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Online panel (Yconic formally Uthink) sampling

FO R CO I\/l PA R | N G Auto Sales Media®* 2,461 (anadians by Totum Research on behalf of

Magazine 24% Newspapers (anada. Study performed October

A U TO P R I C E $ Magazine (Web) 21% 2014. Scope of research: National: English (83%)
and French (17%). Targets: Age, gender and regional

Social Media** 26% targets were applied to ensure valid representation®.

Non Auto Sites*** 45% Presentation: Based on 487 buyers of new vehicles in

the past two years. Variance: Margin of error +4.4%
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