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,Q'U'HEUD$URQFRQGXFWHGDFRPSUHKHQVLYHVWXG\RI2QWDULRDQG4XHEHFEHHU
SULFHV ³5HSRUW´DWWDFKHGDV$SSHQGL[³$´ 7KH5HSRUWIRXQGWKDWDYHUDJHSULFHVDW
2QWDULR¶V7KH%HHU6WRUH ³7%6´ ZHUHOHVVWKDQDYHUDJHSULFHVLQ4XHEHF¶VODUJHJURFHU\DQG
ELJER[UHWDLOFKDLQVGHVSLWH2QWDULR¶VVLJQLILFDQWO\KLJKHUWD[EXUGHQDQGWKDWDYHUDJHSUHWD[
SULFHVLQ2QWDULRZHUHVXEVWDQWLDOO\ORZHUWKDQDYHUDJHSUHWD[SULFHVLQ4XHEHF7KHVWXG\DOVR
IRXQG WKDW 2QWDULR FRQVXPHUV FROOHFWLYHO\ SXUFKDVHG D ZLGHU YDULHW\ RI EHHU LQ VLJQLILFDQW
TXDQWLWLHVWKDQWKHLU4XHEHFFRXQWHUSDUWV
7KLVUHSRUWXSGDWHVWKH5HSRUWWRFRPSDUHDYHUDJH2QWDULREHHUSULFHVWR L 
4XHEHFDQG LL $OEHUWD$VZLWKWKH5HSRUWLWFRPSDUHVWKHDYHUDJHSULFHVRIEHHULQ2QWDULR
DQG 4XHEHF ERWK SUHWD[ DQG SRVWWD[ RQ D YROXPHZHLJKWHG EDVLV XVLQJ GDWD IURP WKH VDPH
UHWDLOFKDQQHOVDVWKH5HSRUW)RU$OEHUWDZHKDYHOHYHUDJHGWKHEHVWGDWDDYDLODEOHWRDVVHVV
WKHSULFH2QWDULRFRQVXPHUVZRXOGKDYHWRSD\LI2QWDULR¶VSUHWD[SULFHVURVHWR$OEHUWDOHYHOV
8VLQJWKHPHWKRGRORJ\VHWRXWLQJUHDWHUGHWDLOEHORZZHKDYHIRXQG
2QWDULRYV4XHEHF
x 7KHDYHUDJHSUHWD[SULFHIRUDOLWUHRIEHHULQ2QWDULRLVDSSUR[LPDWHO\SHUFHQWORZHU
WKDQ WKH DYHUDJH SUHWD[ SULFH IRU D OLWUH RI EHHU LQ 4XHEHF OLWUH LQ 2QWDULR YV
OLWUHLQ4XHEHF 
x 2QWDULR¶V EHHU WD[HV DUH VLJQLILFDQWO\ KLJKHU WKDQ 4XHEHF¶V EHHU WD[HV DYHUDJLQJ
OLWUHLQ2QWDULRYVOLWUHLQ4XHEHF 
x 2QWDULR¶VKLJKHUEHHUWD[HVUHVXOWLQ2QWDULRFRQVXPHUVSD\LQJDSSUR[LPDWHO\SHUFHQW
PRUH IRU EHHU WKDQ 4XHEHF FRQVXPHUV RQ D SRVWWD[ EDVLV OLWUH LQ 2QWDULR YV
OLWUHLQ4XHEHF 
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2QWDULRYV$OEHUWD
x 7KHDYHUDJHSUHWD[SULFHIRUDOLWUHRIEHHULQ2QWDULRLVRYHUSHUFHQWORZHUWKDQWKH
DYHUDJHSUHWD[SULFHIRUDOLWUHRIEHHULQ$OEHUWD OLWUHLQ2QWDULRYVOLWUHLQ
$OEHUWD 
x 2QWDULR¶VKLJKEHHUWD[HV OLWUHLQ2QWDULRYVOLWUHLQ$OEHUWD UHGXFHWKLVJDS
WRDSSUR[LPDWHO\SHUFHQW OLWUHLQ2QWDULRYVOLWUHLQ$OEHUWD 
7D[HV
x 2QWDULREHHUGULQNHUVIDFHDVLJQLILFDQWO\KLJKHUSURYLQFLDOWD[EXUGHQWKDQEHHUGULQNHUV
LQ4XHEHFDQG$OEHUWD3URYLQFLDOWD[HVDFFRXQWIRUDSSUR[LPDWHO\SHUFHQWRIWKHSULFH
RIEHHULQ2QWDULRFRPSDUHGWRRQO\SHUFHQWLQ4XHEHFDQGSHUFHQWLQ$OEHUWD
x )RUDWZRIRXUHTXLYDOHQWRIEHHU2QWDULRFRQVXPHUVSD\PRUHLQWD[WKDQ4XHEHF
EHHUFRQVXPHUVDQGSD\PRUHLQWD[WKDQ$OEHUWDEHHUFRQVXPHUV


,
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,Q0D\'U'HEUD$URQUHOHDVHGWKH5HSRUWZKLFKLVDQHPSLULFDOVWXG\RI
EHHUSULFHVLQ2QWDULRDQG4XHEHF7KHSXUSRVHRIWKH5HSRUWZDVWRFRPSDUHFRQVXPHU
EHHUSULFHVLQ2QWDULRDQG4XHEHFLQ7KHDQDO\VHVZHUHSHUIRUPHGRQERWKSUHWD[DQG
SRVWWD[EDVHV

7KH5HSRUWH[DPLQHG2QWDULREHHUSULFHDQGVDOHVYROXPHGDWDIURP2QWDULR¶V7%6
VWRUHVDQG4XHEHFEHHUSULFHDQGVDOHVYROXPHGDWDIURP$&1LHOVHQZKLFKFRYHUHGVL[ODUJH
JURFHU\DQGELJER[UHWDLOFKDLQV7KH5HSRUWIRXQGWKDWYROXPHZHLJKWHGDYHUDJHSULFHVLQ
2QWDULR ZHUH ORZHU WKDQ YROXPHZHLJKWHG DYHUDJH SULFHV LQ 4XHEHF ERWK SUH DQG SRVWWD[
/RRNLQJDWUHODWLYHSULFHVLQ2QWDULRDQG4XHEHFSUHWD[WKHGLIIHUHQFHZDVVXEVWDQWLDO±2QWDULR
DYHUDJHSUHWD[SULFHVZHUHRYHUSHUFHQWORZHUWKDQDYHUDJHSUHWD[SULFHVLQ4XHEHF


7KH5HSRUWLQFOXGHGDZLGHUDQJHRIUREXVWQHVVFKHFNVDQGDQFLOODU\DQDO\VHVWRWHVW
DQG YHULI\ WKH DQDO\VLV  'U $URQ UDQ WKH DQDO\VLV XVLQJ RQO\ LGHQWLFDO SURGXFWV VROG LQ ERWK



'XHWRWKHQDWXUHRIWKHDYDLODEOH$OEHUWDGDWDDQGDVH[SODLQHGLQIXUWKHUGHWDLOEHORZWKHDQDO\VLVFRPSDUHVSULFH
IRUSURGXFWV L IRUZKLFK$OEHUWDUHWDLOSULFHVDUHFRQVLVWHQWO\PRQLWRUHGDQG LL IRUZKLFKZHKDGGDWDLQ2QWDULR
DQG$OEHUWDIRUWKHVDPHZHHN$VDUHVXOWWKHDYHUDJH2QWDULRSULFHVDUHGLIIHUHQWLQWKH2QWDULR4XHEHFDQG
2QWDULR$OEHUWDDVVHVVPHQWVDVWKH\DUHFDOFXODWHGXVLQJGLIIHUHQWGDWDVHWV'XHWRWKHVHGLIIHUHQFHVWKLVUHSRUW
FDQQRWEHXVHGWRFRPSDUHUHODWLYHSULFHVEHWZHHQ4XHEHFDQG$OEHUWD

$³WZRIRXUHTXLYDOHQW´UHIHUVWRWKHYROXPHRIDFDVHRIPOEHHUFRQWDLQHUV

&RQVXPHUVDOZD\VSD\SRVWWD[SULFHVIRUEHHUWKH\SXUFKDVHIURPUHWDLOFKDQQHOV:KHQZHUHIHUWRWKH³SUHWD[´
SULFHSDLGE\FRQVXPHUVZHDUHUHIHUULQJWRWKHSRUWLRQRIWKHSRVWWD[SULFHWKDWLVQRWDWD[IHHRUUHIXQGDEOH
GHSRVLW RI RQH IRUP RU DQRWKHU 3XW GLIIHUHQWO\ SUHWD[ SULFHV DUH WKH UHYHQXHV SHU XQLW VROG UHFHLYHG E\ WKH
YHQGRUVDIWHUUHPLWWLQJWD[HVDQGIHHVWRWKHJRYHUQPHQWDQGH[FOXGLQJUHIXQGDEOHGHSRVLWV










SURYLQFHVUDQWKHDQDO\VLVXVLQJRQO\SDUWLFXODUSDFNDJHIRUPDWVDQGOLPLWHGWKHDQDO\VLVWRRQO\
WKH PRVW SRSXODU EUDQGV LQ HDFK SURYLQFH  ,Q DOO FDVHV DYHUDJH SUHWD[ EHHU SULFHV ZHUH
FRQVLVWHQWO\ORZHULQ2QWDULRWKDQLQ4XHEHF


,QWKLVDGGHQGXP

x :H XSGDWH WKH  5HSRUW ZLWK  GDWD IURP 7%6 LQ 2QWDULR DQG $& 1LHOVHQ LQ
4XHEHF
x :HFRQGXFWDVLPLODUDQDO\VLV²DOEHLWZLWKPRUHOLPLWHGGDWD²FRPSDULQJDYHUDJHEHHU
SULFHVLQ2QWDULRWRDYHUDJHEHHUSULFHVLQ$OEHUWD

7KHPDMRULW\RIRXUDQDO\VLVIRFXVHVRQWKH³YROXPHZHLJKWHGDYHUDJH´SULFHRIEHHUDV
WKLV PHDVXUH EHVW UHIOHFWV WKH SULFH SHU OLWUH WKDW FRQVXPHUV DUH DFWXDOO\ SD\LQJ IRU EHHU  $OO
UHIHUHQFHV WR DYHUDJH SULFHV LQ WKLV UHSRUW IRU 4XHEHF DQG 2QWDULR UHIHU WR YROXPHZHLJKWHG
DYHUDJHSULFHV$YHUDJHSULFHVIRU$OEHUWDDUHFDOFXODWHGLQDVOLJKWO\GLIIHUHQWPDQQHUGXHWRGDWD
OLPLWDWLRQVDVH[SODLQHGLQ6HFWLRQ,,,


7KH UHPDLQGHU RI WKLV DGGHQGXP SURFHHGV DV IROORZV  ,Q 6HFWLRQ ,, ZH GHVFULEH WKH
XSGDWHG GDWD IRU WKH 2QWDULR4XHEHF SULFLQJ DQDO\VLV GHVFULEH WKH WD[ UDWH FKDQJHV WKDW KDYH
DIIHFWHGERWKSURYLQFHVVLQFHDQGUHSRUWWKHUHVXOWVRIRXUXSGDWHGFRPSDULVRQRI2QWDULR
DQG4XHEHFEHHUSULFHV


,Q6HFWLRQ,,,ZHGHVFULEHRXUFRPSDULVRQRIEHHUSULFHVLQ2QWDULRDQG$OEHUWDGHVFULEH
WKHGDWDXVHGDQGWKHUHOHYDQWWD[HVLQ$OEHUWDDQGUHSRUWWKHUHVXOWVRIRXUFRPSDULVRQRI2QWDULR
DQG$OEHUWDEHHUSULFHV
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$ 8SGDWHG'DWD
7KH5HSRUWZDVEDVHGRQSULFHDQGYROXPHGDWDIRUDOO³RIISUHPLVH´VDOHVWKURXJK
7%6LQ7KHVHGDWDDFFRXQWHGIRUURXJKO\SHUFHQWRIDOORIISUHPLVHEHHUVDOHVLQ
)RUWKLVDGGHQGXPRXU2QWDULRGDWDVHWLVFRPSULVHGRISULFHDQGYROXPHGDWDIRUDOORIISUHPLVH
VDOHVWKURXJK7%6LQ




$YROXPHZHLJKWHGDYHUDJHSULFHDQDO\VLVSODFHVJUHDWHUZHLJKWRQWKHSULFHVRIEHHUEUDQGVDQGSURGXFWVWKDWDUH
SXUFKDVHGLQJUHDWHUTXDQWLWLHVWRPRUHDFFXUDWHO\UHIOHFWWKHDYHUDJHSULFHSHUOLWUHRIEHHUDFWXDOO\SXUFKDVHG
LQVWHDGRIWKHSULFHSHUOLWUHRIEHHUDYDLODEOHIRUSXUFKDVH

2IISUHPLVHVDOHVDUHPDGHZKHUHWKHFRQVXPHUZLOOFRQVXPHEHHUVRPHZKHUHRWKHUWKDQZKHUHWKH\SXUFKDVHGLW
IRUH[DPSOHLQWKHLUKRPHV&RQYHUVHO\RQSUHPLVHFRQVXPSWLRQLQFOXGHVKRWHOVUHVWDXUDQWVEDUVQLJKWFOXEV
DQGVLPLODUHVWDEOLVKPHQWV











(DFK REVHUYDWLRQ LQ WKH 2QWDULR VDOHV GDWD LQFOXGHV SURGXFW LGHQWLILHUV WKH ZHHN WKH
FKDQQHODQLQGLFDWRURIZKHWKHUWKHSURGXFWLVFODVVLILHGDVEHHUWKHYROXPHLQKHFWROLWUHVVROG
RI WKH SURGXFW WKURXJK WKH FKDQQHO LQ WKH ZHHN WKH SULFH SHU KHFWROLWUH EHIRUH DSSO\LQJ WKH
+DUPRQL]HG6DOHV7D[ ³+67´ WKHIHGHUDODQGSURYLQFLDOFRPSRQHQWVRIWKHDSSOLHG+67RQD
SHUKHFWROLWUHEDVLVDQGWKHDPRXQWRIGHSRVLWVRQDSHUKHFWROLWUHEDVLV
$VLQWKH5HSRUWZHREWDLQHGDGDWDVHWRQ4XHEHFEHHUVDOHVFRPSLOHGE\$&1LHOVHQ
³$&1LHOVHQVDOHVGDWD´ $VGLVFXVVHGLQWKH5HSRUWWKH$&1LHOVHQVDOHVGDWDGUDZ
IURP VL[ ODUJH JURFHU\ DQG ELJER[ UHWDLO FKDLQV WKH ³$& 1LHOVHQ FKDQQHO´   7KHVH GDWD
FRQWDLQDSURGXFWLGHQWLILHUDEUDQGLGHQWLILHUWKHSURGXFWVHJPHQWWRZKLFKWKHSURGXFWEHORQJV
DWWULEXWHV UHODWHG WR SDFNDJLQJ IRUPDW DQG YROXPHV DQG SULFHV IRU HDFK ZHHN LQ  WKURXJK
'HFHPEHU3ULFHVLQWKH$&1LHOVHQVDOHVGDWDGRQRWLQFOXGHVDOHVWD[HVRUGHSRVLWV
:KLOHIRUWKH5HSRUWZHZHUHDEOHWRILOWHURXW$&1LHOVHQGDWDWKDWVXJJHVWHGVDOHV
PDGHEHORZWKHOHJDOPLQLPXPSULFHIRUEHHULQ4XHEHFZHZHUHQRWDEOHWRILOWHURXWWKHVHVDOHV
IRUWKHSXUSRVHVRIWKLVXSGDWH%DVHGRQWKHILQGLQJVLQWKH5HSRUWWKHPRVWOLNHO\HIIHFWRI
WKHVHSRWHQWLDOO\HUURQHRXVO\ORZSULFHVLQWKHGDWDLVWRELDV4XHEHFDYHUDJHSULFHVGRZQYHU\
VOLJKWO\
&RPSDULQJ WKH FRXQWV RI SURGXFWV DQG EUDQGV VROG WKURXJK 7%6 DQG WKH $& 1LHOVHQ
FKDQQHOLQZLWKWKHDQDORJRXVFRXQWVLQLQGLFDWHVDUDSLGSUROLIHUDWLRQRIEHHUSURGXFWV
LQWKHLQWHUYHQLQJ\HDUVLQERWKSURYLQFHV
% 8SGDWHG7D[5DWHV
7KH  5HSRUW GHVFULEHV WKH EHHU WD[ IUDPHZRUN LQ 2QWDULR DQG 4XHEHF DQG WKH
PHWKRGRORJ\ IRU FDOFXODWLQJ SUHWD[ SULFHV IRU HDFK SURGXFW  $V WKH WD[ IUDPHZRUNV KDYH QRW



2QHRIWKHSURGXFWLGHQWLILHUVDOVRSURYLGHGLQIRUPDWLRQRQSDFNDJLQJIRUPDWWKDWFRXOGEHSDUVHGIURPWKHLGHQWLILHU
VWULQJ

:HLQFOXGHGGDWDRQDOOSURGXFWVFODVVLILHGDV³%HHU´

$&1LHOVHQLVWKHIRUPHUQDPHRIWKHFRPSDQ\QRZSDUWRI1LHOVHQ+ROGLQJV19,QWKLVDGGHQGXPZHUHIHUWR
WKHGDWDYHQGRUE\LWVIRUPHUQDPHIRUFRQVLVWHQF\ZLWKWKH5HSRUW
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$&1LHOVHQLVQRWLWVHOIDVDOHVFKDQQHOUDWKHUWKH$&1LHOVHQVDOHVGDWDDUHDJJUHJDWHVDFURVVVHYHUDOUHWDLOVDOHV
FKDQQHOVLQ4XHEHF)RUVLPSOLFLW\RIH[SRVLWLRQZHUHIHUWR$&1LHOVHQDVD³FKDQQHO´

:HRQO\DQDO\]HGSURGXFWVLQVHJPHQWVUHODWHGWREHHUH[FOXGLQJZLQHFLGHUQRQDOFRKROLFEHHUFRROHUVDQGQRQ
EHHUPDOWEHYHUDJHV

9ROXPHVDQGSULFHVLQWKH$&1LHOVHQVDOHVGDWDDUHUHSRUWHGLQWHUPVRIYROXPHHTXLYDOHQW[POFDVHV:H
FRQYHUWHGWKHVHYROXPHVDQGSULFHVWRKHFWROLWUHDQGSHUKHFWROLWUHWHUPVUHVSHFWLYHO\

)RUH[DPSOHWKHQXPEHURIGLVWLQFWEUDQGVDSSHDULQJLQWKH7%6VDOHVGDWDJUHZIURPDERXWLQWRDERXW
LQ7KLVODWWHUFRXQWLVFRQVLVWHQWZLWKLQIRUPDWLRQDSSHDULQJRQ7%6¶VZHEVLWHZKLFKFXUUHQWO\UHSRUWV
WKDWWKHUHWDLOHUSURYLGHV³PRUHWKDQEUDQGV´IURPZKLFKWRFKRRVH,WDOVRFRPSRUWVZLWKWKHPRVWUHFHQW
 7%6RSHUDWLRQVUHSRUWDYDLODEOHZKLFKVWDWHVWKDWEUDQGVZHUHOLVWHG6HH³$ERXW8V´7KH%HHU
6WRUH DW KWWSZZZWKHEHHUVWRUHFDDERXWXV DQG ³7KH %HHU 6WRUH 2SHUDWLRQV 5HSRUW´ %UHZHUV 5HWDLO ,QF

DW
KWWSZZZWKHEHHUVWRUHFDVLWHVGHIDXOWILOHV2SHUDWLRQDO5HSRUW2SV5HSRUW)LQDO
VHFXUHGSGI











FKDQJHG LQ HLWKHU SURYLQFH ZH XVHG WKH VDPH DSSURDFK IRU WKH  DGGHQGXP WR WKH H[WHQW
SHUPLWWHGE\WKHGDWD
:KLOHWKHWD[VWUXFWXUHVLQZHUHWKHVDPHDVWKH\ZHUHLQVRPHRIWKHWD[UDWHV
KDYHFKDQJHG$GGHQGXP7DEOHEHORZUHSRUWVWKHWD[UDWHVDSSOLFDEOHLQLQHDFKSURYLQFH
$GGHQGXP7DEOH7D[6WUXFWXUHVLQ2QWDULRDQG4XHEHF


7KHIHGHUDOH[FLVHWD[URVHIURPSHUOLWUHLQWRSHUOLWUHIURP-DQXDU\
WR 0DUFK  DQG WKHQ WR  SHU OLWUH IURP $SULO WR 'HFHPEHU   7KHVH FKDQJHV
DSSOLHGWRERWK2QWDULRDQG4XHEHF,Q2QWDULRWKHEDVLFEHHUWD[URVHIURPSHUOLWUHLQ




³([FLVH'XW\5DWHV´*RYHUQPHQWRI&DQDGDPRGLILHG)HEUXDU\DWKWWSVZZZFDQDGDFDHQUHYHQXH
DJHQF\VHUYLFHVIRUPVSXEOLFDWLRQVSXEOLFDWLRQVHGUDWHVH[FLVHGXW\UDWHVKWPOB7RF  %HFDXVH ZH
ODFNGDWDRQDOFRKROE\YROXPH $%9 IRUWKHSURGXFWVLQWKHGDWDZHFDQQRWGLVWLQJXLVKEHHUVHTXDOWRRUEHORZ
SHUFHQW$%9WKDWZRXOGEHVXEMHFWWRDGLVFRXQWHGIHGHUDOH[FLVHWD[:KLOHZHHOLPLQDWHQRQDOFRKROLFEHHU
SURGXFWVIURPWKHGDWDWKHGDWDFRQWDLQVRPHUDGOHUSURGXFWVZKRVH$%9PLJKWIDOOEHORZSHUFHQW+RZHYHU
ZHXQGHUVWDQGWKDWWKHVHSURGXFWVZRXOGQRWFRQVWLWXWHDVXIILFLHQWYROXPHRIVDOHVIRUWKHGLIIHUHQFHLQWKHIHGHUDO
H[FLVHWD[WRPDNHDPDWHULDOGLIIHUHQFHLQWKHFRPSXWHGDYHUDJHSULFHV:HDOVRFRXOGQRWLQFRUSRUDWHGLVFRXQWV
LQWKHH[FLVHWD[IRUVPDOOGRPHVWLFEUHZHUV

³([FLVH'XW\5DWHV´*RYHUQPHQWRI&DQDGDPRGLILHG)HEUXDU\DWKWWSVZZZFDQDGDFDHQUHYHQXH
DJHQF\VHUYLFHVIRUPVSXEOLFDWLRQVSXEOLFDWLRQVHGUDWHVH[FLVHGXW\UDWHVKWPOB7RF











WRSHUOLWUHIURP-DQXDU\WR)HEUXDU\DQGURVHDJDLQWRSHUOLWUHIURP
0DUFKWR'HFHPEHU
& 8SGDWHG5HVXOWV
$GGHQGXP7DEOHEHORZSUHVHQWVWKHDYHUDJHSULFHVIRU2QWDULRDQG4XHEHFERWKSRVW
WD[DQGSUHWD[

$GGHQGXP7DEOH:HLJKWHG$YHUDJH3ULFH3HU/LWUHE\3URYLQFH


$GGHQGXP)LJXUHSUHVHQWVDJUDSKLFDOYHUVLRQRIWKHSRVWWD[DQGSUHWD[DYHUDJHSULFHV








³%HHUDQG:LQH7D[´2QWDULR0LQLVWU\RI)LQDQFHDWKWWSVZZZILQJRYRQFDHQWD[EZWLQGH[KWPO$VLQWKH
5HSRUWZHFDQQRWGLVWLQJXLVKGRPHVWLFPLFUREUHZHUVIURPRWKHUEUHZHUVDQGWUHDWDOOEHHUDVVXEMHFWWRWKH
³%HHU0DQXIDFWXUHUV´EDVLFWD[UDWH7KHFDOFXODWLRQRISURYLQFLDOFRPPRGLW\WD[HVLQ4XHEHFDOVRH[FOXGHVDQ\
DGMXVWPHQWVIRUWD[GLVFRXQWVSURYLGHGEDVHGRQWKHVL]HRIDEUHZHU\¶VSURGXFWLRQYROXPH%HFDXVHZHGRQRW
KDYHDFFHVVWREUHZHU\SURGXFWLRQOHYHOVE\EUDQGWKDWZRXOGHQDEOHFDOFXODWLRQRIWKRVHGLVFRXQWVZHFDQQRW
FDOFXODWHVXFKGLVFRXQWVIRUHLWKHUSURYLQFH:HQRWHWKDWWKH4XHEHFSURYLQFLDOFRPPRGLW\WD[RQEHHUURVH
IURPSHUOLWUHLQWRSHUOLWUHE\

7KH&RPPRGLW\7D[HVIRU2QWDULRFRQVLVWRIWKH%DVLF%HHU7D[9ROXPH/HY\DQG(QYLURQPHQWDO/HY\7KH
&RPPRGLW\7D[IRU4XHEHFFRQVLVWVRIWKH6SHFLILF%HHU7D[6HH$GGHQGXP7DEOHIRUGHWDLOVUHJDUGLQJWKHVH
WD[HV










$GGHQGXP)LJXUH:HLJKWHG$YHUDJH3ULFH3HU/LWUH
TBS Data and AC Nielsen Data


$QXPEHURIREVHUYDWLRQVFDQEHGUDZQIURPWKHGDWD
x 7KH SUHWD[ DYHUDJH SULFH RI EHHU LQ 2QWDULR ZDV VXEVWDQWLDOO\ ORZHU WKDQ WKH SUHWD[
DYHUDJH SULFH RI EHHU LQ 4XHEHF  6SHFLILFDOO\ WKH DYHUDJH SUHWD[ SULFH RI EHHU VROG
WKURXJK 7%6 LQ 2QWDULR ZDV  SHU OLWUH FRPSDUHG WR  SHU OLWUH IRU EHHU VROG
WKURXJKWKH$&1LHOVHQFKDQQHOLQ4XHEHF,QRWKHUZRUGVSUHWD[EHHUSULFHVZHUH
SHUFHQW ORZHU LQ 2QWDULR¶V 7%6 UHWDLO FKDLQ WKDQ WKH\ ZHUH LQ WKH 4XHEHF $& 1LHOVHQ
FKDQQHO7KLVSHUOLWUHGLIIHUHQFHWUDQVODWHVLQWRDSSUR[LPDWHO\SHUWZRIRXU
HTXLYDOHQW
x +RZHYHUGXHWRWKHKLJKHUEHHUWD[HVOHYLHGE\WKH2QWDULR*RYHUQPHQWWKHDYHUDJHSRVW
WD[SULFHDW7%6ZDVSHUOLWUHZKLFKLVSHUOLWUHhigher DIWHUURXQGLQJ WKDQ
WKHSHUOLWUHDYHUDJHSRVWWD[SULFH$&1LHOVHQFKDQQHOUHWDLOHUVLQ4XHEHF,QRWKHU
ZRUGVGHVSLWHDSUHWD[SULFHDGYDQWDJHIRU2QWDULREHHUFRQVXPHUVHTXLYDOHQWWRDERXW
SHUWZRIRXUHTXLYDOHQW2QWDULREHHUGULQNHUVSD\RQDYHUDJHDSSUR[LPDWHO\
SHUWZRIRXUHTXLYDOHQWPRUHWKDQFRQVXPHUVLQ4XHEHFSRVWWD[




$WSHUOLWUHWKHGLIIHUHQFHDPRXQWVWRSHUPOFRQWDLQHURUSHUSDFNRIWKHVHFRQWDLQHUV











x 7KLVSRVWWD[UHVXOWLVDUHYHUVHRIWKHUHVXOWLQWKH5HSRUWZKHQWKHDYHUDJHSRVWWD[
7%6SULFHZDVIRXQGWREHVOLJKWO\ORZHUWKDQWKHDYHUDJHSRVWWD[$&1LHOVHQFKDQQHO
SULFH
$GGHQGXP7DEOH$YHUDJH3ULFHIRUD7ZR)RXU(TXLYDOHQW9ROXPHE\3URYLQFH



7KHSRVWWD[DQGSUHWD[DYHUDJHSULFHVLQERWKSURYLQFHVKDYHLQFUHDVHGVRPHZKDW
IURP:KLOHRQHH[SHFWVSULFHLQFUHDVHVUHODWHGJHQHUDOO\WRLQIODWLRQWKHLQFUHDVHVLQWKH
SUHWD[SULFHVPD\DOVRUHIOHFWDVKLIWRYHUWLPHLQFRQVXPHUSUHIHUHQFHVWRZDUG DQGLQFUHDVHG
FRQVXPSWLRQRI PRUHSUHPLXPEHHU$GGLWLRQDOO\WKHLQFUHDVHVLQWKHSRVWWD[SULFHVDOVRUHIOHFW
WKHLQFUHDVHLQWKHIHGHUDOH[FLVHWD[DQGLQ2QWDULR¶VFRPPRGLW\WD[HV
:HKDYHDOVRREVHUYHGWKDWSURYLQFLDOEHHUWD[HVPDNHXSDVXEVWDQWLDOO\KLJKHUSRUWLRQRI
EHHUSULFHVIRU2QWDULRFRQVXPHUV6SHFLILFDOO\SURYLQFLDOWD[HVFRQVWLWXWHSHUFHQWRIWKH
DYHUDJHSRVWWD[SULFHRIEHHULQ2QWDULRFRPSDUHGWRSHUFHQWLQ4XHEHF3URYLQFLDOWD[HV
LQERWKSURYLQFHVFRQVWLWXWHDJUHDWHUSRUWLRQRIEHHUSULFHVSDLGE\FRQVXPHUVWKDQGRIHGHUDO
WD[HVZKLFKPDNHXSSHUFHQWRISULFHVLQ2QWDULRDQGSHUFHQWRISULFHVLQ4XHEHF
,W LV WKHRUHWLFDOO\ SRVVLEOH WKDW WKH ORZHU YROXPHZHLJKWHG DYHUDJH SUHWD[  SULFHV
REVHUYHG LQ 2QWDULR DUH GULYHQ E\ GLIIHUHQFHV LQ SURGXFW DVVRUWPHQW LQ WKDW 7%6 PLJKW
GLVSURSRUWLRQDWHO\VWRFNFKHDSHUEUDQGVWKDQWKH$&1LHOVHQFKDQQHOUHWDLOHUV+RZHYHUWKH
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5HSRUWLQFOXGHVDYDULHW\RIUREXVWQHVVFKHFNVWRVKRZWKDWWKHPDLQUHVXOWVZHUHQRWGULYHQE\
GLIIHUHQFHVLQSURGXFWDVVRUWPHQWRUGLIIHUHQFHVLQFXVWRPHUWDVWHV
7KH  5HSRUW DOVR SUHVHQWV FXPXODWLYH FRQVXPSWLRQ FXUYHV  7KHVH VKRZ IRU HDFK
SURYLQFH WKHFXPXODWLYHYROXPHVKDUH RI EHHU SXUFKDVHG DW RU EHORZHDFKSULFH  $GGHQGXP
)LJXUHDWWDFKHGDWWKHHQGRIWKLVUHSRUWSURYLGHVWKHFXPXODWLYHFRQVXPSWLRQFXUYHVIRUHDFK
SURYLQFHEDVHGRQWKHGDWD
:KLOHWKHFXPXODWLYHFRQVXPSWLRQFXUYHVDSSHDUFORVHUWRHDFKRWKHUDORQJWKHUDQJHRI
EHHUSULFHVWKDQWKH\GLGLQ²LQGLFDWLQJWKDWDYHUDJHSUHWD[SULFHVLQ2QWDULRDQG4XHEHF
DUHJHQHUDOO\FORVHUWRHDFKRWKHUWKDQWKH\ZHUHLQ²WKHVHJUDSKVUHDIILUPWKDW2QWDULREHHU
FRQVXPHUVJHQHUDOO\SD\ORZHUSULFHVRQDSUHWD[EDVLV
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$ $GMXVWHG0HWKRGRORJ\DQG$OEHUWD'DWD
,QDGGLWLRQWRXSGDWLQJWKHSULFHFRPSDULVRQEHWZHHQ2QWDULRDQG4XHEHFSUHVHQWHGLQWKH
5HSRUWZHKDYHDOVRFRQGXFWHGDVLPLODUWKRXJKPRUHQDUURZO\IRFXVHGVWXG\RI2QWDULR
DQG $OEHUWD EHHU SULFHV  7KH FRPSDULVRQ RI 2QWDULR DQG $OEHUWD SULFHV UHTXLUHG D GLIIHUHQW
PHWKRGRORJ\WKDQWKH2QWDULR4XHEHFFRPSDULVRQEHFDXVHRIWKHOLPLWDWLRQVRIDYDLODEOHGDWDIRU
$OEHUWD
%HHUUHWDLOLQJLQ$OEHUWDIROORZVDSULYDWHUHWDLOPRGHOIDUFORVHUWRWKDWRI4XHEHFWKDQ
WKDWRI2QWDULR:KLOH$OEHUWD*DPLQJ/LTXRU &DQQDELV ³$*/&´ UHJXODWHVGLVWULEXWLRQRI
EHHU WR VRPH H[WHQW²IRU H[DPSOH UHTXLULQJ XQLIRUP ZKROHVDOH SULFLQJ WKURXJKRXW WKH
SURYLQFH²UHWDLOHUVDUHJHQHUDOO\DWOLEHUW\WRVHWWKHLURZQSULFHVIRUEHHU7RRXUNQRZOHGJH
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WKHUHGRHVQRWH[LVWDGDWDVHWRQUHWDLOEHHUVDOHVLQ$OEHUWDWKDWDSSURDFKHVWKHFRYHUDJHRI7%6
DQG$&1LHOVHQVDOHVGDWDIRU2QWDULRDQG4XHEHFVDOHVUHVSHFWLYHO\
7KH PRVW FRPSUHKHQVLYH GDWD VRXUFH RQ UHWDLO EHHU SULFHV LQ $OEHUWD DYDLODEOH WR XV LV
FRPSLOHGIURPDQRQJRLQJVXUYH\RI$OEHUWDEHHUUHWDLOHUV ³$OEHUWD37&6XUYH\´ ,QWKH
$OEHUWD37&6XUYH\FRYHUHGUHWDLOHUVDQGDERXWSURGXFWVXQGHUDERXWEUDQGV0RVW
UHWDLOHUVZHUHVXUYH\HGEHWZHHQDQGWLPHVWKURXJKRXWWKH\HDU7KH$OEHUWD37&6XUYH\
GDWDUHFRUGVWKHSULFHRIHDFKSURGXFWDWHDFKORFDWLRQDWWKHWLPHRIWKHVXUYH\ERWKZLWKDQG
ZLWKRXW VDOHV WD[HV DV ZHOO DV SURGXFW DWWULEXWHV UHODWHG WR EUDQG DQG SDFNDJLQJ IRUPDW
&UXFLDOO\WKH$OEHUWD37&6XUYH\GDWDGRQRWFRQWDLQDQ\VDOHVYROXPHV
3URGXFWVLQWKH$OEHUWD37&6XUYH\DUHJHQHUDOO\VXUYH\HGDWVHYHUDOORFDWLRQVHDFKZHHN
7KHSULFHVREVHUYHGIRUDJLYHQSURGXFWLQDJLYHQZHHNPD\YDU\/DFNRIYROXPHGDWDSUHFOXGHV
XV IURP FDOFXODWLQJ D YROXPHZHLJKWHG DYHUDJH SULFH EDVHG RQ $OEHUWD YROXPHV DQG WKHUHIRUH
SUHFOXGHVXVIURPH[WHQGLQJWKH2QWDULR4XHEHFFRPSDULVRQPHWKRGRORJ\WR$OEHUWD,QDGGLWLRQ
WKHVLPSOHDYHUDJHRUPHGLDQSULFHVPD\RYHUVWDWHWKHYROXPHZHLJKWHGDYHUDJHSULFHFRQVXPHUV
SD\IRUDJLYHQSURGXFWLIDVRQHPLJKWH[SHFWVDOHVYROXPHVDUHODUJHUZKHUHSULFHVDUHORZHU
,QVWHDGRIXVLQJWKHVLPSOHPHDQRUPHGLDQREVHUYHGSULFHZHVHOHFWWKHPLQLPXPSULFHREVHUYHG
DPRQJORFDWLRQVIRUHDFKSURGXFWLQHDFKZHHN7KLVPHWKRGRORJ\QHFHVVDULO\XQGHUVWDWHVWKH
YROXPHZHLJKWHG DYHUDJH SULFH FRQVXPHUV SDLG IRU HDFK EUDQG LQ HDFK ZHHN LQ WKH VXUYH\HG
ORFDWLRQV LQ $OEHUWD EXW LW DOORZHG XV WR GUDZ WKH PRVW UREXVW FRQVHUYDWLYH FRQFOXVLRQV DV
GLVFXVVHGEHORZ
%HFDXVHRIWKHOLPLWHGVHWRISURGXFWVFRQWDLQHGLQWKH$OEHUWD37&6XUYH\GDWDDYHUDJH
SULFHVDFURVVWKHVHSURGXFWVPLJKWQRWEHFRPSDUDEOHWRWKHRYHUDOODYHUDJHSULFHVFDOFXODWHGIURP
WKHPXFKODUJHUVHWRISURGXFWVLQWKH2QWDULRGDWD7RHQVXUHFRPSDUDEOHDYHUDJHSULFHVDFURVV
WKH2QWDULRDQG$OEHUWDGDWDVHWVZHUHVWULFWHGWKHDQDO\VLVWRWKRVHSURGXFWVDQGZHHNVWKDWZH
FRXOG PDWFK DFURVV WKH 2QWDULR VDOHV GDWD DQG WKH $OEHUWD 37& 6XUYH\ GDWD WKH ³RYHUODSSLQJ
SURGXFWV´ :HZHUHDEOHWRPDWFKRIWKHSURGXFWVVROGXQGHUEUDQGVLQWKH$OEHUWD37&
6XUYH\GDWDWRSURGXFWVLQWKH7%6VDOHVGDWD7RRYHUFRPHWKHODFNRIYROXPHGDWDIRU$OEHUWD
ZHXVHG2QWDULRVDOHVYROXPHVE\SURGXFWE\ZHHNWRFDOFXODWHYROXPHZHLJKWHGDYHUDJHSULFHV
LQERWKSURYLQFHV7KLVPHWKRGRORJ\LVWKHVDPHDVWKH³SULFHLQGH[´DQDO\VLVFRQGXFWHGLQWKH
5HSRUWZKLFKJHQHUDWHGUHVXOWVFRQVLVWHQWZLWKWKHEURDGHUREVHUYDWLRQVLQWKH5HSRUW
IRU2QWDULRDQG4XHEHF7KLVDSSURDFKHIIHFWLYHO\FRPSDUHVWKHDYHUDJHSULFHSHUOLWUH2QWDULR
FRQVXPHUV SDLG IRU WKH RYHUODSSLQJ SURGXFWV WR WKH DYHUDJH SHU OLWUH SULFH 2QWDULR FRQVXPHUV




$KDQGIXORIUHWDLOHUVZHUHVXUYH\HGRQO\RQFHDQGRQHUHWDLOHU &RVWFR/LTXRU6WRUHLQ&DOJDU\ ZDVVXUYH\HG
WLPHV

5HFRUGHGSULFHVLQWKH$OEHUWD37&6XUYH\DUHLQWHUPVRIVDOHXQLWV:HFRQYHUWHGWKHVHSULFHVWRSHUKHFWROLWUH
WHUPVE\ILUVWFRPSXWLQJWKHYROXPHRIHDFKVDOHXQLWDQGVFDOLQJWKHUHFRUGHGSULFHDFFRUGLQJO\
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ZRXOGKDYHSDLGLIWKH\ZHUHFKDUJHGWKHORZHVWSULFHFKDUJHGIRUWKHVHSURGXFWVLQ$OEHUWDGXULQJ
WKDWWLPHSHULRG
% $OEHUWD7D[5DWHV
%HHUWD[HVLQ$OEHUWDIROORZDVLPLODUVWUXFWXUHWRWKRVHLQ2QWDULRDQG4XHEHF$GGHQGXP
7DEOHVKRZVWKH$OEHUWDWD[UDWHVDSSOLFDEOHLQDORQJVLGHWKHFRPSDUDEOH2QWDULRWD[HV
7KHUHLVQRSURYLQFLDOVDOHVWD[LQ$OEHUWDVRWKHILYHSHUFHQWIHGHUDOVDOHVWD[FRQVWLWXWHVWKH
HQWLUHW\RIVDOHVWD[HV7KHIHGHUDOH[FLVHWD[DSSOLHVWREHHUDWWKHVDPHSHUOLWUHUDWHVDVLQRWKHU
SURYLQFHV
7KH$OEHUWDSURYLQFLDOFRPPRGLW\WD[RQEHHUFDOOHGWKH$*/&0DUNXSLVVHWDW
SHU OLWUH KLJKHU WKDQ WKH DQDORJRXV FRPPRGLW\ WD[HV LQ 4XHEHF RU 2QWDULR HYHQ ZKHQ WKH
YROXPHOHY\LVDGGHGWRWKH2QWDULREDVLFWD[
$GGHQGXP7DEOH7D[6WUXFWXUHVLQ2QWDULRDQG$OEHUWD


& 5HVXOWV
7KHUHVXOWVVKRZWKDW2QWDULRFRQVXPHUVDUHSD\LQJOHVVIRUWKHRYHUODSSLQJSURGXFWVWKDQ
WKH\ZRXOGEHSD\LQJIRUWKHVDPHUHODWLYHYROXPHVDW$OEHUWDSULFHVERWKSUHWD[DQGSRVWWD[





³$OEHUWD¶VWD[DGYDQWDJH´*RYHUQPHQWRI$OEHUWDDWKWWSVZZZDOEHUWDFDDOEHUWDWD[DGYDQWDJHDVS[
 ³/LTXRU PDUNXS UDWH VFKHGXOH´ $OEHUWD *DPLQJ /LTXRU  &DQQDELV (IIHFWLYH 1RYHPEHU   DW
KWWSVDJOFFDOLTXRUDERXWOLTXRUDOEHUWDOLTXRUPDUNXSUDWHVFKHGXOH











$GGHQGXP7DEOHDQG$GGHQGXP)LJXUHUHSRUWWKHUHVXOWVRIWKH2QWDULRDQG$OEHUWDDYHUDJH
SULFHFRPSDULVRQV
$GGHQGXP7DEOH:HLJKWHG$YHUDJH3ULFH3HU/LWUHE\3URYLQFH


2QDSUHWD[EDVLV2QWDULRFRQVXPHUVDUHSD\LQJSHUOLWUHDW7%6IRUWKHRYHUODSSLQJ
SURGXFWVZKHUHDVWKH\ZRXOGSD\SHUOLWUHLQ$OEHUWD SHUOLWUHPRUHRUPRUH
SHU WZRIRXU HTXLYDOHQW   ,Q RWKHU ZRUGV LI $OEHUWD SUHWD[ SULFHV ZHUH LPSRVHG RQ 2QWDULR
FRQVXPHUV LHLISULFHVLQFUHDVHGWR$OEHUWDOHYHOVEXW2QWDULRWD[HVUHPDLQHGWKHVDPH DYHUDJH
2QWDULRSUHWD[SULFHVZRXOGLQFUHDVHE\PRUHWKDQSHUFHQW
2QDSRVWWD[EDVLV2QWDULRFRQVXPHUVDUHSD\LQJRQDYHUDJHSHUOLWUHDW7%6IRU
WKHRYHUODSSLQJSURGXFWVZKHUHDVLQ$OEHUWDWKH\ZRXOGSD\SHUOLWUHDIWHUWD[HVIRUWKHVH
VDPHSURGXFWV SHUOLWUHPRUH DIWHUURXQGLQJ RUPRUHSHUWZRIRXUHTXLYDOHQW ,Q
RWKHUZRUGVLI$OEHUWDSRVWWD[SULFHVZHUHLPSRVHGRQ2QWDULRFRQVXPHUVDYHUDJH2QWDULRSRVW
WD[SULFHVZRXOGLQFUHDVHE\DERXWSHUFHQW HYHQZLWK2QWDULRWD[HVIDOOLQJWR$OEHUWDOHYHOV 
3URYLQFLDO EHHU WD[HV PDNH XS D PDWHULDOO\ KLJKHU SRUWLRQ RI WKH SULFH RI EHHU SDLG E\
FRQVXPHUVLQ2QWDULRWKDQWKH\GRLQ$OEHUWD6SHFLILFDOO\SURYLQFLDOWD[HVFRQVWLWXWHSHUFHQW
RIWKHDYHUDJHSRVWWD[SULFHRIWKHRYHUODSSLQJSURGXFWVLQ2QWDULRFRPSDUHGWRSHUFHQWLQ
$OEHUWD3URYLQFLDOWD[HVLQERWKSURYLQFHVFRQVWLWXWHDJUHDWHUSRUWLRQRIEHHUSULFHVSDLGE\



7KH2QWDULRDYHUDJHVUHSRUWHGLQ$GGHQGXP7DEOHDUHKLJKHUWKDQWKRVHUHSRUWHGLQ$GGHQGXP7DEOHEHFDXVH
WKHDYHUDJHVLQ$GGHQGXP7DEOHDUHFDOFXODWHGIURPDQDUURZHUVHWRIREVHUYDWLRQVLQWKH$OEHUWD37&6XUYH\
GDWD  7KLVGLIIHUHQFH LQGLFDWHV WKDW WKH$OEHUWD VXUYH\ RYHUUHSUHVHQWHGKLJKHUSULFHGSURGXFWV DQGRU XQGHU
UHSUHVHQWHG YDOXH SURGXFWV UHODWLYH WR WKH RYHUDOO VHW RI SURGXFWV FRQVXPHG LQ 2QWDULR  2XU UHVXOWV DUH QRW
GLVWRUWHGKRZHYHUEHFDXVHRXUFRPSDULVRQLVIRURQO\WKHVDPHSURGXFWVLQHDFKSURYLQFH

7KH&RPPRGLW\7D[HVIRU2QWDULRFRQVLVWRIWKH%DVLF%HHU7D[9ROXPH/HY\DQG(QYLURQPHQWDO/HY\7KH
&RPPRGLW\7D[IRU$OEHUWDLVWKH$*/&0DUNXS6HH$GGHQGXP7DEOHIRUGHWDLOVUHJDUGLQJWKHVHWD[HV

7KHSRUWLRQVRIWKHSRVWWD[SULFHWKDWDUHSURYLQFLDOWD[HVLQFOXGHERWKWKHWD[HVDQGOHYLHVFKDUJHGRQDSHUOLWUH
RUSHUFRQWDLQHUEDVLVDQGWKHSURYLQFLDOSRUWLRQRIWKH+67LQ2QWDULR $OEHUWDGRHVQRWFKDUJHSURYLQFLDOVDOHV
WD[ 7KHVHFDQEHFDOFXODWHGIURPWKHLQIRUPDWLRQLQ$GGHQGXP7DEOHDWWDFKHGDWWKHHQGRIWKLVUHSRUW)RU











FRQVXPHUVWKDQGRIHGHUDOWD[HVZKLFKPDNHXSSHUFHQWRISULFHVLQ2QWDULRDQGSHUFHQW
RISULFHVLQ$OEHUWD
$GGHQGXP)LJXUH:HLJKWHG$YHUDJH3ULFH3HU/LWUHE\3URYLQFH
TBS Data and Alberta PTC Survey


$GGHQGXP)LJXUHDWWDFKHGDWWKHHQGRIWKLVUHSRUWSUHVHQWVWKHFXPXODWLYHFRQVXPSWLRQ
JUDSKIRUWKHRYHUODSSLQJSURGXFWVLQERWKSURYLQFHV:KHWKHUFRQVLGHULQJSUHWD[RUSRVWWD[
SULFHVWKHILJXUHVKRZVWKDW2QWDULRFRQVXPHUVJHQHUDOO\SDLGOHVVWKDQWKH\ZRXOGSD\DW$OEHUWD
SULFHVH[FHSWIRUSHUKDSVDWWKHORZHVWSULFHGRIWKHRYHUODSSLQJSURGXFWV
%HFDXVHZHILQGWKDW2QWDULRFRQVXPHUVJHQHUDOO\SXUFKDVHWKHLUEHHUDWDGLVFRXQWUHODWLYH
WRWKHSULFHVLQ$OEHUWDRXUGHFLVLRQWRXVHWKHPLQLPXPREVHUYHGSULFHIURPWKH$OEHUWD37&
6XUYH\IRUHDFKSURGXFWLQHDFKZHHNPDNHVRXUFRQFOXVLRQUREXVW²WKHWUXHYROXPHZHLJKWHG
DYHUDJHSULFHSDLGLQHDFKZHHNIRUHDFKSURGXFWLVKLJKHUWKDQWKHPLQLPXPREVHUYHGSULFHIRU
WKDWSURGXFWLQWKDWZHHNUHLQIRUFLQJWKHFRQFOXVLRQWKDW$OEHUWD¶VSULFHVDUHVXEVWDQWLDOO\KLJKHU

2QWDULRWKHDYHUDJHSURYLQFLDOWD[SHUOLWUHLV>    @RUSHUFHQWRIWKHDYHUDJH
SRVWWD[SULFHRI)RU$OEHUWDWKHDYHUDJHSURYLQFLDOWD[SHUOLWUHLV>   @RUSHUFHQW
RI

)RU2QWDULRWKHDYHUDJHIHGHUDOWD[SHUOLWUHLV>    @RUSHUFHQWRI)RU
$OEHUWDWKHDYHUDJHIHGHUDOWD[SHUOLWUHLV>    @RUSHUFHQWRI










WKDQ2QWDULR¶V,WLVSRVVLEOHKRZHYHUWKDWRXUXVHRIWKHPLQLPXPSULFHLVFDXVLQJWKHFXPXODWLYH
FRQVXPSWLRQJUDSKVDVVRFLDWHGZLWK$OEHUWDSULFHVIRUWKHORZHVWSULFHGSURGXFWVWRDSSHDUWREH
ORZHUWKDQ2QWDULRSULFHVIRUWKHVHSURGXFWVHYHQLIWKH\DUHLQIDFWKLJKHU
,9

&21&/86,21

$VZLWKWKH5HSRUWWKHGDWDIURPVKRZWKDWDYHUDJHSUHWD[SULFHVLQ2QWDULR
ZHUHVLJQLILFDQWO\ORZHUWKDQWKHDYHUDJHSULFHVIRUFRQVXPHUVDWVRPHRIWKHODUJHVWUHWDLOHUVLQ
4XHEHF8QOLNHWKH5HSRUWWKHUHVXOWVRIWKLVUHSRUWVKRZWKDWDYHUDJHSRVWWD[SULFHVLQ
2QWDULRZHUHKLJKHUWKDQWKRVHLQ4XHEHF
7KH DYHUDJH SUHWD[ SULFH IRU D WZRIRXU HTXLYDOHQW YROXPH RI EHHU LQ 2QWDULR LV
DSSUR[LPDWHO\  OHVV WKDQ WKH DYHUDJH SUHWD[ SULFH IRU D WZRIRXU HTXLYDOHQW RI EHHU LQ
4XHEHF+RZHYHUGXHWR2QWDULR¶VKLJKHUSURYLQFLDOWD[HVWKHDYHUDJHSRVWWD[SULFHRIDWZR
IRXUHTXLYDOHQWYROXPHLQ2QWDULRLVDSSUR[LPDWHO\KLJKHUWKDQLQ4XHEHF

,Q DGGLWLRQWR WKH 4XHEHF FRPSDULVRQWKLVUHSRUWDOVRFRPSDUHGDYHUDJHEHHUSULFHV LQ
2QWDULRWRWKRVHLQ$OEHUWD7KHUHVXOWVRIWKLVFRPSDULVRQZHUHWKDWDYHUDJH2QWDULREHHUSULFHV
ERWKSUHWD[DQGSRVWWD[ZHUHORZHUWKDQDYHUDJH$OEHUWDEHHUSULFHV


,I2QWDULRFRQVXPHUVSDLG$OEHUWDSUHWD[SULFHVDQGZHUHWD[HGDW2QWDULRUDWHVWKHFRVW
RIDWZRIRXUHTXLYDOHQWYROXPHRIEHHUZRXOGEHPRUH(YHQLI2QWDULRFRQVXPHUVSDLG
SRVWWD[$OEHUWDSULFHVDQGWD[HVZHUHNHSWDW$OEHUWDOHYHOV2QWDULRFRQVXPHUVZRXOGSD\
PRUHSHUWZRIRXUHTXLYDOHQW













Addendum Figure 3:
Cumulative Percentage of Quantity Consumed at Various Prices
TBS Prices
Excluding All Taxes

AC Nielsen Prices
Excluding All Taxes

TBS Prices Including
All Taxes

AC Nielsen Prices
Including All Taxes

10% of beer is purchased at or below a price of:

$2.10

$2.14

$4.04

$3.56

20% of beer is purchased at or below a price of:

$2.18

$2.36

$4.12

$3.80

25% of beer is purchased at or below a price of:

$2.21

$2.40

$4.21

$3.85

50% of beer is purchased at or below a price of:

$2.49

$2.67

$4.50

$4.16

75% of beer is purchased at or below a price of:

$2.83

$3.19

$4.99

$4.76

80% of beer is purchased at or below a price of:

$2.94

$3.39

$5.09

$5.00

90% of beer is purchased at or below a price of:

$3.42

$4.33

$5.69

$6.08

Mean price of beer:

$2.61

$3.00

$4.67

$4.55

$10.00

$9.00

Weighted Average Prices ($/Litre)
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$7.00
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TBS Prices
Including All Taxes

AC Nielsen Prices
Including All Taxes
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$0.00
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Addendum Figure 4:
Cumulative Percentage of Quantity Consumed at Various Prices
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Addendum Table 6: Weighted Average Price Per Litre
TBS Data and AC Nielsen Data

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes*

Weighted Average
Price per Litre
Excluding Sales Taxes,
Commodity Taxes,* and
Federal Excise Tax

390,688,404

$4.67

$4.13

$2.93

$2.61

158,309,350

$4.55

$3.95

$3.32

$3.00

Total Revenue
Including All
Taxes

Total Litres

Beer Products in Ontario (TBS)

$1,825,320,059

Beer Products in Quebec (AC Nielsen)

$719,538,888

Notes:
*The Commodity Taxes for Ontario consist of the Basic Beer Tax, Volume Levy, and Environmental Levy. The Commodity Tax for Quebec consists of the Specific Beer Tax. See Addendum Table 2 for details regarding these taxes.
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Addendum Table 7: Weighted Average Price Per Litre
TBS Data and Alberta PTC Survey

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes,* and Federal
Excise Tax

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity
Taxes*

Beer Products in Ontario (TBS)

$532,068,896

106,862,701

$4.98

$4.41

$3.15

$2.83

Beer Products in Alberta

$591,515,134

106,862,701

$5.54

$5.27

$4.02

$3.70

Notes:
*The Commodity Taxes for Ontario consist of the Basic Beer Tax, Volume Levy, and Environmental Levy. The Commodity Tax for Alberta is the AGLC Markup. See Addendum Table 6 for details regarding these taxes.
1. TBS sales volumes are used for weighting the averages for Alberta.
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THE PRICE OF BEER IN ONTARIO AND QUEBEC
By
Debra J. Aron, Ph.D.1
May 2014

1.

INTRODUCTION

A. Background
Beer is a very popular beverage in Canada. In 2013, beer accounted for eight percent of
all household spending on food and beverages in Canada.2 In 2012, Canadians bought the
equivalent of 235 bottles of beer per person for off-premise consumption.3
Beer is sold subject to a variety of taxes, levies, and regulatory constraints that affect the
way consumers access and purchase beer, the pathways through which brewers compete with
each other, the prices consumers pay, and the revenues brewers receive. While there are some
taxes and fees imposed at the federal level that apply to beer sold in any province, the majority of
the tax load on beer is levied at the provincial level, where tax levels and structures can vary
significantly. Beer is also sold in substantially different retailing environments across provinces
due to different regulatory policies at the provincial level.
In this paper I focus on two provinces, Ontario and Quebec. In Ontario, most beer for offpremise consumption is sold at either The Beer Store, or at government-owned Liquor Control
Board of Ontario (“LCBO”) stores. LCBO stores sell primarily wine, spirits, and beer in smaller
package sizes. The Beer Store, also known as “TBS,” is a privately owned, governmentregulated chain of retail outlets that sells a full selection of beer products representing
approximately 75 percent of provincial retail beer sales. In Quebec, beer is distributed (i.e.,
delivered to points of sale) either by government-owned Société des alcools du Quebec (“SAQ”)
stores, or by private distributors, including brewers. The retail channels for beer in Quebec
include SAQ stores, grocery stores, and convenience stores.4
Because of differences in the legislative and regulatory requirements related to beer
distribution and retailing in the two provinces, the competitive framework in each province is
somewhat different. In Quebec, retailers may set different prices from one another for the same
beer in order to compete with each other, and are free to offer just a limited variety of beers.
Prices may vary from region to region or store to store depending on the availability of other
1

Dr. Debra Aron is Adjunct Associate Professor at Northwestern University, and a Managing Director at Navigant
Economics. Outstanding research assistance was provided by Sophie Yang.
2
“The Value of Beer in Canada,” The Conference Board of Canada, 2013.
3
“The Value of Beer in Canada,” The Conference Board of Canada, 2013.
4
In Quebec the only beer sold in SAQ stores is beer that is not available in grocery and convenience stores.
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brands in the store and in the area, and the proximity of competing retailers, among other factors,
subject to minimum price requirements established by the Quebec Régie des alcools.5
In Ontario TBS has an open listing policy. Each brewer has the opportunity to sell any brand
and packaging of beer at any or all TBS stores that it chooses, subject to paying a one-time
listing fee on a per-store per-SKU basis, and each brewer is free to set and change its selling
prices. Under the provincial Liquor Control Act, prices for the same beer product are uniform at
all retail outlets where the beer is available (including LCBO stores, TBS stores and agency
stores).6 TBS currently operates 448 stores.7 In addition to its one-time listing fee, TBS also
charges brewers a service fee for supplying retailing services and managing the collection of
empty bottles.8 The individual brewers set their own beer prices subject only to LCBO’s
approval and minimum price requirements. TBS does not restrict or limit the beer products sold
through its stores nor does it play any role in setting product prices. In TBS stores, brewers set
prices taking into account the fact that brands compete with other brands head-to-head in each
store and at a price that must be uniform across the entire TBS system.9
The high levels of beer taxation in Canada result in a significant percentage of retail selling
prices being comprised of tax. While federal beer tax rates in the provinces of Ontario and
Quebec are identical, the provincial levels of taxation are considerably different. For example,
on a case of 355ml 24-cans the provincial commodity tax in Ontario is 234 percent of that in
Quebec: $9.95/case versus $4.26/case, respectively.10 Overall, in 2013, 44 percent of the
average beer selling price on a per litre basis in Ontario was tax, while 33 percent of the average
beer selling price at Quebec was tax.11 These tax differences necessarily have a significant effect
on the relative prices paid by consumers in the two markets, and on the relative prices received
by suppliers in the two markets. It is therefore important to explicitly account for these tax
differences when conducting a pricing comparison across jurisdictions with different tax
structures.

5

The minimum price of beer is determined by the Régie des alcools, des courses et des jeux (the Quebec Liquor
Control Board) and it follows the cost of living on a yearly basis. See Canadian Association of Liquor
Jurisdictions, http://www.calj.org/Articles/Publications.
6
“Alcohol Retailing Deregulation: Implication for Ontario,” TBS, Greg Flanagan, February 2014, at page 4.
7
“Alcohol Retailing Deregulation: Implication for Ontario,” TBS, Greg Flanagan, February 2014, at page 13.
8
The TBS basic service fee covers product receipt at retail, inventory management, selling products to consumers
and managing the return of empty containers. The basic service fee is tiered based on sales volume and ranges
from $3.77 to $4.28 per case in 2013. In 2013, the one-time listing fee for new product listings was $2,848.93
plus $227.92 per store per SKU for the first 233 stores and $53.56 per store for stores beyond the first 233
stores.
9
Provincial regulations administered by the LCBO permit brewers to modify prices on a weekly basis with the
exception of the month of December.
10
See Table 2 for tax rates in both provinces. The figures $9.95 and $4.26 in the text are calculated as follows:
($0.7402+$0.176)*355*24/1000+$0.0893*24=$9.95 and $0.5*355*24/1000=$4.26.
11
See Table 3. TBS: Pre-tax price $2.28/post-tax price $4.07=56%. 1-56%=44%. AC Nielsen: Pre-tax price
$2.8/post-tax price $4.15=67%. 1-67%=33%.
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The purpose of this paper is as follows:
1. to examine the prices of beer sold for off-premise consumption in Quebec and
Ontario to determine the extent to which prices vary between the two provinces; and
2. to assess whether, after taking into account the different tax structures, the prices paid
by consumers and the revenues to the suppliers differ between the two provinces and
define the scope and extent of those differences.12
In the following section I summarize my findings. In Section II, I describe the data I have
obtained, the steps I took to prepare the data, and the statistical analyses I performed to compare
beer prices in Ontario and Quebec. Section III contains concluding remarks.
B. Summary of Findings
As an economic matter, the price paid by consumers will be higher in a market with
higher taxes than in a market with lower taxes, all else equal. Because, as noted above, taxes on
beer in Ontario are significantly higher than taxes on beer in Quebec, we would expect to find
that absent other differences, post-tax prices in Ontario would be higher than post-tax prices in
Quebec. Of particular interest, then, to analyze beer prices in the two provinces is a comparison
of the prices with all taxes removed. Hence, I compared both (i) pre-tax prices (i.e., the prices of
the beer prior to the application federal and provincial sales taxes, provincial commodity tax as
well as federal excise tax), which represent the prices actually received by suppliers13 and (ii)
post-tax prices (i.e., prices after the application of federal and provincial sales taxes, provincial
commodity tax as well as federal excise tax), which represent the prices actually paid by the
consumer at retail.

The key findings of the analysis were as follows:
1.

Analysis of Pre-Tax Prices


The volume weighted average pre-tax price per litre for all beer products sold in Ontario
was $0.52 lower than the volume weighted average pre-tax price of all beer products
sold in Quebec. This is a difference of 18.1 percent.



The volume weighted average pre-tax prices for the bestselling package sizes --- six,
twelve and twenty-four --- were all lower in Ontario than in Quebec.14 For example, the
volume weighted average pre-tax price of a 12-pack of cans was $2.34 per litre in
Ontario, and $2.91 per litre in Quebec, a 19.6 percent difference.

12

I excluded on-premises consumption from my analysis as the AC Nielsen data do not include on-premises
channels (on-premise consumption includes hotels, restaurants, bars, nightclubs and similar establishments).
13
The taxes applied to beer sales include federal and provincial sales taxes, provincial commodity taxes, and federal
excise taxes.
14
The bestselling package sizes in Quebec are 24, 12, 6, 1 and 20 packs. The bestselling package sizes in Ontario
are 24, 12, 28, 15 and 6 packs.
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The pre-tax price of beer paid at the 50th percentile of consumption --- that is, the price at
or below which 50 percent of the litres of beer were purchased --- was $0.35 per litre, or
14.1 percent lower in Ontario than in Quebec; in fact Ontario’s pre-tax per litre prices
were lower than Quebec’s at every percentile of consumption.



Thirty-five percent of the total litres of beer sales sold at TBS during 2013 were sold at a
pre-tax price that was lower than the lowest pre-tax price observed in the province of
Quebec, which was $2.02.



Pre-tax prices in Ontario were $0.23, or 8.7 percent, lower than pre-tax prices in Quebec
when comparing beer products that are common to both markets (i.e., products sold in the
same package sizes and same container types in both provinces), and holding constant the
volume of consumption in the two provinces at the volumes purchased in Ontario (that is,
looked at as an Ontario-weighted price index).



The volume weighted average pre-tax prices for the top 10 best-selling brands in Ontario
were one percent to 23 percent lower in Ontario than in Quebec, except for Coors Light,
which was sold at the same pre-tax price in both provinces, and Bud Light, which was
sold at pre-tax prices one cent per litre more, or less than one percent higher, in Ontario.
One of the top 10 brands in Ontario—Lakeport Pilsner—sells at a lower pre-tax price by
far than any of the top 10 brands in Quebec, but is not sold in Quebec at all. For the bestselling brands in Quebec, Molson Dry and Export --- which are not in the top 10 in
Ontario --- are nevertheless sold at a lower pre-tax price in Ontario. Other than Bud
Light, the only brand among the top 10 in Quebec that sells at a lower price in Quebec
than in Ontario is Stella, which is 15 cents per litre cheaper in Quebec.


2.

Analysis of Post-Tax Prices


Despite the much higher taxes in Ontario, the volume weighted average post-tax price per
litre for all beer products sold in Ontario was $0.08 lower than the volume weighted
average post-tax price of all beer products sold in Quebec.



Despite the much higher taxes in Ontario, the volume weighted average post-tax price for
two of Ontario’s best-selling brands of beer was lower in Ontario than in Quebec.



On a post-tax basis, beer products sold only in Ontario (not in Quebec) have a lower
volume weighted average price than do beer products sold only in Quebec (not in
Ontario), and a lower price than beer products sold in both provinces.



The volume weighted average post-tax prices in Ontario are lower than those in Quebec
for 6-packs of bottles, 6-packs of cans, and 12-packs of cans. The volume weighted
average post-tax prices in Ontario are higher than those in Quebec for 12-packs of
bottles, 24-packs of cans, and 24-packs of bottles.
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3.

Brand Availability


Consumption was less concentrated in the best-selling brands in Ontario than it was in
Quebec, indicating a larger variety of brands in Ontario that consumers choose to enjoy
in significant quantities.

II Data Analysis
A

Data Description


In order to compare beer prices in Ontario and Quebec, I obtained product level Ontario
beer sales data from TBS (“the TBS data”) and product level beer sales data for Quebec from
AC Nielsen (“the AC Nielsen data”). The beer product sales data I received from TBS included
weekly data for 2013. TBS staff has confirmed that these data include all beer sales made
through TBS, which represents approximately 75 percent of retail beer sales in Ontario. The
dataset includes transaction date, sales revenue, quantity of packs sold, beer brand, container
type, container volume, pack size, and type of transaction.15 The sales revenue variable includes
provincial commodity taxes (i.e., basic commodity tax, volume levy, and environmental levy)
and federal excise tax, but excludes federal and provincial sales taxes (i.e., the 13 percent
Harmonized Sales Tax).
The AC Nielsen data also cover the year 2013 and are also provided by week. The AC
Nielsen data capture for each transaction week the price, quantity of packs sold, product “Stock
Keeping Units” (“SKUs”) (i.e., beer brand, pack size, container type, container volume, and
alcohol percentage), manufacturer, price segment, and retail channel.16 The data are limited to
sales through large grocery and select big box stores, which represent between 30 and 40
percent of overall beer sales in Quebec. I understand that the sales price in the AC Nielsen
data includes provincial commodity taxes and federal excise tax, but excludes federal and
provincial sales taxes (i.e., sales taxes totaling 14.975 percent). There is no environmental levy
or volume levy in Quebec.
TBS also provided a list of non-refillable containers in the TBS data that are subject to the
$0.0893 per container environmental levy.
In my analysis I examine prices in a variety of ways, including by product, brand, and
package size. For purposes of my analysis, I define a “product” as a combination of brand,
number of containers in the package, container type, and container volume. An example of a
product would be a 24-pack of 341ml bottles of Bud Light. In that example, the brand would
be Bud Light. Table 1 summarizes the number of brands and products that appears in the TBS
data for Ontario, and the AC Nielsen data for Quebec.
15
16

The type of transactions variable includes counter sales, LCBO delivery, agency sales/delivery, and SOP sales.
The retail channel (“Banner”) includes IGA, Loblaws, Maxi, Metro, SuperC, Provigo and “Total Nielsen.” I
understand the price in the “Total Nielsen” banner in a given week is the weighted average of the prices in
each included retail channel (i.e., each banner) that week; therefore I included only the “Total Nielsen” banner
in my analysis.

5

B. Data Preparation
I evaluated the beer prices for January 1st to December 31st 2013. I evaluated only retail
sales for this analysis.17 Retail sales represented approximately 78 percent of the total beer sales
volume at TBS in 2013. I excluded all kegs, boxes, and pump products from my analysis.18
Bottles and cans represent more than 99 percent of the total sales in both the AC Nielsen data and
the TBS data. I excluded the products in the AC Nielsen data with a pre-sales-tax price of less
than the lowest legal minimum price in Quebec, on the assumption that these prices were errors
in the data.19 I also excluded the observations in the AC Nielsen data that had positive prices but
missing quantities of sales.20
The data descriptors in the TBS data were not structured in the same way as the product
descriptors in the AC Nielsen data. For example, the same product was described as “Stella
Artois Lager” and “Stella Artois Premium Lager” in the AC Nielsen data, while it was denoted
as “Stella” in the TBS data. Hence, in order to identify the products that are sold in both
provinces and those that are not, it was necessary to map the brands from one data set into the
brands in the other. I therefore mapped the SKUs in the AC Nielsen data to the brands in the
TBS data using brand maps provided to me by TBS. The brands contained within the SKUs
from the AC Nielsen data are more disaggregated than the brands in the TBS data. For example,
both “Stella Artois Lager” and “Stella Artois Premium Lager” in the AC Nielsen data are
mapped to “Stella” in the TBS data. In addition, the mapping between the brands depends on
the alcohol percentage contained in the product. For example, “Busch Lager” with 4.7 percent
alcohol in the AC Nielsen data is mapped to “Busch Lager” in the TBS data, while “Busch
Lager” with 4 percent alcohol in the AC Nielsen data is mapped to “Busch Light” in the TBS
data.
Table 2 summarizes the tax structures in each province and depicts the taxes that are
included or excluded from each data set. To calculate post-tax prices, I added the federal and
relevant provincial sales tax in each province. To conduct a comparison of pre-tax prices, I
subtracted the relevant taxes in each province. In Ontario, the provincial commodity tax
structure for the products in my analysis includes a $0.7402 per litre basic tax for packaged
beer, a $0.176 per litre volume levy, and an environmental levy of $0.0893 per non-refillable
container.21 In Quebec, the provincial commodity tax structure consists of a $0.50 per litre
17

Other channels in the TBS data include LCBO delivery, agency sales/delivery, and SOP (special event delivery)
sales. The Nielsen data include retail sales only.
18
Some keg, box and pump beer products may be for on-premised consumption purposes. Therefore, I exclude them
to analyze off-premise consumption only. I kept Heineken 5L in both provinces.
19
These observations represent less than 1% of the total litres sold in the AC Nielsen data. The legal minimum
price (excluding sales tax) from Jan 1 to March 31, 2013 was $2.7367 and $2.7778 for April 1 to December 31,
2013. I also checked the TBS data against the legal minimum price in Ontario, which is $2.86 (excluding sales
tax and environmental levy) and found no instances of TBS prices falling below the legal minimum in Ontario.
See http://www.calj.org and www.racj.gouv.qc.ca.
20
These excluded observations represent approximately 1% of the total observations in the AC Nielsen data.
21
See http://www.fin.gov.on.ca/en/tax/bwt/rates.html. I deducted the environmental levy only for the products that
were identified to me by TBS as having a non-refillable container. The provincial commodity tax was $0.7235
for January and February 2013.
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basic tax for retail sales. There are also tax reductions in each province for small brewers;
however, I did not adjust for the tax breaks for small brewers in this analysis, due to lack of
data allowing me to identify the small brewers to whom the tax reductions would apply and the
amount of tax reduction by small brewer which varies in both provinces dependent upon
brewers’ annual production volume.
I calculated the litres consumed for each product by multiplying the quantity of packs sold,
the number of bottles or cans in the pack, and the litres in a single bottle/can. For example, the
total litres in 100 units of 341ML-24 packs would be 100*341*24/1000, which is 818.4 litres.
C.

Statistical Analysis

I evaluated the post-tax and pre-tax prices of beer in Ontario and Quebec in a number of
ways. I performed the comparisons for the volume weighted average prices over all of the beer
products sold in each province, as well as examining the volume weighted average prices for
only the products that are sold in both provinces (which I term the “overlapping” products). I
also studied the non-overlapping products in each province and the best-selling brands in each
province.
Table 3 shows my development of the post-tax and pre-tax volume weighted average prices
over all products sold in each province. The table also shows the development of the volume
weighted average prices in each province broken down into overlapping product only, and nonoverlapping products only. Figure 1 shows the results of Table 3 graphically. As shown there,
the volume weighted average post-tax per litre prices in Ontario are lower than the volume
weighted average post-tax per litre prices in Quebec, when calculated over all products
consumed in each province. The overall volume weighted average post-tax price for all of the
products is $4.07 in Ontario and $4.15 in Quebec. This is a surprising result because, as noted
earlier, the substantially higher taxes in Ontario would be expected, all else equal, to result in
higher post-tax prices in Ontario.
In addition, the volume weighted post-tax prices of the products sold in Ontario but
Quebec are lower than the volume weighted post-tax prices of the products sold in Quebec
not Ontario. The volume weighted post-tax prices of the products sold in both provinces
higher in Ontario than in Quebec, though by less than four percent despite the fact that
provincial commodity taxes in Ontario are 200 percent of those in Quebec.

not
but
are
the

The volume weighted average pre-tax prices in Ontario (i.e., prices with taxes removed) are
lower than those in Quebec. This is true for the overall volume weighted average prices, the
volume weighted average prices of the overlapping products, and the volume weighted average
prices for products sold only in one province or the other. When pre-tax prices are compared,
the volume weighted average price in Ontario is $2.28 per litre --- 52 cents per litre lower than
the $2.80 per litre volume weighted average pre-tax price of all beer products in Quebec.
Figures 2, 3, 4, 5, 6, and 7 provide similar analysis broken down by package size and
container type for the best-selling package configurations. Figure 2 provides the analysis for 6packs of bottles; Figure 3 for 6-packs of cans; Figure 4 for 12-packs of bottles, Figure 5 for 127

packs of cans, Figure 6 for 24-packs of bottles, and Figure 7 for 24-packs of cans. As these
figures show, the post-tax prices are lower in Ontario for some configurations and higher for
others; but overall pre-tax volume weighted average prices in Ontario are lower than those in
Quebec for all of the pack sizes shown. The volume weighted average pre-tax prices for the
overlapping products are lower in Ontario than in Quebec for all package sizes except 12-pack
bottles (where the price difference, six cents, is less than two percent of the price).22 In addition,
the volume weighted average pre-tax prices in Ontario for the Ontario-only products are not
only lower than the volume weighted average pre-tax prices for the Quebec-only products
overall and for all packages sizes shown, but Figure 1 shows that, on an overall basis, the
Quebec-only products are the most expensive segment across both provinces (both on a pre-tax
and post-tax basis), while the Ontario-only products are the least expensive segment across both
provinces (both on a pre-tax and post-tax basis). Table 4 summarizes the overall pre-tax volume
weighted average prices by province shown in the preceding figures by package size, and the
dollar and percentage differences between them. As shown, in each case, the pre-tax volume
weighted average price is higher in Quebec, by just over three percent for 12-bottle packs, to
over 40 percent for 6-can packs. I have provided the development of the numbers in Appendix
Tables 1-6.
In both Ontario and Quebec, of course, beer is available at a variety of price levels.
Some consumers choose to purchase higher priced beers, and some lower priced beers; indeed
one would expect that many consumers purchase a variety of beers at a variety of price points at
any given time and over time. To examine how consumers of low-priced beers fare across the
provinces, I arrayed all the beer consumed in each province by the prices from lowest to highest,
and summed the cumulative volume of beer purchased at each successively higher price. This
method also allows me to compare how consumers of mid- and higher-priced beers fare across
the provinces as well. Figure 8 shows the cumulative consumption curves that result from the
analysis I just described, for both the post-tax and pre-tax prices. The horizontal axis on the
chart is the percentage of the total litres of beer purchased in each province. The vertical axis is
the price per litre. As an example of how to read the graph, note that the height of the blue
dotted curve at the horizontal point of 20 percent is $2.23 per litre. That means in Quebec, 20
percent of all beer purchased, by volume, is purchased at a pre-tax price of $2.23 per litre or
less.
As shown in Figure 8, the cumulative consumption curves for Ontario and Quebec for the
post-tax prices track each other fairly closely, with post-tax prices in Ontario being somewhat
higher over certain consumption ranges, and post-tax prices in Quebec being significantly
higher for approximately the 10 percent of volume sold at the highest prices in each province.
However, when pre-tax prices are compared, the entire consumption curve for Ontario is below
the consumption curve for Quebec. For example, 25 percent of the beer by volume is purchased
at a pre-tax price of $1.89 per litre or less in Ontario, while one must reach a pre-tax price of
$2.23 per litre to account for 25 percent of the beer purchased in Quebec. Looked at differently,
while 25 percent of the beer sold in Ontario is sold at a pre-tax price at or below $1.89 per litre,
no beer in Quebec is purchased at or below that price. Similarly, half of the beer is purchased at
or below a pre-tax price of $2.13 per litre in Ontario, while half of the beer in Quebec is
22

See Figure 4.
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purchased at or below a pre-tax price of $2.48 per litre. The table inserted in Figure 8 provides
the prices at other points on the curves.
Also of interest is the fact that 35 percent of the total litres consumed in Ontario are sold at
a pre-tax price lower than the lowest pre-tax price available in Quebec. The lowest pre-tax price
available in Quebec is $2.02 per litre.
The volume weighted average prices in Figures 1-7 and the price comparisons I provided in
Figure 8 take as given the quantities of different beer products consumed in each province.
The volumes of each type of beer and package type chosen by consumers in each province
reflect their preferences, of course, but also reflect the fact that the beers carry different relative
prices in the two provinces. It is reasonable to assume that consumers adjust their beer
purchases across the different brands in response to the relative prices that they face and the
beers available to them. To the extent that beer prices reflect the underlying quality of the
product, a lower volume weighted average price in one province might therefore reflect
consumer preference in respect of price and product quality.
To assess whether potential substitution to lower quality products is driving these interprovincial price differences (and assuming that lower priced products are actually of lower
quality), we employ a standard method by which economists control for the fact that the
average prices paid by consumers are influenced by the choices they make among products of
different prices and qualities. The method is known as constructing a “price index.” In a price
index, one compares the average prices in the two groups (in this case, in Ontario and Quebec)
holding constant the volume of products (i.e., the product mix) purchased across the two
groups, and examines whether one group would pay more, or less, if they continued to
consume the same products in the same volumes but did so at the prices available to the other
group.
To apply this methodology, I limit the analysis to only those beer products (i.e., brands by
package size, container type, and container volume) that are sold in both provinces. I
calculated the volume weighted average price of those products at the prices in Ontario, where
the weights are the volume of purchases for each product in Ontario. I then calculated the
volume weighted average price for those same products at the prices in Quebec, but with the
weights held constant at Ontario consumption. Under this approach, the volume weighted
average of Quebec prices represents the average price that consumers in Ontario would pay if
they purchased the same beer as they currently do, in the same quantities, but did so at Quebec
prices.
I performed this calculation for the post-tax prices and the pre-tax prices. The results are
shown in Table 5. The table shows that the overall volume weighted average post-tax prices
for the overlapping products is 24 cents higher per litre in Ontario than in Quebec when
quantities are held constant, but the overall volume weighted average pre-tax prices are 21
cents per litre lower in Ontario than in Quebec when quantities are held constant. Hence, when
beer quantities and qualities are held constant between the two provinces, volume weighted
average pre-tax price is still lower in Ontario than in Quebec. This indicates that quality
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differences between consumption sets in the two provinces are not drivers of the higher pre-tax
prices in Quebec. Figure 9 shows the results of Table 5 graphically.
I also considered the possibility that averaging prices across brands may mask important
price differences when one confines the analysis to only the best-selling brands. Hence, I also
conducted a price comparison on the best-selling brands in each province. I first identified the
top ten best-selling brands in each province by volume sold across all package sizes. Table 6a
shows the top ten brands in Ontario, the percentage volume of total sales in Ontario accounted
for by each brand, and the volume weighted average price of the brand in each province, both
pre-tax and post-tax. Table 6b shows the analogous information for the top ten brands sold in
Quebec. Looking at both Tables 6a and 6b, the tables show that six brands—Coors Light,
Budweiser, Blue, Bud Light, Heineken, and Corona, are in the top ten in both provinces. The
number one best-selling brand in both provinces --- Coors Light --- was sold at the same volume
weighted average pre-tax price of $2.32 per litre in both provinces. Of the other five brands that
are top-ten sellers in both Ontario and Quebec, only one—Bud Light—was sold at a pre-tax
price one cent lower in Quebec than in Ontario. The tables also show that one of the top ten
brands in Ontario—Lakeport Pilsner—sells at a lower pre-tax price by far than any of the top
ten brands in Quebec, but is not sold in Quebec at all.
Table 6a shows that other than Coors Light (sold at the same pre-tax price in both
provinces), Lakeport Pilsner (not sold in Quebec), and Bud Light (whose pre-tax price is one
cent—or less than one percent—lower in Quebec than in Ontario), the other seven top selling
brands in Ontario are sold at a lower pre-tax price in Ontario, with the differences ranging from
4 cents per litre lower for Heineken to 58 cents per litre lower for Blue. In fact, Blue (the fourth
best seller in Ontario) and Carling (the sixth best seller in Ontario) are both less expensive in
Ontario than in Quebec even including all taxes.
For the best-selling brands in Quebec, Table 6b shows that Molson Dry and Export, which
are not in the top 10 in Ontario, are nevertheless sold at lower pre-tax prices in Ontario. Other
than Bud Light, mentioned above, the only brand among the top 10 in Quebec that sells at a
lower pre-tax price in Quebec than in Ontario is Stella, which is 15 cents per litre cheaper in
Quebec. Labatt Bleue Dry Lager is the number 10 brand in Quebec but is not sold in Ontario at
all and is more expensive on a pre-tax basis than most of the top beers in Ontario.

Table 7 shows the volume weighted average pre-tax prices for the best-selling brands in
each province, allowing for the best-selling brands in each province to differ. I compared the
prices for the top three brands, the top five brands, and the top ten brands in each province. As
the table shows, the volume weighted average pre-tax prices per litre are lower in Ontario than
in Quebec in every case.
The table also shows that consumption is less concentrated in the best-selling brands in
Ontario compared to in Quebec. As the table indicates, 30 percent of total consumption of beer
in Ontario by volume is accounted for by the top three brands; in Quebec, its top three brands
account for 44 percent of its consumption. Similarly, for the top five and top ten brands, beer
consumption is less concentrated in Ontario as compared to Quebec. In fact, the best-selling
10

brand in both provinces --- Coors Light --- represents 23 percent of the beer consumption in
Quebec, but 13 percent in Ontario. The fact that consumption is less concentrated in Ontario
suggests that the major brands face significant levels of competition from other brands and that
consumers in Ontario value the additional variety of beer available in Ontario and take
advantage of it by diversifying their consumption more than do consumers in Quebec.
III Concluding Remarks
I have examined and compared both the post-tax and pre-tax prices for beer in Ontario
and Quebec in a variety of ways. The overall picture that emerges is very clear: while some
post-tax beer prices in Ontario are higher than those in Quebec, many post-tax Ontario prices are
lower than those in Quebec, with the net result that Ontario post-tax average price is actually
lower than Quebec’s despite Ontario prices bearing a significantly higher tax load. When pretax beer prices in Ontario are compared to pre-tax prices in Quebec, a more dramatic difference
in prices emerges. Ontario’s pre-tax prices are consistently lower than pre-tax beer prices in
Quebec both on an overall average basis and for the best-selling brands and package sizes. This
is true if I control for overlapping products only, if I consider all products purchased, and if I
consider products available only in one province or the other. In addition, I find that consumers
in Ontario appear to value and enjoy the diversity of beer offerings in that province as evidenced
by their consumption patterns.
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Table 1: Total Number of Brands/Products
TBS Data and AC Nielsen Data

TBS

AC Nielsen

Number of Beer Brands

403

878

Number of Beer Products

1,619

1,487

Notes:
1. The brands in AC Nielsen data are more disaggregated than the brands in TBS data. For example,
AC Nielsen brands "GUINNESS DRAUGHT", "GUINNESS DRAUGHT STOUT" and "GUINNESS
STOUT" match to one TBS brand "GUIN DRFT."
2. I define a “product” as a combination of brand, number of containers in the package, container type,
and container volume.
3. Bottles and cans are included in this analysis.
4. There are 282 overlapping products in both provinces.

Table 2: Tax Structures in Ontario and Quebec
TBS Data and AC Nielsen Data

Quebec

Ontario

Included in the TBS
data?

Rate

Included in the AC
Nielsen data?

Rate

Federal Sales Tax

No

5%

No

5%

Provincial Sales Tax

No

8%

No

9.975%

Federal Excise Tax

Yes

$0.3122/litre

Yes

$0.3122/litre

Provincial Basic Commodity Tax

Yes

$0.7402/litre

Yes

$0.5/litre

Provincial Volume Levy

Yes

$0.176/litre

N/A

None

Provincial Environmental Levy

Yes

$0.0893 per nonrefillable container

N/A

None

Table 3: Weighted Average Price Per Litre by Province
TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

Beer Products in Ontario

[A]

$1,758,146,690

432,034,904

$4.07

$3.60

$2.59

$2.28

Overlapping Beer Products

[B]

$880,814,237

210,085,456

$4.19

$3.71

$2.72

$2.40

Percent Captured by Overlapping Products

[C]=[B]/[A]

50%

49%

Ontario-Only Products

[D]

$877,332,453

221,949,447

$3.95

$3.50

$2.47

$2.16

Beer Products in Quebec

[A]

$725,261,894

174,646,131

$4.15

$3.61

$3.11

$2.80

Overlapping Beer Products

[B]

$533,563,944

131,967,018

$4.04

$3.52

$3.02

$2.70

Percent Captured by Overlapping Products

[C]=[B]/[A]

74%

76%

Quebec-Only Products

[D]

$191,697,950

42,679,113

$4.49

$3.91

$3.41

$3.09

Figure 1: Weighted Average Price Per Litre by Province
TBS Data and AC Nielsen Data
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Figure 2: Weighted Average Price Per Litre by Province
6 Pack Bottles, TBS Data and AC Nielsen Data
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Figure 3: Weighted Average Price Per Litre by Province
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Figure 4: Weighted Average Price Per Litre by Province
12 Pack Bottles, TBS Data and AC Nielsen Data
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Figure 5: Weighted Average Price Per Litre by Province
12 Pack Cans, TBS Data and AC Nielsen Data
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Figure 6: Weighted Average Price Per Litre by Province
24 Pack Bottles, TBS Data and AC Nielsen Data
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Figure 7: Weighted Average Price Per Litre by Province
24 Pack Cans, TBS Data and AC Nielsen Data
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Table 4: Summary of Prices Per Litre By Package Size
Excluding Taxes, TBS Data and AC Nielsen Data

Package Size

Ontario

Quebec

Difference ($)

Difference (%)

[A]

[B]

[C]=[B]-[A]

[D]=[C]/[B]

6 Bottles

$3.52

$4.36

$0.84

19.2%

6 Cans

$2.31

$4.02

$1.71

42.5%

12 Bottles

$2.86

$2.97

$0.10

3.5%

12 Cans

$2.32

$2.91

$0.60

20.5%

24 Bottles

$2.10

$2.41

$0.31

13.0%

24 Cans

$2.20

$2.52

$0.32

12.8%

All Beers

$2.28

$2.80

$0.52

18.6%

Figure 8: Cumulative Percentage of Quantity Consumed at Various Prices
for All Products
Ontario Price Per Litre
Excluding All Taxes
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Notes:
1. Thirty-five percent of the total litres of beer sales sold at TBS were sold at a pre-tax price that was lower than the lowest pre-tax price observed in the province of Quebec, which is $2.02.

Table 5: Weighted Price Per Litre for Overlapping Products
Using Ontario Quantities for Both Provinces

Quebec

Ontario

Including All Taxes

[A]

$3.95

$4.19

Excluding Sales Tax

[B]

$3.44

$3.71

Excluding Sales Tax and
Commodity Tax

[C]

$2.94

$2.72

Excluding Sales Tax, Commodity
Tax and Federal Excise Tax

[D]

$2.63

$2.40

Net of taxes, Ontarians pay less for overlapping products than consumers in Quebec.
Product mix differences are not driving overall price difference between provinces.
Notes:
1. Price indices for Ontario and Quebec are calculated for both provinces using quantities from TBS data for Ontario. For this analysis, we analyzed only the products that appear in
both TBS and AC Nielsen data. To calculate the price index for Ontario, we multiplied the price of each product in Ontario per litre by the volume in litres of that product in Ontario, added
those up, and divided by the total volume in litres in Ontario. For Quebec, we multiplied the price of each product in Quebec per litre by the volume of that product in litres in Ontario,
added those up, and divided by the total volume in litres in Ontario.
In other words, weighted price in Quebec=sum(P_Quebec*Q_Ontario)/sum(Q_Ontario) and weighted price in Ontario=sum(P_Ontario*Q_Ontario)/sum(Q_Ontario).
2. [B]=[A]/1.13 for Ontario; [B]=[A]/1.14975 for Quebec.
3. [C]=[B]-$0.74/litre - $0.176/litre -$0.0893/non-refillable container for Ontario; [C]=[B]-$0.5/litre for Quebec.
4. [D]=[C] - $0.3122.
5. There are 282 overlapping products in both provinces.

Figure 9: Price Per Litre for Total Litres Consumed By Province
for Overlapping Products
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Table 6a: Weighted Average Price Per Litre For The Top Ten Best-Selling
Brands by Volume Sold in Ontario
TBS Data and AC Nielsen Data

Ontario Price Per Litre
Including All Taxes

Ontario Price Per Litre
Excluding All Taxes

Percentage of
Consumption in Ontario

Quebec Price Per Litre
Including All Taxes

Quebec Price Per Litre
Excluding All Taxes

1

COORS LIGHT

$4.09

$2.32

13%

$3.60

$2.32

2

CANADIAN

$4.10

$2.32

9%

$4.01

$2.68

3

BUDWEISER

$4.11

$2.33

8%

$3.90

$2.58

4

BLUE

$3.61

$1.92

7%

$3.80

$2.50

5

BUD LIGHT

$4.10

$2.31

5%

$3.58

$2.30

6

CARLING

$3.58

$1.87

5%

$3.62

$2.34

7

BUSCH LAGER

$3.71

$1.89

3%

$3.57

$2.29

8

LAKEPORT PILSNER

$3.59

$1.88

2%

N/A

N/A

9

HEINEKEN

$5.49

$3.38

2%

$4.86

$3.42

10

CORONA

$5.27

$3.16

2%

$4.73

$3.30

Table 6b: Weighted Average Price Per Litre For The Top Ten Best-Selling
Brands by Volume Sold in Quebec
TBS Data and AC Nielsen Data

Quebec Price Per Litre
Including All Taxes

Quebec Price Per Litre
Excluding All Taxes

Percentage of
Consumption in Quebec

Ontario Price Per Litre
Including All Taxes

Ontario Price Per Litre
Excluding All Taxes

1

COORS LIGHT

$3.60

$2.32

23%

$4.09

$2.32

2

BUDWEISER

$3.90

$2.58

14%

$4.11

$2.33

3

BUD LIGHT

$3.58

$2.30

7%

$4.10

$2.31

4

MOLS DRY

$3.93

$2.61

6%

$3.96

$2.19

5

BLUE

$3.80

$2.50

5%

$3.61

$1.92

6

HEINEKEN

$4.86

$3.42

4%

$5.49

$3.38

7

EXPORT

$3.95

$2.62

4%

$4.13

$2.39

8

CORONA

$4.73

$3.30

3%

$5.27

$3.16

9

STELLA

$4.79

$3.36

2%

$5.64

$3.51

10

LABATT BLEUE DRY LAGER

$3.92

$2.59

1%

N/A

N/A

Table 7: Weighted Average Price Per Litre for the Best-Selling Brands
Excluding All Taxes, TBS Data and AC Nielsen Data

Ontario

Quebec

Top 3 Brands With the Highest Litres Consumed in Each Province

$2.32

$2.40

Percent of Litres Captured by the Top 3 Brands

30%

44%

Top 5 Brands With the Highest Litres Consumed in Each Province

$2.26

$2.43

Percent of Litres Captured by the Top 5 Brands

42%

54%

Top 10 Brands With the Highest Litres Consumed in Each Province

$2.26

$2.57

Percent of Litres Captured by the Top 10 Brands

56%

69%

Appendix Table 1: Weighted Average Price Per Litre by Province
6 Pack Bottles, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

6 Pack Bottled Beer Products in Ontario

[A]

$45,105,110

8,247,463

$5.47

$4.84

$3.83

$3.52

Overlapping Beer Products

[B]

$28,070,307

4,991,586

$5.62

$4.98

$3.94

$3.62

Percent Captured by Overlapping Products

[C]=[B]/[A]

62%

61%

Ontario-Only Products

[D]

$17,034,804

3,255,877

$5.23

$4.63

$3.67

$3.36

6 Pack Bottled Beer Products in Quebec

[A]

$60,200,408

10,126,168

$5.95

$5.17

$4.67

$4.36

Overlapping Beer Products

[B]

$35,512,321

5,930,723

$5.99

$5.21

$4.71

$4.40

Percent Captured by Overlapping Products

[C]=[B]/[A]

59%

59%

Quebec-Only Products

[D]

$24,688,087

4,195,445

$5.88

$5.12

$4.62

$4.31

Appendix Table 2: Weighted Average Price Per Litre by Province
6 Pack Cans, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

6 Pack Canned Beer Products in Ontario

[A]

$65,185,923

15,432,501

$4.22

$3.74

$2.62

$2.31

Overlapping Beer Products

[B]

$13,061,714

2,837,388

$4.60

$4.07

$2.93

$2.62

Percent Captured by Overlapping Products

[C]=[B]/[A]

20%

18%

Ontario-Only Products

[D]

$52,124,209

12,595,114

$4.14

$3.66

$2.55

$2.24

6 Pack Canned Beer Products in Quebec

[A]

$11,905,502

2,144,595

$5.55

$4.83

$4.33

$4.02

Overlapping Beer Products

[B]

$9,590,685

1,560,504

$6.15

$5.35

$4.85

$4.53

Percent Captured by Overlapping Products

[C]=[B]/[A]

81%

73%

Quebec-Only Products

[D]

$2,314,817

584,091

$3.96

$3.45

$2.95

$2.63

Appendix Table 3: Weighted Average Price Per Litre by Province
12 Pack Bottles, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

12 Pack Bottled Beer Products in Ontario

[A]

$156,866,194

33,485,803

$4.68

$4.15

$3.18

$2.86

Overlapping Beer Products

[B]

$97,977,596

19,955,762

$4.91

$4.34

$3.35

$3.04

Percent Captured by Overlapping Products

[C]=[B]/[A]

62%

60%

Ontario-Only Products

[D]

$58,888,598

13,530,040

$4.35

$3.85

$2.92

$2.60

12 Pack Bottled Beer Products in Quebec

[A]

$123,505,398

28,427,440

$4.34

$3.78

$3.28

$2.97

Overlapping Beer Products

[B]

$96,036,280

22,003,734

$4.36

$3.80

$3.30

$2.98

Percent Captured by Overlapping Products

[C]=[B]/[A]

78%

77%

Quebec-Only Products

[D]

$27,469,118

6,423,706

$4.28

$3.72

$3.22

$2.91

Appendix Table 4: Weighted Average Price Per Litre by Province
12 Pack Cans, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

12 Pack Canned Beer Products in Ontario

[A]

$111,014,053

26,188,873

$4.24

$3.75

$2.63

$2.32

Overlapping Beer Products

[B]

$28,044,759

5,748,350

$4.88

$4.32

$3.17

$2.85

Percent Captured by Overlapping Products

[C]=[B]/[A]

25%

22%

Ontario-Only Products

[D]

$82,969,295

20,440,523

$4.06

$3.59

$2.48

$2.17

12 Pack Canned Beer Products in Quebec

[A]

$30,854,503

7,203,114

$4.28

$3.73

$3.23

$2.91

Overlapping Beer Products

[B]

$28,329,505

6,538,216

$4.33

$3.77

$3.27

$2.96

Percent Captured by Overlapping Products

[C]=[B]/[A]

92%

91%

Quebec-Only Products

[D]

$2,524,999

664,898

$3.80

$3.30

$2.80

$2.49

Appendix Table 5: Weighted Average Price Per Litre by Province
24 Pack Bottles, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

24 Pack Bottled Beer Products in Ontario

[A]

$576,686,590

151,958,670

$3.80

$3.36

$2.41

$2.10

Overlapping Beer Products

[B]

$338,891,344

85,564,095

$3.96

$3.51

$2.54

$2.23

Percent Captured by Overlapping Products

[C]=[B]/[A]

59%

56%

Ontario-Only Products

[D]

$237,795,246

66,394,575

$3.58

$3.17

$2.25

$1.93

24 Pack Bottled Beer Products in Quebec

[A]

$258,462,522

69,700,231

$3.71

$3.23

$2.73

$2.41

Overlapping Beer Products

[B]

$249,007,405

67,225,131

$3.70

$3.22

$2.72

$2.41

Percent Captured by Overlapping Products

[C]=[B]/[A]

96%

96%

Quebec-Only Products

[D]

$9,455,116

2,475,100

$3.82

$3.32

$2.82

$2.51

Appendix Table 6: Weighted Average Price Per Litre by Province
24 Pack Cans, TBS Data and AC Nielsen Data

Total Revenue Including
All Taxes

Total Litres

Weighted Average
Price per Litre

Weighted Average
Price per Litre
Excluding Sales Taxes

Weighted Average
Price per Litre
Excluding Sales Taxes
and Commodity Taxes

Weighted Average
Price per Litre
Excluding Sales
Taxes, Commodity
Taxes and Federal
Excise Tax

24 Pack Canned Beer Products in Ontario

[A]

$179,252,999

43,320,240

$4.14

$3.66

$2.51

$2.20

Overlapping Beer Products

[B]

$52,217,363

11,789,667

$4.43

$3.92

$2.75

$2.44

Percent Captured by Overlapping Products

[C]=[B]/[A]

29%

27%

Ontario-Only Products

[D]

$127,035,636

31,530,573

$4.03

$3.57

$2.42

$2.11

24 Pack Canned Beer Products in Quebec

[A]

$20,260,696

5,281,834

$3.84

$3.34

$2.84

$2.52

Overlapping Beer Products

[B]

$19,814,502

5,156,535

$3.84

$3.34

$2.84

$2.53

Percent Captured by Overlapping Products

[C]=[B]/[A]

98%

98%

Quebec-Only Products

[D]

$446,194

125,299

$3.56

$3.10

$2.60

$2.29

