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Nanaimo Area – Information from Questionnaire Survey 
 
Buyer Origin 
 
 

Buyer Origin Frequency Percent
Within same area 227 48% 
Elsewhere on Vancouver Island 64 13% 
Other BC 41 9% 
Alberta 40 8% 
Vancouver 30 6% 
Victoria 16 3% 
Ontario 13 2.7% 
Rest of World 11 2.3% 
Sask/Manitoba 10 2.1% 
Gulf Islands 10 2.1% 
Fraser Valley 10 2.1% 
Other Canada 5 1.0% 

Total number of responses= 477  
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For Buyers of residential 
property, the primary 
Buyer origin for the 
Nanaimo Area 
(determined from 477 
responses) was Within 
same area (48%). When 
added together, all 
origins from within BC 
totalled  
83% and from 
Vancouver Island 
totalled 64%. 
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For the Nanaimo Area, 
the “<1 year” totalled 
37%.  The “20+ years” 
category was the next 
highest at 18%. 
 

Major Reason For Purchase 
 
 

Major Reason For Purchase Frequency Percent
Principal Residence 463 95% 
Investment/Rental 16 3% 
Recreation/Vacation 3 0.6% 
Other 3 0.6% 

Total number of responses= 485  
 
 

 
 
 
 
Time Resident in Community Prior to Purchase 
 
 

  
 

 
Time Resident in Community Prior to Purchase Frequency Percent 
< 1 169 37% 
20+ 82 18% 
2 to 5 60 13% 
5 to 10 53 12% 
10 to 15 38 8% 
1 to 2 29 6% 
15 to 20 20 4% 

Total number of responses= 451  
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The major reason for 
residential property purchase 
was for PRINCIPAL 
RESIDENCE with a 
frequency of 95%. 



 

2009 VIREB Buyer Profile 59 Nanaimo Area - Information from survey 

 
First Time Purchase of Principal Residence (Yes or No) 
 

 
 
First Time Purchase of Principal Residence Frequency Percent 
No 337 76% 
Yes 104 24% 

Total number of responses= 441   
 
 
 Used RRSP for downpayment (Yes or No) 
 

 
 

Used RRSP for downpayment Frequency Percent
No 185 81% 
Yes 44 19% 

Total number of responses= 229 
 
 
Purchased as Retirement Home (Yes or No) 
 

 
 

Purchased as Retirement Home Frequency Percent
No 295 68% 
Yes 141 32% 

Total number of responses= 436 
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First time Buyers accounted 
for 24% of purchases made in 
the Nanaimo Area. 
 

The frequency of first-time 
Buyers using RRSP’s for 
a downpayment was 
19%. 
 

The frequency of 
purchasing residential 
property as a retirement 
home was 32%. 
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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® (37%), Internet- REALTOR.ca site (24%), and For Sale Sign (13%). 
 
 
How Buyers First Became Aware of Property Frequency Percent 
Introduced by a REALTOR® 176 37% 
Internet- REALTOR.ca site 114 24% 
For Sale Sign 64 13% 
MLS® Catalogue 40 8% 
Relative or Friend 21 4% 
Open House 21 4% 
Internet- other than REALTOR.ca site 21 4% 
Other 11 2.3% 
Newspaper advertisement: Real Estate Tabloid 10 2.1% 
Newspaper advertisement: Classified Ad 3 0.6% 
T.V. Channel 1 0.2% 

Total number of responses= 482   
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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%), Friend or Relative of the REALTOR® (14%), and Previously purchased/sold 
property through this REALTOR® (12%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 110 23% 
Friend or Relative of the REALTOR® 70 14% 
Previously purchased/sold property through this REALTOR® 58 12% 
Called on a sign 41 8% 
Recommended/referred by another REALTOR® 35 7% 
Attended an open house 29 6.0% 
Other 26 5.4% 
Made an inquiry at a real estate office 26 5.4% 
Found REALTOR® on the Internet 26 5.4% 
Recommended by a co-worker or associate 23 4.7% 
Called on an advertisement 20 4.1% 
REALTOR® is a customer or client of yours 12 2.5% 
Recommended by Bank or Mortgage Company 9 1.9% 

Total number of responses= 485 
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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 (66%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent 
Single Agency - representing only buyer 321 66% 
Dual Agency - representing both buyer and seller 134 28% 
Don’t Know 29 6% 

Total number of responses= 484  
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Nanaimo Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $250,001-$300,000 (19%), $300,001-$350,000 (18%), and 
$200,001-$250,000 (13.2%). 
 
Selling Price Range Frequency Percent 
$250,001-$300,000 357 19% 
$300,001-$350,000 340 18% 
$200,001-$250,000 252 13.2% 
$350,001-$400,000 247 12.9% 
$150,001-$200,000 188 10% 
$400,001-$450,000 178 9% 
$450,001-$500,000 105 5% 
$100,001-$150,000 76 4% 
$500,001-$550,000 54 3% 
$50,001-$100,000 28 1.5% 
$550,001-$600,000 27 1.4% 
$600,001-$650,000 19 1.0% 
$650,001-$700,000 13 0.7% 
$0-$50,000 8 0.4% 
>$1,000,000 5 0.3% 
$750,001-$800,000 4 0.2% 
$800,001-$850,000 4 0.2% 
$850,001-$900,000 4 0.2% 
$700,001-$750,000 3 0.16% 
$950,001-$1,000,000 3 0.16% 

Total number of responses= 1915   
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Home Type 
 
The TOP THREE home types were SINGLE FAMILY (63%), CONDOMINIUM (APT) (12%), 
and CONDOMINIUM (TWNHSE) (9%). 
 
 
Home Type Frequency Percent
SINGLE FAMILY 1199 63% 
CONDOMINIUM (APT) 238 12% 
CONDOMINIUM (TWNHSE) 164 9% 
MANUFACTURED/MOBILE ON PAD 79 4% 
SINGLE FAMILY (STRATA) 59 3% 
PATIO HOME 47 2.5% 
DUPLEX (STRATA) 41 2.1% 
ACREAGE WITH HOUSE 40 2.1% 
SINGLE FAMILY (WATERFRONT) 27 1.4% 
DUPLEX 17 0.9% 
SINGLE FAMILY (MODULAR/PREFAB) 3 0.2% 
TRIPLEX/FOURPLEX 1 0.1% 

Total number of responses= 1915  
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The TOP THREE 
frequencies for number 
of bedrooms was 3 
(35%), 2 (26%), and 4 
(21%). 
 

The most common 
number of bathrooms 
was 2 (41%), 3 (35%), 
and 1 (18%). 
 

Number of Bedrooms 
Number of Bedrooms Frequency Percent

3 669 35% 
2 497 26% 
4 407 21% 
5 220 12% 
1 67 4% 
6 43 2% 
7 2 0.10% 
10 1 0.05% 
9 1 0.05% 
0 1 0.05% 

Total number of responses= 1908  
 

 
 

 
Number of Bathrooms 
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Number of Bathrooms Frequency Percent
2 786 41% 
3 669 35% 
1 334 18% 
4 97 5% 
5 8 0.4% 
6 4 0.2% 
7 1 0.1% 

Total number of responses= 1899  
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Exterior 
 
The TOP THREE house exterior types were VINYL (40%), WOOD (16%), and STUCCO (13%).  
PLEASE NOTE that only the top 15 descriptions with their frequencies (i.e. the total number & 
percent frequencies are based on 50 descriptions, with a total of 70 data points or 4% excluded 
for simplicity) are presented in the table and figure below. 
 

Exterior Frequency Percent 
VINYL 762 40% 
WOOD 307 16% 
STUCCO 247 13% 
HARDIPLANK 155 8% 
STUCCO & SIDING 140 7% 
OTHER 55 2.9% 
ALUMINUM 45 2.3% 
BRICK & SIDING 30 1.6% 
WOOD VINYL 24 1.3% 
STONE VINYL 21 1.1% 
STUCCO WOOD 19 1.0% 
VINYL HARDIPLANK 12 0.63% 
BRICK STUCCO 10 0.52% 
BRICK VINYL 9 0.47% 
STONE HARDIPLANK 9 0.47% 

Total number of responses= 1915   
sum of data from categories > 15 = 70 4% 

total number of responses to 15= 1845 96% 
 

 
  

40%

16%

13%

8% 7%

2.9% 2.3% 1.6% 1.3% 1.1% 1.0% 0.63% 0.52% 0.47% 0.47%
0%

5%

10%

15%

20%

25%

30%

35%

40%

45%



 

2009 VIREB Buyer Profile 67 Nanaimo Area - Home characteristics from MLS® data 

The TOP THREE 
parking features were 
GARAGE-DOUBLE 
(52%), CARPORT -
SINGLE (21%), and 
GARAGE-SINGLE 
(17 %). 
 

Parking 
 

 

 

 
 
 
Site Characteristics 
 
The TOP THREE site characteristics were VIEW – OCEAN (55%), VIEW – MOUNTAIN (32%), 
and WATERFRONT – OCEAN (4.4%). 
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Parking Frequency Percent
GARAGE-DOUBLE 679 52% 
CARPORT-SINGLE 278 21% 
GARAGE-SINGLE 227 17% 
CARPORT-MULTIPLE 66 5% 
OTHER 34 3% 
GARAGE-3 OR MORE 29 2% 

Total number of responses= 1313  

Site Characteristics Frequency Percent
VIEW - OCEAN 467 55% 
VIEW - MOUNTAIN 273 32% 
WATERFRONT - OCEAN 37 4.4% 
VIEW - LAKE 36 4.3% 
WATERFRONT - LAKE 16 1.9% 
WATERFRONT - RIVER/CREEK 10 1.2% 
VIEW - CITY 5 0.6% 

Total number of responses= 844  
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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 2009. 
 
 

 
 

Information Category from Questionnaire Survey Highest Frequency %
Buyer Origin Within same area 48%
Major Reason For Purchase Principal Residence 95%
Time Resident in Community Prior to Purchase < 1 37%
First Time Purchase of Principal Residence (Yes or No) No 76%
Used RRSP for downpayment (Yes or No) No 81%
Purchased as Retirement Home (Yes or No) No 68%
How Buyers First Became Aware of Property Introduced by a REALTOR® 37%
How Buyers First Chose a REALTOR® Recommended by family or friend 23%
Form of Agency Provided by REALTOR® Single Agency - representing only buyer 66%

Home Characteristics from corresponding MLS® data base Highest Frequency %
Selling Price Range $250,001-$300,000 19%
HomeType SINGLE FAMILY 63%
Number of Bedrooms 3 35%
Number of Bathrooms 2 41%
Exterior VINYL 40%
Parking GARAGE-DOUBLE 52%
Site Characteristics VIEW - OCEAN 55%



PARKSVILLE/QUALICUM 
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For Buyers of residential 
property, the primary 
Buyer origin for the 
Parksville/Qualicum 
Area (determined from 
274 responses) was 
Within same area 
(28%). When added 
together, all origins 
from within BC totalled 
72% and from 
Vancouver Island 
totalled 49%.  

Parksville/Qualicum Area – Information from Questionnaire Survey 
 
Buyer Origin 
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Buyer Origin Frequency Percent
Within same area 76 28% 
Alberta 50 18% 
Elsewhere on Vancouver Island 42 15% 
Vancouver 27 10% 
Other BC 20 7% 
Victoria 17 6% 
Fraser Valley 13 4.7% 
Ontario 12 4.4% 
Sask/Manitoba 7 2.6% 
Rest of World 5 1.8% 
Other Canada 3 1.1% 
Gulf Islands 2 0.7% 

Total number of responses= 274  
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 93%. 
 

For the 
Parksville/Qualicum 
Area, the “<1 year” 
category totalled 63%.  
The “2 to 5 years” 
category was the next 
highest at 10%. 

Major Reason For Purchase 
 
 

Major Reason For Purchase Frequency Percent
Principal Residence 257 93% 
Recreation/Vacation 13 5% 
Investment/Rental 4 1.4% 
Other 3 1.1% 

Total number of responses= 277  
 

 
 
 
 
 
Time Resident in Community Prior to Purchase 
 

  
 

Time Resident in Community Prior to Purchase Frequency Percent
< 1 156 63% 
2 to 5 25 10% 
5 to 10 22 9% 
15 to 20 16 6% 
20+ 10 4% 
10 to 15 10 4% 
1 to 2 10 4% 

Total number of responses= 249  
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First Time Purchase of Principal Residence (Yes or No) 
 

  
 

First Time Purchase of Principal Residence Frequency Percent 
No 220 90% 
Yes 24 10% 

Total number of responses= 244  
 
 
 Used RRSP for downpayment (Yes or No) 
 

 
 

Used RRSP for downpayment Frequency Percent
No 86 91% 
Yes 9 9% 

Total number of responses= 95 
 
 
Purchased as Retirement Home (Yes or No) 
 

 
 

Purchased as Retirement Home Frequency Percent
Yes 146 59% 
No 102 41% 

Total number of responses= 248 
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First time Buyers 
accounted for 10% of 
purchases made in the 
Parksville/Qualicum 
Area. 

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

The frequency of 
purchasing residential 
property as a retirement 
home was 59%.  
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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® (41%), Internet- REALTOR.ca site (22%), and For Sale Sign (10%). 
 
 
How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 112 41% 
Internet- REALTOR.ca site 60 22% 
For Sale Sign 28 10% 
MLS® Catalogue 21 8% 
Internet- other than REALTOR.ca site 18 7% 
Relative or Friend 15 5% 
Newspaper advertisement: Real Estate Tabloid 10 4% 
Open House 8 3% 
Other 3 1% 
Newspaper advertisement: Classified Ad 1 0.4% 

Total number of responses= 276   
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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 (19%), 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 53 19% 
Previously purchased/sold property through this REALTOR® 41 15% 
Made an inquiry at a real estate office 30 11% 
Recommended/referred by another REALTOR® 27 10% 
Called on a sign 24 8.7% 
Friend or Relative of the REALTOR® 23 8.3% 
Found REALTOR® on the Internet 21 7.6% 
Attended an open house 20 7.2% 
Other 15 5.4% 
Called on an advertisement 14 5.1% 
Recommended by a co-worker or associate 6 2.2% 
Recommended by Bank or Mortgage Company 1 0.4% 
REALTOR® is a customer or client of yours 1 0.4% 

Total number of responses= 276 
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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 (64%). 
 
 

Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 175 64% 
Dual Agency - representing both buyer and seller 87 32% 
Don’t Know 12 4% 

Total number of responses= 274  
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Parksville/Qualicum Area – Home Characteristics from MLS® data 
Selling Price Range 
 
The TOP THREE categories were $300,001-$350,000 (19%), $250,001-$300,000 (17%), and 
$350,001-$400,000 (14%). 
 

Selling Price Range Frequency Percent
$300,001-$350,000 178 19% 
$250,001-$300,000 164 17% 
$350,001-$400,000 137 14% 
$200,001-$250,000 81 8.4% 
$400,001-$450,000 78 8.1% 
$150,001-$200,000 74 7.7% 
$450,001-$500,000 64 6.7% 
$550,001-$600,000 26 2.7% 
$100,001-$150,000 24 2.5% 
$500,001-$550,000 24 2.5% 
$0-$50,000 21 2.2% 
$50,001-$100,000 20 2.1% 
$600,001-$650,000 17 1.8% 
$700,001-$750,000 14 1.5% 
$750,001-$800,000 10 1.0% 
>$1,000,000 9 0.9% 
$650,001-$700,000 7 0.7% 
$800,001-$850,000 6 0.6% 
$850,001-$900,000 4 0.4% 
$900,001-$950,000 1 0.1% 

Total number of responses= 959  
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Home Type 
 
The TOP THREE home types were SINGLE FAMILY (59%), PATIO HOME (11%), and 
CONDOMINIUM (TWNHSE) and ACREAGE WITH HOUSE (both 6%). 
 
 
Home Type Frequency Percent
SINGLE FAMILY 562 59% 
PATIO HOME 102 11% 
CONDOMINIUM (TWNHSE) 61 6% 
ACREAGE WITH HOUSE 61 6% 
CONDOMINIUM (APT) 56 5.8% 
MANUFACTURED/MOBILE ON PAD 45 4.7% 
SINGLE FAMILY (WATERFRONT) 35 3.6% 
SINGLE FAMILY (STRATA) 24 2.5% 
DUPLEX (STRATA) 9 0.9% 
FARM/RANCH 3 0.3% 
DUPLEX 1 0.1% 

Total number of responses= 959  
 
 

 
  

59%

11%

6%

6%

5.8%

4.7%

3.6%

2.5%

0.9%

0.3%

0.1%

0% 10% 20% 30% 40% 50% 60% 70%

SINGLE FAMILY

PATIO HOME

CONDOMINIUM (TWNHSE)

ACREAGE WITH HOUSE

CONDOMINIUM (APT)

MANUFACTURED/MOBILE ON PAD

SINGLE FAMILY (WATERFRONT)

SINGLE FAMILY (STRATA)

DUPLEX (STRATA)

FARM/RANCH

DUPLEX



 

2009 VIREB Buyer Profile 77 Parksville/Qualicum Area - Home characteristics from MLS® data 

The TOP THREE 
frequencies for number 
of bedrooms was 3 
(47%), 2 (38%), and 4 
(9%). 
 

Number of Bedrooms 
Number of Bedrooms Frequency Percent

3 448 47% 
2 360 38% 
4 83 9% 
1 35 4% 
5 24 3% 
0 5 0.5% 
6 3 0.3% 

Total number of responses= 958  
 

 
 

 
Number of Bathrooms 
 

Number of Bathrooms Frequency Percent 
2 563 59% 
3 212 22% 
1 150 16% 
4 24 3% 
0 4 0.4% 
5 2 0.2% 
6 1 0.1% 

Total number of responses= 956  
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The most common 
number of bathrooms 
was 2 (59%), 3 (22%), 
and 1 (16%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (27%), VINYL (22%), followed by STUCCO 
(16%). 
PLEASE NOTE that only the top 15 descriptions with their frequencies (i.e. the total number & 
percent frequencies are based on 33 descriptions, with a total of 28 data points or 4% excluded 
for simplicity) are presented in the table and figure below. 
 

Exterior Frequency Percent 
WOOD 263 27% 
VINYL 214 22% 
STUCCO 152 16% 
HARDIPLANK 145 15% 
ALUMINUM 42 4.4% 
STUCCO & SIDING 34 3.5% 
BRICK & SIDING 19 2.0% 
BRICK STUCCO 18 1.9% 
OTHER 16 1.7% 
STONE HARDIPLANK 10 1.0% 
BRICK VINYL 5 0.5% 
ALUMINUM VINYL 4 0.42% 
WOOD BRICK & SIDING 3 0.31% 
BRICK 3 0.31% 
STONE 3 0.31% 

Total number of responses= 959   
sum of data from categories > 15 = 28 3% 

total number of responses to 15= 931 97% 
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Parking 
The TOP THREE parking features were GARAGE-DOUBLE (57%), CARPORT-SINGLE 
(19%), and GARAGE-SINGLE (13%). 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Site Characteristics 
 
The TOP THREE site characteristics were VIEW - OCEAN (44%), VIEW - MOUNTAIN (34%), 
and WATERFRONT – OCEAN (17%). 
 

 
 

Site Characteristics Frequency Percent 
VIEW - OCEAN 104 44% 
VIEW - MOUNTAIN 82 34% 
WATERFRONT - OCEAN 40 17% 
WATERFRONT - RIVER/CREEK 9 4% 
WATERFRONT - LAKE 3 1% 

Total number of responses= 238  
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Parking Frequency Percent
GARAGE-DOUBLE 388 57% 
CARPORT-SINGLE 128 19% 
GARAGE-SINGLE 89 13% 
GARAGE-3 OR MORE 32 5% 
OTHER 25 4% 
CARPORT-MULTIPLE 21 3% 

Total number of responses= 683  
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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 2009. 
 

 
 
 

Information Category from Questionnaire Survey Highest Frequency %
Buyer Origin Within same area 28%
Major Reason For Purchase Principal Residence 93%
Time Resident in Community Prior to Purchase < 1 63%
First Time Purchase of Principal Residence (Yes or No) No 90%
Used RRSP for downpayment (Yes or No) No 91%
Purchased as Retirement Home (Yes or No) Yes 59%
How Buyers First Became Aware of Property Introduced by a REALTOR® 41%
How Buyers First Chose a REALTOR® Recommended by family or friend 19%
Form of Agency Provided by REALTOR® Single Agency - representing only buyer 64%

Home Characteristics from corresponding MLS® data base Highest Frequency %
Selling Price Range $300,001-$350,000 19%
HomeType SINGLE FAMILY 59%
Number of Bedrooms 3 47%
Number of Bathrooms 2 59%
Exterior WOOD 27%
Parking GARAGE-DOUBLE 57%
Site Characteristics VIEW - OCEAN 44%



PORT ALBERNI/WEST COAST 
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For Buyers of residential 
property, the primary 
Buyer origin for the 
Port Alberni/West 
Coast area (determined 
from 74 responses) was 
Within the same area 
(34%). When added 
together, all origins from 
within BC totalled 81% 
and from Vancouver 
Island totalled 62%.  
 

Port Alberni/West Coast Area –  Information from Questionnaire Survey 
 
Buyer Origin 
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Buyer Origin Frequency Percent 
Within same area 25 34% 
Elsewhere on Vancouver Island 16 22% 
Other BC 7 9% 
Alberta 6 8% 
Victoria 5 7% 
Vancouver 4 5% 
Ontario 4 5% 
Fraser Valley 3 4% 
Sask/Manitoba 2 3% 
Rest of World 1 1% 
Other Canada 1 1% 

Total number of responses= 74  
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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 
area, the “20+years” 
category totalled 40%. 
The “<1 year” 
category was the next 
highest, at 34%. 
 

Major Reason For Purchase 
 

 
 

 

 
 
 
Time Resident in Community Prior to Purchase 
 

  

 
 

Time Resident in Community Prior to Purchase Frequency Percent
20+ 26 40% 
< 1 22 34% 
2 to 5 7 11% 
15 to 20 5 8% 
5 to 10 2 3% 
10 to 15 2 3% 
1 to 2 1 2% 

Total number of responses= 65  
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Major Reason For Purchase Frequency Percent
Principal Residence 68 91% 
Investment/Rental 6 8.0% 
Other 1 1.3% 

Total number of responses= 75  
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First time Buyers 
accounted for 36% of 
purchases made in the 
Port Alberni/West Coast 
area. 
 

The frequency of first-
time Buyers using 
RRSP’s for a 
downpayment was 
25%. 
 

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 42 64% 
Yes 24 36% 

Total number of responses= 66  
 
 
Used RRSP for downpayment (Yes or No) 

 

 
 
Used RRSP for downpayment Frequency Percent
No 30 75% 
Yes 10 25% 

Total number of responses= 40 
 
 
Purchased as Retirement Home (Yes or No) 
 

 
 
Purchased as Retirement Home Frequency Percent
No 41 62% 
Yes 25 38% 

Total number of responses= 66 
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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® (29%), Internet- REALTOR.ca site (27%), and MLS® Catalogue (12%). 
 
 
How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 22 29% 
Internet- REALTOR.ca site 20 27% 
MLS® Catalogue 9 12% 
For Sale Sign 8 11% 
Internet- other than REALTOR.ca site 7 9% 
Newspaper advertisement: Real Estate Tabloid 6 8% 
Relative or Friend 1 1% 
Other 1 1% 
Newspaper advertisement: Classified Ad 1 1% 

Total number of responses= 75   
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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 (20%), Found REALTOR® on the Internet (15%), followed by both Previously 
purchased/sold property through this REALTOR® and Friend or Relative of the 
REALTOR®  (each at 13%). 
 
 

How Buyers First Chose a REALTOR® Frequency Percent
Recommended by family or friend 15 20% 
Found REALTOR® on the Internet 11 15% 
Previously purchased/sold property through this REALTOR® 10 13% 
Friend or Relative of the REALTOR® 10 13% 
Made an inquiry at a real estate office 6 8% 
Other 5 7% 
Called on an advertisement 5 7% 
Called on a sign 5 7% 
Recommended/referred by another REALTOR® 3 4% 
REALTOR® is a customer or client of yours 2 3% 
Recommended by Bank or Mortgage Company 1 1% 
Recommended by a co-worker or associate 1 1% 
Attended an open house 1 1% 

Total number of responses= 75 
 

 

 
 

  

20%

15%

13%

13%

8%

7%

7%

7%

4%

3%

1%

1%

1%

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

Recommended by family or friend

Found REALTOR® on the Internet

Previously purchased/sold property through this REALTOR®

Friend or Relative of the REALTOR®

Made an inquiry at a real estate office

Other

Called on an advertisement

Called on a sign

Recommended/referred by another REALTOR®

REALTOR® is a customer or client of yours

Recommended by Bank or Mortgage Company

Recommended by a co-worker or associate

Attended an open house



 

2009 VIREB Buyer Profile 86 Port Alberni/West Coast 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 (51%). 
 

Form of Agency Provided by REALTOR® Frequency Percent
Single Agency - representing only buyer 38 51% 
Dual Agency - representing both buyer and seller 31 41% 
Don’t Know 6 8% 

Total number of responses= 75  
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Port Alberni/West Coast Area – Home Characteristics from MLS® data 
Selling Price Range 
 
The TOP THREE categories were $150,001-$200,000 (25%), $200,001-$250,000 (19%), and 
$100,001-$150,000 (17%). 
 

Selling Price Range Frequency Percent
$150,001-$200,000 96 25% 
$200,001-$250,000 74 19% 
$100,001-$150,000 64 17% 
$250,001-$300,000 44 11% 
$300,001-$350,000 29 8% 
$50,001-$100,000 28 7% 
$0-$50,000 12 3% 
$350,001-$400,000 8 2% 
$400,001-$450,000 7 2% 
$500,001-$550,000 5 1.3% 
$750,001-$800,000 4 1.0% 
$450,001-$500,000 4 1.0% 
>$1,000,000 3 0.8% 
$550,001-$600,000 3 0.8% 
$700,001-$750,000 3 0.8% 
$850,001-$900,000 1 0.3% 

Total number of responses= 385  
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Home Type 
 
The TOP THREE home types were SINGLE FAMILY (73%), CONDOMINIUM (APT) (6.5%), 
and MANUFACTURED/MOBILE ON PAD (6.0%). 
 
 

Home Type Frequency Percent 
SINGLE FAMILY 280 73% 
CONDOMINIUM (APT) 25 6.5% 
MANUFACTURED/MOBILE ON PAD 23 6.0% 
ACREAGE WITH HOUSE 22 5.7% 
SINGLE FAMILY (WATERFRONT) 11 2.9% 
CONDOMINIUM (TWNHSE) 10 2.6% 
PATIO HOME 6 1.6% 
DUPLEX 3 0.8% 
SINGLE FAMILY (STRATA) 2 0.5% 
TRIPLEX/FOURPLEX 1 0.3% 
FARM/RANCH 1 0.3% 
DUPLEX (STRATA) 1 0.3% 

Total number of responses= 385  
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The TOP THREE 
frequencies for 
number of bedrooms 
was 3 (41%), 2 
(28%), and 4 (19%). 
 

Number of Bedrooms 
 

Number of Bedrooms Frequency Percent
3 155 41% 
2 107 28% 
4 74 19% 
5 28 7% 
1 11 3% 
6 5 1% 
0 2 0.5% 

Total number of responses= 382  
 

 
 

 
Number of Bathrooms 
 

Number of Bathrooms Frequency Percent
2 160 42% 
1 144 38% 
3 67 17% 
4 8 2% 
6 2 0.5% 
0 2 0.5% 
5 1 0.3% 

Total number of responses= 384  
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The most common 
number of bathrooms 
was 2 (42%), 1 (38%), 
and 3 (17%). 
 



 

2009 VIREB Buyer Profile 90 Port Alberni/West Coast Area - Home characteristics from MLS® data 

Exterior 
 
The TOP THREE house exterior types were WOOD (31%), STUCCO (20%), and VINYL (18%). 
PLEASE NOTE that only the top 15 descriptions with their frequencies (i.e. the total number & 
percent frequencies are based on 22 descriptions, with a total of 7 data points or 2% excluded 
for simplicity) are presented in the table and figure below. 
 

Exterior Frequency Percent 
WOOD 120 31% 
STUCCO 76 20% 
VINYL 70 18% 
STUCCO & SIDING 41 11% 
ALUMINUM 31 8% 
OTHER 10 3% 
HARDIPLANK 8 2% 
BRICK & SIDING 6 1.6% 
BRICK 6 1.6% 
STUCCO WOOD 2 0.5% 
STONE VINYL 2 0.5% 
ALUMINUM WOOD 2 0.5% 
ALUMINUM VINYL 2 0.5% 
VINYL OTHER 1 0.3% 
WOOD VINYL 1 0.3% 

Total number of responses= 385   
sum of data from categories > 15 = 7 2% 

total number of responses to 15= 378 98% 
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The TOP THREE 
parking features were 
GARAGE-SINGLE 
(29%), CARPORT-
SINGLE (28%), and 
GARAGE-DOUBLE 
(21%). 

 Parking 
  

 

 
 
 
Site Characteristics 
The TOP THREE site characteristics were VIEW – MOUNTAIN (69%), VIEW – OCEAN (21%), 
and WATERFRONT – LAKE (5%). 
 

Site Characteristics Frequency Percent
VIEW - MOUNTAIN 166 69% 
VIEW - OCEAN 51 21% 
WATERFRONT - LAKE 13 5% 
WATERFRONT - OCEAN 6 2% 
WATERFRONT - RIVER/CREEK 2 1% 
VIEW - LAKE 2 1% 
VIEW - CITY 2 1% 

Total number of responses= 242  
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Parking Frequency Percent
GARAGE-SINGLE 74 29% 
CARPORT-SINGLE 73 28% 
GARAGE-DOUBLE 55 21% 
CARPORT-MULTIPLE 26 10% 
OTHER 22 9% 
GARAGE-3 OR MORE 7 3% 

Total number of responses= 257  
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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 2009. 
 

 
 

Information Category from Questionnaire Survey Highest Frequency %
Buyer Origin Within same area 34%
Major Reason For Purchase Principal Residence 91%
Time Resident in Community Prior to Purchase 20+ 40%
First Time Purchase of Principal Residence (Yes or No) No 64%
Used RRSP for downpayment No 75%
Purchased as Retirement Home (Yes or No) No 62%
How Buyers First Became Aware of Property Introduced by a REALTOR® 29%
How Buyers First Chose a REALTOR® Recommended by family or friend 20%
Form of Agency Provided by REALTOR® Single Agency - representing only buyer 51%

Home Characteristics from corresponding MLS® data base Highest Frequency %
Selling Price Range $150,001-$200,000 25%
HomeType SINGLE FAMILY 73%
Number of Bedrooms 3 41%
Number of Bathrooms 2 42%
Exterior WOOD 31%
Parking GARAGE-SINGLE 29%
Site Characteristics VIEW - MOUNTAIN 69%



NORTH ISLAND 
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North Island Area – Information from Questionnaire Survey 
 
 
NO QUESTIONAIRE ANALYSIS DUE TO ONLY TWO RESPONSES 
OBTAINED 
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North Island Area – Home Characteristics from MLS® data 
 
Selling Price Range 
 
The TOP THREE categories were $50,001-$100,000 (21%), $100,001-$150,000 (20%), and 
$200,001-$250,000 (16%). 
 
 
Selling Price Range Frequency Percent
$50,001-$100,000 25 21% 
$100,001-$150,000 24 20% 
$200,001-$250,000 19 16% 
$0-$50,000 16 14% 
$150,001-$200,000 15 13% 
$250,001-$300,000 7 6% 
$300,001-$350,000 5 4% 
$350,001-$400,000 4 3% 
$700,001-$750,000 1 1% 
$500,001-$550,000 1 1% 
$450,001-$500,000 1 0.8% 

Total number of responses= 118  
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Home Type 
 
The TOP THREE home types were SINGLE FAMILY (58%), CONDOMINIUM (TWNHSE) 
(11%), and CONDOMINIUM (APT) (10%). 
 
 

Home Type Frequency Percent 
SINGLE FAMILY 69 58% 
CONDOMINIUM (TWNHSE) 13 11% 
CONDOMINIUM (APT) 12 10% 
MANUFACTURED/MOBILE ON PAD 8 7% 
SINGLE FAMILY (WATERFRONT) 6 5% 
ACREAGE WITH HOUSE 4 3.4% 
DUPLEX (STRATA) 3 2.5% 
SINGLE FAMILY (STRATA) 1 0.8% 
FARM/RANCH 1 0.8% 
DUPLEX 1 0.8% 

Total number of responses= 118  
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Number of Bedrooms 
 

Number of Bedrooms Frequency Percent
3 56 48% 
4 32 27% 
2 18 15% 
5 7 6% 
1 3 3% 
0 1 1% 

Total number of responses= 117  
 

 
 

 
 
Number of Bathrooms 
 
 

Number of Bathrooms Frequency Percent
2 46 40% 
1 39 34% 
3 26 22% 
4 5 4% 

Total number of responses= 116  
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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 (40%),  
1 (34%), and 3 (22%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (47%), VINYL (31%), followed by 
ALUMINUM (7%). 
 
 
 

Exterior Frequency Percent 
WOOD 55 47% 
VINYL 36 31% 
ALUMINUM 8 7% 
STUCCO 7 6% 
STUCCO & SIDING 3 3% 
OTHER 3 3% 
ALUMINUM WOOD 3 3% 
WOOD VINYL 2 2% 
HARDIPLANK 1 1% 

Total number of responses= 118  
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Parking 
 

  
 
 
 
 
 
 
 
 
 
 

 
 
 
Site Characteristics 
 
The TOP THREE site characteristics were VIEW – OCEAN (60%), VIEW – MOUNTAIN (31%), 
and WATERFRONT - OCEAN (7%). 
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Parking Frequency Percent
GARAGE-SINGLE 23 38% 
CARPORT-SINGLE 17 28% 
GARAGE-DOUBLE 10 17% 
OTHER 8 13% 
CARPORT-MULTIPLE 2 3% 

Total number of responses= 60  

Site Characteristics Frequency Percent
VIEW - OCEAN 35 60% 
VIEW - MOUNTAIN 18 31% 
WATERFRONT - OCEAN 4 7% 
WATERFRONT - RIVER/CREEK 1 2% 

Total number of responses= 58  

The TOP THREE 
parking features were 
GARAGE SINGLE 
(38%), CARPORT-
SINGLE (28%), and 
GARAGE-DOUBLE 
(17%). 
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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 2009. 
 
Note…No analyses from the Questionnaire Survey section were included in this summary table 
as only 2 responses were received for this Area. 
 
 

 
 

Information Category from Questionnaire Survey Highest Frequency %
Buyer Origin NA NA
Major Reason For Purchase NA NA
Time Resident in Community Prior to Purchase NA NA
First Time Purchase of Principal Residence (Yes or No) NA NA
Used RRSP for downpayment (Yes or No) NA NA
Purchased as Retirement Home (Yes or No) NA NA
How Buyers First Became Aware of Property NA NA
How Buyers First Chose a REALTOR® NA NA
Form of Agency Provided by REALTOR® NA NA

Home Characteristics from corresponding MLS® data base Highest Frequency %
Selling Price Range $50,001-$100,000 21%
HomeType SINGLE FAMILY 58%
Number of Bedrooms 3 48%
Number of Bathrooms 2 40%
Exterior WOOD 47%
Parking GARAGE-SINGLE 38%
Site Characteristics VIEW - OCEAN 60%



ISLANDS 
 
Cormorant Island 
     DeCourcey Island 
          Denman Island 
 
Discovery Islands Quadra, Cortez, Hernando, Read, 

Maurelle, Sonora, East Thurlow, West 
Thurlow, Stuart, East Redonda, West 
Redonda, Rendezous 

 
Gabriola Island 
     Galiano Island 
          Hornby Island 
Jedediah Island 
     Kuper Island 
          Lasqueti Island 
Mayne Island 
     Malcolm Island 
          Mudge Island 
Newcastle Island 
     Pender Islands   North/South 
 
Protection Island 

Prevost Island 
          Ruxton Island 
Saltspring Island 

Saturna Island 
          Stubbs Island 
Savary Island 
     Texada Island 
          Thetis Island 
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Islands Area – Information from Questionnaire Survey 
 
Buyer Origin 
 

Buyer Origin Frequency Percent
Within same area 7 28% 
Vancouver 6 24% 
Victoria 4 16% 
Other BC 4 16% 
Elsewhere on Vancouver Island 2 8% 
Rest of World 1 4% 
Fraser Valley 1 4% 

Total number of responses= 25  
 
 
 
 

 

 
 
 
   

28%

24%

16%

16%

8%

4%

4%

0% 5% 10% 15% 20% 25% 30%

Within same area

Vancouver

Victoria

Other BC

Elsewhere on Vancouver Island

Rest of World

Fraser Valley

 
For Buyers of residential 
property, the primary 
Buyer origin for the 
Islands area (determined 
from 25 responses) was 
Within same area (28%).  
When added together, all 
origins from within BC 
totalled 96% and from 
Vancouver Island 
totalled 40%. 
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The major reason for 
residential property 
purchase was for 
PRINCIPAL 
RESIDENCE with a 
frequency of 80%. 
 

For the Islands area, 
the “<1 year” category 
totalled 68%.  Hence, 
most Buyers were 
new to the 
community. 
 

Major Reason For Purchase 
 

 

 
 

 
 
 
Time Resident in Community Prior to Purchase 
 

 

 
 
 

Time Resident in Community Prior to Purchase Frequency Percent
< 1 15 68% 
5 to 10 4 18% 
2 to 5 1 5% 
15 to 20 1 5% 
1 to 2 1 5% 

Total number of responses= 22  
 
  

80%

12%

8%

0% 50% 100%

Principal Residence

Recreation/Vacation

Investment/Rental

68%

18%

5%

5%

5%

0% 20% 40% 60% 80%

< 1

5 to 10

2 to 5

15 to 20

1 to 2

Major Reason For Purchase Frequency Percent
Principal Residence 20 80% 
Recreation/Vacation 3 12% 
Investment/Rental 2 8% 

Total number of responses= 25  
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The frequency of 
purchasing residential 
property as a retirement 
home was 57%. 
 

First Time Purchase of Principal Residence (Yes or No) 
 

 
 
 
 
 
 
 

 
 
Used RRSP for downpayment (Yes or No) 
 

 
 

Used RRSP for downpayment Frequency Percent 
No 11 92% 
Yes 1 8% 

Total number of responses= 12 
 
 
Purchased as Retirement Home (Yes or No) 
 

 
 

Purchased as Retirement Home Frequency Percent 
Yes 12 57% 
No 9 43% 

Total number of responses= 21  

No, 84%

Yes, 16%

First Time Purchase of Principle Residence

No, 92%

Yes, 8%

Used RRSP for downpayment

Yes
57%

No
43%

Purchased as Retirement Home

First Time Purchase of Principal Residence Frequency Percent 
No 16 84% 
Yes 3 16% 

Total number of responses= 19  

First time Buyers accounted for 
16% of purchases made in the 
Islands area in 2009. 
 

The frequency of first-time 
Buyers using RRSP’s for a 
downpayment was 8%. 
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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® (32%), while internet usage totalled 48%, with both Internet- REALTOR.ca site 
and Internet- other than REALTOR.ca site frequencies at 24% each. 
 
 
How Buyers First Became Aware of Property Frequency Percent
Introduced by a REALTOR® 8 32% 
Internet- REALTOR.ca site 6 24% 
Internet- other than REALTOR.ca site 6 24% 
For Sale Sign 2 8% 
Relative or Friend 1 4% 
Newspaper advertisement: Real Estate Tabloid 1 4% 
MLS® Catalogue 1 4% 

Total number of responses= 25   
 

 
 

 
 

  

32%

24%

24%

8%

4%

4%

4%

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

Introduced by a REALTOR®

Internet- REALTOR.ca site

Internet- other than REALTOR.ca site

For Sale Sign

Relative or Friend

Newspaper advertisement: Real Estate Tabloid

MLS® Catalogue
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How Buyers First Chose a REALTOR® 
 
The TOP ways that Buyers chose their REALTOR® were Recommended by family or friend 
(38%), followed by Made an inquiry at a real estate office and Found REALTOR® on the 
Internet, both at 13%. 
 
 

How Buyers First Chose a REALTOR® Frequency Percent 
Recommended by family or friend 9 38% 
Made an inquiry at a real estate office 3 13% 
Found REALTOR® on the Internet 3 13% 
Recommended/referred by another REALTOR® 2 8% 
Previously purchased/sold property through this REALTOR® 2 8% 
Friend or Relative of the REALTOR® 2 8% 
Called on an advertisement 2 8% 
Other 1 4% 

Total number of responses= 24 
 

 
 

 
  

38%

13%

13%
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8%

8%

8%

4%
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Form of Agency Provided by REALTOR® 
 
The most common forms of agency used by Buyers were Dual Agency - representing both 
buyer and seller (74%). 
 
 
 

Form of Agency Provided by REALTOR® Frequency Percent 
Dual Agency - representing both buyer and seller 17 74% 
Single Agency - representing only buyer 6 26% 

Total number of responses= 23  
 
 
 

 
 
 

 

Dual Agency -
representing 

both buyer and 
seller
74%

Single Agency 
- representing 

only buyer
26%
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Islands Area – Home Characteristics from MLS® data 
Selling Price Range 
The TOP THREE categories were $250,001-$300,000 (23%), $200,001-$250,000 (15%), and 
$350,001-$400,000 (15%). 
 

Selling Price Range Frequency Percent 
$250,001-$300,000 33 23% 
$200,001-$250,000 21 15% 
$350,001-$400,000 21 15% 
$300,001-$350,000 15 10% 
$400,001-$450,000 10 7% 
$450,001-$500,000 6 4% 
$100,001-$150,000 6 4% 
$500,001-$550,000 5 3.5% 
$150,001-$200,000 5 3.5% 
$600,001-$650,000 5 3.5% 
>$1,000,000 4 2.8% 
$550,001-$600,000 3 2.1% 
$750,001-$800,000 3 2.1% 
$900,001-$950,000 2 1.4% 
$650,001-$700,000 1 0.7% 
$700,001-$750,000 1 0.7% 
$800,001-$850,000 1 0.7% 
$950,001-$1,000,000 1 0.7% 
$50,001-$100,000 1 0.7% 

Total number of responses= 144  
 

 
 

  

23%

15%

15%

10%

7%

4%

4%

3.5%

3.5%

3.5%

2.8%
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0.7%
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Home Type 
 
The TOP THREE home types were SINGLE FAMILY (53%), ACREAGE WITH HOUSE (33%), 
and SINGLE FAMILY (WATERFRONT) (13%). 
 
 

Home Type Frequency Percent 
SINGLE FAMILY 77 53% 
ACREAGE WITH HOUSE 47 33% 
SINGLE FAMILY (WATERFRONT) 18 13% 
CONDOMINIUM (APT) 2 1% 

Total number of responses= 144  
 
 

 
  

53%

33%

13%

1%

0% 10% 20% 30% 40% 50% 60%

SINGLE FAMILY

ACREAGE WITH HOUSE

SINGLE FAMILY (WATERFRONT)

CONDOMINIUM (APT)
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Number of Bedrooms 
 

Number of Bedrooms Frequency Percent 
3 54 38% 
2 53 37% 
1 25 18% 
4 3 2% 
0 3 2% 
6 2 1% 
5 2 1% 

Total number of responses= 142  
 

 
 
 
Number of Bathrooms 
 

Number of Bathrooms Frequency Percent
1 71 50% 
2 44 31% 
3 23 16% 
0 2 1% 
5 1 1% 
4 1 1% 

Total number of responses= 142  
 

 
 

  

38%

37%

18%

2%

2%

1%

1%

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

3

2

1

4

0

6

5

50%

31%

16%

1%

1%

1%

0% 10% 20% 30% 40% 50% 60%

1

2

3

0

5

4

The TOP THREE 
frequencies for number of 
bedrooms was 3 (38%), 2 
(37%), and 1 (18%). 
 

The most common 
number of 
bathrooms was 1 
(50%), followed by 2 
(31%), and 3 (16%). 
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Exterior 
 
The TOP THREE house exterior types were WOOD (76%), VINYL (8%), and STUCCO and 
OTHER (both at 6%). 
 
 

Exterior Frequency Percent 
WOOD 110 76% 
VINYL 11 8% 
STUCCO 8 6% 
OTHER 8 6% 
ALUMINUM 3 2% 
STUCCO & SIDING 2 1% 
HARDIPLANK 2 1% 

Total number of responses= 144  
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The TOP THREE 
parking features were 
GARAGE-SINGLE 
(29%), CARPORT-
SINGLE (22%), and 
OTHER (20%). 

Parking 
 

 

 
 
 
Site Characteristics 
The TOP THREE site characteristics were WATERFRONT - OCEAN (47%), VIEW - OCEAN 
(43%), and VIEW - MOUNTAIN (7%). 
 

Site Characteristics Frequency Percent 
WATERFRONT - OCEAN 28 47% 
VIEW - OCEAN 26 43% 
VIEW - MOUNTAIN 4 7% 
WATERFRONT - RIVER/CREEK 1 2% 
WATERFRONT - LAKE 1 2% 

Total number of responses= 60  
 

 
 

29%

22%

20%

18%

8%

2%

0% 5% 10% 15% 20% 25% 30%

GARAGE-SINGLE

CARPORT-SINGLE

OTHER

GARAGE-DOUBLE

CARPORT-MULTIPLE

GARAGE-3 OR MORE

47%

43%

7%

2%

2%

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

WATERFRONT - OCEAN

VIEW - OCEAN

VIEW - MOUNTAIN

WATERFRONT - RIVER/CREEK

WATERFRONT - LAKE

Parking Frequency Percent
GARAGE-SINGLE 14 29% 
CARPORT-SINGLE 11 22% 
OTHER 10 20% 
GARAGE-DOUBLE 9 18% 
CARPORT-MULTIPLE 4 8% 
GARAGE-3 OR MORE 1 2% 

Total number of responses= 49  
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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 2009. 
 

 
 

Information Category from Questionnaire Survey Highest Frequency %
Buyer Origin Within same area 28%
Major Reason For Purchase Principal Residence 80%
Time Resident in Community Prior to Purchase < 1 68%
First Time Purchase of Principal Residence (Yes or No) No 84%
Used RRSP for downpayment (Yes or No) No 92%
Purchased as Retirement Home (Yes or No) Yes 57%
How Buyers First Became Aware of Property Introduced by a REALTOR® 32%
How Buyers First Chose a REALTOR® Recommended by family or friend 38%
Form of Agency Provided by REALTOR® Dual Agency - representing both buyer and seller 74%

Home Characteristics from corresponding MLS® data base Highest Frequency %
Selling Price Range $250,001-$300,000 23%
HomeType SINGLE FAMILY 53%
Number of Bedrooms 3 38%
Number of Bathrooms 1 50%
Exterior WOOD 76%
Parking GARAGE-SINGLE 29%
Site Characteristics WATERFRONT - OCEAN 47%



 
 
 
 
 
 
 
 
 
 
 
 
 

2007-2009 
 

Data Comparisons 
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SURVEY DATA COMPARISONS FROM 2007 TO 2009 
Survey Data 2007 – 2009 
Questionnaire Survey Data analyzed in the past 3 Buyer profiles are summarized of the following table  
 

 2007 2008 2009 
Questionnaire Mail Outs 9202* 6818 6619 

Completed/Returned Questionnaires 2083 1642 1685 
Total Responses (%) 22.6* 24.1 25.5 

* These numbers were adjusted from the 2007 Buyer Profile; NOTE there are no significant changes (i.e. less than 
0.1% change) in the trends resulting from these slight differences. 
 
Overall, the total questionnaire responses for the entire Board Area are very similar for the past 3 years, 
ranging from 22.6% to 25.5%.  When comparing among the various areas we see variations from year to 
year (see figure below), which is to be expected since the data records are much smaller in number for 
each area compared to the entire Board Area.   
 
For all 3 years there are a few consistent patterns, namely: 
• The Parksville/Qualicum area had the highest survey response (i.e. 3-year average = 26.7%) 
• The Campbell River, Comox Valley, Cowichan Valley and Nanaimo areas were all similar with       

3-year average responses of 25.1, 25.3, 23.4, and 24.8%, respectively. 
• The Port Alberni/West Coast and Islands areas had noticeably lower 3-year average responses of 19.2 

and 13.9%, respectively. 
• The North Island area had the lowest 3-year average response of 2.0% and therefore survey results 

were not analyzed in detail for any year. 
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Buyer Origin 2007 – 2009 
The Buyer Origin trends (i.e. top 3 frequencies for each of the past 3 years) are shown in the table below.  
A few obvious trends are: 
 
• For the entire Board Area, the 3 top categories remained the same (i.e. Within same area, Elsewhere 

on Vancouver Island and Alberta, respectively). 
 

• The most common category, Within same area, remained the same (i.e. ranging from 30% to 48%) 
for all 3 years for 5 areas (i.e. Campbell River, Comox Valley, Cowichan Valley, Nanaimo, and Port 
Alberni/West Coast). 

 
• The most variation over the 3 years occurred in the Islands Area, due to the small data set. 
 
 

 
2007 2008 2009 

Buyer Origin 

Board Area 
 

Within same area 32% Within same area 34% Within same area 39% 
Elsewhere on 
Vancouver Island 16% Elsewhere on 

Vancouver Island 17% Elsewhere on 
Vancouver Island 15% 

Alberta 14% Alberta 13% Alberta 11% 

Campbell River 
 

Within same area 33% Within same area 33% Within same area 40% 

Other BC 17% Other BC 20% Elsewhere on 
Vancouver Island 15% 

Elsewhere on 
Vancouver Island 16% Elsewhere on 

Vancouver Island 14% Other BC 11% 

Comox Valley 
 

Within same area 32% Within same area 33% Within same area 36% 
Alberta 16% Alberta 13% Alberta 16% 
Elsewhere on 
Vancouver Island 13% Elsewhere on 

Vancouver Island 13% Elsewhere on 
Vancouver Island 12% 

Cowichan Valley 
 

Within same area 31% Within same area 32% Within same area 39% 
Elsewhere on 
Vancouver Island 19% Elsewhere on 

Vancouver Island 25% Elsewhere on 
Vancouver Island 18% 

Alberta 10% Alberta 11% Victoria 13% 

Nanaimo 
 

Within same area 38% Within same area 43% Within same area 48% 
Elsewhere on 
Vancouver Island 14% Elsewhere on 

Vancouver Island 15% Elsewhere on 
Vancouver Island 13% 

Alberta 13% Alberta 13% Other BC 9% 

Parksville / 
Qualicum 

 

Alberta 23% Within same area 26% Within same area 28% 
Within same area 21% Alberta 17% Alberta 18% 
Elsewhere on 
Vancouver Island 15% Elsewhere on 

Vancouver Island 15% Elsewhere on 
Vancouver Island 15% 

Port Alberni / 
West Coast 

 

Within same area 46% Within same area 30% Within same area 34% 
Elsewhere on 
Vancouver Island 23% Elsewhere on 

Vancouver Island 21% Elsewhere on 
Vancouver Island 22% 

Victoria 6% Other BC 16% Other BC 9% 

North Island N/A 

 
Islands 

Elsewhere on 
Vancouver Island 20% Ontario 22% Within same area 28% 

Within same area 15% Elsewhere on 
Vancouver Island 22% Vancouver 24% 

Vancouver 15% Within same area 11% Victoria 16% 
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Major Reason for Purchase 2007 – 2009 
The Major Reason for Purchase trends (i.e. top 3 frequencies for each of the past 3 years) are shown in 
the table below.   A few obvious trends are: 
 
• The most common category (i.e. Board Area frequency 95% to 96%) for all 3 years and in all areas 

was “Principal Residence”. 
 
• The second most common category (2.1-3%) for all 3 years was Investment/Rental for the Board 

Area. 
 
• The third most common category (2.0% and 1.4%) for 2007 and 2009 was Recreation/Vacation for 

the Board Area. 
 

 

 
2007 2008 2009 

Major Reason for Purchase 

Board Area 
Principal Residence 95% Principal Residence 96% Principal Residence 95% 
Investment/Rental 2.1% Investment/Rental 2.5% Investment/Rental 3% 

Recreation/Vacation 2.0% Other 0.9% Recreation/Vacation 1.4% 

Campbell River 
Principal Residence 96% Principal Residence 96% Principal Residence 97% 

Recreation/Vacation 2.3% Investment/Rental 2.4% Investment/Rental 2% 

Investment/Rental 0.9% Other 1.2% Other 1% 

Comox Valley 
Principal Residence 94% Principal Residence 95% Principal Residence 96% 
Investment/Rental 4.2% Investment/Rental 2.4% Investment/Rental 2% 

Recreation/Vacation 2.3% Other 1.2% Other 0.9% 

Cowichan 
Valley 

Principal Residence 97% Principal Residence 96% Principal Residence 96% 

Recreation/Vacation 2.0% Investment/Rental 2.4% Investment/Rental 2% 

Investment/Rental 1.2% Recreation/Vacation 0.7% Other 0.9% 

Nanaimo 

Principal Residence 97% Principal Residence 96% Principal Residence 95% 
Investment/Rental 1.5% Investment/Rental 2.8% Investment/Rental 3% 

Other 0.7% Other 0.6% Recreation/Vacation 
& Other 0.6% 

Parksville /  
Qualicum 

Principal Residence 93% Principal Residence 96% Principal Residence 93% 
Recreation/Vacation 3.6% Recreation/Vacation 2.1% Recreation/Vacation 5% 

Investment/Rental 1.6% Investment/Rental 1.7% Investment/Rental 1.4% 

Port Alberni / 
West Coast 

Principal Residence 92% Principal Residence 93% Principal Residence 91% 

Investment/Rental 5.0% Other 3.4% Investment/Rental 8.0% 

Other 2.0% Investment/Rental 3.4% Other 1.3% 

North Island N/A 

Islands 
Principal Residence 85% Principal Residence 89% Principal Residence 80% 
Recreation/Vacation 15.0% Recreation/Vacation 5.6% Recreation/Vacation 12% 

  Investment/Rental 5.6% Investment/Rental 8% 
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Time Resident in Community Prior to Purchase 2007 – 2009 
The Time Resident in Community Prior to Purchase trends (i.e. top 3 frequencies for each of the past 3 
years) are shown in the table below.  A few obvious trends in the Board Area are: 
 
• The most common category (i.e. 48-55% in Board Area) for all 3 years and in all areas was “Less 

than 1 year”. 
 
• The 2nd most common category (13-16%) was “20+ years”. 
 
• The 3rd most common category was “2 to 5 years” for 2007 and 2009 (i.e. both 11%), and “5 to 10 

years” in 2008 (i.e. 9%). 
 

 
 
  

Number of years 
resident prior to 

purchase 

2007 2008 2009 

Time Resident in Community Prior to Purchase 

Board Area 

< 1 55% < 1 52% < 1 48% 

20+ 13% 20+ 15% 20+ 16% 

2 to 5 11% 5 to 10 9% 2 to 5 11% 

Campbell River 

< 1 48% < 1 53% < 1 43% 

20+ 22% 20+ 13% 20+ 32% 

2 to 5 12% 2 to 5 11% 2 to 5 9% 

Comox Valley 

< 1 52% < 1 53% < 1 52% 

2 to 5 12% 20+ 13% 2 to 5 11.1% 

20+ 11% 5 to 10 10% 20+ 10.8% 

Cowichan Valley 

< 1 62% < 1 55% < 1 49% 

20+ 12% 20+ 14% 20+ 18% 

2 to 5 8% 2 to 5 10% 2 to 5 11% 

Nanaimo 

< 1 51% < 1 45% < 1 37% 

20+ 14% 20+ 17% 20+ 18% 

2 to 5 11% 5 to 10 12% 2 to 5 13% 

Parksville / 
Qualicum 

< 1 65% < 1 60% < 1 63% 

2 to 5 12% 2 to 5 11% 2 to 5 10% 

20+ 7% 20+ 9% 5 to 10 9% 

Port Alberni / 
West Coast 

< 1 41% < 1 45% 20+ 40% 

20+ 28% 20+ 29% < 1 34% 

2 to 5 15% 5 to 10 7% 2 to 5 11% 

North Island N/A 

Islands 

< 1 78% < 1 69% < 1 68% 

5 to 10 11% 20+ 13% 5 to 10 18% 

2 to 5 6% 5 to 10 6% 2 to 5 5% 
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First Time Purchase of Principal Residence 2007 – 2009 
The First Time Purchase of Principal Residence trends (i.e. Yes or No frequencies for each of the past 3 
years) are shown in the table below.  A few obvious trends are: 
 
• The most common category (frequencies from 64% to 100%) for all 3 years and in all areas was 

“No”. 
 
• These trends were relatively unchanged for all areas over the past 3 years; with minimal variation, 

except for the Islands area ranging from 84% to 100%. 
 
• The Parksville/Qualicum and Islands areas had the highest 3-year average ‘No’ frequency (i.e. 92% 

and 93%, respectively). 
 
• The Port Alberni/West Coast area had the highest 3-year average ‘Yes’ frequency (i.e. 32%.) 
 
 

 
2007 2008 2009 3 year 

Average 

First Time Home Buyer 

Board Area 
No 84% No 83% No 81% 83% 

Yes 16% Yes 17% Yes 19% 17% 

Campbell River 
No 83% No 82% No 77% 81% 

Yes 17% Yes 18% Yes 23% 19% 

Comox Valley 
No 85% No 84% No 87% 85% 

Yes 15% Yes 16% Yes 13% 15% 

Cowichan Valley 
No 85% No 81% No 80% 82% 

Yes 15% Yes 19% Yes 20% 18% 

Nanaimo 
No 81% No 82% No 76% 80% 

Yes 19% Yes 18% Yes 24% 20% 

Parksville / 
Qualicum 

No 94% No 91% No 90% 92% 

Yes 6% Yes 9% Yes 10% 8% 

Port Alberni / 
West Coast 

No 74% No 67% No 64% 68% 

Yes 26% Yes 33% Yes 36% 32% 

North Island N/A 

Islands 
No 100% No 94% No 84% 93% 

Yes 0% Yes 6% Yes 16% 7% 
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Used RRSP for Down payment 2007 – 2009 
The Used RRSP for Down payment trends (i.e. Yes or No frequencies for each of the past 3 years) are 
shown in the table below.  A few obvious trends are: 
 
• The most common category (3-year average frequencies from 86 to 92 %) for all 3 years and in all 

areas was “No”. 
 

• These trends were relatively unchanged over the past 3 years; with minimal variation, except for the 
Islands area, ranging from 80% to 100%. 

 
• The Parksville/Qualicum area had the highest average 3-year ‘No’ frequency (i.e. 92%), while the 

Port Alberni/West Coast area had the highest average 3-year ‘Yes” frequency (i.e. 18%). 
 
 

 
2007 2008 2009 3 year 

Average 

Used RRSP for down payment 

Board Area 
No 88% No 91% No 85% 88% 

Yes 12% Yes 9% Yes 15% 12% 

Campbell River 
No 91% No 91% No 80% 88% 

Yes 9% Yes 9% Yes 20% 12% 

Comox Valley 
No 89% No 92% No 90% 91% 

Yes 11% Yes 8% Yes 10% 9% 

Cowichan Valley 
No 87% No 89% No 87% 87% 

Yes 13% Yes 11% Yes 13% 13% 

Nanaimo 
No 87% No 91% No 81% 86% 

Yes 13% Yes 9% Yes 19% 14% 

Parksville / Qualicum 
No 90% No 95% No 91% 92% 

Yes 10% Yes 5% Yes 9% 8% 

Port Alberni / West Coast 
No 88% No 83% No 75% 82% 

Yes 12% Yes 17% Yes 25% 18% 

North Island N/A 

Islands 
No 80% No 100% No 92% 91% 

Yes 20% Yes 0% Yes 8% 9% 
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Purchased as Retirement Home 2007 – 2009 
The Purchased as Retirement Home trends (i.e. Yes or No frequencies for each of the past 3 years) are 
shown in the table below.  A few obvious trends are: 
 
• The most common category, ‘No’, for the Board Area was relatively unchanged from 2007 to 2009 

(i.e. ranging from 60% to 65%). 
 
• In contrast to all other areas, the Parksville/Qualicum and Islands areas both had more homes 

purchased for Retirement, with a 3-year average of 55% “Yes” frequency from 2007 to 2009. 
 
 
 

 
2007 2008 2009 3 year   

Average 

Purchased as Retirement Home 

Board Area 
No 65% No 64% No 60% No 63% 

Yes 35% Yes 36% Yes 40% Yes 37% 

Campbell River 
No 79% No 73% No 61% No 71% 

Yes 21% Yes 27% Yes 39% Yes 29% 

Comox Valley 
No 64% No 63% No 62% No 63% 

Yes 36% Yes 37% Yes 38% Yes 37% 

Cowichan Valley 
No 65% No 57% No 62% No 61% 

Yes 35% Yes 43% Yes 38% Yes 39% 

Nanaimo 
No 70% No 71% No 68% No 70% 

Yes 30% Yes 29% Yes 32% Yes 30% 

Parksville / Qualicum 
Yes 54% Yes 53% Yes 59% Yes 55% 

No 46% No 47% No 41% No 45% 

Port Alberni / West Coast 
No 72% No 72% No 62% No 69% 

Yes 28% Yes 28% Yes 38% Yes 31% 

North Island N/A 

Islands 
Yes 59% Yes 50% Yes 57% Yes 55% 

No 41% No 50% No 43% No 45% 
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How Buyers First Became Aware of Property 2007 – 2009 
The How Buyers First Became Aware of Property trends for the past 3 years are shown in the table below.  
A few obvious trends are: 
 
• The most common category (Introduced by a REALTOR®) for the entire Board Area ranged from 

35% to 39% between 2007 and 2009. 
 
• The 2nd most common category (Internet- REALTOR.ca site) for the entire Board Area decreased 

from 29% to 23% from 2008 to 2009. (NOTE: See special 10-year comparison over) 
 
• The 3rd most common category (For Sale Sign) for the entire Board Area remained fairly constant 

from 2007 to 2009, ranging from 12% to 13%. 
 

 

Introduced by a REALTOR® 39% Introduced by a REALTOR® 35% Introduced by a REALTOR® 36%

Internet- REALTOR.ca site 27% Internet- REALTOR.ca site 29% Internet- REALTOR.ca site 23%

For Sale Sign 12% For Sale Sign 13% For Sale Sign 12%

Introduced by a REALTOR® 41% Introduced by a REALTOR® 36% Introduced by a REALTOR® 34%

Internet- REALTOR.ca site 23% Internet- REALTOR.ca site 27% Internet- REALTOR.ca site 26%

For Sale Sign 11% For Sale Sign 12% For Sale Sign 15%

Introduced by a REALTOR® 38% Introduced by a REALTOR® 35% Introduced by a REALTOR® 40%

Internet- REALTOR.ca site 27% Internet- REALTOR.ca site 26% Internet- REALTOR.ca site 23%

For Sale Sign 12% For Sale Sign 12% For Sale Sign 10%

Introduced by a REALTOR® 32% Introduced by a REALTOR® 31% Introduced by a REALTOR® 30%

Internet- REALTOR.ca site 29% Internet- REALTOR.ca site 31% Internet- REALTOR.ca site 21%

For Sale Sign 14% For Sale Sign 16% MLS® Catalogue 13%

Introduced by a REALTOR® 41% Introduced by a REALTOR® 38% Introduced by a REALTOR® 37%

Internet- REALTOR.ca site 28% Internet- REALTOR.ca site 28% Internet- REALTOR.ca site 24%

For Sale Sign 12% For Sale Sign 12% For Sale Sign 13%

Introduced by a REALTOR® 42% Introduced by a REALTOR® 37% Introduced by a REALTOR® 41%

Internet- REALTOR.ca site 26% Internet- REALTOR.ca site 30% Internet- REALTOR.ca site 22%

For Sale Sign 13% For Sale Sign 14% For Sale Sign 10%

Introduced by a REALTOR® 44% Internet- REALTOR.ca site 34% Introduced by a REALTOR® 29%

Internet- REALTOR.ca site 28% Introduced by a REALTOR® 28% Internet- REALTOR.ca site 27%

For Sale Sign 12% For Sale Sign 11% MLS® Catalogue 12%

North Island

Introduced by a REALTOR® 35% Introduced by a REALTOR® 40% Introduced by a REALTOR® 32%

Internet- REALTOR.ca site 31%
Internet- other than 
REALTOR.ca site 25%

Internet- other than 
REALTOR.ca site 24%

"Relative or Friend" & "Internet- 
other than REALTOR.ca site" 12% Internet- REALTOR.ca site 25% Internet- REALTOR.ca site 24%

2007 2008 2009

How Buyers First Became Aware of Property

Port Alberni / 
West Coast

N/A

Islands

Board Area

Campbell River

Comox Valley

Cowichan Valley

Parksville / 
Qualicum

Nanaimo
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Ten-Year Comparison of How Buyers First Became Aware of Property 
(1999-2009) 
Questionnaire response data were compared for eight Buyer Profiles from 1999 to 2009 for trends in how Buyers 
first became aware of the property for the VIREB Board Area.  One general category, the Internet (i.e. both 
REALTOR.ca and other than REALTOR.ca sites), showed a steady increase in frequency of Buyer usage up to 
2008, with a noticeable decrease from 2008 to 2009 in the % frequency in use of the REALTOR.ca site (i.e. 22.8% 
in 2009 compared to 28.5%  in 2008). Yet, when combined, all Internet usage frequency was still the second most 
common method for Buyers to become aware of properties (i.e. “Any Internet sites combined” was 28% in 2009). 
 
The overall number of Buyers’ choices for the 10-year period is shown in the 2 figures below (Fig. 1 and 2). 
 

 
Figure 1.  The frequency (number of Buyers) for how Buyers first became aware of the property for the VIREB 
Board Area from 1999 to 2009. 
 

 
Figure 2.  The frequency (%) for how Buyers first became aware of the property for the VIREB Board Area from 
1999 to 2009. 
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From these figures it is again apparent, even with decrease in usage of the REALTOR.ca site, that combined internet 
site usage showed a 10-year increase in both number and percentage (i.e. increasing by 21.4% from 1999 to 2009).  
Buyers have generally used the internet more each year, with the exception of 2009 where a decrease in internet 
usage was observed, to find a Real Estate Property (i.e. increased by about 2.6% per year for all internet sites.  See 
Figure 3 following the table below showing this modelled linear increase).  It is possible that the decrease in internet 
usage may indicate a levelling out and it may stabilize near 25 to 30%. 
 
With the slight decrease in internet usage from 2008 to 2009 noted above, two other methods for finding Property 
showed an increase in frequency of use, namely “MLS® Catalogue” (i.e. 9.52% in 2009) and  “Open House” (i.e. 
3.15% in 2009). The following table shows actual percentage frequencies from 1999 to 2009. 
 NOTE:  No data analyses were conducted for 2000, 2001, and 2003. 
 

 
 
 

 
Figure 3.  Frequency (%) of combined internet use for “How Buyers First Became Aware of Property” for the 
Board Area from 1999 to 2009.  The linear regression trend line y = 0.0256x-51.066 was highly significant,   
with R2 = 0.9241. 
  

How Buyers First Became Aware of Property 1999 2002 2004 2005 2006 2007 2008 2009

Difference 
from 1999-

2009 (%)

Introduced by a REALTOR® 45.56% 43.85% 46.09% 40.36% 37.98% 39.03% 35.24% 36.11% -9.5%
Internet- REALTOR.ca site 6.18% 13.26% 16.83% 20.20% 23.80% 27.14% 28.54% 22.84% 16.7%
For Sale Sign 17.76% 17.29% 14.68% 15.02% 14.32% 12.42% 13.05% 11.78% -6.0%
Relative or Friend 6.80% 6.68% 6.21% 7.44% 5.97% 5.58% 5.12% 4.52% -2.3%
Newspaper advertisement: Real Estate Tabloid 7.34% 8.01% 5.53% 5.18% 5.03% 4.19% 4.09% 3.81% -3.5%
Internet- other than REALTOR.ca site 0.46% 1.54% 2.50% 2.93% 3.32% 3.22% 4.15% 5.18% 4.7%
MLS® Catalogue 8.11% 3.71% 3.13% 2.54% 3.08% 2.79% 4.02% 9.52% 1.4%
Open House 3.09% 1.59% 1.42% 1.39% 2.56% 2.45% 2.13% 3.15% 0.1%
Other 3.24% 2.44% 2.64% 3.21% 2.13% 2.31% 3.17% 2.02% -1.2%
Newspaper advertisement: Classified Ad 1.00% 1.48% 0.93% 1.58% 1.66% 0.72% 0.49% 0.89% -0.1%
T.V. Channel 0.46% 0.16% 0.05% 0.14% 0.14% 0.14% 0.00% 0.18% -0.3%
Any Internet sites (combined) 6.64% 14.79% 19.32% 23.13% 27.12% 30.37% 32.68% 28.02% 21.4%

y = 0.0256x - 51.066
R² = 0.9241
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How Buyers First Chose a REALTOR® 2007 – 2009 
 
The How Buyers First Chose a REALTOR® trends for the past 3 years are shown in the table below.  A 
few obvious trends are: 
 
• The most common category (Recommended by family or friend) for the entire Board Area remained 

constant (i.e. 23-24%) from 2007 to 2009. 
 
• The 2nd most common category (Previously purchased/sold property through this REALTOR®) for 

the entire Board Area remained fairly constant (i.e. 13-16%), decreasing 2% per year from 2007 to 
2009. 

 
• The 3rd most common category (Friend or Relative of the REALTOR®) for the entire Board Area 

also remained fairly constant (i.e. 9-13%), increasing 4% between 2007 and 2009. 
 

  2007 2008 2009 
How Buyers First Chose a REALTOR®  

Board Area 

Recommended by 
family or friend 23% Recommended by 

family or friend 23% Recommended by 
family or friend 24% 

Previously 
purchased/sold 

property through this 
REALTOR® 

15% 

Previously 
purchased/sold 

property through this 
REALTOR® 

16% 

Previously 
purchased/sold 

property through this 
REALTOR® 

13% 

Friend or Relative of 
the REALTOR® 9% Friend or Relative of 

the REALTOR® 11% Friend or Relative of 
the REALTOR® 13% 

Campbell River 

Recommended by 
family or friend 19% Recommended by 

family or friend 24% Recommended by 
family or friend 22% 

Friend or Relative of 
the REALTOR® 12% Friend or Relative of 

the REALTOR® 12% Friend or Relative of 
the REALTOR® 15% 

Previously 
purchased/sold 

property through this 
REALTOR® 

11% 
Recommended/referred 

by another 
REALTOR® 

11% 

Previously 
purchased/sold 

property through this 
REALTOR® 

12% 

Comox Valley 

Recommended by 
family or friend 25% Recommended by 

family or friend 30% Recommended by 
family or friend 27% 

Previously 
purchased/sold 

property through this 
REALTOR® 

16% Friend or Relative of 
the REALTOR® 12% 

Previously 
purchased/sold 

property through this 
REALTOR® 

13% 

Recommended/referred 
by another 

REALTOR® 
9% 

Previously 
purchased/sold 

property through this 
REALTOR® 

11% 
Recommended/referred 

by another 
REALTOR® 

11% 

Cowichan 
Valley 

Recommended by 
family or friend 23% Recommended by 

family or friend 26% Recommended by 
family or friend 25% 

Previously 
purchased/sold 

property through this 
REALTOR® 

16% 

Previously 
purchased/sold 

property through this 
REALTOR® 

16% Friend or Relative of 
the REALTOR® 16% 

Called on a sign 10% Friend or Relative of 
the REALTOR® 13% 

Previously 
purchased/sold 

property through this 
REALTOR® 

12% 
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  2007 2008 2009 

How Buyers First Chose a REALTOR®  

Nanaimo 

Recommended by 
family or friend 23% Recommended by 

family or friend 19% Recommended by 
family or friend 23% 

Previously 
purchased/sold property 

through this 
REALTOR® 

16% 

Previously 
purchased/sold property 

through this 
REALTOR® 

19% Friend or Relative of 
the REALTOR® 14% 

Recommended/referred 
by another 

REALTOR® 
10% Friend or Relative of 

the REALTOR® 12% 

Previously 
purchased/sold 

property through this 
REALTOR® 

12% 

Parksville / 
Qualicum 

Recommended by 
family or friend 23% 

Previously 
purchased/sold property 

through this 
REALTOR® 

21% Recommended by 
family or friend 19% 

Previously 
purchased/sold property 

through this 
REALTOR® 

13% Made an inquiry at a 
real estate office 17% 

Previously 
purchased/sold 

property through this 
REALTOR® 

15% 

Made an inquiry at a 
real estate office 12% Recommended by 

family or friend 15% Made an inquiry at a 
real estate office 11% 

Port Alberni / 
West Coast 

Recommended by 
family or friend 22% Recommended by 

family or friend 26% Recommended by 
family or friend 20% 

Previously 
purchased/sold property 

through this 
REALTOR® 

19% 

Previously 
purchased/sold property 

through this 
REALTOR® 

17% Found REALTOR® 
on the Internet 15% 

Made an inquiry at a 
real estate office 14% 

Recommended/referred 
by another 

REALTOR® 
9% 

Previously 
purchased/sold 

property through this 
REALTOR® and 

Friend or Relative of 
the REALTOR® 

13% 

North Island N/A 

Islands 

Found REALTOR® on 
the Internet 20% Recommended by 

family or friend 22% Recommended by 
family or friend 38% 

Made an inquiry at a 
real estate office 15% Friend or Relative of 

the REALTOR® 22% Made an inquiry at a 
real estate office 13% 

Called on an 
advertisement 15% 

Previously 
purchased/sold property 

through this 
REALTOR® 

17% Found REALTOR® 
on the Internet 13% 
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Form of Agency Provided by REALTOR® 2007 – 2009 
The Form of Agency Provided by REALTOR® trends for the past 3 years are shown in the table below.  A 
few obvious trends are: 
 
• The most common category (i.e. Single Agency - representing only buyer) for the entire Board Area 

remained fairly constant (i.e. 62%-64%), rising slightly by 2% from 2007 to 2009. 
 
• The 2nd most common category (Dual Agency - representing both buyer and seller) for the entire 

Board Area remained fairly constant (i.e. 32%-30%) from 2007 to 2009. 
 
• There was one area (i.e. Islands) that, for 2007 to 2009, utilized “Dual Agency” more often (i.e. 63%– 

74%). 
 

  2007 2008 2009 
  Form of Agency Provided by REALTOR®  

Board Area 

Single Agency - 
representing only 

buyer 
62% 

Single Agency - 
representing only 

buyer 
63% 

Single Agency - 
representing only 

buyer 
64% 

Dual Agency - 
representing both 
buyer and seller 

32% 
Dual Agency - 

representing both 
buyer and seller 

30% 
Dual Agency - 

representing both 
buyer and seller 

30% 

Don’t Know 6% Don’t Know 7% Don’t Know 6% 

Campbell River 

Single Agency - 
representing only 

buyer 
57% 

Single Agency - 
representing only 

buyer 
65% 

Single Agency - 
representing only 

buyer 
58% 

Dual Agency - 
representing both 
buyer and seller 

39% 
Dual Agency - 

representing both 
buyer and seller 

31% 
Dual Agency - 

representing both 
buyer and seller 

36% 

Don’t Know 4% Don’t Know 4% Don’t Know 6% 

Comox Valley 

Single Agency - 
representing only 

buyer 
62% 

Single Agency - 
representing only 

buyer 
59% 

Single Agency - 
representing only 

buyer 
67% 

Dual Agency - 
representing both 
buyer and seller 

33% 
Dual Agency - 

representing both 
buyer and seller 

31% 
Dual Agency - 

representing both 
buyer and seller 

26% 

Don’t Know 5% Don’t Know 9% Don’t Know 7% 

Cowichan Valley 

Single Agency - 
representing only 

buyer 
63% 

Single Agency - 
representing only 

buyer 
67% 

Single Agency - 
representing only 

buyer 
67% 

Dual Agency - 
representing both 
buyer and seller 

31% 
Dual Agency - 

representing both 
buyer and seller 

28% 
Dual Agency - 

representing both 
buyer and seller 

27% 

Don’t Know 7% Don’t Know 5% Don’t Know 6% 

Nanaimo 

Single Agency - 
representing only 

buyer 
69% 

Single Agency - 
representing only 

buyer 
65% 

Single Agency - 
representing only 

buyer 
66% 

Dual Agency - 
representing both 
buyer and seller 

25% 
Dual Agency - 

representing both 
buyer and seller 

28% 
Dual Agency - 

representing both 
buyer and seller 

28% 

Don’t Know 6% Don’t Know 7% Don’t Know 6% 
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  2007 2008 2009 
  Form of Agency Provided by REALTOR®  

Parksville / 
Qualicum  

Single Agency - 
representing only 

buyer 
65% 

Single Agency - 
representing only 

buyer 
64% 

Single Agency - 
representing only 

buyer 
64% 

Dual Agency - 
representing both 
buyer and seller 

29% 
Dual Agency - 

representing both 
buyer and seller 

31% 
Dual Agency - 

representing both 
buyer and seller 

32% 

Don’t Know 6% Don’t Know 5% Don’t Know 4% 

Port Alberni / 
West Coast 

Dual Agency - 
representing both 
buyer and seller 

56% 
Single Agency - 
representing only 

buyer 
54% 

Single Agency - 
representing only 

buyer 
51% 

Single Agency - 
representing only 

buyer 
37% 

Dual Agency - 
representing both 
buyer and seller 

39% 
Dual Agency - 

representing both 
buyer and seller 

41% 

Don’t Know 7% Don’t Know 7% Don’t Know 8% 

North Island N/A 

Islands 

Dual Agency - 
representing both 
buyer and seller 

63% 
Dual Agency - 

representing both 
buyer and seller 

56% 
Dual Agency - 

representing both 
buyer and seller 

74% 

Single Agency - 
representing only 

buyer 
26% 

Single Agency - 
representing only 

buyer 
39% 

Single Agency - 
representing only 

buyer 
26% 

Don’t Know 11% Don’t Know 6%    
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MLS® DATA COMPARISONS FROM 2007 TO 2009 
MLS® Data 2007 – 2009 
The 3-year comparisons that follow are based on individual area MLS® data yearly totals and 3-year 
averages from each area are listed in the table and figure below.  From 2007 to 2009, there was still a 
dramatic decrease (i.e. 3-year averages decreased 28% for the data totals, ranging from 15% to 37% 
among the 8 areas) in all areas. From 2008 to 2009, MLS® data totals decreased from 6805 to 6619; 
indicative of an overall decrease of 3% for data totals, with some areas showing increased percentages 
(i.e. 5% to 7%), while other areas decreased in percentages (i.e. 9% to 28%). 
  

MLS® Data 2007 – 2009  

Board Areas 2007 2008 2009 3-year 
Average 

Decrease 
(%) from 
2007 to 

2009 

Change 
(%) from 
2008 to 

2009 

Campbell River 950 657 600 736 37% -9% 

Comox Valley 1884 1321 1178 1461 37% -11% 

Cowichan Valley 1764 1229 1320 1438 25% 7% 

Nanaimo 2450 1948 1915 2104 22% -2% 

Parksville/Qualicum 1200 913 959 1024 20% 5% 

Port Alberni/West Coast 562 438 385 462 31% -12% 

North Island 188 163 118 156 37% -28% 

 Islands 170 136 144 150 15% 6% 

Data Totals 9168 6805 6619 7531 28% -3% 
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Board Area Selling Price Range 2007 – 2009 
 
For the 3-year period, house prices consistently increased.  To best illustrate these trends, two frequency 
figures of total numbers of houses sold and percent of houses sold versus price categories (in $50,000 
increments) from $50,000 up to $1,000,000, and greater than $1,000,000 are presented on the next 2 
pages for the Board Area. 
 
 
The trends from these comparative figures for the Board Area are as follows: 
 
• The Frequency (Number of Sales) of homes sold at prices ranging from $0 - $50,000 and $100,000 to 

$300,000 increased from 2008 to 2009; while homes sold at prices from $300,001 to $800,000, and 
greater than $1,000,000 decreased from 2008 to 2009. 
 
 

• In 2007 the selling price with the highest frequency (i.e. 1603 homes or 17.3%) was  
$250,001-$300,000. 

 
 
• In 2008 the selling price with the highest frequency (i.e. 1123 homes or 16.5%) was  

$300,001-$350,000. 
 
 
• In 2009 the selling price with the highest frequency (i.e. 1157 homes or 17.5%) was  

$250,001-$300,000. 
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Selling Price Range 2007 – 2009 
The trends within areas are shown in the table below with comparisons of the 3 highest selling price 
categories from 2007 to 2009. 
 
• The highest frequency of selling price categories decreased from $300,001-$350,000 in 2008 to 

$250,001-$300,000 in 2009 in the Board Area. 
 

• In 2009, the Parksville/Qualicum Area exhibited the highest price categories and frequencies. 
 
• In 2009, the North Island Area exhibited the lowest price categories and frequencies. 
 

  2007 2008 2009 
  Selling Price Range  

Board Area 
$250,001-$300,000 17.3% $300,001-$350,000 16.5% $250,001-$300,000 17.5% 

$200,001-$250,000 15.7% $250,001-$300,000 15.7% $300,001-$350,000 16.3% 

$300,001-$350,000 15.1% $350,001-$400,000 13.4% $200,001-$250,000 14.3% 

Campbell 
River 

$200,001-$250,000 24.2% $250,001-$300,000 23.7% $200,001-$250,000 27.7% 

$250,001-$300,000 22.0% $200,001-$250,000 18.8% $250,001-$300,000 21.3% 

$300,001-$350,000 13.5% $300,001-$350,000 17.6% $150,001-$200,000 13.8% 

Comox Valley 
$250,001-$300,000 21.2% $250,001-$300,000 19.7% $300,001-$350,000 19.9% 

$200,001-$250,000 19.0% $300,001-$350,000 18.5% $250,001-$300,000 18.8% 

$300,001-$350,000 15.4% $350,001-$400,000 14.5% $200,001-$250,000 17.1% 

Cowichan 
Valley 

$300,001-$350,000 15.9% $300,001-$350,000 15.9% $250,001-$300,000 15.4% 

$250,001-$300,000 14.0% $250,001-$300,000 14.7% $300,001-$350,000 15.2% 

$350,001-$400,000 13.9% $350,001-$400,000 13.7% $350,001-$400,000 14.4% 

Nanaimo 
$250,001-$300,000 19.0% $300,001-$350,000 17.8% $250,001-$300,000 18.6% 

$300,001-$350,000 15.6% $350,001-$400,000 15.7% $300,001-$350,000 17.8% 

$200,001-$250,000 14.8% $250,001-$300,000 14.7% $200,001-$250,000 13.2% 

Parksville / 
Qualicum  

$300,001-$350,000 20.2% $300,001-$350,000 17.5% $300,001-$350,000 18.6% 

$350,001-$400,000 14.2% $350,001-$400,000 15.1% $250,001-$300,000 17.1% 

$250,001-$300,000 13.5% $400,001-$450,000 11.2% $350,001-$400,000 14.3% 

Port Alberni / 
West Coast 

$150,001-$200,000 30.4% $150,001-$200,000 24.3% $150,001-$200,000 24.9% 

$200,001-$250,000 19.8% $200,001-$250,000 22.4% $200,001-$250,000 19.2% 

$100,001-$150,000 13.6% $250,001-$300,000 14.2% $100,001-$150,000 16.6% 

North Island 
$150,001-$200,000 25.8% $50,001-$100,000 23.6% $50,001-$100,000 21.2% 

$50,001-$100,000 24.7% $100,001-$150,000 18.0% $100,001-$150,000 20.3% 

$100,001-$150,000 17.4% $200,001-$250,000 15.5% $200,001-$250,000 16.1% 

Islands 
$250,001-$300,000 15.8% $350,001-$400,000 14.7% $250,001-$300,000 22.9% 

$200,001-$250,000 14.2% $300,001-$350,000 14.0% $200,001-$250,000 14.6% 

$300,001-$350,000 13.7% $250,001-$300,000 13.2% $350,001-$400,000 14.6% 
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Home Type 2007 – 2009 
The Home Type trends for the past 3 years are shown in the table below.  A few obvious trends are: 
 
• The most common category (i.e. SINGLE FAMILY) for the entire Board Area remained fairly 

constant (i.e. ranging from 59 to 62% for the Board Area and 51 to 75% among areas) from 2007 to 
2009. 
 

• The 2nd most common category was CONDOMINIUM (APT), with frequencies from 9 to 11% for 
the entire Board Area for 2007 to 2009. 

 
• The 3rd most common category was CONDOMINIUM (TWNHSE), with frequencies from 6 to 8% 

for the entire Board Area for 2007 to 2009. 
 
• Of interest also was “Home Type” for the Islands Area, for which the 2nd most common category for 

2007 to 2009 was ACREAGE WITH HOUSE (i.e. 26% to 33%) and the 3rd most common category 
was SINGLE FAMILY (WATERFRONT) (i.e. 12 to 13%). 

 

  
2007 2008 2009 

Home Type  

Board Area 
SINGLE FAMILY 59% SINGLE FAMILY 60% SINGLE FAMILY 62% 

CONDOMINIUM (APT) 11% CONDOMINIUM (APT) 10% CONDOMINIUM (APT) 9% 

CONDOMINIUM (TWNHSE) 8% CONDOMINIUM (TWNHSE) 7% CONDOMINIUM (TWNHSE) 6.0% 

Campbell River 
SINGLE FAMILY 67% SINGLE FAMILY 67% SINGLE FAMILY 74% 

CONDOMINIUM (APT) 14% CONDOMINIUM (APT) 11% CONDOMINIUM (APT) 9% 

CONDOMINIUM (TWNHSE) 6% DUPLEX (STRATA) 6% SINGLE FAMILY (STRATA) 4.5% 

Comox Valley 
SINGLE FAMILY 53% SINGLE FAMILY 60% SINGLE FAMILY 63% 

CONDOMINIUM (APT) 18% CONDOMINIUM (APT) 12% CONDOMINIUM (APT) 9% 

PATIO HOME 7% DUPLEX (STRATA) 7% PATIO HOME 8% 

Cowichan 
Valley 

SINGLE FAMILY 53% SINGLE FAMILY 55% SINGLE FAMILY 57% 

ACREAGE WITH HOUSE 9% ACREAGE WITH HOUSE 8% ACREAGE WITH HOUSE 10% 

CONDOMINIUM (TWNHSE) 9% CONDOMINIUM (TWNHSE) 7% CONDOMINIUM (APT) 7% 

Nanaimo 
SINGLE FAMILY 64% SINGLE FAMILY 60% SINGLE FAMILY 63% 

CONDOMINIUM (APT) 13% CONDOMINIUM (APT) 13% CONDOMINIUM (APT) 12% 

CONDOMINIUM (TWNHSE) 9% CONDOMINIUM (TWNHSE) 9% CONDOMINIUM (TWNHSE) 9% 

Parksville / 
Qualicum  

SINGLE FAMILY 57% SINGLE FAMILY 56% SINGLE FAMILY 59% 

CONDOMINIUM (TWNHSE) 10% CONDOMINIUM (APT) 8% PATIO HOME 11% 

PATIO HOME 8% PATIO HOME 8% CONDOMINIUM (TWNHSE) and 
ACREAGE WITH HOUSE 6% 

Port Alberni / 
West Coast 

SINGLE FAMILY 72% SINGLE FAMILY 75% SINGLE FAMILY 73% 

CONDOMINIUM (TWNHSE) 9% MANUFACTURED/MOBILE ON 
PAD 6% CONDOMINIUM (APT) 6% 

ACREAGE WITH HOUSE 5% ACREAGE WITH HOUSE 5% MANUFACTURED/MOBILE ON 
PAD 6.0% 

North Island 
SINGLE FAMILY 60% SINGLE FAMILY 53% SINGLE FAMILY 58% 

CONDOMINIUM (APT) 15% CONDOMINIUM (TWNHSE) 13% CONDOMINIUM (TWNHSE) 11% 

CONDOMINIUM (TWNHSE) 7% CONDOMINIUM (APT) 12% CONDOMINIUM (APT) 10% 

Islands 
SINGLE FAMILY 56% SINGLE FAMILY 51% SINGLE FAMILY 53% 

ACREAGE WITH HOUSE 26% ACREAGE WITH HOUSE 35% ACREAGE WITH HOUSE 33% 

SINGLE FAMILY (WATERFRONT) 12% SINGLE FAMILY (WATERFRONT) 12% SINGLE FAMILY (WATERFRONT) 13% 
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Number of Bedrooms 2007 – 2009 
The Number of Bedrooms trends for the past 3 years are shown in the table below.  A few obvious trends 
are: 
 
• The 3 most common categories (i.e. 3, 2, and 4 bedrooms, respectively) for the entire Board Area 

remained constant (i.e. ranging from 42 to 44%, 27 to 30%, and 17 to 18 %, respectively) from 2007 
to 2009. 
 

• The decreasing frequency order of 3, 2, and 4 bedrooms remained unchanged for the Comox Valley, 
Cowichan Valley, Nanaimo, Parksville/Qualicum, and Port Alberni/West Coast areas from 2007 to 
2009. 

 
• The North Island and Islands area frequencies varied more due to their smaller data sets.  

 

  2007 2008 2009 

  Number of Bedrooms  

Board Area 
3 42% 3 43% 3 44% 

2 30% 2 28% 2 27% 

4 17% 4 17% 4 18% 

Campbell 
River 

3 50% 3 52% 3 55% 

2 24% 2 24% 4 19% 

4 17% 4 14% 2 19% 

Comox Valley 
3 44% 3 47% 3 49% 

2 33% 2 28% 2 26% 

4 15% 4 17% 4 19% 

Cowichan 
Valley 

3 45% 3 45% 3 46% 

2 26% 2 26% 2 25% 

4 19% 4 18% 4 19% 

Nanaimo 
3 36% 3 36% 3 35% 

2 28% 2 28% 2 26% 

4 20% 4 20% 4 21% 

Parksville / 
Qualicum  

3 43% 3 43% 3 47% 

2 42% 2 38% 2 38% 

4 9% 4 11% 4 9% 

Port Alberni / 
West Coast 

3 36% 3 39% 3 41% 

2 29% 2 24% 2 28% 

4 21% 4 22% 4 19% 

North Island 
3 55% 3 46% 3 48% 

2 21% 2 21% 4 27% 

4 18% 4 21% 2 15% 

Islands 
2 36% 3 43% 3 38% 

3 35% 2 34% 2 37% 

1 16% 4 8% 1 18% 
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Number of Bathrooms 2007 – 2009 
The Number of Bathrooms trends for the past 3 years are shown in the table below.  A few obvious trends 
are: 
 
• The most common category (i.e. 2 bathrooms) for the Board Area remained constant (i.e. 47%) from 

2007 to 2009. 
 

• Two bathrooms was also the most common category in the Campbell River, Comox Valley, 
Cowichan Valley, Nanaimo, Parksville/Qualicum, Port Alberni/West Coast, and North Island areas 
from 2007 to 2009. 

 
• For Islands area, the most common category changed to 1 bathroom in 2009. 
 
 

 

 
2007 2008 2009 

Number of Bathrooms 

Board Area 
2 47% 2 47% 2 47% 
3 26% 3 28% 3 29% 
1 23% 1 21% 1 20% 

Campbell River 
2 51% 2 47% 2 51% 
3 27% 3 33% 3 31% 
1 18% 1 16% 1 15% 

Comox Valley 
2 51% 2 49% 2 50% 
3 24% 3 28% 3 29% 
1 22% 1 20% 1 18% 

Cowichan Valley 
2 41% 2 44% 2 44% 
3 31% 3 31% 3 31% 
1 23% 1 20% 1 20% 

Nanaimo 
2 43% 2 44% 2 41% 
3 30% 3 30% 3 35% 
1 22% 1 21% 1 18% 

Parksville /  
Qualicum 

2 57% 2 55% 2 59% 
1 21% 3 23% 3 22% 
3 18% 1 18% 1 16% 

Port Alberni / 
West Coast 

2 43% 2 41% 2 42% 
1 38% 1 36% 1 38% 
3 16% 3 19% 3 17% 

North Island 
2 52% 2 50% 2 40% 
1 25% 1 33% 1 34% 
3 20% 3 16% 3 22% 

Islands 
2 49% 2 40% 1 50% 
1 39% 1 40% 2 31% 
3 8% 3 13% 3 16% 
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Exterior 2007 – 2009 
The Exterior trends for the past 3 years are shown in the table below.   
PLEASE NOTE MLS® Exterior descriptions increased to a total of 61 in 2009.  This has impacted the frequencies 
of categories and the changes noted from 2007 to 2008 are partially due to the increase in descriptive categories. 
 
A few obvious trends are: 
• The most common category for the Board Area was VINYL (i.e. 28-35%) from 2007 to 2009. 

 
• In 2008 and 2009, VINYL, WOOD, and STUCCO were consistently the top 3 types of exteriors in 

the Board, Cowichan Valley, and Nanaimo Areas. 
 
• In 2008 and 2009, WOOD was the most common exterior type for Parksville/Qualicum, Port 

Alberni/West Coast, North Island, and Islands areas. 
 
 

 
2007 2008 2009 

Exterior 

Board Area 
VINYL 28% VINYL 35% VINYL 33% 
FRAME 21% WOOD 21% WOOD 22% 
WOOD 21% STUCCO 12% STUCCO 13% 

Campbell River 
VINYL 30% VINYL 38% VINYL 34% 
FRAME 23% WOOD 17% HARDIPLANK 19% 
WOOD 18% HARDIPLANK 17% WOOD 18% 

Comox Valley 

VINYL 35% VINYL 48% VINYL 47% 
FRAME 29% WOOD 17% WOOD 16% 

WOOD 15% STUCCO & 
SIDING 6% HARDIPLANK 10% 

Cowichan 
Valley 

VINYL 23% VINYL 27% VINYL 24% 
WOOD 21% WOOD 20% WOOD 22% 
FRAME 16% STUCCO 17% STUCCO 18% 

Nanaimo 
VINYL 33% VINYL 41% VINYL 40% 
FRAME 21% WOOD 15% WOOD 16% 
WOOD 17% STUCCO 14% STUCCO 13% 

Parksville /  
Qualicum 

WOOD 26% WOOD 30% WOOD 27% 
FRAME 24% VINYL 21% VINYL 22% 
VINYL 20% STUCCO 15% STUCCO 16% 

Port Alberni / 
West Coast 

WOOD 25% WOOD 24% WOOD 31% 
STUCCO 24% VINYL 24% STUCCO 20% 
VINYL 21% STUCCO 23% VINYL 18% 

North Island 
VINYL 34% WOOD 47% WOOD 47% 
WOOD 33% VINYL 29% VINYL 31% 
FRAME 24% ALUMINUM 7% ALUMINUM 7% 

Islands 
WOOD 79% WOOD 77% WOOD 76% 
VINYL 5% VINYL 10% VINYL 8% 

STUCCO 5% STUCCO 4% STUCCO and OTHER 6% 
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Parking 2007 – 2009 
The Parking availability trends for the past 3 years are shown in the table below.  A few obvious trends 
are:- 
• The most common category for the Board (i.e. 38-48%) from 2007 to 2009 was GARAGE-DOUBLE. 

 
• GARAGE-DOUBLE was also consistently the most common category for the Campbell River, 

Comox Valley, Cowichan Valley, Nanaimo, and Parksville/Qualicum areas from 2007 to 2009. 
 
• GARAGE-SINGLE and CARPORT-SINGLE were the most common categories for the Port 

Alberni/West Coast and North Island areas from 2007 to 2009. 
 
• The Islands’ most common parking category varied from year to year. 
 
 

 2007 2008 2009 
Parking 

Board Area 

GARAGE-DOUBLE 38% GARAGE-DOUBLE 45% GARAGE-DOUBLE 48% 

GARAGE-SINGLE 22% CARPORT-SINGLE 24% CARPORT-SINGLE 24% 

CARPORT-SINGLE 18% GARAGE-SINGLE 17% GARAGE-SINGLE 18% 

Campbell 
River 

GARAGE-DOUBLE 48% GARAGE-DOUBLE 47% GARAGE-DOUBLE 55% 

GARAGE-SINGLE 21% CARPORT-SINGLE 26% CARPORT-SINGLE 25% 

CARPORT-SINGLE 15% GARAGE-SINGLE 15% GARAGE-SINGLE 14% 

Comox Valley 

GARAGE-DOUBLE 32% GARAGE-DOUBLE 40% GARAGE-DOUBLE 45% 

GARAGE-SINGLE 31% CARPORT-SINGLE 33% CARPORT-SINGLE 33% 

CARPORT-SINGLE 18% GARAGE-SINGLE 14% GARAGE-SINGLE 14% 

Cowichan 
Valley 

GARAGE-DOUBLE 37% GARAGE-DOUBLE 44% GARAGE-DOUBLE 47% 

GARAGE-SINGLE 20% CARPORT-SINGLE 24% GARAGE-SINGLE 21% 

CARPORT-SINGLE 20% GARAGE-SINGLE 18% CARPORT-SINGLE 20% 

Nanaimo 

GARAGE-DOUBLE 42% GARAGE-DOUBLE 49% GARAGE-DOUBLE 52% 

GARAGE-SINGLE 20% CARPORT-SINGLE 21% CARPORT-SINGLE 21% 

CARPORT-SINGLE 17% GARAGE-SINGLE 18% GARAGE-SINGLE 17% 

Parksville /  
Qualicum 

GARAGE-DOUBLE 50% GARAGE-DOUBLE 59% GARAGE-DOUBLE 57% 

GARAGE-SINGLE 17% CARPORT-SINGLE 18% CARPORT-SINGLE 19% 

OTHER 13% GARAGE-SINGLE 12% GARAGE-SINGLE 13% 

Port Alberni / 
West Coast 

CARPORT-SINGLE 28% GARAGE-SINGLE 31% GARAGE-SINGLE 29% 

GARAGE-SINGLE 22% GARAGE-DOUBLE 24% CARPORT-SINGLE 28% 

OTHER 18% CARPORT-SINGLE 20% GARAGE-DOUBLE 21% 

North Island 

CARPORT-SINGLE 31% GARAGE-SINGLE 34% GARAGE-SINGLE 38% 

OTHER 31% CARPORT-SINGLE 29% CARPORT-SINGLE 28% 

GARAGE-SINGLE 22% GARAGE-DOUBLE 19% GARAGE-DOUBLE 17% 

Islands 

CARPORT-SINGLE 26% GARAGE-DOUBLE 26% GARAGE-SINGLE 29% 

OTHER 21% GARAGE-SINGLE 21% CARPORT-SINGLE 22% 

GARAGE-DOUBLE 21% CARPORT-SINGLE 19% OTHER 20% 
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Site Characteristics 2007 – 2009 
The Site Characteristics trends for the past 3 years are shown in the table below.  A few obvious trends 
are: 
 
• The 3 most common categories for the Board Area remained the same (i.e. View-Mountain, View-

Ocean, and Waterfront-Ocean) from 2007 to 2009. 
 

• Within the areas the trends remained fairly consistent from 2007 to 2009, with only slight changes in 
certain areas  

 

  2007   2008 2009 

  Site Characteristics   

Board Area 
VIEW - MOUNTAIN 41% VIEW - MOUNTAIN 47% VIEW - MOUNTAIN 45% 

VIEW - OCEAN 41% VIEW - OCEAN 36% VIEW - OCEAN 39% 

WATERFRONT - OCEAN 6% WATERFRONT - OCEAN 8% WATERFRONT - OCEAN 6% 

Campbell 
River 

VIEW - OCEAN 45% VIEW - OCEAN 51% VIEW - OCEAN 59% 

VIEW - MOUNTAIN 36% VIEW - MOUNTAIN 35% VIEW - MOUNTAIN 34% 
WATERFRONT - 
RIVER/CREEK 7% WATERFRONT - OCEAN 7% WATERFRONT - OCEAN 5% 

Comox Valley 
VIEW - MOUNTAIN 49% VIEW - MOUNTAIN 74% VIEW - MOUNTAIN 73% 

VIEW - OCEAN 34% VIEW - OCEAN 15% VIEW - OCEAN 17% 
WATERFRONT - 
RIVER/CREEK 6% WATERFRONT - OCEAN 7% WATERFRONT - OCEAN 5% 

Cowichan 
Valley 

VIEW - MOUNTAIN 42% VIEW - MOUNTAIN 46% VIEW - MOUNTAIN 46% 

VIEW - OCEAN 39% VIEW - OCEAN 32% VIEW - OCEAN 29% 

VIEW - LAKE 5% VIEW - LAKE 11% VIEW - LAKE 11% 

Nanaimo 
VIEW - OCEAN 49% VIEW - OCEAN 50% VIEW - OCEAN 55% 

VIEW - MOUNTAIN 36% VIEW - MOUNTAIN 36% VIEW - MOUNTAIN 32% 

WATERFRONT - OCEAN 5% WATERFRONT - OCEAN 5% WATERFRONT - OCEAN 4% 

Parksville / 
Qualicum  

VIEW - MOUNTAIN 40% VIEW - OCEAN 42% VIEW - OCEAN 44% 

VIEW - OCEAN 39% VIEW - MOUNTAIN 31% VIEW - MOUNTAIN 34% 

WATERFRONT - OCEAN 12% WATERFRONT - OCEAN 21% WATERFRONT - OCEAN 17% 

Port Alberni / 
West Coast 

VIEW - MOUNTAIN 54% VIEW - MOUNTAIN 75% VIEW - MOUNTAIN 69% 

VIEW - OCEAN 32% VIEW - OCEAN 16% VIEW - OCEAN 21% 

WATERFRONT - OCEAN 5% WATERFRONT - LAKE 3% WATERFRONT - LAKE 5% 

North Island 
VIEW - OCEAN 48% VIEW - OCEAN 48% VIEW - OCEAN 60% 

VIEW - MOUNTAIN 37% VIEW - MOUNTAIN 42% VIEW - MOUNTAIN 31% 

WATERFRONT - OCEAN 7% WATERFRONT - OCEAN 8% WATERFRONT - OCEAN 7% 

Islands 
VIEW - OCEAN 35% VIEW - OCEAN 50% WATERFRONT - OCEAN 47% 

VIEW - MOUNTAIN 31% WATERFRONT - OCEAN 47% VIEW - OCEAN 43% 

WATERFRONT - OCEAN 27% VIEW - MOUNTAIN 3% VIEW - MOUNTAIN 7% 
 





 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
  



 




