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In the Québec census metropolitan
area (CMA), the resale market was still
dynamic, even if certain signs of eas-
ing could be observed. According to
Service inter-agences / Multiple List-
ing Service (S.I.A.® / MLS®) data, sales
of existing properties fell slightly (-3.4
per cent) in the first quarter of 2006,
after having risen for four straight
quarters. In fact, 2,014 properties
were sold from January to March, or
71 fewer than during the same pe-
riod last year. This level of activity was
close to the average for a first quar-
ter observed for the period from
2000 to 2005 (2,082 transactions)
and largely exceeded the average re-
corded for the 1990s (1,385 trans-
actions). Sales of existing properties
therefore remained vigorous and con-
tinued to benefit from the positive
spin-offs of one of the most dynamic
job markets in the province. Since the
rise in mortgage rates will be marginal,
decreases in transactions are not ex-
pected in every quarter of this year.

The supply of homes for sale contin-
ued on the upward course that be-
gan at the end of 2003. In the first

quarter of the year, listings reached
3,488 properties, for an increase of
10.2 per cent over the first quarter
of 2005. The growing choice available
to potential buyers is one of the fac-
tors that have maintained the vitality
of the market. More than 60 per cent
of the rise in listings was attributable
to the addition of condominiums for
sale. For this housing type, market
conditions have been easing more
rapidly than for single-family homes
or duplexes.

As a result of this increase in the
number of properties for sale, the
seller-to-buyer ratio, which has been
on the rise for two years, has now
reached 5.6 to 1. The market re-
mained favourable to sellers, but it is
heading toward a balanced situation1.
The condominium market, where the
seller-to-buyer ratio attained 7.6 to
1, will soon reach the balance point.
This is already the case in zones 1 and
2.

For all housing types combined, prices
posted a sturdy gain (8.3 per cent)
between the first quarter of 2005 and

Market still dynamic despite
signs of a slowdown

Effective November 2005,
standard electronic reports on

the housing market are now
free.

To view or download these
reports, go to :

www.cmhc.ca/mktinfo/store

To get specialty publications on
the resale market, go to :

http://www.cmhc.ca/en/Region/
quebec /quebec_004.cfm ___________________________________

1 It should be noted that, on a balanced market, which equally favours buyers and sellers, the seller-

to-buyer ratio stands between 8 and 10 to 1. A ratio below 8 to 1 signifies a seller’s market, while a

ratio above 10 to 1 indicates a buyer’s market.

* Multiple Listing Service (MLS) is a registered certification mark owned by the Canadian Real Estate

Association (CREA)
For more information, please contact

our client services at :

1 866 855-5711

first quarter 2006
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Property type Price range

Seller-to-
Buyer Ratio 
1st Q 2006

Seller-to-
Buyer Ratio 
1st Q 2005

Sales        
1st Q 2006

Annual 
Change (%)

Sales        
(year-to-

date)

Annual 
Change (%)

Listing 
Period 
(days)

Annual 
Change 
(days)

Under $100,000 3,3 3,3 53 -34,6 -35 -25,1 41 4
$100,000 to $124,999 2,7 2,6 88 -45,7 -46 -38,1 39 1
$125,000 to $149,999 3,2 3,7 339 -27,1 -27 9,1 46 -1
$150,000 to $199,999 5,3 6,4 461 29,9 30 42,7 60 -7
$200,000 or over 11,1 11,0 249 14,2 14 48,6 91 10
All prices 5,5 5,4 1190 -7,1 -7 10,7 56 3
Under $100,000 3,1 2,2 11 -65,6 11 -65,6 40 10
$100,000 to $124,999 2,2 2,3 99 -30,8 99 -30,8 35 3
$125,000 to $149,999 3,1 3,3 133 56,5 133 56,5 35 -8
$150,000 or over 6,4 5,5 49 40,0 49 40,0 52 3
All prices 3,3 2,9 292 -1,0 292 -1,0 38 3
Under $100,000 6,2 5,0 104 -15,4 104 -15,4 70 25
$100,000 to $124,999 6,0 4,8 131 15,9 131 15,9 76 23
$125,000 to $149,999 8,4 5,7 75 -19,4 75 -19,4 71 8
$150,000 to $199,999 8,3 8,1 90 47,5 90 47,5 82 7
$200,000 or over 11,9 12,1 47 104,3 47 104,3 80 6
All prices 7,6 6,1 447 8,2 447 8,2 74 20

Seller-to-Buyer Ratios and Sales by Price Range

Detached

Semi-det. & row

Condominium

the first quarter of 2006. Increases of
9.0 per cent and 15.6 per cent had
been observed in the first three months
of 2005 and 2004, respectively. The
market, which has been tending to ease
overall, has therefore effectively been
putting less pressure on prices.

Condominiums garner a growing
market share

Since 1996, the popularity of condo-
miniums has been steadily growing on
the resale market. In fact, the market
share of this housing type went from 9
per cent in 1996 up to 22 per cent in
2005. This same result was also ob-

served in the first quarter of this year.
The aging of the baby boomers is one
of the factors supporting condomini-
ums. Once the children have left home,
the more active baby boomers, or those
who travel frequently, are tempted by
this tenure option, which limits their
maintenance chores and provides them
with better security in the event of ex-
tended absences.

As property prices rise, this type of
housing also appeals to first-time home
buyers, who can thereby make the tran-
sition to homeownership at a lower cost.
By opting for the purchase of a condo-
minium, these buyers need around

$30,000 less than for a single-detached
house and close to $4,000 less than for
a semi-detached or row home. In this
last case, though, the supply of proper-
ties for sale (261 units) was limited, even
more so than for condominiums (937
units). Of course, when paying less, buy-
ers generally get a property with less
attractive features in certain respects,
such as a smaller floor area or the lack
of a backyard. However, since
homeownership is often based on a
very strong desire or need, buyers are
commonly willing to make compro-
mises to get there.

Selling Price and Seller-to-Buyer Ratio
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