
Called on an advertisement 34 10% 
Recommended/referred by another REALTOR® 30 9% 
Friend or Relative of the REALTOR® 29 8% 
Found REALTOR® on the Internet 29 8% 
Attended an open house 12 3% 
REALTOR® is a customer or client of yours 7 2.0% 
Recommended by co-worker or associate 6 1.7% 

Total number of responses= 345   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (53%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 184 53% 
Dual Agency - representing both buyer and seller 139 40% 
Don't Know 27 8% 

Total number of responses= 350   
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Cowichan Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $150,001-$200,000 (19%), $200,001-$250,000 (17%), and 
$250,001-$300,000 (15%). 
 

Selling Price Range Frequency Percent
$150,001-$200,000 305 19% 
$200,001-$250,000 268 17% 
$250,001-$300,000 237 15% 
$100,001-$150,000 202 13% 
$300,001-$350,000 171 11% 
$50,001-$100,000 111 7% 
$350,001-$400,000 93 6% 
$0-$50,000 65 4% 
$400,001-$450,000 36 2.3% 
$450,001-$500,000 29 1.8% 
$550,001-$600,000 16 1% 
$500,001-$550,000 13 0.8% 
$600,001-$650,000 9 0.6% 
$700,001-$750,000 6 0.4% 
$650,001-$700,000 5 0.32% 
>$1,000,000 4 0.25% 
$850,001-$900,000 3 0.2% 
$750,001-$800,000 2 0.1% 
$950,001-$1,000,000 2 0.1% 
$800,001-$850,000 1 0.06% 
$900,001-$950,000 1 0.06% 

Total number of responses= 1,579   
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (56%), CONDOMINIUM (APT) (10%), 
and ACREAGE WITH HOUSE (7%). 
 
 
HomeType Frequency Percent
SINGLE FAMILY 878 56%
CONDOMINIUM (APT) 160 10%
ACREAGE WITH HOUSE 117 7%
MANUFACTURED/MOBILE ON PAD 92 5.83%
CONDOMINIUM (TWNHSE) 91 5.76%
DUPLEX 70 4.4%
SINGLE FAMILY (STRATA) 56 3.5%
SINGLE FAMILY (WATERFRONT) 43 2.7%
DUPLEX (STRATA) 24 1.5%
MANUFACTURED/MOBILE ON LAND 22 1.4%
PATIO HOME 21 1.3%
MANUFACTURED/PREFAB ON PAD 2 0.1%
MANUFACTURED/PREFAB ON LAND 2 0.1%
FARM/RANCH 1 0.06%

Total number of responses= 1,579  
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Number of Bedrooms 

Number of Bedrooms Frequency Percent
3 695 44% 
2 433 27% 
4 279 18% 
1 75 5% 
5 67 4% 
6 22 1% 
0 6 0.4% 
8 1 0.1% 
7 1 0.1% 

Total number of responses= 1,579   
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Number of Bathrooms 
 

Number of Bathrooms Frequency Percent
2 670 42% 
1 433 27.4% 
3 425 26.9% 
4 49 3% 
0 2 0.1% 

Total number of responses= 1,579   
 

 

The TOP THREE 
frequencies for 
number of bedrooms 
was 3 (44%), 2 
(27%), and 4 (18%) 
 

The most common 
number of bathrooms 
was 2 (42%), followed 
by 1 (27.4%) and 3 at 
(26.9%). 
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Exterior 
 
The TOP THREE house exterior types were VINYL (24%), WOOD (22%), followed by FRAME 
at (16.9%).  ** Please Note:  Data for this category is drawn from both Residential and Condo 
MLS® data.  The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to 
Construction data drawn from the CONDO section of the MLS® data. 
 
 
Exterior Frequency Percent
VINYL 379 24%
WOOD 342 22%
FRAME 266 16.9%
STUCCO 260 16.5%
STUCCO & SIDING 105 6.7%
OTHER 103 6.5%
ALUMINIUM 97 6.2%
BRICK & SIDING 9 0.6%
STONE 8 0.5%
STEEL/CONCRETE 3 0.2%
BRICK 2 0.13%
CONCRETE/BLOCK 1 0.06%

Total number of responses= 1,575  
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Parking 
The TOP THREE parking features were GARAGE-DOUBLE (34%), GARAGE-SINGLE (22%), 
and CARPORT-SINGLE (19%) 
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Parking Frequency Percent
GARAGE-DOUBLE 431 34% 
GARAGE-SINGLE 281 22% 
CARPORT-SINGLE 247 19% 
OTHER 224 17% 
CARPORT-MULTIPLE 83 6% 
GARAGE-3 OR MORE 20 2% 

Total number of responses= 1,286   
 
Site Characteristics 
The TOP THREE site characteristics were VIEW – OCEAN (43%), VIEW – MOUNTAIN (38%), 
and WATERFRONT – OCEAN (6%). 
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Site Characteristics Frequency Percent 
VIEW - OCEAN 680 43% 
VIEW - MOUNTAIN 599 38% 
WATERFRONT - OCEAN 100 6% 
VIEW - LAKE 70 4.4% 
WATERFRONT - RIVER/CREEK 60 3.8% 
VIEW - CITY 45 2.9% 
WATERFRONT - LAKE 23 1.5% 

Total number of responses= 1,577   



 

2005 VIREB Buyer Profile 57 Cowichan Valley Area - Typical Buyer 

Cowichan Area – Typical Buyer  
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Within same area 20% 
Major Reason For Purchase Principal Residence 95% 
Time Resident in Community Prior to Purchase < 1 65% 
First Time Purchase of Principal Residence (Yes or No) No 84% 
Used RRSP for downpayment (Yes or No) No 90% 
Purchased as Retirement Home (Yes or No) No 62% 
How Buyers First Became Aware of Property Introduced by a REALTOR® 36% 
How Buyers First Chose a REALTOR® Recommended by family or friend 17% 

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 53% 

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $150,001-$200,000 19% 
HomeType SINGLE FAMILY 56% 
Number of Bedrooms 3 44% 
Number of Bathrooms 2 42% 
Exterior VINYL 24% 
Parking GARAGE-DOUBLE 34% 
Site Characteristics VIEW - OCEAN 43% 
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Nanaimo Area – Information from Questionnaire Survey 
 
Buyer Origin 
 
 

Buyer Origin Frequency Percent
Within same area 118 27% 
Elsewhere on Vancouver Island 74 17% 
Alberta 49 11.3% 
Vancouver 46 10.6% 
Ontario 36 8.3% 
Other B.C. 34 7.9% 
Victoria 22 5.1% 
Rest of World 19 4.4% 
Fraser Valley 15 3.5% 
Sask./Manitoba 10 2.3% 
Other Canada 9 2.1% 

Total number of responses= 432   
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For Buyers of residential 
property who moved to 
the community within 12 
months, the primary 
Buyer origin for the 
Nanaimo Area 
(determined from 432 
responses) was Within 
same area (27%). When 
added together, all 
origins from within BC 
totalled 72% and from 
Vancouver Island 
totalled 50%. 
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For the Nanaimo Area, 
the “<1 year” totalled 
51%.  The “20+ years” 
category was the next 
highest at 14%. 
 

 
Major Reason For Purchase 
 

Major Reason For Purchase Frequency Percent
Principal Residence 586 94% 
Investment/Rental 23 4% 
Other 9 1.4% 
Recreation/Vacation 3 0.5% 

Total number of responses= 621   
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Time Resident in Community Prior to Purchase 
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Time Resident in Community Prior to Purchase Frequency Percent
< 1 315 51% 
20+ 88 14% 
5 to 10 58 9.4% 
2 to 5 54 8.7% 
15 to 20 36 5.8% 
1 to 2 35 5.6% 
10 to 15 34 5.5% 

Total number of responses= 620   
 
 

The major reason for 
residential property purchase 
was for PRINCIPAL 
RESIDENCE with a 
frequency of 94%. 
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First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 
 
 
 
 

 
First Time Purchase of Principal Residence Frequency Percent 
No 468 81% 
Yes 110 19% 

Total number of responses= 578   
 
 Used RRSP for downpayment (Yes or No) 

 
 
 
 
 
 
 
 
 

 
 

Used RRSP for downpayment Frequency Percent
No 235 85% 
Yes 43 15% 

Total number of responses= 278   
 
Purchased as Retirement Home (Yes or No) 

 
 
 
 
 
 
 
 
 
 

 
Purchased as Retirement Home Frequency Percent
No 416 72% 
Yes 162 28% 

Total number of responses= 578   

First time home buyers 
accounted for 19% of 
purchases made in the 
Nanaimo Area. 
 

The frequency of first-time 
home buyers using 
RRSP’s for a 
downpayment was 15%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 28%. 
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (39%), Internet- mls.ca site (22%), and For Sale Sign (18%). 
 
 

How Buyers First Became Aware of Property Frequency Percent 
Introduced by a REALTOR® 243 39% 
Internet- mls.ca site 136 22% 
For Sale Sign 109 18% 
Relative or Friend 41 7% 
Internet- other than mls.ca site 26 4% 
Newspaper advertisement: Real Estate Tabloid 19 3.1% 
Other 18 2.9% 
MLS® Catalogue 13 2.1% 
Open House 9 1.4% 
Newspaper advertisement: Classified Ad 6 1% 
T.V. Channel 1 0.2% 

Total number of responses= 621   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (24%), Previously purchased/sold property through this REALTOR® (15%), and 
Friend or Relative of the REALTOR® (11%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 149 24% 
Previously purchased/sold property through this REALTOR® 94 15% 
Friend or Relative of the REALTOR® 71 11% 
Called on sign 55 9% 
Other 49 7.9% 
Recommended/referred by another REALTOR® 48 7.8% 
Made an inquiry at a real estate office 39 6.3% 
Found REALTOR® on the Internet 35 5.7% 
Called on an advertisement 30 4.8% 
Recommended by co-worker or associate 23 3.7% 
Attended an open house 14 2.3% 
REALTOR® is a customer or client of yours 12 1.9% 

Total number of responses= 619   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (65%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent 
Single Agency - representing only buyer 400 65% 
Dual Agency - representing both buyer and seller 167 27% 
Don't Know 49 8% 

Total number of responses= 616   
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Single Agency - 
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buyer, 65%

Don't Know, 8%

Dual Agency - 
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buyer and seller, 

27%
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Nanaimo Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $200,001-$250,000 (20%), $250,001-$300,000 (17.8%), and 
$150,001-$200,000 (17.7%). 
 

Selling Price Range Frequency Percent
$200,001-$250,000 503 20%
$250,001-$300,000 439 17.8%
$150,001-$200,000 436 17.7%
$100,001-$150,000 307 12%
$300,001-$350,000 251 10%
$50,001-$100,000 168 7%
$350,001-$400,000 150 6%
$400,001-$450,000 78 3%
$0-$50,000 55 2%
$450,001-$500,000 29 1%
$500,001-$550,000 19 0.8%
$550,001-$600,000 14 0.6%
$600,001-$650,000 5 0.20%
$650,001-$700,000 4 0.16%
$750,001-$800,000 3 0.12%
>$1,000,000 2 0.08%
$850,001-$900,000 2 0.08%
$700,001-$750,000 1 0.04%
$800,001-$850,000 1 0.04%
$900,001-$950,000 1 0.04%

Total number of responses= 2,468  
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (63%), CONDOMINIUM (APT) (13%), 
and CONDOMINIUM (TWNHSE) (7%). 
 
 

HomeType Frequency Percent 
SINGLE FAMILY 1,545 63% 
CONDOMINIUM (APT) 310 13% 
CONDOMINIUM (TWNHSE) 176 7% 
MANUFACTURED/MOBILE ON PAD 90 4% 
DUPLEX 75 3% 
ACREAGE WITH HOUSE 75 3% 
PATIO HOME 51 2% 
SINGLE FAMILY (STRATA) 40 1.6% 
SINGLE FAMILY (WATERFRONT) 36 1.5% 
MANUFACTURED/MOBILE ON LAN 33 1.3% 
MANUFACTURED/PREFAB ON LAN 14 0.6% 
DUPLEX (STRATA) 13 0.5% 
MANUFACTURED/PREFAB ON PAD 9 0.4% 
TRIPLEX 1 0.04% 

Total number of responses= 2,468   
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The TOP THREE 
frequencies for number 
of bedrooms was 3 
(34%), 2 (28%), and 4 
(23%). 
 
 

Number of Bedrooms 
 
 

Number of Bedrooms Frequency Percent 
3 839 34% 
2 683 28% 
4 561 23% 
5 222 9% 
1 92 4% 
6 40 2% 
0 13 0.5% 
7 10 0.4% 
8 5 0.2% 

13 1 0.04% 
10 1 0.04% 
9 1 0.04% 

Total number of responses= 2,468   
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Number of Bathrooms 
 

The most common 
number of bathrooms was 
2 (41%), 3 (29%), and 1 
(25%). 

 
 

 
 
 

Number of Bathrooms Frequency Percent
2 1,021 41% 
3 728 29% 
1 617 25% 
4 99 4% 
0 3 0.1% 

Total number of responses= 2,468   
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Exterior 
 
The TOP THREE house exterior types were VINYL (33%), FRAME (20%), and WOOD (17%).  
** Please Note:  Data for this category is drawn from both Residential and Condo MLS® data.  
The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to Construction 
data drawn from the CONDO section of the MLS® data. 
 
 

Exterior Frequency Percent 
VINYL 806 33% 
FRAME 489 20% 
WOOD 427 17% 
STUCCO 311 13% 
STUCCO & SIDING 158 6% 
ALUMINIUM 98 4% 
OTHER 93 3.8% 
BRICK & SIDING 34 1.4% 
STEEL/CONCRETE 27 1.1% 
CONCRETE/BLOCK 17 0.7% 
STONE 4 0.2% 
BRICK 3 0.1% 

Total number of responses= 2,467   
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The TOP THREE 
parking features were 
GARAGE-DOUBLE 
(39%), OTHER 
(18.5%), and 
GARAGE-SINGLE 
(18.0%). 
 

 
Parking 

 

 
 
 

Parking Frequency Percent 
GARAGE-DOUBLE 738 39% 
OTHER 345 18.5% 
GARAGE-SINGLE 337 18% 
CARPORT-SINGLE 298 16% 
CARPORT-MULTIPLE 121 6% 
GARAGE-3 OR MORE 30 2% 

Total number of responses= 1,869   
 
Site Characteristics 
 
The TOP THREE site 
characteristics were 
VIEW – OCEAN 
(49%), VIEW – 
MOUNTAIN (32%), 
and WATERFRONT – 
OCEAN (7%). 
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Site Characteristics Frequency Percent
VIEW - OCEAN 1,221 49%
VIEW - MOUNTAIN 793 32%
WATERFRONT - OCEAN 164 7%
VIEW - LAKE 92 3.7%
WATERFRONT - RIVER/CREEK 87 3.5%
VIEW - CITY 75 3%
WATERFRONT - LAKE 36 1.5%

Total number of responses= 2,468
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Nanaimo Area – Typical Buyer  
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Within same area 27%
Major Reason For Purchase Principal Residence 94%
Time Resident in Community Prior to Purchase < 1 51%
First Time Purchase of Principal Residence (Yes or No) No 81%
Used RRSP for downpayment (Yes or No) No 85%
Purchased as Retirement Home (Yes or No) No 72%
How Buyers First Became Aware of Property Introduced by a REALTOR® 39%
How Buyers First Chose a REALTOR® Recommended by family or friend 24%

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 65%

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $200,001-$250,000 20%
HomeType SINGLE FAMILY 63%
Number of Bedrooms 3 34%
Number of Bathrooms 2 41%
Exterior VINYL 33%
Parking GARAGE-DOUBLE 39%
Site Characteristics VIEW - OCEAN 49%
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For Buyers of residential 
property who moved to the 
community within 12 
months, the primary Buyer 
origin for the 
Parksville/Qualicum Area 
(determined from 296 
responses) was Elsewhere 
on Vancouver Island 
(19%). When added 
together, all origins from 
within BC totalled 67% 
and from Vancouver Island 
totalled 37%.  
 

Parksville/Qualicum Area – Information from Questionnaire Survey 
 
Buyer Origin 
 

 
 

 

Buyer Origin Frequency Percent
Elsewhere on Vancouver Island 57 19% 
Other B.C. 41 14% 
Alberta 39 13.2% 
Within same area 37 12.5% 
Vancouver 32 10.8% 
Ontario 29 9.8% 
Victoria 15 5.1% 
Sask./Manitoba 15 5.1% 
Fraser Valley 15 5.1% 
Rest of World 11 3.7% 
Other Canada 5 1.7% 

Total number of responses= 296   
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 94%. 
 

For the 
Parksville/Qualicum 
Area, the “<1 year” 
totalled 69%.  The “2 to 
5 years” category was 
the next highest at 7%. 

 
Major Reason For Purchase 

 
 

Major Reason For Purchase Frequency Percent
Principal Residence 326 94% 
Recreation/Vacation 10 3% 
Investment/Rental 8 2% 
Other 4 1% 

Total number of responses= 348   
 

 
 
 
 
 
 
 
 
 
 
 
 
 Time Resident in Community Prior to Purchase 

  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Time Resident in Community Prior to Purchase Frequency Percent
< 1 238 69% 
2 to 5 24 7% 
20+ 21 6% 
5 to 10 19 5% 
1 to 2 19 5% 
10 to 15 13 3.8% 
15 to 20 12 3.5% 

Total number of responses= 346   
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First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 
 
 
 
 

 
First Time Purchase of Principal Residence Frequency Percent 
No 294 90% 
Yes 32 10% 

Total number of responses= 326   
 
 Used RRSP for downpayment (Yes or No) 
 

 
 
 
 
 
 
 
 
 

 
Used RRSP for downpayment Frequency Percent
No 140 97% 
Yes 5 3% 

Total number of responses= 145   
 
Purchased as Retirement Home (Yes or No) 

 
 
 
 
 
 
 
 
 

 
 

Purchased as Retirement Home Frequency Percent
Yes 195 60% 
No 130 40% 

Total number of responses= 325   
 

First time home buyers 
accounted for 10% of 
purchases made in the 
Parksville/Qualicum Area. This 
is the lowest frequency of all the 
Areas. 

The frequency of first-time 
home buyers using 
RRSP’s for a 
downpayment was 3%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 60%. 
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (46%), Internet- mls.ca site (16%), and For Sale Sign (15%). 
 
 

How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 160 46% 
Internet- mls.ca site 55 16% 
For Sale Sign 52 15% 
Relative or Friend 34 10% 
Newspaper advertisement: Real Estate Tabloid 18 5% 
Other 10 3% 
MLS® Catalogue 7 2% 
Internet- other than mls.ca site 6 1.7% 
Newspaper advertisement: Classified Ad 4 1.1% 
Open House 2 0.6% 

Total number of responses= 348   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® Recommended by family or 
friend (23%), Previously purchased/sold property through this REALTOR® (15%), and 
Made an inquiry at a real estate office (11%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 79 23% 
Previously purchased/sold property through this REALTOR® 51 15% 
Made an inquiry at a real estate office 38 11% 
Recommended/referred by another REALTOR® 32 9% 
Called on sign 32 9% 
Friend or Relative of the REALTOR® 30 8.6% 
Found REALTOR® on the Internet 23 6.6% 
Called on an advertisement 22 6.3% 
Other 20 5.7% 
Attended an open house 10 2.9% 
Recommended by co-worker or associate 6 1.7% 
REALTOR® is a customer or client of yours 6 1.7% 

Total number of responses= 349   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers was Single Agency - representing only 
buyer (60%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 208 60% 
Dual Agency - representing both buyer and seller 114 33% 
Don't Know 26 7% 

Total number of responses= 348   
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Parksville/Qualicum Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $250,001-$300,000 (22%), $200,001-$250,000 (17%), and 
$300,001-$350,000 (12.1%). 
 

Selling Price Range Frequency 
Percen

t 
$250,001-$300,000 287 22% 
$200,001-$250,000 225 17% 
$300,001-$350,000 156 12.1% 
$150,001-$200,000 149 11.5% 
$350,001-$400,000 109 8% 
$100,001-$150,000 96 7% 
$50,001-$100,000 53 4% 
$400,001-$450,000 53 4% 
$0-$50,000 47 3.6% 
$450,001-$500,000 29 2.2% 
$500,001-$550,000 23 1.8% 
$550,001-$600,000 15 1.2% 
$600,001-$650,000 11 0.9% 
>$1,000,000 7 0.54% 
$650,001-$700,000 6 0.5% 
$700,001-$750,000 6 0.5% 
$750,001-$800,000 6 0.5% 
$850,001-$900,000 6 0.5% 
$800,001-$850,000 4 0.3% 
$900,001-$950,000 3 0.2% 

Total number of responses= 1,291    
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (56%), ACREAGE WITH HOUSE (8%), and 
CONDOMINIUM (TWNHSE) (7%). 
 
HomeType Frequency Percent
SINGLE FAMILY 724 56%
ACREAGE WITH HOUSE 102 8%
CONDOMINIUM (TWNHSE) 88 7%
MANUFACTURED/MOBILE ON PAD 78 6%
CONDOMINIUM (APT) 75 5.8%
PATIO HOME 74 5.7%
MANUFACTURED/MOBILE ON LAND 48 3.7%
SINGLE FAMILY (WATERFRONT) 45 3.5%
SINGLE FAMILY (STRATA) 36 2.8%
MANUFACTURED/PREFAB ON PAD 6 0.5%
DUPLEX 6 0.5%
MANUFACTURED/PREFAB ON LAND 4 0.3%
FARM/RANCH 3 0.23%
DUPLEX (STRATA) 2 0.15%

Total number of responses= 1,291  
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The TOP THREE 
frequencies for number 
of bedrooms was 3 
(43%), 2 (40%), and 4 
(9%). 
 

 
Number of Bedrooms 
 

Number of Bedrooms Frequency Percent
3 555 43% 
2 520 40% 
4 122 9% 
1 46 4% 
5 39 3% 
6 6 0.5% 
0 2 0.2% 
7 1 0.1% 

Total number of responses= 1,291   
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Number of Bathrooms 
 

Number of Bathrooms Frequency Percent 
2 713 55% 
1 295 23% 
3 243 19% 
4 35 3% 
0 5 0.4% 

Total number of responses= 1,291   
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The most common 
number of bathrooms 
was 2 (55%), 1 (23%), 
and 3 (19%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (27%), VINYL (23%), followed by FRAME 
(18%).  ** Please Note:  Data for this category is drawn from both Residential and Condo MLS® 
data.  The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to 
Construction data drawn from the CONDO section of the MLS® data. 
 

Exterior Frequency Percent 
WOOD 348 27% 
VINYL 300 23% 
FRAME 226 18% 
STUCCO 155 12% 
OTHER 90 7% 
ALUMINIUM 85 6.6% 
STUCCO & SIDING 44 3.4% 
BRICK & SIDING 31 2.4% 
BRICK 4 0.3% 
STONE 2 0.2% 
CONCRETE/BLOCK 2 0.2% 

Total number of responses= 1,287   
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Parking 
The TOP THREE parking features were GARAGE-DOUBLE (43%), OTHER (22%), and 
GARAGE-SINGLE (16%). 

43%

22%

16%

12%

5%

2%

0% 10% 20% 30% 40% 50%

GARAGE-DOUBLE

OTHER

GARAGE-SINGLE

CARPORT-SINGLE

CARPORT-MULTIPLE

GARAGE-3 OR MORE
 

 
 
 
 
 
 
 
 
 
 
 
Site Characteristics 
 
The TOP THREE site characteristics were VIEW – OCEAN (43%), VIEW – MOUNTAIN (37%), 
and WATERFRONT – OCEAN (10%). 

 
Site Characteristics Frequency Percent 
VIEW - OCEAN 555 43% 
VIEW - MOUNTAIN 481 37% 
WATERFRONT - OCEAN 134 10% 
VIEW - CITY 44 3.4% 
WATERFRONT - RIVER/CREEK 39 3% 
VIEW - LAKE 33 2.6% 
WATERFRONT - LAKE 4 0.3% 

Total number of responses= 1,290   

Parking Frequency Percent
GARAGE-DOUBLE 481 43% 
OTHER 242 22% 
GARAGE-SINGLE 181 16% 
CARPORT-SINGLE 132 12% 
CARPORT-MULTIPLE 54 5% 
GARAGE-3 OR MORE 25 2% 

Total number of responses= 1,115   
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Parksville/Qualicum Area – Typical Buyer 
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Elsewhere on Vancouver Island 19%
Major Reason For Purchase Principal Residence 94%
Time Resident in Community Prior to Purchase < 1 69%
First Time Purchase of Principal Residence (Yes or No) No 90%
Used RRSP for downpayment (Yes or No) No 97%
Purchased as Retirement Home (Yes or No) Yes 60%
How Buyers First Became Aware of Property Introduced by a REALTOR® 46%
How Buyers First Chose a REALTOR® Recommended by family or friend 23%

Form of Agency Provided by REALTOR® 
Single Agency - representing only 
buyer 60%

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $250,001-$300,000 22%
HomeType SINGLE FAMILY 56%
Number of Bedrooms 3 43%
Number of Bathrooms 2 55%
Exterior WOOD 27%
Parking GARAGE-DOUBLE 43%
Site Characteristics VIEW - OCEAN 43%
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For Buyers of residential 
property who moved to 
the community within 12 
months, the primary 
Buyer origin for the 
Port Alberni/West 
Coast zone (determined 
from 62 responses) was 
Elsewhere on 
Vancouver Island 
(32%). When added 
together, all origins from 
within BC totalled 76% 
and from Vancouver 
Island totalled 61%.  

Port Alberni/West Coast Area – Information from Questionnaire Survey 
 
Buyer Origin 
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Buyer Origin Frequency Percent
Elsewhere on Vancouver Island 20 32% 
Within same area 11 18% 
Victoria 7 11% 
Ontario 6 10% 
Vancouver 5 8% 
Alberta 5 8% 
Other B.C. 4 6% 
Rest of World 2 3% 
Sask./Manitoba 1 2% 
Other Canada 1 2% 

Total number of responses= 62   
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 91%. 
 

For the Port Alberni/West Coast 
zone, the “<1 year” category 
totalled 52%. The “20+ years” 
category was the next highest, 
at 30%.  Hence, most Buyers 
were either new to the 
community or were long-time 
residents. 
 

 
Major Reason For Purchase 
 

 
Major Reason For Purchase Frequency Percent
Principal Residence 92 91% 
Investment/Rental 7 7% 
Other 2 2% 

Total number of responses= 101   
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Time Resident in Community Prior to Purchase 
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Time Resident in Community Prior to Purchase Frequency Percent
< 1 53 52% 
20+ 30 30% 
2 to 5 7 7% 
5 to 10 4 4% 
10 to 15 4 4% 
15 to 20 2 2% 
1 to 2 1 1% 

Total number of responses= 101   
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First time home buyers 
accounted for 26% of 
purchases made in the 
Port Alberni zone. 

The frequency of first-
time home buyers 
using RRSP’s for a 
downpayment was 
11%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 38%. 
 

 
First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 
 

 
 
 

 
First Time Purchase of Principal Residence Frequency Percent 
No 69 74% 
Yes 24 26% 

Total number of responses= 93   
 
 Used RRSP for downpayment (Yes or No) 

 

Used RRSP for downpayment

No
89%

Yes
11%

 
 
Used RRSP for downpayment Frequency Percent
No 48 89% 
Yes 6 11% 

Total number of responses= 54   
 
 Purchased as Retirement Home (Yes or No) 
 

Purchased as Retirement Home

No
62%
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38%

 
 
Purchased as Retirement Home Frequency Percent
No 58 62% 
Yes 35 38% 

Total number of responses= 93   
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (35%), Internet- mls.ca site (21%), and For Sale Sign (15%). 
 
 
How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 35 35% 
Internet- mls.ca site 21 21% 
For Sale Sign 15 15% 
Relative or Friend 8 8% 
Newspaper advertisement: Real Estate Tabloid 8 8% 
Newspaper advertisement: Classified Ad 5 5% 
MLS® Catalogue 3 3% 
Internet- other than mls.ca site 3 3% 
Other 2 2% 
T.V. Channel 1 1% 

Total number of responses= 101   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Previously purchased/sold 
property through this REALTOR® and Made an inquiry at a real estate office both at 
(18%), and Recommended by family or friend (17%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Previously purchased/sold property through this REALTOR® 18 18% 
Made an inquiry at a real estate office 18 18% 
Recommended by family or friend 17 17% 
Friend or Relative of the REALTOR® 11 11% 
Other 9 9% 
Found REALTOR® on the Internet 7 7% 
Called on an advertisement 6 6% 
Recommended/referred by another REALTOR® 5 5% 
Recommended by co-worker or associate 5 5% 
Called on sign 4 4% 
Attended an open house 1 1% 

Total number of responses= 101   
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Form of Agency Provided by REALTOR® 
 
The m ost common form of agency used by buyers was Single Agency - representing only 
buyer (48.5%). 
 
Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 49 48.5%
Dual Agency - representing both buyer and seller 44 43.6%
Don’t Know 8 7.9%

Total number of responses= 101  
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Port Alberni/West Coast Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $100,001-$150,000 (34%), $50,001-$100,000 (21%), and 
$150,001-$200,000 (20%). 
 
 

Selling Price Range Frequency Percent
$100,001-$150,000 192 34% 
$50,001-$100,000 117 21% 
$150,001-$200,000 112 20% 
$200,001-$250,000 59 11% 
$250,001-$300,000 27 5% 
$0-$50,000 18 3% 
$300,001-$350,000 10 2% 
$350,001-$400,000 8 1% 
$450,001-$500,000 4 0.7% 
>$1,000,000 3 0.5% 
$400,001-$450,000 3 0.5% 
$750,001-$800,000 2 0.4% 
$500,001-$550,000 1 0.2% 
$550,001-$600,000 1 0.2% 
$600,001-$650,000 1 0.2% 
$650,001-$700,000 1 0.2% 
$700,001-$750,000 1 0.2% 
$900,001-$950,000 1 0.2% 

Total number of responses= 561   
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (72%), CONDOMINIUM (APT) (6.1%), 
and ACREAGE WITH HOUSE (5.5%). 
 
 
HomeType Frequency Percent
SINGLE FAMILY 405 72%
CONDOMINIUM (APT) 34 6.1%
ACREAGE WITH HOUSE 31 5.5%
CONDOMINIUM (TWNHSE) 26 4.6%
MANUFACTURED/MOBILE ON PAD 20 3.6%
SINGLE FAMILY (WATERFRONT) 15 2.7%
DUPLEX 13 2.3%
MANUFACTURED/MOBILE ON LAND 8 1.4%
TRIPLEX 3 0.5%
DUPLEX (STRATA) 2 0.4%
SINGLE FAMILY (STRATA) 1 0.2%
PATIO HOME 1 0.2%
MANUFACTURED/PREFAB ON PAD 1 0.2%
MANUFACTURED/PREFAB ON LAND 1 0.2%

Total number of responses= 561  
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The TOP THREE 
frequencies for 
number of bedrooms 
was 3 (39%), 2 
(25%), and 4 (21%). 
 

 
Number of Bedrooms 

Number of Bedrooms Frequency Percent
3 219 39% 
2 142 25% 
4 120 21% 
5 39 7% 
1 19 3% 
6 11 2% 
0 7 1% 
7 4 0.7% 

Total number of responses= 561   
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Number of Bathrooms 

Number of Bathrooms Frequency Percent
1 249 44% 
2 198 35% 
3 88 16% 
4 22 4% 
0 4 1% 

Total number of responses= 561   
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The most common 
number of bathrooms 
was 1 (44%), 2 (35%), 
and 3 (16%). 
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Exterior 
 
The TOP THREE house exterior types were STUCCO (25%), VINYL (23%), and WOOD (21%).  
** Please Note:  Data for this category is drawn from both Residential and Condo MLS® data.  
The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to Construction 
data drawn from the CONDO section of the MLS® data. 
 

Exterior Frequency Percent 
STUCCO 138 25% 
VINYL 128 23% 
WOOD 120 21% 
STUCCO & SIDING 59 11% 
FRAME 56 10% 
ALUMINIUM 28 5% 
OTHER 20 4% 
CONCRETE/BLOCK 5 0.9% 
BRICK & SIDING 4 0.7% 
STONE 1 0.2% 
BRICK 1 0.2% 

Total number of responses= 560   
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The TOP THREE parking 
features were GARAGE-
SINGLE (24%), CARPORT-
SINGLE (22.8%), and 
OTHER (22.6%). 

 
 Parking 
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Parking Frequency Percent 
GARAGE-SINGLE 110 24% 
CARPORT-SINGLE 105 22.8% 
OTHER 104 22.6% 
GARAGE-DOUBLE 75 16% 
CARPORT-MULTIPLE 54 12% 
GARAGE-3 OR MORE 12 3% 

Total number of responses= 460   
 
Site Characteristics 
The TOP THREE site characteristics were VIEW – MOUNTAIN (47%), VIEW – OCEAN (39%), 
and WATERFRONT – OCEAN (6%). 
 

Site Characteristics Frequency Percent
VIEW - MOUNTAIN 261 47% 
VIEW - OCEAN 219 39% 
WATERFRONT - OCEAN 34 6% 
VIEW - CITY 19 3% 
WATERFRONT - RIVER/CREEK 12 2% 
VIEW - LAKE 10 1.8% 
WATERFRONT - LAKE 6 1.1% 

Total number of responses= 561   
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Port Alberni/West Coast Area – Typical Buyer  
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Elsewhere on Vancouver Island 32% 
Major Reason For Purchase Principal Residence 91% 
Time Resident in Community Prior to Purchase < 1 52% 
First Time Purchase of Principal Residence (Yes or No) No 74% 
Used RRSP for downpayment (Yes or No) No 89% 
Purchased as Retirement Home (Yes or No) No 62% 
How Buyers First Became Aware of Property Introduced by a REALTOR® 35% 

How Buyers First Chose a REALTOR® 

Previously purchased/sold 
property through this 
REALTOR® 18% 

Form of Agency Provided by REALTOR® 
Single Agency - representing 
only buyer 48.5%

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $100,001-$150,000 34% 
HomeType SINGLE FAMILY 72% 
Number of Bedrooms 3 39% 
Number of Bathrooms 1 44% 
Exterior STUCCO 25% 
Parking GARAGE-SINGLE 24% 
Site Characteristics VIEW - MOUNTAIN 47% 
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North Island Area – Information from Questionnaire Survey 
 
 
NOT ENOUGH QUESTIONNAIRE RESPONSES RECEIVED FOR 
COMPARISON PURPOSES FOR THIS AREA IN 2005 
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North Island Area – Home Characteristics from MLS® data 
 
Selling Price Range 
 
The TOP THREE categories were $50,001-$100,000 (33%), $0-$50,000 (28%), and 
$100,001-$150,000 (25%). 
 

Selling Price Range Frequency Percent 
$50,001-$100,000 68 33% 
$0-$50,000 58 28% 
$100,001-$150,000 52 25% 
$150,001-$200,000 21 10% 
$200,001-$250,000 7 3% 
$250,001-$300,000 3 1% 

Total number of responses= 209   
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (53%), MANUFACTURED/MOBILE ON 
LAND (14%), and CONDOMINIUM (TWNHSE) (11%). 
 

HomeType Frequency Percent 
SINGLE FAMILY 111 53% 
MANUFACTURED/MOBILE ON LAND 29 14% 
CONDOMINIUM (TWNHSE) 24 11% 
CONDOMINIUM (APT) 17 8% 
SINGLE FAMILY (WATERFRONT) 7 3% 
DUPLEX 7 3% 
ACREAGE WITH HOUSE 6 2.9% 
MANUFACTURED/MOBILE ON PAD 5 2.4% 
MANUFACTURED/PREFAB ON LAND 3 1.4% 

Total number of responses= 209   
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Number of Bedrooms 

Number of Bedrooms Frequency Percent
3 101 48% 
4 57 27% 
2 32 15% 
5 10 5% 
0 7 3% 
7 1 0.5% 
1 1 0.5% 

Total number of responses= 209   
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Number of Bathrooms 
 

Number of Bathrooms Frequency Percent
2 109 52% 
1 60 29% 
3 37 18% 
4 3 1% 

Total number of responses= 209  
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The TOP THREE 
frequencies for 
number of bedrooms 
was 3 (48%), 4 
(27%), and 2 (15%). 
 

The most common 
number of bathrooms 
was 2 (52%), 1 
(29%), and 3 (18%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (39%), VINYL (27%), followed by FRAME 
(20%).  ** Please Note:  Data for this category is drawn from both Residential and Condo MLS® 
data.  The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all refer to 
Construction data drawn from the CONDO section of the MLS® data. 
 
Exterior Frequency Percent
WOOD 81 39%
VINYL 57 27%
FRAME 41 20%
ALUMINIUM 21 10%
STUCCO 3 1%
STUCCO & SIDING 2 1%
OTHER 2 1%
BRICK & SIDING 2 1%

Total number of responses= 209  
 
 

39%

27%

20%

10%

1%

1%

1%

1%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

WOOD

VINYL

FRAME

ALUMINIUM

STUCCO

STUCCO & SIDING

OTHER

BRICK & SIDING

 
 

 



 

2005 VIREB Buyer Profile 99 North Island Area - Home characteristics from MLS® data 

 
Parking 
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Parking Frequency Percent 
CARPORT-SINGLE 84 49% 
OTHER 48 28% 
GARAGE-SINGLE 19 11% 
GARAGE-DOUBLE 18 10% 
CARPORT-MULTIPLE 3 2% 

Total number of responses= 172   
 
Site Characteristics 
 
The TOP THREE site characteristics were VIEW – OCEAN (50%), VIEW – MOUNTAIN (35%),  
and WATERFRONT - OCEAN (6%). 
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Site Characteristics Frequency Percent 
VIEW - OCEAN 104 50% 
VIEW - MOUNTAIN 74 35% 
WATERFRONT - OCEAN 12 6% 
WATERFRONT - RIVER/CREEK 7 3% 
WATERFRONT - LAKE 6 2.9% 
VIEW - LAKE 3 1.4% 
VIEW - CITY 3 1.4% 

Total number of responses= 209   
 

The TOP THREE 
parking features were 
CARPORT SINGLE 
(49%), OTHER (28%), 
and GARAGE-
SINGLE (11%). 
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North Island Area – Typical Buyer  
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Elsewhere on Vancouver Island N/A 
Major Reason For Purchase Principal Residence N/A 
Time Resident in Community Prior to Purchase < 1 N/A 
First Time Purchase of Principal Residence (Yes or No) No N/A 
Used RRSP for downpayment (Yes or No) No N/A 
Purchased as Retirement Home (Yes or No) No N/A 
How Buyers First Became Aware of Property For Sale Sign N/A 
How Buyers First Chose a REALTOR® Called on sign N/A 

Form of Agency Provided by REALTOR® 
Dual Agency - representing both 
buyer and seller N/A 

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $50,001-$100,000 33% 
HomeType SINGLE FAMILY 53% 
Number of Bedrooms 3 48% 
Number of Bathrooms 2 52% 
Exterior WOOD 39% 
Parking CARPORT-SINGLE 49% 
Site Characteristics VIEW - OCEAN 50% 
 



 

2005 VIREB Buyer Profile 101 Islands Area - Information from survey 

Islands Area – Information from Questionnaire Survey 
 
Buyer Origin 
 

Buyer Origin Frequency Percent
Vancouver 7 22% 
Elsewhere on Vancouver Island 6 19% 
Other B.C. 4 13% 
Alberta 4 13% 
Within same area 3 9% 
Victoria 2 6% 
Rest of World 2 6% 
Sask./Manitoba 1 3% 
Other Canada 1 3% 
Ontario 1 3% 
Fraser Valley 1 3% 

Total number of responses= 32   
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For Buyers of residential 
property who moved to 
the community within 12 
months, the primary 
Buyer origin for the 
Islands zone (determined 
from 32 responses) was 
Vancouver with a 
frequency of 22%. When 
added together, all 
origins from within BC 
totalled 72% and from 
Vancouver Island 
totalled 34%. 
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 86%. 
 

For the Islands zone, 
the “<1 year” category 
totalled 78%.  Hence, 
most Buyers were 
new to the 
community. 
 

 
Major Reason For Purchase 
 

 
Major Reason For Purchase Frequency Percent
Principal Residence 31 86% 
Recreation/Vacation 5 14% 

Total number of responses= 36   
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Time Resident in Community Prior to Purchase 
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Time Resident in Community Prior to Purchase Frequency Percent
< 1 28 78% 
5 to 10 3 8% 
2 to 5 2 6% 
20+ 1 3% 
15 to 20 1 3% 
1 to 2 1 3% 

Total number of responses= 36   
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The frequency of 
purchasing residential 
property as a retirement 
home was 55%. 
 

 
First Time Purchase of Principal Residence (Yes or No) 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 
Used RRSP for downpayment (Yes or No) 

 
 
 
 
 
 
 
 
 
 

 
Used RRSP for downpayment Frequency Percent 
No 10 91% 
Yes 1 9% 

Total number of responses= 11   
 
Purchased as Retirement Home (Yes or No) 

 
 
 
 
 
 
 
 
 
 

 
Purchased as Retirement Home Frequency Percent 
Yes 17 55% 
No 14 45% 

Total number of responses= 31   
 

First Time Purchase of Principal Residence Frequency Percent 
No 28 87% 
Yes 4 13% 

Total number of responses= 32   

First time home buyers 
accounted for 13% of purchases 
made in the Islands zone. 
 

The frequency of first-
time home buyers using 
RRSP’s for a 
downpayment was 9%. 

Used RRSP for downpayment

No
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No
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How Buyers First Became Aware of Property 
 
The TOP THREE ways that buyers became aware of the property were Introduced by a 
REALTOR® (42%), Internet- mls.ca site (22%), and Internet- other than mls.ca site (19%); 
with combined internet usage totalling 41%. 
 
 

How Buyers First Became Aware of Property Frequency Percent 
Introduced by a REALTOR® 15 42% 
Internet- mls.ca site 8 22% 
Internet- other than mls.ca site 7 19% 
Relative or Friend 3 8% 
MLS® Catalogue 2 6% 
Other 1 3% 

Total number of responses= 36   
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How Buyers First Chose a REALTOR® 
 
The TOP THREE ways that buyers chose their REALTOR® were Recommended by family or 
friend (31%), and both Previously purchased/sold property through this REALTOR® and 
Found REALTOR® on the Internet at (14%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 11 31% 
Previously purchased/sold property through this REALTOR® 5 14% 
Found REALTOR® on the Internet 5 14% 
Other 4 11% 
Made an inquiry at a real estate office 3 8% 
Called on an advertisement 3 8% 
Friend or Relative of the REALTOR® 2 6% 
Recommended/referred by another REALTOR® 1 3% 
Recommended by co-worker or associate 1 3% 
Called on sign 1 3% 

Total number of responses= 36   
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Form of Agency Provided by REALTOR® 
 
The most common form of agency used by buyers were Dual Agency - representing both buyer 
and seller (68%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent 
Dual Agency - representing both buyer and seller 24 68% 
Single Agency-representing only buyer 10 29% 
Don't Know 1 3% 

Total number of responses= 35   
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Islands Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $200,001-$250,000 (19%), $250,001-$300,000 (17%), and 
$150,001-$200,000 (15%). 
 

Selling Price Range Frequency Percent
$200,001-$250,000 37 19%
$250,001-$300,000 34 17%
$150,001-$200,000 29 15%
$300,001-$350,000 22 11%
$100,001-$150,000 18 9%
$350,001-$400,000 15 8%
$400,001-$450,000 8 4%
$450,001-$500,000 5 3%
$550,001-$600,000 5 3%
>$1,000,000 5 3%
$650,001-$700,000 3 2%
$0-$50,000 3 2%
$50,001-$100,000 2 1%
$700,001-$750,000 2 1%
$800,001-$850,000 2 1%
$850,001-$900,000 2 1%
$600,001-$650,000 1 0.5%
$950,001-$1,000,000 1 0.5%
$500,001-$550,000 1 0.5%

Total number of responses= 195  
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HomeType 
 
The TOP THREE home types were SINGLE FAMILY (58%), ACREAGE WITH HOUSE (24%), 
and SINGLE FAMILY (WATERFRONT) (9%). 
 
 
HomeType Frequency Percent
SINGLE FAMILY 114 58%
ACREAGE WITH HOUSE 46 24%
SINGLE FAMILY (WATERFRONT) 18 9%
CONDOMINIUM (APT) 7 4%
MANUFACTURED/MOBILE ON LAND 6 3%
FARM/RANCH 2 1%
MANUFACTURED/PREFAB ON LAND 1 0.5%
DUPLEX 1 0.5%

Total number of responses= 195
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Number of Bedrooms 

Number of Bedrooms Frequency Percent 
2 71 36% 
3 59 30% 
1 27 14% 
4 23 12% 
0 7 4% 
5 5 3% 
6 2 1% 
7 1 0.5% 

Total number of responses= 195   
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Number of Bathrooms 
 

Number of Bathrooms Frequency Percent
1 85 44% 
2 77 39% 
3 26 13% 
0 5 3% 
4 2 1% 

Total number of responses= 195   
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The TOP THREE 
frequencies for number of 
bedrooms was 2 (36%), 3 
(30%), and 1 (14%). 
 

The most common 
number of 
bathrooms was 1 
(44%), 2 (39%), and 
3 (13%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (78%), VINYL (9%), and both STUCCO 
and FRAME at 4%.  ** Please Note:  Data for this category is drawn from both Residential and 
Condo MLS® data.  The FRAME, CONCRETE BLOCK and STEEL/CONCRETE categories all 
refer to Construction data drawn from the CONDO section of the MLS® data. 
 

Exterior Frequency Percent 
WOOD 152 78% 
VINYL 17 9% 
STUCCO 7 4% 
FRAME 7 4% 
OTHER 6 3.1% 
ALUMINIUM 5 2.6% 
STONE 1 0.5% 

Total number of responses= 195   
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The TOP THREE 
parking features 
were OTHER 
(37%), CARPORT-
SINGLE (24%), and 
GARAGE-DOUBLE 
(15%). 

 
Parking 
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Parking Frequency Percent 
OTHER 43 37% 
CARPORT-SINGLE 28 24% 
GARAGE-DOUBLE 17 15% 
GARAGE-SINGLE 15 13% 
CARPORT-MULTIPLE 8 7% 
GARAGE-3 OR MORE 6 5% 

Total number of responses= 117   
 
Site Characteristics 
The TOP THREE site characteristics were VIEW – OCEAN (43%), VIEW - MOUNTAIN (25%), 
and WATERFRONT - OCEAN (24%). 
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Site Characteristics Frequency Percent 
VIEW - OCEAN 84 43% 
VIEW - MOUNTAIN 49 25% 
WATERFRONT - OCEAN 47 24% 
VIEW - LAKE 5 3% 
VIEW - CITY 5 3% 
WATERFRONT - RIVER/CREEK 4 2% 
WATERFRONT - LAKE 1 1% 

Total number of responses= 195   
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Islands Area – Typical Buyer  
 
Table with the highest frequency or most common value for each category, illustrating the 
“typical” Buyer profile for 2005. 
 
 
Information Category from Questionnaire Survey Highest Frequency % 
Buyer Origin Vancouver 22% 
Major Reason For Purchase Principal Residence 86% 
Time Resident in Community Prior to Purchase < 1 78% 
First Time Purchase of Principal Residence (Yes or No) No 87% 
Used RRSP for downpayment (Yes or No) No 91% 
Purchased as Retirement Home (Yes or No) Yes 55% 
How Buyers First Became Aware of Property Introduced by a REALTOR® 42% 
How Buyers First Chose a REALTOR® Recommended by family or friend 31% 

Form of Agency Provided by REALTOR® 
Dual Agency - representing both 
buyer and seller 68% 

Home Characteristics from corresponding MLS® data base  Highest Frequency % 
Selling Price Range $200,001-$250,000 19% 
HomeType SINGLE FAMILY 58% 
Number of Bedrooms 2 36% 
Number of Bathrooms 1 44% 
Exterior WOOD 78% 
Parking OTHER 37% 
Site Characteristics VIEW - OCEAN 43% 
 




