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The most accurate polling firm in Canada

About Polling



Method

Results are based on online research conducted among BC 
residents 18 years of age and older (n= 1,000). 
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Introduction

Rounded data

The numbers presented have been rounded up. 
However, the numbers before rounding were used 
to calculate the sums presented and might therefore 
not correspond to the manual addition of these numbers.

Methodology

Weighting

The data was statistically weighted according to Canadian 
Census figures for age, gender, region, and education to 
reflect the demographic distribution within the Province. 

Margin of error

Typically, a margin of error is not associated with a non-
probability sample, but for comparative purposes, a 
probability sample of this size would have a margin of error 
of +/-3.1%, 19 times out of 20. 

 

When

Data collection February 28th – March 3rd , 2025

Significant Differences

Data in bold red characters indicate a significantly lower 
proportion than that of other respondents. Conversely, data 
in bold green characters indicate a significantly higher 
proportion than that of other respondents.



Results
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FortisBC raised gas bills in January to help fund new pipelines to facilitate LNG exports to other countries. The average family is now paying over 
$14 more per month. Do you support or oppose further FortisBC bill increases to fund additional pipeline expansion?
Base: All BC Residents (n=1,000)

Support for Raising Gas Bills to Help Fund New Pipelines

Metro 
Van.

Van.
Isle

Other
BC 18-34 35-54 55+ Men Women Urban Sub-

urban Rural

Weighted n= 539 172 289 259 319 422 483 517 454 409 125

Unweighted n= 500 200 300 214 333 453 480 520 463 386 141

31% 27% 25% 32% 26% 28% 33% 24% 31% 27% 27%

7% 10% 6% 9% 7% 6% 9% 6% 7% 6% 9%

23% 18% 19% 23% 19% 22% 25% 18% 23% 20% 18%

54% 61% 60% 52% 59% 59% 57% 57% 55% 60% 59%

28% 38% 36% 27% 37% 32% 34% 31% 29% 33% 40%

26% 23% 24% 25% 23% 27% 24% 26% 26% 26% 19%

15% 12% 15% 16% 15% 13% 10% 19% 15% 14% 14%

Statistically significantly higher / lower than comparison group(s).% / %

Detailed Results
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Base: All BC Residents (n=1,000)

Respondent profiles 

Appendix

Gender Region

Age

Weighted Unweighted

Men 483 480

Women 517 520

The table below presents the demographic distribution of respondents before and after weighting. 

Weighted Unweighted

Metro Van. 539 500

Van. Isle 172 200

Other BC 289 300

Area

Weighted Unweighted

Urban 454 463

Suburban 409 386

Rural 125 141

Weighted Unweighted

18-34 259 214

35-54 319 333

55+ 422 453



Our Credentials

Appendix

Canada

Leger is a member of the 
Canadian Research Insights 
Council (CRIC), the industry 
association for the 
market/survey/insights 
research industry.

Europe

Leger is a member of ESOMAR 
(European Society for Opinion 
and Market Research), the 
global association of opinion 
polls and marketing research 
professionals. 

America

Leger is also a member of 
the Insights Association, 
the American Association of 
Marketing Research Analytics.

International

Leger is a member of the 
Worldwide Independent 
Network of Market Research 
(WIN), a global alliance of 
leading independent market 
research and polling firms that 
collaborate to share expertise, 
methodologies, and insights 
across diverse markets.
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https://canadianresearchinsightscouncil.ca/
https://canadianresearchinsightscouncil.ca/
https://www.esomar.org/
http://www.insightsassociation.org/
https://winmr.com/
https://winmr.com/
https://winmr.com/
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Our services

Leger
Marketing research and polling

Customer Experience (CX)
Strategic and operational customer experience consulting services

Leger Analytics (LEA)
Data modelling and analysis

Leger Opinion (LEO)
Panel management

Leger Communities
Online community management

Leger Digital
Digital strategy and user experience

International Research
Worldwide Independent Network (WIN)

300
employees

185
consultants

8
offices

MONTRÉAL  |  QUÉBEC  |  
TORONTO  |  WINNIPEG
EDMONTON  |  CALGARY  |  
VANCOUVER  |  NEW YORK

Appendix



Data-driven intelligence for a changing world.
leger360.com

leger360.com

http://leger360.com/
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