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PREFACE

This report has been prepared for the Canadian Fed-
eral Department of Communications (BOC) by R.W. Hough and - _
M.E. Kirby of R.W. Hough and Associates Ltd., Ottawa, Canada.
Thanks are due to R.M. Tyler, formerly of.Communications
Studies and Planning Ltd., London, England, for contributions
relating to the income and expenditure analysis included -
herein, and particularly for the development of a prelim-
inary version of that method included in a previous colla-
borative report prepared by our two companies; to Beverly
Hillman of DOC for locating and making available some of the
data used in this report; and to the Economics Branch of the
Department of Communications for its support and encouragement.

Special thanks are extended to Mr. Maurice Estabrooks
of the Economics Branch for assisting us in many ways during
the course of the project, and to Mr. George Collians, formerly
associated with DOC, for providing guidance, counsel, and a
large portion of moral support and encouragement. Each of
these individuals contributed to the successful completion
of the report; however, Hough and Associates remains respon-
sible for its content, including, of course, any errors that
may inadvertently remain. :
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EXECUTIVE SUMMARY

INTRODUCTION

This study, prepared over a period of approximately
one year, has had as its objective the development of a set
of realistic estimates of the potential for Telidon growth
in Canada.

To accomplish the research, three specific method-
ologies were used, each of which has proven to be successful
in earlier studies with regard to establishing useful and
accurate results in the area of forecasting demand for new
products and services. The names of these methods are

1. Historical analogy method
2. Income and expenditure analysis method
3. Competitive and complementary analysis method.

The first two of these methods were used in the study
to develop numeric estimates of potential population growth
of Telidon terminals between 1985 and 1991. The third method
was used to make subjective comparisons between Telidon, and
other, competitive and complementary service delivery systems.

SUMMARY

On the basis of the historical analogy method, the
objective of which is to ascertain reasonable growth rates
of Telidon in comparison to actual growth rates of previous
services, we find that maximum numbers of Telidon terminals

"in the 1981 to 1991 time period conform to -the following

~ On the basis of the income and expenditure analysis--
the purpose of which is to determine from statistical data
on income and expenditure patterns of Canadian households,
how many such households can 'afford' videotex at various
prices--we find ‘the following, calculated for the year 1985:

/
I3

{

. _table: ___ N i . e
 Estimated
Starting Value Estimated range of terminals for
For 1981 1986 ' 1991
2,000 85,000 to 140,000 260,000 to 750,000
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TTfully recognized as superior to its competitors, it needs

-vi-
Monthly Cost Estimated Number
to Household of Subscribers
$25.00 13,000
18.00 36,600
13.00 65,000
9.50 100,700

6.00 150,000

Finally, on the basis of the competitive and comple-
mentary analysis method, we find that, whereas information
retrieval, transactions and person-to-person communications
are very attractive application areas for Telidon, in compar-
ison to alternative products and services now available or
shortly to come on the market, most of the other applications
suggested for Telidon service are not as promising. As these
are subjective judgments based on comparing Telidon with
other products and services that can do similar tasks--such
as newspapers, books, magazines, home computers, electronic

- games, and competitive electronic information services--such

judgments may turn out to be shortsighted. We attempt,
however, to justify our conclusions in a convincing manner.

NEED FOR GOVERNMENT FUNDING

Despite the fact that the numeric estimates in this-
report are lower than some others that have been made public,
we do not look on them as pessimistic or discouraging. On
the contrary, if Telidon can reach such penetration rates it
would represent a very good market for Canadian manufacturers,
information providers, and system operators. To do this
successfully, in our view, will require continued government
funding and support, particularly in the face of formidable
competition from Europe. Since Telidon technology has been

continued support, at this time, to reach a point of full
market maturity. ~ - - O 1
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Chapter 1

INTRODUCTION

This document represents the conclusion of a
comprehensive, year—long_study on potential markets for Telidon,
Canada's éntry in the worldwide race for television-based
information systems.

These systems, generically called teletext and videotex,*®
are by now well known to be in an advanced stage of development
technically--though they are, it should be noted, still very

much untested in the market place. By contrast, certain

additional systems, based principally in the United States, have

developed from a considerably greater market orientation, and

perform very similar functions--i.e., the display of a wide variety

of types of information on computer-connected terminals, either

in the home or in offices.

Considerable controversy surrounds the long range future
prospects of all of these systems. In particular, regardléss of
(in some cases) very large amounts of money_being.spent'to develop
and market the new technologies, in no case are they, as yet, |
clearly developing as economically viable, consumer—desired, new
home or bu§iness services. On the contrary, market issues are
those that have yet to be resolved, and on which many public and .

private organizational entities are intensely pressing forward.

®* This study uses the terms teletext and videotex in a manner
that conforms to presently accepted standards. In this context,
teletext refers to one-way reception of viewer-selectable
text and graphics on a television set, while videotex refers
to a two-way, interactive system, with connection accomplished
via telephone lines or cable television channels.
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This report, prepared under contract to the Canadian
Department of Communications, deals with these questions in |
depth. Much has beén written about these systems in the last
few years, especially in 1979 and 1980, and the rate at which
the systems are being discussed in professional and popular
publications, including newspapers and all kinds of magazines,

is itself increasing dramatically. One reason for this, of

course, is that wide publicity is being given to the new systems

by their devélopers and proponents. What has been conspicuous

by its absence, however, has been a reasoned, thoughtful

analysis and discussion of market prospects. The central purpose

of this report is to attempt to fill at least some of this

important information gap.

- BACKGROUND

/

For fhose unfamiliar with this subject, it may be
useful to begin with a brief resume of what Telidon is, what -
some of the competing systems and services are, and some general
comments about the environment in which these sysgems are being
develeped.

As mentionedvabove, Telidon isvéne manifestation of
what are now being referred to as teletext and/or videotex
systems. The basic components of these systems are:

1. An information bank or data base stored in one
Or more computers; ’
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2. Electronically controlled display terminals placed
in homes and offices (described in more detail
below); and

3. Communication lines or 'links' of various types
(also described below) which connect the data
banks with the terminals--and, in some cases,.
terminals with data banks. :

A key feature of this type of information system

~arrangement is 'control'. Just as readers of books, newspapers,
reports, telephone books, and other printed matter have selection
capability over.what they choose to read--as well as over how
they read it, e:g., front to back, back to front, random scanning,
selection with an index, and so on--so too do the electronic
information systems have such capabilities.

In general, there are two basic types of devices that
can provide such control. One of thgge,»which"is by far the
most widespread in systeﬁsaﬁeing implementéd ﬁp to now, is-a
small, very simple, numeric keypad device designed to look 1like,
and operate in a similar manner to, a small, hand-held four-
function calculator--or, perhaps, the keypad on a push button
telephone. The most important and far-reaching characteristic
of this type of control device is its simplicity.‘ We will
describe the characteristics of systems having such cdntrol
dévices, anq their implications, in more detail later. At the
outset, however, it is important to make note of at least one
m;;;;“fact, that with a simple control device--i.e., numeric
.oniy;;a user's interaction with. the electronic information

system must also be simple, and, in turn, the information

system itself must often become considerably complex.
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The,second type of control device used with electfonic

information systems is a full alphanumeric--i.e., letters and

numbers--keyboard. There are already in existence manylkeyboard—

based pieces'of electrical and electronic office equipment,

including computer terminals, typewriters, word processing systems,

and many others, In addition, typewriters, small computers,
sophisticated electronic games,and.other similar devices are
either already in homes, or are being designed to be in.homes,
as well as offices, Thus, keyboard-based instrnments, as well
as numeric-only devices, are also widespread and growing.

In the previous connection, it may be said that the
first part of the emerging saga of Videotex revolves aronnd the
most basic of all qnestions, namely, What is it? For example,

as recently as November 1980, the _international _ standards settlng

R
JESSSISURERESIE Y e e o
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body in_ telecommunlcatlons, 5, CCITT,* gave-notice that it had
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approved Telidon as ghg_lﬁhggd_lecognizedwworld”standard¢£orw

videotex', along with Prestel from Britain and Antiope from

et
S

France, Wthh had been prev1ously SO ‘recognized. At the samew
(tlne, however, Tandy Corporation, in the United States,

had already designed, manufactured, and put up for sale through
its Radio Shack stores in the U.S. (and presumably later in

Canada) a/computer-based terminal that it calls a videotex

* Commité Consultatif Internationale Telegraphlque et

Té€léphonique
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terminal--yet it does not look like and .does not operate like :

those systems that are 'officially recognized' as videotex

systems by the CCITT. What has happened, therefore,Ais_that
two streams of development effort have begun to occur in the
provision of mass market electronic information systems. We
begin the report b& describing briefly each of these major

streams of development effort.

PRESTEL, ANTIOPE AND TELIDON

>

Prestel in Britain, Antiope in France, and Telidon (
in Canada represent the three most widely known development
efforts in videotex in the world. According to a recent article
(New Scientist, 1980), Britain's Post Office»Telecommuﬁications;‘
now known as British Telecom, has invested over £26 million
in the development of Prestel, especially over the last four.
years, but also dafing back to its invention, some ten years
ago. Originally, this system--called Viewdata initiélly~—was
designed with the thought in mind of increasing usage of British
Telecom's lines during off-peak periods, principally nights

and weekends. It was thus conceived of specifically for home

consumption, presumably to be usable by individuals and families

who, it was assumed, would have little familiarity with computers,
terminals, sophisticated electronic devices and so on.
It should be noted, we believe, that this very early

conceptual notion of the potential users of such a system was
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responsible for its functional specifications and characteristics
that exist today--and indeed for the basic characteristics of all
such systems, Qave those that are developing in the United States.

Specifically, the notion of uninitiated users gave rise to

the idea of using a number-only control mechanism, which in turn
led to the idea of 'tree-structured' data files.
| It is, in this report,’both unnecessary and unwise
to attempt to define and deséribe tree-structured files in
detail. Basically, however, they operate as follows. First,
when the terminal device (television set or other) is turned
on, the information system greets the user by some means (e.g.,
with the word(s) "TELIDON,' "Welcome to Prestel,' etc.), then a
'menu,' or numbered iist of selection items, appears, which in
effect says, '"What is it you'd like to find out about?" The .
initial menu is, usually, the highest level set of selection
options, including, for eXample, such items as 'Government
Information;"’Entertainment,' 'News/Weather/Sports,’"Claésified
Advertising,{ and so on. Since each item is numbered, by
pressing only one or two buttoﬁs on the Keypad, the user gets
to the next level of detail in whichever information category

he chooses. At that level there is another menu (for example,

under 'Entertainment' the next level might offer 'Restaurants,’'

'Movies,' 'Plays,' 'Sports Events,' and so on), thus allowing
further selection to the.particular information desired--perhaps
through a number of searching levels.

The above scheme represents the essential searching

o Sn s Ow m
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capability of a tree-structured file. However, it is also

appropriate to note that in practice, published directories

‘are available to users of such systems which allow access to

be made to specific pages, deep in the tree structure, simply

by pressing a series of digits in sequence, representing the

number of the 'page' on which the desired information appears.

When this is done, the page requested appears immediately on

the screen, and it in turn?(usually) has pointers to other

pages the user may request for additional information on the

same subject, related subjects, and so on.

The basic characteristics of tree-structured files,
menus, numeric -selection of pages that contain the information

sought, and so on, are common to all three of the principal
"television-based videotex systems, Prestel, Antiépe, and Telidon.
At this point, however, the similarity ends abruptly, since
there is a largé difference in graphical complexity between
Prestel and Antiope, on the one hénd, and Telidon on the other.
In technical terms this complexity is due to the fact
thét'pages--or images formed on the television screen--are
constructed using an 'alphamosaic' method in the Prestel and
Antiope systems, and an 'alphageometric' method in the Telidon~
system. This difference leads to vastly 1mproved plcture

quality w1th Telldon (on_ average), and 1t is the one par“;cu]ar

feature that most dlStngUlShes Telldon from other teletext,

and videotex systems Again, therefore, while it is unnecessary

e ey AT AR S S g N

to go into detall on how this better graphlcs is accompllshed
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(since information of this type is amailable eleewhere) the
fact that Telidon has better graphics, and the fact that that
is recognized By potential buyers and users of videotex systems
around the world--including the U.S.--1is also important to'make
clear at the outset of this paper.

With this much said, there are several other aspects
with respect to. these systems that are important to bring out
at the beginning of the report. The first of’these has to do
with initial construction of the data bases tﬁese systems use.

As is weli known, remote terminal oriented computer
systems have been in operation for many years, and are now very

widespread. In fact, such systems date back to the late 19505,

more than twenty years ago, when Pan American, American, Air

Canada and other airlines began to experlment with and. develop

- ns

—

.\

the now very commonplace, automated airline reservation systems

--e.g. Amerlcan A1r11nes' Sabre System and others These
systems were the beginning, but an enormous number of additional
applications of computers and communications has followed since,
both in North America (especially Canada and the U.S.) and around

the world.® These applications include both online, 'real-time'

g

* It may be useful to note here that Canada, and in particular

__the Department of Communications. has taken_a. leading role in_ _

|

\. . M

~ %

..

“studying such developments through the years, first with its
-Task Force on Computer/Communications convened.in 1971, and
subsequently with studies conducted by the Interdepartmental
Computer/Communications Secretariat in DOC, DOC's Research

Sector (e.g., DATACOM 76, a market survey of data communication

users), and many other research ‘and development efforts,
including Telidon.
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systems for requirements such as order entry, credit checking, I
stock exchange transactions, online banklng, b1b110graph1c o |
data search, and an enormous range of other services--as well as
what may be thought of, perhaps, a;.more mundane' types of
applications such as those that require bulk data transfer over

telephone lines to and from offline card readers, printers,

magnetic tape machines, and so on.
The important thing about all of these various computer - i

communication applications, and they are legion, is that not one

of them uses data storage methods similar to those required for

Prestel, Antiope, Telidon, and other videotex systems of their

genre. A; we will attempt to make clear as this report proceeds,

there is 'good news and bad news' in this faét. In summary,

however, the most 1mportant message has to do with the fact that,

at this stage, the data bases being used by each of the tree-

structured data file systems--Prestel, Antiope, Telidon, and

others in other countries--must be bﬁilt up 'from scratch',

page by page, with very costly construction methods. This leads,

of course, to Prestel, Antiope and Telidon pagés that are

(at least sometimes) interesting to ibok at, attractive graphic-

ally, and use colors lavishly--purportedly to make them attractive,

easy to read, and so on. What is different'about the situation,

however, is that it contrasts markedly with more conventional uses
of computer communications and, at this writing, takes little
advantage of data bases already created for other purposes.

The last item to be discussed in this introduction

(with Tespect to Prestel, Antiope and Telidon) is cost. This
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subject is still one of considerable controversy. However,

it is possible to identify roughly what terminal devices for such

systems  cost, if not their total costs or future costs. For

eXample, it is now reasonably established that Telidon decoders,

excluding the television set or other display device, have been

reduced dramatically in price from something in tHe~neighborhoodh

of $3,000 when they were first produced approximateifuimi/Z‘fééfs

ago, to about $1,200 during most of the latter half of 1980.

Moreover, a recent advertisement by Norpak,* the principal

manufacturer ofvTélidon terminals at this time, indicates

that thé}vﬁiii Séll Telidon terminal modules at US$525 each,

at

qdéﬁfifiéé 6f 1,000 or more. This indicates, of course, that

were an irndividual. organization (or consortium of organizations)

to

place a contract with Norpak for a minimum of US$525,000

today, they could, in fact, get their Telidon decoders for $525'

each--though it should be noted that at least as of December

1980, Norpak has had no buyers so faf, at that price.

Whatever the case may be on individual decoder prices,

however, one needs to add the cost of a modified television

e e e e = :

set to}arriVe at a total figure for a usable Telidon receiver

¢

terminal.** Here, there is also controversy over present prices,

xR

MICROS Journal, 1980.

Inputting to Telidon systems, it should be noted, is another
matter altogether. For example, the same advertisement
referenced above indicates .that 'information provider'
terminals (i.e., those that are used to create pages for a
Telidon data base) are available from Norpak for $19,500--
quite some distance, obviously, from prices for receiver.
terminals. ’ ' :
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future prices, and so on. However, it may clearly be estimated
that a figure of $500—$600 (in either U.S. or Canadian dollars)
is not at all unreasonable, since these are essentially minimum
prices even for conventional color television sets, let alone
those that require modification in order to be used with the
‘Telidon decoders discusséd above. This being the case it seems
reasonably clear that a minimum investﬁent of $1,000 to $1,100
is required, and will be required for. some time, to purchase and
use a Telidon-equipped receiving device--i.e., barring presently
unannounced entrants to the market. For this report, therefore,
we will assume terminal prices to be in the above range, as a
complete package.¥®

RADIO SHACK, COMPUSERVE, THE SOURCE, AND OTHERS

We have elaborated at some length in the last section
concerning particular characteristics of Telidon (as well as

Prestel and Antiope) that will be seen to have special signi-

* We are not inclined to go deeply into the subject of Prestel

to this particular report. It may be useful to point out,

however, that according to the best information available at
this time, Prestel prices, at least , are still substantially
‘higher than those quoted above, and in some cases very much

t
i
¢
i
1
t
]
|

higher. Since they have less sophisticated graphics, however, -

|
b
t
1
f

it is entirely possible that they could at some time reach
a level below Telidon prices, at greater production volumes
than achieved at present. Similar remarks would probably be
appropriate for Antiope decoders, but the picture is unclear
in this situation also, at this time.

and Antiope terminal prices as they are essentially irrelevant
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ficance with reépect to market prospects for these systems.
It is unnecessary to expound td,the same degree on'altefnafive
systems; nevértheless, as beforé, certain éharacteristics.are
particularly important, especiéliy those that differ substantially

from what has been described above. This section outlines

these aspects briefly, in order to put the analysis in the remainder

of the report in its proper context.

| ‘In essence, what Radio Shack, CompuServe énd others
in the United States have to offer, already, are up-and-running
information systems with (a) very large and diverse data bases,
constructed for other purposes and thus already amortised for
the most part; (b) ready made ferminals, with user selection from
a wide ranée of home computéfs, conventional computer terminéls,
and purpose?built terminalsvspecificaliy,for:'videotex' (i.e.,
mass-market information system) applications; and (c) a communica;
tion infrastructure that allows access to data base computers
at very reasoﬁable rates, most particularly at off-peak hours,
e.g., nights and-weekendé. |

Curiousiy, ofvcourse, the above descriptionvis (we

would assume) Véfy cloée to that envisioned for Viewdata’some
ten years ago, i.e., an overall inexpensive system that could
conceivably Be very widespread in a short time, easy to use,
with attractive, marketable .information, to be especially

accessed from the home, during non-business hours.®* Unfortunately,

* The latter characteristic, it may be noted, stems from what
has often been reported as a Key factor in the British Post
Office's original rationale for Viewdata, namely, an oppor-
tunity to increase revenue from underutilized telephone plant
--i.e., lines, switches, and telephone instruments--during off-
peak hours. (See, for example, New Scientist, 1980).
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as wé will see, things have not yet turned out that way; On the
contrary, Prestel, Antiope, Telidon and other similar systems
are greatly more complex and expensive at this stage, because
they require starting afresh with virtually all the components
required fo implement and deploy‘an operational system--hardware
and software alike. ‘

Briefly, then, to be explicit for future reference in
the report, Radio Shack, CompuServe, The Source, and perhaps
other systems as they develop, all share, and will continue

to share, various aspects of the following set of characteristics:

1. Ready-made, off-the-shelf terminals with full
alphanumerlc keyboards, at least as low as $800,
even in color, and perhaps lower in the near : :
future (black and white only, for example, already
costs con51derably less than §$800 now)

2. Ready-made data bases for certain sets of information.

3. Additional, newly constructed data bases, often
derived as an off-shoot from other services--
for example, full text of news stories that are
input directly from computer-originated material
prepared by newspaper publishers themselves.

4, Transaction services.
5. Communication services among and between users.

6. Inexpensive access and use charges, as low, for
example, .as $§2.75 per hour during non-business
s e MO S e

7. Full alphanumerlc search capablllty, rather than
__'numerlc only
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8. Very extensive data bases coverlng a wide variety
of subjects and interest levels, already available
and accessible.

9.. More terminals in place and operating now, in
the United States alone, than in all other
videotex systems combined, worldwide.®

SUMMARY OF INTRODUCTORY REMARKS, AND OUTLINE OF THE ANALYSIS

The basic facts described above are by now well known
to many. However, a single study report has'yet to put these
varicus pieces of information in a total context, together with
a specific, well documented methodology for forecasting totential
demand, given that context, and giten the environment in which
the various systems presently exist. Since the purpose of this
report is to carry out such a study for Telidon, we néed also
to describe briefly the methodoloéiés we will be using.

To begln, it is approprlate to 1nd1cate that this study

is an outgrowth of prev1ous research concerning new method—
vologlcal approaches to forecastlng demapd for telecommunlcatlon
serv1ces,’ In particular, a previous report by Hough and o
‘Associates, in collaboration with Communications Studies and

Planning Ltd.*% provided the basis for the pfesent research, in

* We elaborate on this statement in some detail, later in the report.

*%* The title of this report was '"Pilot Study to Develop a -

. Methodology to Forecast Canadian Demand For New Home and
Business Telecommunication ‘Services For the Period 1980-1990."
It was completed in May 1979, and is available to interested
readers upon request to the Department of Communications.

(Hough and Associates and Communications Studies  and Plannlng,

1979).
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that it outlined some 13 methods for studying new telecommunication

services, from field trials, through laboratory experiments, to

transaction models, surveys of various types including many new
ones, and on to 'desk research' methods which could be used, it

was claimed, to establish much better estimates of future demand
than could simple guesses. Of these methods, three were identified
as having the potential to especially contribute new knowledge,

at modest cost. These methods were:

1. Analysis of demand based on historical analogy
methods;

2. Competitive/complementary analysis; and

3. Analysis based on detailed examination of

household expenditure and income pattermns.

The present study was commiséioned, in the mainfgto
carry out analyses of the above types. In the course‘of the
research over the past year, five very detailed working papers
were prépared and forwarded‘to the DOC, in addition to a sixth,
shorter paper which combined results from the previous five.
While it is not anticipated that these reports will be made
public, the principal purpose of this final report is to summarize
all of them into one composite document, which it is hoped will
be usable not only for its final results and conclusions, but

for its methodological approaches to achieving those results.

ORGANIZATION OF THE REPORT

Principally, the report is organized in accordance -

with discussions of the three methodological approaches mentioned
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above. Since the historical analysis is extensive it haé been
placed in a chapter of it§ own, Chapter 2. The other two methods,
~income and expenditure analysis and competitive and complementary
analysis, are described in detail in Chapter 3; together with
their principal results and conclusions.

Following these major analytical portions of the report,
Chapter 4 considers a number of additional aspects'tq the task
of forecasting potential growth of‘Telidon.: Included therein are
discussions of the vaiidity of the estimating parameters andvassump-
tions used in the analysis; consideration of the market demand
aspects of the RGB vs. RF interface issue; separation'of the
overall results into fo;ecasts for home and business; and a number
of other issues. Finally, Chapter 5 summarizes the results of

the study, and provides our conclusions based on these results.
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Chapter~2
DEMAND ANALYSIS BASED ON HIuTORICAL

ANALOGY METHOD

INTRODUCTION

In late 1969 and early 1970, a study was conducted for

the U.S. National Aeronautlcs and Space Admlnlstratlon (NASA)
that attempted to address the question of future demand for
telecommunications in a new way. This snudy, conducted at

Stanford Research Institute in Callfornla (Hough et. al., 1970),

was directed toward new telecommunlcatlons services for a very

specific reason. In carrying out its major mission, that is,

technical and technological research in space as well as air-

craft, NASA had reason to consider, .and explore the nature of,
long rénge future applications that might be appropriate for

very advanced communication satellites. Some of these potential
missions, interestingly‘enough, are just now in their earliest
stages of commercial experimentation, investigation, and exploit-
ation--for example, direct broadcast satellites. Many other
applications were also being considered at that time, however,
such as much expanded use of television, including-the addition
of many new nationwide networks instead of the three that existed

in the U.S. at the time, expanded use of such new innovations

as video teleconferencing and other visual communication services,

greatly increased data communications traffic (resulting, for




example, from expanded use of data base eoquify, electronic
libraries, electronic funds transfer, law enforcement oommun~
ication, telemodicine, and a very impressive list of other
 future services), and perhaps most impressive for a report of
ten years ago, a substantial look at one of the most talked
about topics of today, electronic méil.

The NASA study, we have'found‘since, was in many ways
a landmark one, especially‘because of two things. First,
it dealt in an analytical way (not a Journallstlo, o;ognoéélo;,
or science fiction way) with a w1de Varlety of p0551ble future
telecommunication services, some of which are just now coming to
fruition, but many of which are still not commonplace at all,

and may not be for some time. Second, it approached the problem

of analysis from several entirely new methodological perspectives.

Chief among these new approaches was that of considering the
likelihood of new services in,thé light of how other, succeséful
innovationé'had grown in the past; using aotual historical data
- to the degree that they were;availéble. -We called this technique
the historical analogy method.

It islintereéting to note, of course, that the concept

of historical analogy is not new. What was new, however, ten

years ago, was the notion: that numeric data on the early growth

of already mature services mlght bo avallable, and usable in
sufficient detail to create an analytical model., mnot ohly for
telecommunications but in a numbér_of other related fields as'
well. 4Specifically, we’found at_the time, and made use of;

early U.S. growth data on telephones, telephone calls, telegraph
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messages, television sets in place, microwave transmission,
computers, and'autoﬁobilesu' All of these products and services T
could be tracediﬁégim;ggéﬁ;ially to their beginnings, or very
close thereto. Thus, the time series representing growth
of the services at those beginnings and immediately thereafter
could be accurately displayed, and the patterns of each service
could be compared with the others, as well as with theoretical
patterns of growth and evolution of new services. In fact,
what was seen to be remarkable, and will be displayed presently,
was that many of the curves bore a strong resemblance to theoretical
constructs, and in one case, that of television growth, the
regularity of the pattern is exceptional.

To summarize, the historical analogy method was first
developed some ten years ago, when it was applied to a project
very similar to the present one, namely, forecasting demand
fér new (as well as conventional) information transfer services.
In the previous case, requirements for highly aggregated services,
such as voice, video, data, and so on, were required, whereas
in this study the subject matter is more disaggregatéd--i.e.,
Telidon, by itself. In all other respects, however, the studies
are similar, and the logic for using comparisons with growth of
previous services 1s identical.

OUTLINE OF THE METHODOLOGICAL APPROACH

The essence of the historical anaiogy method,Aas

.
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intimated aboVe, is'the coliection bf a number of sets of time
series data on the early growth of new products and services
in the past, with'an’eye toward‘using these daté as indicators
of potential growth of new products. Especially in the last
yéar or two there has become an'ever-expanding list of tech-
‘nological developments that may be compared to Telidon, and on
which early growth data would be valuable. (See Table 1).

Unfortunately, sufficiently comprehensive and verifiable in-

formation is available only for some of these products and services. .

However} without question the available series comprise a more
than adequate set of figures to analyze, using the historical
analogy method.

To begin, we have illustrated in Figure 1 a picture
of what the early growth of telephone service in the United
States looked like, beginning with its first year, 1876.

The data for this chart were drawn from fecords collected
and made available by the U.S. Government, specifically in
""Historical Statistics of the United States, Colonial Times to

1957," published by the U.S. Bureau of the Census.

It is interesting, of course, that such data even exist.

As we will find, however, such 'richness' will by no means
‘always occur, and we will be forced to make do with much less
complete information in many cases. For U.S. telephone service
though, the record is just what is needed,. for our principal
ijective is to evaluate, numerically, the pattern of growth

and change that took place in those early years.
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Table 1

SERVICES FOR WHICH

HISTORICAL GROWTH

DATA WOULD BE DESIRABLE AND USEFUL

*Telephone
*Telegraph
*Television

*Color Television
*Radio

FM Radio

*CB Radios

*Cable Television
*Pay Television
*Video Tape Recorders
Video Discs
Calculators
Electronic Watches
Home Computers

®

Services for which sufficient

Electronic Games
*Automobile Development
*Air Travel

Business Computers

Business Copiers

Cbmputer Terminals
*Facsimile Transmission

Telex/TWX

Mailgram/Telepost

Word Processing
*Packet Networks .

Typewriters \

Electronic Cash Registers

*Microwave Transmission

data for analysis are available.
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‘There are undoubtedly many ways to do this. One way,
however, which has proved to be eminently successful, is to
record the value of the time series at specific points in time,
say, at 'Year 1,' 'Year 2,' 'Year 5,' and so on, then compare
these figures on some consistent basis. The comparison method
itself, interestingly, need not be complicated. For example, it
is sufficient to calculate, at each of the identified points
in time, a figure representing average annual ‘growth rate (AAGR)
from the year of introduction of the service to the year in
question, that is, average growth over the first year, then
over two years, five years, ten years and so on. In the case
of U.S. telephone service, these calculations indicate that
that service increased by some 200%. during its first year gbased
on number of telephones in use), continued at. that same rate
during the second year, then declined in its growth rate overall
to a figure of 80%/year for the first 5 years, 50%/year over
10 years, and 28%/year when averaged over 20 years.¥

From these results, a number of observations can be
made. First, of course, is the fact that the rate of growth
declines over time, indicating that édditions to telephone
service, while continuing to increase on a consistently positive
basis in absolute terms, did so nonetheless at a continually
decreasing rate for over thirty years, until about 1910.

Then, as may be seen from the chart, growth continued steadily

* A typographical error on Figure 1 indicates average annual
growth rate as 300% at year 1. The correct figure is 200%.
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for about twenty years (1910-1930), declined during the Depression
years, then picked up again at a pace very similar to that
experienced from 1910 on. As we will see in much of what is to
come, this general pattern--high growth at the beginning of
introduction of a new service, followed by continually decreasing
rates of growth over time-=-1is characteristic of virtually all

new products and services that are successful in the marketplace.
Moreover,'these patterns, having been observed many times before,
have been given names, such as "S" curve growth, after the
familiar form of such data when they are plotted on rectagular
coordinate papef, as opposed to éemi—logarithmic scales, as

they are displayed here.

The second .observation to be made with respect to the
data displayed so far haé to do with the-absolute value of the
growth rates that are observed. ‘It should be noted carefully,
for example, that at the begiﬁning of U.S. telephone service,
when growth rates were as indicated, 200% per year, this rate
derived in fact from a tripling of units in place in both the
seéond and third years of service, starting from 3,000 telephones
in 1876. This represents; quite obviously, a substantial growth
fdr.such a new, untried, and unfamiliar development in an era
when technical change was by no means taken for granted as it is

today. Again, however, what will be seen to be more than

‘surprising is that growth rates as high or higher'than 200%/year
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are consistently observed with successful products and services,
in their first year or two.

Finally, the third observation that is relevant is
that the above statements do not apply to rates of growth averaged
over five or ten years. Between two and five years, in-other
words, the early high growth rates decline very rapidly on average,
such that after that time a figure as high or higher than
100%/year will be seen to be highly unusual. These facts will
be found to be very important in the context of forecaéting
Telidon's potential market.

In summary, with the above as background, what we will
be doing in this chapter is documenting growth histories of a
large number of technological developments, evaluating them
in a similar manner to that shown above, then illustrating how

the previously experienced numeric figures affect estimates. of

Telidon's growth, using this method. To do this we present the

basic data in the following sections, with a separation of the
products and services into four categories--first, those items

(products or services) that we will identify as 'home-only or

home-and-business' services, meaning the combined set of products
’ .

and services that have developed either with a home-only (or

home primarily) market (e.g., radio, television, cable television,
pay_teievision) or a home and business market (e.g., telephone,
automobiles); second, those items that we will identify as

'business-only' services, meaning products or services that have

" Nl S S UL OB NN SN BN WR WR NN N O 85 68 4§ S0 e

developed with a business-only (or business primarily) market
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orientation (e.g.,computers,® microwave networks, packet switching);
and finally, third and fourth, a further separation of the above

data into the two categories, U.S. or Canadian.

THE BASIC DATA

Home-Only, or Home-and-Business, Services

Telephone Service. Having presented above the basic

data on the growth of telephone service in the United States, we

turn in thlS sectlon to that same type of information for Canada.
. We have already alluded to the fact that very often
data are not as complete as we would like them to be. In this
section we will see’cleafly what that statement means, and what
must be accomplished to correct the problem. To begin, we present
in Table 2 the available figures on telephone sets in usé in |
.Canada, derived from the‘publication, "Historical Statistics of
Canada'" (Urquhart and Buckley, 1965) .%#% These data, as may be
seen on the chart, begin in 1886, when some 13,000 sets are
recorded as having been in use. OBserving these numbers--i.e.,
the year and the number of sets--immediately brings to mind a
recognition that, in comparison to the U.S. figures presented

just above, something appears to be seriously different about

* Note that we are dealing at this stage with the early initial
growth of computers, which did in fact occur exclusively in
business, despite the advent of home computers today.

%% In contrast. to the United States, no publication that we know
of has been producpd officially by the Canadian government which
contains historical statistics of the type being used here.
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Table 2

GROWTH OF CANADIAN TELEPHONE SERVICE 1886-1909

Year

1886
1887
1888
1889
1890
1891
1892
1893
1894
1895
1896

1897

1898
1899
1900
1901
1902
1903
1904
1905
1906
1907
1908
1909

Number of Sets
In Use (thousands)

Average Annual Growth
Rate from 1886 (Percent)

= S 6 o u B M SR R 05 I AR SN S 8 N 6N S0 N

*

Source:

13
15
16
18
21
25
32
34

Urquhart and Buckley, 1965.

15
11

14

12 (est.)

12 (est.)
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them. Indeed, that is clearly the case, for upon observation

it becomes obvious that the initial figures don't at all

represent the first year of introduction of the telephone in

Canada, but instead only the first year for which consistent

data are recorded in whatever historical records were available

to the authors of the source document (Urquhart and Buckley, op.

cit.). As these figures stand, therefore, they'are considerably'

less useful than the U.S. figures_in calculating early growth

rates because, as pointed out already, it is the first few years

that are crucial to the calculation method.* This being the

case, the question arises, What can be done about it?

Fortunately, a great. deal can be done in this

particular situation using logic, other knowledge of the

beginnings of telephone service, and so on. First, for example,

it may be recognized that Canadian'and’American>te1ephone service

began at very nearly the same time, though as with many innovations

the initial starting date of commercial service was somewhat

later in Canada.** Assuming that delay to be, say, two or three

years, it is reasonable to place the initial start date of

Canadian . serv1ce at, apprOximately, 1879. 'Second, it is also

reasonable to assume on the basis of the substantial difference

in populatlon'that has always existed between the U.S. and Canada,

To illustrate this fact dramatically, incidentally, we have

‘recorded on Table 2 calculations of average annual growth rate

using 1886 as if it were the first year of service. As may
be seen, these flgures are entirely erroneous and misleading

~,with'respect to early Canadian telephone growth, since the

characteristic high growth rates at the beginning of service
introduction have been completely missed.

Recall, of course, that while Bell was in Canada at the time the
telephone was invented, he found the investment climate better

in the U.S.--much as the same situation is reported to exist today.

—
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- that rather than there being 3,000 telephones in service the

first year, instead there might have been, say, 1,000 units.
Combining these data points, then, we have what may be viewed
as at least a reasonable starting situation for Canadian service,
which while it cannot be verified so far as we know, will be seen
to vastly improve our estimates of the rate of early growth of
this service.

To complete the picture it is necessary, first, to
fill in estimated intermediate values between 1879 and 1886.
The easiest way to do this is to plot the available data and
our assumed starting value on semi-log paper, as before (Figure 2).
With this accomplished we can then draw in freehand a very |
reasonable curve for the intermediate dates, read the new
figures for those dates from the chart, and record the new
series from 1879 on (Table 3). Finally, assuming that all these
estimates are at least approximately correct, a new set of
calculations may be made for early Canadian telephone growth as
follows:

Estimated Growth of Canadian Telephone
Service, With Additional Data Points

Average Annual
Growth Rate

Year (Percent)
1 90
2 73
5 , 52

10 34

20 21
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Table 3

REVISED ESTIMATES FOR EARLY CANADIAN

TELEPHONE GROWTH,

Year

1879
1880
1881
1882
1883
1884
1885
1886

*®

Based on extrapolating backward from 1886 to an assumed
start date of 1879, and an assumed starting figure of

1,000 sets in use.

1879-1886%

Postulated Number
Of Sets in Use

1,000
1,900
3,000
4,600 :
6,300
8,200

10,400

13,000

o
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Television.  From here on in the discussion it will

be unnecessary to elaborate to the same degree as above, since
the methods to be used are, in general, consistent with those
already presented. We will see, however, a general tendency
for there to be substantially more data available(for U.S. than
for Canadian services, and we will be thus forced to use more
U.S. information than we might like to.

In-the case of television some striking comparisons
may be made. In ﬁhe U.S., for example, a remark;ble pattern
developed when this sérvice was introduced immediately after
the Second World War (1946). Because, as everyone now knows,
television is such an incredibly 'demand-pull' service, the
growth pattern for it took off exceedingly fast (Figure 3),
and didn't stdp even for a‘breathQ' In fact, this series is
longer, steeper and more consistent than any other growth pattern
available, and of course television sets are still selling,
year over year, to fhis day.*

For Canada, television growth was almost as dramatic,
although displaced, again, by about three years.(See Figure 4).
In this case, as with telephoné.service, consistent data are not
available in the most commonﬂsingle statistical data source,

since that series (Households with Television, Statistics

Canada. Catalog 64-202) does not begin until 1953, some four

* On Figure 3 it may be noted that growth at Year 1 for U.S.
television is lower than in subsequent years. This pheno-
menon is due to the fact that immediately after the war, intro-
duction of the service was severely supply limited at first.
Within less than two years, however, industry had completely
recovered, and was thus able to supply all the sets the market
could absorb, according to these figures. ' '
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years after the actual starting date of. Canadian television.
To get around this problem, two other series were made use of,
namely imports and manufactufes, in order to fill out the series
in its beginning years. From this information, Canadian television
is calculated to have. grown as follows:

Early Growth of Canadian Television, 1949-1969

Average Annual
Growth Rate

Year (Percent)
1 - 67
2 213
5 184
10 98
20 45

Color Television. The above being quite satisfactory

for our use for television, we are not so fortunate for color
television--again, that is, with regard to Canadian data. On
the other hand, as we will see in the remainder of this section

of the report, U.S. information is still substantially 'rich'’

_in the information we are looking for. For color television,

for example, data originate again at a point where less than
.02% of U.S. households have such receivers, namely, in 1955
(Table 4). From these data, the early growth picture for this

series may be constructed as shown below:
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Table 4

.COLOR TELEVISION SETS IN USE IN

THE UNITED STATES,

Year

1955
1956
1957
1958
1959
1960
1961
1962
1963
1964
1965
1966
1967
1968
1969
1970
1971
1972
1973
1974
il 1975
1976
1977

Source: Sterling and Haight, 1978.

1955-1977

Sets in Use
(thousands)

18
85
165
250
340
445
590

950
1,610
2,810
5,220
9,000
13,700
18,660
23,400
27,800.

33,500

39,400
44,950
48,500
51,700
54,340

. f
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U.S. Color Television Growth, 1955-1975

Average Annual
Growth Rate

Year (Percent)
1 260
2 312
5 133
10 88
20 58

Radio, CB Radio, Cable Television, Pay Television,

and Video Cassette Recorders. With, now, a number of other home

services, we can summarize quickly. The data for these services
are depicted graphically in Figures 5-9, and as may be seen

they bear, for the most part, quité a resemblahce to each other.
On the other hand, when viewing these charts it should be bofne
in mind that they are displayed on vastly different horizontal
scales, since the data cover different time periods. Radio,

for example, is shown for the Years 1922-1977, while CB radios
cover only the period 1974-1979. Similarly, cable television is

displayed over a considerable period (1954-1979), whéreas pay-

television and video cassette recorder growth are shown to cover

less than a fifteen-year period each.

In summary,-the data recorded in Figures 5-9 enable us
to construct the foliowing representations of either 1ikely or
acfual early growth for these services, bearing in mind that they
do all start at 'an' early period, although not necessérily |

the same early period:
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Likely Early Growth for Five Additional Services (U.S.)

Average Annual Growth Rates (Percent)

: First First 2 First § First 10 First 20
Service Year Years . Years . Years Years

Radio 567 356 157 77 37
CB Radio 469 309 102(est) -- - -
Cable TV 114 115 90 51 35
Pay TV _ 263 279 182 - - -~
VCRs : 144 126 85 60 --

Automobiles and Air Travel. Finally, two other pieces

of data complete the information available on home-only or
home-and-business services, i.e., automobiles and air travel. Iﬁ
each of these cases, fortunately, we do have Canadian data, as
shown in Figures 10 and 11. Here,‘as is obvious, growth results
from both business and home use, and the numeric data result in

the following calculations:

Early Growth of Automobiles and Air Travel, U.S. and Canada

Average Annual Growth Rate (Percent)

- " Automobiles Air Travel
Year : \ U.S. Canada Canada Only
1 85 20 . 85
70 68 .26
5 60 - 57 90
10 50 65 | ‘ 40

20 - 41 43 ‘ 28
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Business-Only Services

Turning now to the business world, we find.that
again there is a large‘amount of data to work with, although by
no means all that it would be fortunate to have. To be specific,
information is available in this area for computers, telegrams,
facsimile transmission, microwave transmission, and packet networks
--again with figures derived for the most part,. bﬁt not exclusively,
froﬁ U.S. data sources.

Computers. Figure 12 illustrates the growth of computers

in both the U.S. and Canada. This figure indicates that, contrary
to a number of situations presented in the iast section, com-
mercial introduction of these machines began in the two countries

at essentially the same time, or very close thereto. Unfortunatély,
data are completely lacking for the Canadian time series

between 1951 and 1964. We are forced, therefore to interpolate

for these dates, much as was done for Canadian telephone service
(See Table 5). Resulting growth calculations for the two countries

are then developed from the appropriate time series as follows:

Growth of Business Computers, U.S. and Canada

Average Annual Growth Rate (Percent):

Year U.S. - ' Cansada
1 _ 600 - 100
2 400 73
5 - 300 62
10 210 61 -

20 84 50
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Table 5

POSTULATED CANADIAN COMPUTER

Year

1951
1952
1953
1954
1955
1956
1957
1958
1959
1960
1961
1962
1963
1964

GROWTH, 1951-1964

Estimated Number
-0f Computers

2NN

18
28
46
74
119
192
310
500
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Telegraph Service. In contrast to all of the products

and services presented so far, telegraph transmission has not been
continually successful. We have no early Canadian data at all

for this service. For the U.S., however, appropriate figures date
back, as with telephones, to the service's initial beginnings--

in this case 1867. As shown in Figure 13, from that time on
transmission of telegrams grew very slowly, reaching its peak

rate of growth of only 17%/year at year 2. Overall, in fact,

" not only has the service been very sluggish during most of its

life, but in 1945, following World War II, it began to decline in
absolute value as well. This has continued to be the pattern,
and other data confirm that the same situation exists in Canada.
Clearly, therefore, other innovations have consistently been
replacing telegrams as a message delivery service, with, no

doubt, the telephone being the most important substitute.

Facsimile. In the case of facsimile, we have another

service that has not grown to the extent that is might have
under other circumstances or that proponents would like to have
had it develop. Nonetheless, the picture is considerably
brighter than telegrams, as illustrated with the following data,
this time for Canada:

Estimated Facsimile

Year Units in Use, Canada
1971 1,050
1972 1,450
1973 2,100
1975 4,000
1977 7,000
1981 15,000
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These data are derived from private industry sources
rather than publicly available information. On the basis that
they are at least approximately correct, however, early growth

for this service would appear as follows:

Early Growth of Facsimile in Canada

Average Annual
Growth Rate

Year (Percent)
38
41
39
10 o _ 30
- Microwave Transmission and Packet Networks. Finally,

we present two very particularly business services, microwave
transmission and packet networks. For these two technological
innovations, data are available for the U.S. but not for Canada.
Figure 14 shows the relevant information for microwave transmission,
and Figure 15 depicts early growth of packet switching in the
U.§i—-in this case in éhe earliest such neﬁwork, the "ARPANET,
named for the U.S. Défense Department's Advanced Research Projects
Agency Network.

In summary, early growth histories for these two

services appear as follows:



-52-
1000
2
g (1948-67 Growth Rate = 24% -
| 100 e
=
i = _
5
=
n
g - -
i
[+
Qe
a [~ -
L
[+
[+
w
I
=
<
I3
z, e ]
Q
=
=
Q
Q
"
(@]
& 10
=
EI -
E AVERAGE ANNUAL
8 GROWTH RATES
= — Years Percent 7
1 e 0
P2 42
— 4 5 ..... fe e e 43 b
0. 33
0........ ce.. 23 _
. SOURCES: FCC, s les of Cor i Common Carrisrs, 1067
Common Carriers, 1867
1 . .
1840 1850 1960 1970

FIGURE 14 GROWTH OF MICROWAVE RADIO RELAY IN THE UNITED STATES

Source: Hough, et al., 1970

1980 1880

oS e o D EE AN I B I AR O e




-53-

Figure 15 Internode Traffic of the ARPA network - Measurements

and forecast.
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Early Growth of Microwave and Packet Switching

Average Annual Growth Rate (Percent)

Microwave’ Packet
Year Transmission \ Switching
1 0 580
2 42 260
5 | 43 97
10 | 33 | .-
20 23 - -

SUMMARY OF BASIC DATA

In this section we summarize our findings to this point.
Tables 6-9 cover the relevant data; separated into the folloWing
categories:
e Home-only o; Home-and-Business, U.S.
e Home-only or Home-and-Business, Canada

e Business-only, U.S.

@ Business-only, Canada

,From these'tableS, the first obvious point is that by
far the majority of new services introduced over the last 100
years_have experienced average annual growth rates (AAGR)
substantially less than 100 percent per year, when averaged over
ten years or more. This means, we assume, that it is highly
unlikely that another new invention, such as videotex or teletext,
will diverge from.éuch a common pattern in its future growth and
development. Moreover, when examined in more detail, it isAclear

that only two of the innovations we have catalogued--television
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Table 6

SUMMARY: GROWTH RATES FOR U.S. HOME-ONLY
OR HOME-AND-BUSINESS SERVICES

Average Annual Growth Rate (Percent)

First First 2 First § First 10 First 20 ;
Year Years Years Years Ygars ‘ %
Telephone 200 200 80 50 28 | |
Television 75 370 320 190 58
Color Television 260 310 133 88 55
Radio 567 356 157 77 37
CB Radio 496 309 102 -- --
Cable Television 114 115 90 .51 35
Pay Television 263 279 182 - - - -
VCRs 144 126 85 6 -~
Automobiles 85 ' 70 _60 50 41
Average Including Television 134% 81%
Average Excluding Television 111% 63% '
Table 7

SUMMARY: GROWTH RATES FOR U.S.
BUSINESS-ONLY SERVICES

First First 2 First 5 First 10 First 20
Year Years Years Years ~Years
Computers 600 . 400 © 300 210~ 84
Microwave Trans. 0- 42 43 33 23
Packet Networks 580 260 97 -- --
Telegrams 10 _ 17 12 13 11
Average (4 Services) 113% 85%



Telephone

Television
Automobiles
Air Travel

Average

Computers
Facsimile

Average

SUMMARY :

First
Year

90

67
20

85

SUMMARY :

First
Year

Table 8

.GROWTH RATES FOR CANADIAN
HOME OR HOME-AND-BUSINESS SERVICES

Average Annual Growth Rate (Percent)

First 2

Years

First 5 First 10 First 20

73
213
68
26

(4 Services)

Table 9

GROWTH RATES FOR CANADIAN
BUSINESS-ONLY

First 2

Years

100

38

73
41

(2 Services)

SERVICES

First 10 First 20
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and computers--have high growth rates that are maintained into
a five or ten year time frame; All others, by contrast, decline
much more rapidly, including even radio, CB radio, and packet
networks, which exhibit growth rates in excess of 400%/year in
their first year.

In addition, what is clear from this picture is that

without exception the entertainment value of the services depicted

has been responsible for most of the demonstrated growth. (See,

for example, all.of the television entries, specifically, total

television, color television, pay TV, VCRs, and cable television).

This situation has not abated, but has continued to increase,

with video, computer, and hand-held electronic games as examples. l
While data for these developments 1s not extensive enough to ]
include in the historical analogy method, early.indications are ‘
that the public has embraced these new items also wifh great |
fervor, albeit again, perhaps, for only a shorf period of time. . ]
What this means to Telidon, then, is fairly obvious, i.e., that

without a strong entertainment component, the innovation is more

than likely to have a very modest growth pattern, and even with

such a component, the competition will be formidable, to say the

least.

CONCLUSION

In the concluding section in this chapter we evaluate
the data in Tables 6-9, and use them to estimate two upper
bound reference points for Telidoﬁ, based on the historical

analogy method.
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To begin, we postulate that an entirely reasonable
me thod of estimating probable upper bound growth rates is on the
basis of averages over a number of service developments in the
past. Next, by observation it is clear that in all cases where a
comparison can be made, growth rates in Canada (as well as
absolute values) are lower than those in the U.S.* Using U.S.

growth rates, therefore, would enable us to err on the "high side."

Thirdly, in virtually all cases, growth rates are higher for

home-only or home-and-business services, as opposed to business-only.

This factor also, therefore, enables us to have confidence that,
in using rates for home sefvices, we will again'esfimate on the
Ahigh side, i.e.,Atoward an optimist's as opposed to a pessimist's
position. Finally, bearing in mind the very unusual nature of
television gfowth-and‘the’cirﬁumstances in which it occurred,f*‘it'
is reasonable to exclude this series from our calculatioﬁs; at
least as an alternative scenario.

On the basis of these considerations, the two approaches
mentioned abbve are to calculate upper bound estimates using (a)

an average growth rate for all U.S. home or home-and-business

% An exception here would more than likely be cable television,
but adequate Canadian data with which to make a comparlson are
unavailable.

*% We have indicated in earlier studies, (e.g., Hough, et al, 1970)
that the rapid growth of television was due, more than likely,
to the fact that it was introduced on a commercial basis
immediately after the Second World War and thus benefitted from
a period of substantial pent-up demand for consumer products--in
addition to the fact that it was highly innovative and had
immediate consumer appeal, much as radio did, twenty five years
earlier.
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services including television and (b) those same figures, less

television. As Table 6 shows, these averages are:

AAGR Averaged Over Several
Services (See Table 6) (Percent)

At Five At Ten

Years Years
With Television 134% ‘ 81%
Without Television 111 63

Applying these rates to Telidon then, and assuming, say,

2,000 sets in use in 1981, results in the following estimates:

Estimated Upper Bound On Telidon Sets In Use,
1981-1991, Using Historical Analogy Approach

Using analogy with
television as well

as other services

Using analogy with
other services exclud-
ing television

Estimated Sets in Use

(thousands)
1981 1986 - 1990
2 140 750
2 85 260
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In summary, on the basis of evidence available con-
cerning previous inanations, it appears quite unlikely that
Telidon‘growth could reasonably exceed 85,000 to 140,000 sets
in use in 1986, or 260,000 to 750,000 units in 1991. These are,
" therefore, our upper bound estimates on Telidon growth, using

the historical analogy method.




Chapter 3
ALTERNATIVE METHODOLOGIES

In addition to the historical analogy method, two
additional techniques of evaluating and estimating demand for
Telidon were used in this study. These methods, household
income and expenditure analysis, and competitive/complementary

analysis, are described and discussed in this chapter.

INCOME AND EXPENDITURE ANALYSIS

The basic framework and rationale of the household
income and expenditure analysis has to do with the facts, first,
that households Spend money according to certain patterns, which
can be determined; 'second, that household incomes are distributed
in ways that can be .determined; and, third, that if Telidon is
successful at all (in the home market), there will obviously

exist at least some families and households that choose to buy

- or subscribe to a Telidon service, and these households must

necessarily be able to 'afford' to do so according to both (a)
the cost to them of receiving the service, and (b) experienced
average family expenditures for similar services.

In essence, fhe last two aspects,menfioned, cost and
previous buying experience, are the most crucial in this analysis,
and it is worthwhile explaining them in somewhat more detail
prior to developing the main argument. |

We have indicated in the Introduction that, accOrding
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to the most optimistic figures we are aware of, a complete

'Telidon recéiving unit,'including modified television set, will

cost in the neighborhood of $1,000 to $1,100 at today's prices.*
This, however, represents only the capital investment cost. To
it, unfortunately, must be added a fairly substantial operating
cost in order to underwrite development and maintenance of data’
bases, cest and operation of computer centers, communication
charges, personnel throughout the system, and so oﬁ.

To cover'these costs, of course, someonhe must pay..
In the Prestel system, for instance, the user himself (supposedly)
ends up with_most or all of the charge, simply because it was
assumed originally that the information available to householders
would be of sufficient importance to them that the required
charges would be justified and recoverable. Whether this
hypothesis turns_out'to be éventually correct is a matter of
serious debate; however, in any event there is a cost to be paid
énd the question at this stage is what is that cost.

It must be made clear here that this study has not,

~and was not intended to, deal in any depth at all with cost

questions--i.e., the determination of costs. On the other hand,

we have had at our disposal what is essentially a 'first cut,’
rough estimate of what it would take to operate a videotex

information system based on Telidon. This cost, which has been

There are, of course, ways to reduce this price substantially,
particularly by abandoning what is referred to as the 'RGB
(for red, green, blue) interface.' This aspect is . not a key
factor in the present argument; however, it will be dealt with
in a later chapter.
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used often within DOC, is $25 per month per household--assuming,
of course, a certain number of users.

As stated above, it is clear that in order to estimate
total cost, this $25 operating cost must be added to some sort of
monthly amortization oflcapital investment for the terminal. What
we  choose to do for this analysis, however, is to treat these costs
separately--assuming, for example, that users purchase their tele-

vision sets and decoders outright, much as they do now in North

America,* and that they pay for them separately. On this assumption,

then, $25/month becomes our base, minimum figure for operating. cost
per_household.

With respect to the second aspect listed above, previous
buying experience, the question arises, Do we have any idea of how
families do in fact spend their money, and can comparisons with
potential Telidon expenditures be made? On this question the
answer is, fortunately, a very strong 'Yes,' for a number of de-
tailed periodic surveys have been conducted by Statistics Canada
on just this issue. In particular, we are referring heré to the
Urban Family Expenditure Survey*#® which is conducted approx-
imately every two years, and in which very explicit and compre-
hensive data are recorded on virtually every kind of household
purchase imaginable, from food, to clothing, to long distance
telephone charges, facial tissue, paper towels, toothpaste, |

ski equipment, colour television, medicines, lawyer's fees,

* Note that this scenario is different from that in Britain
where television sets are for the most part rented.

*% Statistics Canada Catalog 62-567, 1979 and previous years.
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and taxes.* Understandably, much of this information is not
relevant to us. As we will see, however, specific sets 6fvdata,i
such as income distributions and expenditures on recreation,
reading, education and entertainment wiil be relevant. . .

In summary, what we have recorded so far are the facts
that a minimum monthly charge of $25 per household will be
required to support an operating Telidon system, and that if
Telidon is successful at all, some households will be willing
to subscribe and pay the required price. The central question
of the:analysis, then, is how many of these households might there

be, and what might be their average level of income?

Initiation of the Argument

To begin the argument we note that in Cahada, as else-
where,-avérage family incomes are distributed acc¢rding to a
fairly regular pattern, with quite a number at the lower incomes,
by far'the majorityAin the middle, and many fewer households
inrthe highest brackets. (See Figure 16 for a schematic diagram

of such a distribution). Now, these families and households

* Because we believe this is such an interesting and important
aspect to this problem, we have included at Appendix A in
this report a copy of just one table from this publication,
namely, the table which contains '"detailed data on expenditures,
by income, for all families and unattached individuals.'" As
may be seen, this table is some 18 pages long, and contains
expenditure data on all of the above plus a great deal more.
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spend money, obviously, at different levels. For example,
according to the Urban Family Expenditure Survey (see Appendix
A, pb. 15-16), average family expenditure over all families in
1976 was approximately $17,900, whereas families in the $25,000
to $30,000 income category spent $25,200 on average, and those
in the $35,000 and over bracket, an average of $42,000.

What is more to the point than these overall averages,

however, are_expenditufes on items relevant to Telidon. Here,
we also have differences among the income categories, with §917
being the overall average expenditure for items relevant to the
information retrieval and entertainment components of Telidon
service, and $215 being the average for items relevant to
'communications.' (See Table 10).

Now the next part of our argument has to do with the
fact that these incomes and expenditures are increasing over
time. In particular, of course, is the effect of inflation.

In addition, however, evidence is available thaf_indicates that
the share of information-, entertainment-, and education-related
goods and services in an average household budget is also moving
upward, The amount that each of these components is increasing,

we will show later, may be set very generously at 3.5% per year,

in real terms.* Together, then, these two components account for

* In fact, as we will ‘demonstrate, 3.5% is higher than the actual

figures in both cases, either for increases in real income or
shares of Telidon-related expenditures. As in the last
.chapter, however, the objective in all our analysis is to use

estimates and assumptions that favor higher rather than
lower estimates of Telidon growth, and this is another

case where optimistic estimates are used as opposed to
pessimistic” ones.

3 . _
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Table 10

ANNUAL EXPENDITURES BY URBAN CANADIAN
HOUSEHOLDS ON GOODS AND SERVICES POTENTIALLY
SUBSTITUTABLE BY VIDEOTEX, 1976

(§ Canadian, rounded to nearest dollar)

Expenditure Average, all
Item Households  Average. High- Income Households
income income income
$25,000- §30,000- §$35,000-
29,999 34,999 or OvVer

Items relevant to
information retrieval
and games

'Reading'-

(books, magazines, :
etc.) 102 123 132 215
Recreation _

(includes TV) 687 1064 1149 1572
Education 128 183 266 387
Total 917 1371 1547 2174

Items relevant to
message service:

post, telephone, '
telegraph 215 253 281 355

Average annual : ’
Expenditure of Group 17,908 - 25,216 30,228 42,030

A e

Average Annual )
Income of Group 18,495 27,222 32,050 46,505

Source: Based on table appearing in Hough and Associates and
Communications Studies and Planning, 1979, Appendix A.
Data taken from Urban Expenditure Survey 1976 Statistics
Canada. Catalogue 62- 567 (1979)
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an overall average 7% per year increase in expenditures for goods
and services in the information, entertainment, and education

categories, for all families.

Our next step is to illustrate what all this, specifically,

has to do with Telidon growth--or, more precisely, the potential
for Telidon growfh. To do this we must make some simple, but
nonetheless very reasonéble and supportable assumptions. First,
we suggest that it is reaspnable to assume, at firSt, that

those families thafvchoose to purchase and use a service as new
and innovative as Telidon will more than likely Be in high
income brackets than in low ones, especially if the cost to an
average household is $25/month (--bearing in mind, of course,:
that that figure is very much higher than average monthly costs
for, for example, cable television, newspaper subscriptions,
basic telephone service, and so on.) Next, we take the position
that expenditures for Telidon can be reasonably set at some

percentage of actual average monthly expenditures in the Telidon-

related goods and services categories just discussed. Again
as shown in more detail 1atef,'this factor may be taken very -
reasonably, and again optimistically, at 5%.

Finally, on the basis of these assumptions, we can
now turn to the basic household income and expenditure data,'as
developéd in the Urban Familnyxpénditufe Survey, to determine
which families in Canada could 'afford' videotex service at

$25/month, and how many of them‘there'are.
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Presentation of Detailed Data

To begin, we illustrate in Table 11 actual family
incomes by income group, as surveyed among Canadian families in
1976.*% As may be seen, these data are given in separate income
categories up to $35,000. However, two factors make them
unusable as they stand--first, the fact thatvthe income categories
are uneven, and second, the fact that all incomes over $35,000
have been grouped together. As Figure 16 illustrated, in
actuality this income distribution has a long 'tail' to it that
is made up of continually declining numbers of families in the
highest income categories, i.e., those over $35,000. To use the
data completely, therefore, it is necessary to reformat them,
first,_by equal'incrementslon income, and, second, with estimates
of numbers of families in income_categqries higher than §$35,000.

For those interested in the compléxities of this
process, we explain it in Appendix B. In essence, however, the

result is as shown in Tables 12 and 13, and displayed in Figure 17.

* 1t may be useful here to make specific note of the fact that
the expenditure survey is conducted on an urban basis, as
revealed in its title. Since other data are available that
reveal considerable income differences between metropolitan
and non-metropolitan areas (e.g., Survey of Consumer Finances,
Statistics Canada Catalog 13-550 “and 13- 551, 1979 and previous
years), average incomes in Table 11 may be 1nf1ated somewhat
compared to Canada as a whole. The distribution itself, how-
ever, has been adjusted to account for differences in famlly
population among the income categories.
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Table 11
AVERAGE INCOME BEFORE TAXES BY INCOME GROUP,

ALL FAMILIES AND UNATTACHED INCIVIDUALS
CANADA, 1976

Number of Weighted

Families Number of Average Income
Income Group In Sample Families Before Taxes
All Classes . 3,081 3,681.0 $18,494.90
Under $4,000 _ 198 203.9 2,918.90
$ 4,000-$ 4,999 91 102.0 4,546.60
5,000- 5,999 114 117.0 5,497.90
6,000- 7,999 261 245.7 6,954.60
8,000- 9,999 238 233.7 8,959.80
10,000- 11,999 220 212.0 10,991.80
12,000- 14,999 439 440.3 13,467.10
15,000- 19,999 743 783.3 17,442.00
20,000- 24,999 546 535.8 22,362.70
25,000- 29,999 371 . 378.6 27,223.70
30,000- 34,999 202 199.6 32,050.50
35,000 and over 258 o 274.2 ©46,510.60

Source: Urban Expenditure Survey 1976, op.cit.
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Table 12

AVERAGE INCOME BY "EQUAL INCREMENT' INCOME GROUPS,
ALL FAMILIES AND UNATTACHED INDIVIDUALS, CANADA, 1976

Number of Weighted (
Families Number of Average Income
Income Group In Sample Families Before Taxes
All Classes . 3,681 3,681.0 $18,494.90
Under $5,000 289 305.9 3,461.60
$ 5,000-$% 9,999 613 596.7 7,454.60
10,000~ 14,999 659 652.3 12,662.60
15,000~ 19,999 743 738.3 17,442.00
20,000~ 24,999 546 535.8 22,362.70
25,000~ 29,999 371 378.6 27,223.70
30,000- 34,999 202 . 199.6 32,050.50
35,000 and over 258 274.2 46,510.60

Source: Table 11, with additional calculations.



ESTIMATED NUMBER OF HOUSEHOLDS IN TAIL OF FIGURE 17

Income

$35,000-$39,999
40,000- 44,999
45,000- 49,999
50,000~ 54,999
55,000- 59,999
60,000- 64,999
65,000- 69,999
70,000~ 74,999
75,000~ 79,999
80,000~ 84,999
85,000 and over
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Table 13

Estimated Number
Of Households

115
64
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There, it may be seen that the actual data on incomés does
conform to the general form of Figure 16, wifh the exception_
that it is skewed even more to one side, and shows a slight dip
between §$10,000 and §15,000. Most importantly, as we will see,
Table 13 gives data from which estimates of the number of
households that occur in the highest income brackets (in this
survey), may be ascertained.;,

| Turning fhen to the expénditure data, we observe a
'simila} situation--that is; the original data (Table 14) are
given on the basis of unequal incomé groups. Once agéin, however,
it is an easy matter to reformat these figures to obtain new
ones, with(eqﬁél increment income groupings (Table 15). On
this basis we can now calculate what we will refer to as '"'dollars
available for videotex" in 1985. To do this we apply the two
factors derived earlier, naﬁely, the 7% growth rate on Telidon-
related expenditures, and the 5% factor representing our estimate
of the maximum proportion of those expenditures that might be
divertable to Telidon by 1985.

The result of thése calculations, which represents

a singular.point in the analysis, is shown in Table 16. Speci-
fically, we refer to Column 5 of the table, where it may be seen
that the average estimated dollars available for videotex is
nowhere near $25/month; instead, it is only $7/month--less than
one third the amount required. Moreover, even if one moves up
the income scale to family incomes of §$35,000 and over, monthly
amounts. available for videotex purboses, according to this

calculation method, are still only $16.65, on avérage.
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Table 14

AVERAGE EXPENDITURES ON RECREATION, READING
AND EDUCATION, ALL FAMILIES AND UNATTACHED
INDIVIDUALS, CANADA, 1976

Family ~ Total, Three
Income Recreation Reading Education Categories
All Classes $ 687.0 $101.7 $128.2 $ 916.9
Under $4,000 101.0 29.4 41.8 170.2
$ 4,000-§ 4,999 128.9 49.3 82.4 260.6
5,000- 5,999 208.8 49.6 49.5 307.9
6,000- 7,999 - 292.2 58.9 66.4 417.5
8,000- 9,999 383.3 63.7 57.9 504.9
10,000- 11,999 513.6 82.5 73.2 669.3
12,000~ 14,999 524.7 89.0 95.8 709.5
15,000- 19,999 609.0 103.5 92.8 805.3
20,000- 24,999 851.1 118.1 120.3 1089.5
25,000- 29,999 1065.7 122.7 183.1 1371.5
30,000- 34,999 1148.7 132.0 265.5 1546.2.
35,000 and over 1572.5 214 .7 387.5 2174.7

‘Source: Urban Expenditure Survey 1976, op.cit.
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Table 15

REFORMATTED -EXPENDITURE DATA IN EQUAL INCREMENT INCOME
AVERAGE EXPENDITURES, ALL FAMILIES AND
UNATTACHED INDIVIDUALS, CANADA,1976

CATEGORIES:

Family Income

Under §5,000

$ 5,000-$ 9,999
10,000~ 14,999
115,000~ 19,999
20,000- 24,999
25,000~ 29,999
30,000~ 34,999
35,000 and over

Average over
All Families

Average‘Annual Expenditure per Houéehold

Total, Three

Recreation Reading Education Categories
$ 110.30 $ 36.00 $ 55.30 $ 201.60
311.50 59.00 59.70 430.20
521.10 86.80 88.50 696.40
609.00 103.50 92.80 805. 30
851.10 118.10 120.30 1089.50
1065.70 122.70 183.10 1371.50
1148.70 132.00 265.50 1546.30
1572.50 214.70 387.50 2174.70

. 687.00 101.70 128.20 916.90

Note: Figures rounded to

nearest $0.10 in all calculations.

Source: Derived from Table 14.

. .
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Table 16 .

CALCULATION OF DOLLARS AVAILABLE FOR VIDEOTEX,
BY FAMILY INCOME

(1) ONE (3) 4) (5)

Estimated
Dollars

Total Relevant Estimated Monthly - Available

Expenditures Expenditures Expenditures For Videotex,

Income . 1976 1985 1985 - Per Month
All Families '-$ 916.90 $1685.70 $140.50 $ 7.00
Under $5,000 201.60 370.60 30.90 1.55
$ 5,000-§ 9,999 430.20 790.90 65.90 3.29
10,000- 14,999 - 696.40 1280.30 - 106.70 5.33
15,000- 19,999 805.30 1480.50 123.40 6.17
20,000~ 24,999 ~1089.50 2003.00 166.90 8.35
25,000~ 29,999 1371.50 2521.40 210.10 ‘ 10.51
30,000~ 34,999 1546.30 2842.80 236.90 - 11.85
35,000 and over 2174.70 3998.10 333.20 16.65

Note: Figures rounded to nearest §0.10 in all calculationms.
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Finally, the question remains, What does family incbme'
have to be in order to afford the $2$/month dperating cost? Td
find this figure is an easy matter, because all that is hecessary
is to plot the figures in Column 5 against income. 'When this
is done (Figure 18) it can be seen that they show a remarkable

tendancy to increase in direct proportion to income--meaning

that as incomes increase in- Canada, families spend consistently
more money, oOn a very regular basis, on goods and services

- relevant to Telidon. - Assuming, then, that this relationship
continues to hold for incdmes greater than as well as less than

$35,000 leads us to the disarming result that a typical household

needs an income.of almost $70,000 annually in Canada to support the

$25 per month cost for Telidon which we have hypothesi}ed.
Moreover, Table 13 tells us precisely the proportion of households
in Canada_that’do have such incomes (that is, to the accuracy
of the Urban'Expenditure Survey) and this figure is 0.3%* of
total households--or, approximately 26,100 in 1985, based on
8.7 million estimated households in_that year.

In summéry, what we have found by examining the incéme-
and expenditure data in defail‘is that the number of potential*
videotex hquseholds that might reasonably be expected in 1985

(according to these calculation methods) is only 26,000. This,

* This figure is calculated as follows. From Figure 18 it may
be seen that the plotted line intersects a $25 monthly
charge at approximately §69,000. From Table 13, number of
households in the tail of Figure 17 may be estimated as 11
(i.e., 10 in the categories $70,000 and over and 1 from the
category $65,000-$69,999). This figure is then divided by
the total sample size from the survey (3,681) to obtain the
ratio of families with incomes equal to or greater than $69,000
to total families--i.e., 11/3681=0.3%. '

*% We have not yet calculated estimated actual'subscribers.

B . \ .
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obviously, is a stark and inherently disappointing reéult. On
the other hand,-oﬁ.its own, the result élearly begs a great'
number of questions, the most important of which, by far, is the
assumption of a §$25 per month cost to the household. This
assumption, we believe, 1s neither realistic for a service such

as Telidon, nor necessary. On the contrary, moves have been

afoot for many months to establish mechanisms by which substantial

portions of the cost of such services might be borme by advertisers,

or perhaps even governments, for certain purposes. On the basis

of the above analysis, these moves are seen to be crucial, because

in reducing out-of-pocket costs to end users, a disproportionate

increase in households that can afford videotex is realized, as
shown in Table’17. In‘particular, by reducing the cost by less
than half, to $13 instead of $25 per month, an increase of 25
tiﬁes is accomplished in the number of 'affording' households--
from 26,000 to 650,000--due to the fact that at that price, all
families whose incomes equal or exceed §35,000 annually woﬁld be
candidates for a videdtex systeﬁ, according to the analytical
reasoning presented here.

| Finally, there is one last step ieft in the analysis,

namely, to estimate, from these potential households, how many

might actually subscribe to a Telidon service. To do this it is

necessary to recognize, very clearly, that it is not only high
income households who are likely to be interested in such a
service. Ihstead, families of all income brackets invest in

new products, with purchase decisions based on a wide variety

of variables, not just income.
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Table 17

ESTIMATED NUMBER OF VIDEOTEX SUBSCRIBERS IN 1985,
AS A FUNCTION OF AVERAGE MONTHLY COST PER SUBSCRIBER

k

(1) (2) (3) : 4 (5)
: Estimated Percentage '
Dollars Number of - Of Potential
Available Households Able Subscribers Estimated
Family For Videotex To Afford Videotex Who Might Actually Number of Actual
Income per Month* At That Price Subscribe Subscribers
$69,000 and over $25.00 26,000 50% 13,000
50,000 and over 18.00 146,500 | 25 36,700
35,000 and over 13.00 650,000 10 65,000 =
25,000 and over 9.50 2,013,700 5 ; 100,700
15,000 and over 6.00 5,026,000 3 150,000

* Equals monthly charge

Source: Columns 1 and 2 from Figure 18; Column 3 calculated from Tables 12 and 13;
Column 4 estimated as given in text; Column 5= Column 3 x Column 4.
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Despite this knowledge, however, there are no daﬁa
which give us real evidence on number of actual purchasers from
a population of potential purchasers. What we are left wiﬁh,
then, is a requirement to use less sopﬁisticated information,
specifically, data that have to do with the relative propensity
to spend money on a given product, as a functidn of incéme. |
An example of such a Series, for video caSsette recorders, 1is
given in Tab;e 18. ThesQ data, based on é survey of actual VCR
users, shows .clearly that purchasing does increase with income,
especially when the data are compared to household population
differences among the income-categories.*/ On the basis of this
type of evidence, then, we have clear justification to assume
that at the highest income brackets é much 1arger proportion of
actual to potential subscribing will occur, and this ratio will

decline gradually as one moves down the income scale. (See Table

17, column 4). In accordance with this evidence, we have assumed.

that fully 50% of the potential subscribers at incomes equal to
or greater than $69,000 would actually subscribe, that 25% of
those above $50,000 would subscribe (and so on), leading to
estimated actual subscribers varying betwéen 13,000 and 150,000
in 1985, depending on the monthly cost of the serviée. These
data, then,--shown in Table 17, column 5--constitute our final

estimates using the income and expenditure analysis method.

* The data in Table 18 are presented as an example only,
because the survey data are from the U.S., while the
household population data are from.Canada. Comparisons
between the figures in the last two columns, therefore,
are only illustrative.

.
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Table 18

DEMOGRAPHICS OF VIDEOCASSETTE SYSTEM

OWNERS: TOTAL HOUSEHOLD INCOME
BEFORE TAXES, 1978

Percentage
Income Distribution of
Category VCR Purchasers®
Under §$5,000 0.9%
$ 5,000-$ 9,999 1.0
10,000- 14,999 . 7.6
15,000- 19,999 10.9
20,000- 24,999 15.8.
25,000- 34,999 24.0
35,000 and over 39.8

Percentage
Distribution
Of Household
Population®

8.
16.
17.
20.
14.
15.

7.

Note: Comparisons are illustrative only, since VCR

are based on U.S. VCR purchasers, while house-

hold population data are for Canada.

Source: Based on data given in Bowden,‘1979.
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COMPETITIVE AND COMPLEMENTARY ANALYSIS

The subject of competitive and complementary analysis,
as we will attempt to convey in this part of the report, is com-
plicated and difficult to deal with. The principal reason for
this, especially with respect‘to Telidon and other videotex
systems, is that now, in 1980 and beyond, an inordinate number of
products, systems, servicés and capabilities exist or are
anticipated that will without question have an impact on how and
when videotex systems in general, and Telidon in particular, will
develop in North America.

As we will see presently, it will'be'completely.impossible
to deal with all of these potential interactions in this report.
What the reader may expect, however, is an introduction to the
dimensions of the problem, and the developmeht of a series of
at least tentative conclusions with regard to impacts, as effect-

ively as they can be developed at this time.

Dimensioni_pf The Problem

In the serieﬁ,of working papers prepared for this project,
we made it clear that products and services already existing
and coming on the market daily have the potential of impeding or
strengthening videotex and Telidon developments. Principally, we 
referred to the home computer as a potentially competitive device,
but there are many others in both home and'business environments

--video tape recorders, videodiscs, electronic games, conventional
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computer terminals, and newspapers, magazines, and books being
but a few examples.

Each of these devices, systems, capabilities and so on
has a cost or costs associated with it; they are in various stages
of development, from mature to just now coming on the market, or
in some cases not yet ready for market introduction but shortly
to be so; and they exhibit one or more characteristics that pit
them against (or for) videotex and Telidon systems. In addition,
of course, they do different things for users, and thus are by
no means uniform with respect either to themselves or to Telidon
on the various measurement scales one might use for comparison
purposes.

What is needed, therefore, is a roa& map, or seriés of
road maps, through this maze. For example, at the outset it is
useful to prepare, as best we can, a comprehensive list of>the
products, systems, and services that we should éonsider in
this kind of a discussion, if for no other reason than to explore
the dimensions of the problem. Such a list, prepared for both
home and business applications, might be constructed along the
lines of Table 19.

Next, it'is relevant to reconsider the categories of”
household expenditures used in the income and expenditure analysis
just completed. Here, as may be recalled, we have an even more
extensive list, covering all items in the major categories
'recreation,' 'reading,' and 'education.'! from the Urban Family
Expenditure Survey, with the result that our list of relevant

variables expands considerably, as shown in Table 20. (Note, here,
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Table 19

COMPETITIVE AND COMPLEMENTARY PRODUCTS
AND SERVICES TO TELIDON

In the home market

Hifi and stereo systems

Videocassette recorders (VCRs)

Videodiscs

Home computers
Electronic games
Television

Radio

Cable TV

Pay TV

Wide screen TV
Home movies
Cameras
Conventional games
Calculators |

In the business market

Business computers
Copiers .

Computer terminals
Telex/TWX _
Mailgram/Telepost
Facsimile terminals

CB radios/car stereo

OQutside entertainment

Movies

Concerts and other
cultural events
Museums, exhibitions

Sporting events

Communications
Telephone
Mail

» Travel -

Books

Newspapers

Magazines

Word processing
Typewriters

Electrdnic cash registers

Telephone
Telegraph

"

)

o
1
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Table 20

CATEGORIES OF RECREATION, READING, AND EDUCATION
EXPENDITURES SUGGESTED BY STATISTICS CANADA'S

URBAN FAMILY EXPENDITURE SURVEY, 1976

Recreation

Admission to events
Movies
Plays, concerts, operas, ballets, etc.
Museums, exhibitions, etc.
Spectator sports and other events
Recreational fees, licences and dues
Commercial establishments
Non-profit social § recreational clubs '
Government
Children's & adult games, cards, puzzles
Children's play vehicles- tricycles, etc.
Children's toys, dolls
Recreational equipment- pool tables, etc.
Above ground swimming pools
Sporting § athletic equipment n.e.s.
Water sports, including fishing
Ski equipment
Golf equipment
Other- football, hockey, tennis, etc.
Equipment for camping and picnicing
Purchase and rental of musical instruments
Recreation appliances (audio-visual)
Radio-am and am/fm
Radio-phonograph combinations
Sound components- tuners, speakers, etc.
Record players, tape recorders, etc.
Televisions
Black and white
Colour
Combinations
Parts, repairs for radios § phonographs
Parts, repairs for televisions
Phonograph records, tapes and cassettes
Rental of television and radio, etc.
Rental of cablevision
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Table 20 (continued)

Photographic equipment and processing
Photographic equipment
Films, prints and processing
Other photographic supplies
Binoculars, telescopes, microscopes
Hobbies, and crafts, n.e.s.
' Handicraft and hobbycraft kits
Art materials and supplies
Collectors' items- stamps, coins, etc.
Other
Pets- purchase, supplies, etc. (excl. food)
Other recreational expenses
Package holiday trips '
Other holiday expenses for all trips n.e.s.

Reading
Newspapers

Magazines and periodicals
Books and pamphlets (excl. school books)

Education

Tuition fees
- Full-time students

Private kindergarten, nursery, etc.

Elementary and secondary education
, Post-secondary education
Part-time courses
Books '
Supplies
Special lessons
- Other educational eXpenses

Source: Urban Family Expenditure Survey, op. cit.

n.e.s.: not elsewhere specified
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that with only a few exceptions, all elements of Table 19 would
logically be included under one of the categories listed in
Table 20, even though they are not all found there in specific
terms. Video cassette recorders, videodiscs, electronic games,
and pay television provide a few examples. Exceptions would
include, clearly, the category of '"communications" from Table 19
--which appears elsewhere in the Urban Family Expenditure Survey--
and perhaps some othérs.)

Considering these two lists, then--i.e., Tables 19 and
20--it is sufficiently clear that the concepts of 'competitiveness'
and 'complementarity' can be interpreted in different ways. In
essence; what the two lists principally illustrate are the notions
of tradeoffs between products, first, on the basis of services

that they provide to users, and, second, on the basis of competition

for user's dollars, i.e., competition in the allocation of family.

respect to specific, desirable items within those categories.

If, for example, we assume that one of Telidon's principal benefits
is to provide (or assist in providing) recreation in the home,
clearly every other item listed under 'recreation' in Table 20
would compete with Telidon fdr expenditures from a household's
recreation budget--including purchases of ski equipment, tele-
vision sets, stereo components, cameras, and so on. On the other

hand, none of these items compete with Telidon in a functional

sense--as would the telephone, for example, if Telidon had
message capabilities. What is necessary, therefore, 1is to

distinguish as best one can between these two types of competition,
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recognizing fully that much subjective judgment will be

required in the process.

What Does Telidon Provide--Or, What Might It Provide?

In the previous paragraphs we described the kinds of
things that Telidon will compete with, both from the standpoint
of function as well as budget allocations. But, what is it that
Telidon will do for users--that is, what will be its functions?

A full answer to this question is, of course, still
premature at this time. However, we do know what Telidon could
do conceptually. Table 21 conveys this information, and we
discuss iﬁ below.

First, we note that there are eight principal categories
listed in Table 21, i.e., information retrieval, calculations,
transactions, person-to-person communications, quizzes and games,
educational tool (CAI), opinion polling, and telesoftware. Of
these eight, it is_generaily clear that only the first one, infor-
mation retrieval, has been developed to any reasonable degree of
sophisticétion on any Videotex'system in the world, including
both the most advanced such,/system, Prestel, and its Canadian
counterpart, Telidon. We aﬁmit, of course, that there are
attempts to develop some of the other capabilities in various
other videotex and videotex-like systems--such as opinion polling
using Warner's QUBE system in Ohio, attempts at transaction
capabilities built into Knight-Ridder's experiment in Florida,
and 'pseudo-transaction' capabilities implemented by innovative

IPs on Prestel.
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Table 21

INFORMATION HANDLING SERVICES
CONSIDERED AS CANDIDATES FOR TELIDON

Information Retrieval

-public access -interactive

-closed user groups -broadcast
Calculations

-income tax - -business calculations

-mortgages

Transactions, e.g.,

-banking -reservations
-bill paying -theatre
-shopping -travel

Person-to-Person Communications
-both predefined -store § forward or direct
and user generated -text and graphics

Quizzes and Games

Educational Tool (CAI)

Opinion Polling

Telesoftware

Source: Telidon Project, DOC
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To be honest, however, most or all 6f the capabilities
listed in Table 21, with the exception of information retrievél,
are still either nonexistent in'aﬁy form, or at best in conceptual
or development stages. For example, messaging has appeared for
some time to be a relatively easy application to implement on
videotex systems, yet users. of Prestei--again used as an example
because it is the most advanced such system--do not have access
to messaging capabilities at all, except by proxy,; and in most
other systems, messaging is still at a very early stage of devel-
opment, if it is being considered at all. Similarly, calculations
are at a very rudimentary étage at this time, and like comments
apply to each of the other application categories. |

We will have more to say on these specific applications
later in this section. At this point, however,. to complete our
discussion of the dimensions of the competitive/complementary
analysis problem, we bring to the reader's attention one addi-

tional aspect, measurement.

The Problem of Measurement

As we have mentioﬁed earlier, this study is an outgrowth
of previous research performed for the DOC (Hough and Associateé
and Communications Studies and Planning, op.cit.). In that
earlier report, we discussed all of the methods of analysis being
used ih this study--including thelnotion of competitive/complemen-
tary analysis--and ih the section devoted to this technique, used

the chart shown here as Figure 19.
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Figure 19

HISTORICAL EVOLUTION OF MAIN INFORMATION
TRANSFER SERVICES

COMP COMM.
SATELLITES
COURIERS COERIERS
DATA COMM| DATA COMM.
TWX TWX
TELEX TELEX TELEX
TELETYPE TELETYPE TELETYPE TELETYPE
TELEPHONE| TELEPHONE| TELEPHONE TELEPHONE “TELEPHONE
TELEGRAM | TELEGRAM | TELEGRAM { TELEGRAM | TELEGRAM | TELEGRAM.
MAIL MAIL MAIL MAIL MAIL MAIL MATL
1800s- 1850s 1900s 1930s 1950s 1960s 1970s
Source: Price Waterhouse Associates and R.W. Hough and

Associates, 1977.
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The main purpose of this chart, in its original context,
Was to illustrate that, since the early 1800s, mail has under-
gone a tranéformafion in which itAoriginaliy had no competition
at all, then very gradually changed--during the one hundred year
period from about 1850 to 1950--to a situation where a fgﬁ com- -
petitors had emergéd, until finally, in the 1970s a whole host
of alternatives to mail had beenvdeveloped, and had become
extremely effective competitors.

The extent to which this was the case was not illustrated
numerically in our previous report. However, some inkling of
the chaﬁges that occurred can be gained with reference to Table .
22, where we show, for the years up through 1975, how mail fared,
in terms of meséage volume, with each of the principal'compéting
message transfer services, telephone and telegraph. As shown
there it didn't fare-very_weil, Teally, since :in time the
telephone overtook mail complefely, on this measurement scale.

The gist of these illustrations is essentially as follows.
In the'first case, we are making comparisons on a subjective and
illustrative basis, i.e., identifying the increase in the 'number
of alternatives' to mail over time--whereas in the second case
we are measuring impacts numerically, with actual figures.
Unfortunately, it is in‘the latter situation that we aré completely
stymied with respect to the present analysis, because there are
no appropriate comparative figures to use, as yet. Instead, we
must rely on judgment, reasonéd hypotheses, and logic to make our
case.

We begin this process by identifying; in Table 23; the
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Table 22

DOMESTIC MESSAGES HANDLED BY TELEPHONE,
TELEGRAPH, AND POSTAL SERVICE, CANADA, 1930-1975

NUMBER OF MESSAGES

TELEGRAPH

FIRST. CLASS

TOTAL TELEPHONE MAIL :
Year Millions % Millions % Millions % Millions % ‘
1930 -- -- 2,513 -- 13.0 -- n.a. -- |
1935 - - - 2,321 -~ 9.6 - n.a. --
1940 - - -- 2,899 -- 11.3 - n.a. --
1945 -- -- 3,210 -~ 15.8 -- n.a. --
1950 6,394 100 5,013 78.4 18.5 0.3 1,362 21.3
1955 8,830 100 6,962 78.8 17.9 0.2 1,850 21.0
1960 11,690 100 9,580 82.0 13.7 0.1 2,096 17.9
1965 15,030 100 12,440 82.8 11.8 0.1 2,578 17.2
1970 18,842 100 15,895 84.4 .7 0.0 2,939 15.6
1975 24,448 100 21,194 86.7 4 0.0 3,250 13.3
Source: Price Waterhouse Associates and R.W. Hough and Associates

Ltd., 1977 (Exhibit 4-3, p.

29).
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Table 23

DIMENSIONS OF THE COMPARISON MEASUREMENT PROBLEM

Competition For:

1. Time
2. Dollars

Competition with Respect to:

1. Entertainment/pleasure

2 Effecﬁiveness

3. Return on investment

4 Information/decision making
assistance '
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fact that even on a subjective basis, measurement of comparisons
between products and services can have a number of dimensions.

We have mentioned already, for example, that Telidon will compete
on a 'money' basis with all of the items in Table 20, and most

of those in Table 19. On a 'time' basis, this is also trué, in
general terms.

Assume, for example, that budget allocation decisions
have been made by a particular household, and that they include,
for that household, purchase and use of Telidon. At the outset
then, assuming that a specific television set was not purchased
for the exclusive use of Telidon, sharing of a TV set between
Telidon and conventional programming is required. Moreover, if
the delivery method available to the user is the telephone»line,

ordinary use of the telephomne is also cut off ‘while Telidon is

in use--again assuming, of course, that an additional telephone

connection has not been installed for Telidon's exclusive use. -
In addition to these factors, competition for time is
relevant to the other items listed in Table 19 and 20 becaUse,.
quite obviously, if one is uSing the Telidon facility for some
specific, presumably worthwhile purpose, he or she can't very
well be out skiing, watching television siﬁultaneously_on another
set, helping the children in the family With their homework, or
reading a book. (It should be emphasized, we believe, that while
some -of these points may appear trivial, they are not meant to
be so. On the contrary, it is our contention that a givéﬁ
householder's eventual evaluation of the time factor, with respect

to Telidon's alternatives, may prove to be just as important a
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consideration as money, when purchase decisions are about to
be made.)

Finally, there is a thirdraspecf to the time comparisoh,
namely, the time it takes to actually accomplish something on
Telidon, and, perhaps, the time saved with Telidon over other
methods of-accomplishing,a'given task. Here, we are required to
make very direct, functional éomﬁarisons—-and it is mostly in this
area that Télidon will be seen, in our view, to have its greatest

potential advantage.

Alternatives To Telidon for Specific Services

In this section we carry out the bulk of our analysis.
The procedure we will follow is to consider, in turn, each of the
potential service categories for‘Telidon listed in Table‘él;.
identifying; first, a représentative list of alternative products,
facilities, or capabilities that cén or could be used in place

of Telidon to carry out that service requirement.

Information Retrievél.' It is a very natural development,
we believe, to anticipate that at_leést one of Telidon's principal
functions is apt to be that of supplying information to home-
owners and businesses. As may be recognized, this was the original
concept behind videotex developments, it is the farthest along"
in the development procesé, and it is still the most 'matural’
form of use of videotex'éystéms. At the séme time, hbwever, it

cannot be forgotten that there are a Host of other systems, services,
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and information-carrying vehicles to which home and office users
have access. Some of these, as listed in Table 24, are bqoks,
newspapers, magazines, 'Yellow Pages,' radio and television,
videodiscs and VCRs, and now home computers and terminals linked
to already existing data bases--as described in some detail in
the Introduction.

A1l of these, it is well known, tend to compete with
the idea of electronic information retrieval as characterised
by Telidon and the other CCITT-recognized videotex developments.
What is important to attempt fo establish, then, is what kind of
a 'niche' Telidon might fill, in comparison to the ofher services.

We are painfully aware, of course, that the above is
essentially what everyone is trying to find out--nbt only our-
selves. In this discussion, therefore, it would be ludicrous to
think that we have the whole answer, for of course we don't.
What we will be attempting to comment on though are at least
some aspects and dimensions to the problem, principally for
discussion purposes. As will be seen, in any event, our 'bottom
line’ conclusion will be that as an information retrieval device,
Telidon has and will continue to have much potential.

To begin, we give in Table 25 only a partial list of

the many positive features and characteristics that Telidon has

to offer.® It is clear that with respect to information retrieval,

all of these are very important. In advertising, for example,

it is an accepted fact that graphics. are crucial--whether they

* Table 25 represents only a partial list because we assume that
there are many more features to come that will continue to
enhance -the system's attractiveness and effectiveness.
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Table 24

ALTERNATIVES TO TELIDON FOR INFORMATION RETRIEVAL

-Newspapers
-Magazines

-Books

—Television‘

-Radio

-Mail

-Videodiscs §&VCRs
-Reference libraries

-Word of mouth/travel/interaction
with others

-Home and business computers

- -Home and business terminals,
conventional and 'intelligent'

—Advertising‘in, for example,
'Yellow Pages,' newsletters,
direct mail, etc.
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Table 25
REPRESENTATIVE LIST OF FAVORABLE
CHARACTERISTICS OF TELIDON FOR
ALL APPLICATION CATEGORIES

-User friendly

-Easy to learn

-Little stress, fatigue
-Excellent graphics

-Excellent color presentation

-Animation relatively easily
accomplished

-Terminal-independent graphic

display protocol . (i.e., picture

description instructions)

-Flexible resolution capability
as required
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be pictures, diagrams, designs, contextual layout of words. and
pictures together, or the virtually infinite variety of combina-
tions of typé styles in text—on1y messages, from large, bold-face
type to catch a reader's eye at the outset, to small print which
the advertiser needs in his message, but is not as important in
conveying the attractiveness of the product or service he is
selling. |

Colour, of course, adds.a very important extra dimension
in such -applications, because again it tends to enhance the
attractiveness of virtually any type of display. Moreover,
colour can be used, it is now recognized in many contexts, to
enhance the rapid readability and informafion'carrYing content of
messages, whether they are advertising messages or not. For
example, it is é recognized fact that even in the business world
more and more use is being made of colour to enhance the means
of conveying information rapidly--with Charts,-view graphs, slides
and other displays, and now increasing introduction of colour
video display units and graphics terminals.

All of these examples illustrate that the characteristics
of Telidon have something to offer in the information retrieval
application area. In the context of this discussion, however,
we believe it may also be useful to point out some caveats. First,
it must. be recognized'that it might be very difficult to justify
'browsing' in a videotex medium,.unless,’of course, pricing could
be accomplished in such a’way as to cause no.penalty to the user
for doing so. For example, if it were possible to charge for

Telidon on a monthly basis regardless of usage (or perhaps on
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the basis of classes of use), browsing among the pages might be
extremely desirable to users, and consequently to advertisers as
well. If such a capability is not allowed or provided for, how-
ever, newspapers and magazines, for example, will be able to
withstand encroachment by Telidon on this particular dimension.

Second, with respect to information retrieval of a
fairly standard, text nature, it is still not clear, we believe,
where Telidon will have an advantage over other means of elec-
tronic information retrieval such as CompuServe and The Source
in the United States. 1In this context, in other words, colour
and graphics may not turn out to be as important as once thought.

Third, in both a business and home context, it may be
found that, even though Telidon is_user friendly, easy to use
and so on, the complexities of searching through tree-structured
data. files becomes much more cumbersome than once thought. It
is already recognized, for example, that cross-referencing is a
nontrivial problem, and that there are substantial pricing
complications involved in the retrieval process when such systems
(Prestel, for example) are charged for on a per-page (i.e., usage)
basis--for example, does one charge or not charge for intermediate
pages as one 'searches' for what he or she is looking for?

In summary, while information retrieval is, obviously,
a principal application candidate for Telidon, there are many
problems that yet remain to be solved before markets for such

services are assured.

Calculations. In contrast to the information retrieval

application area, it appears, to us at least, that Telidon will
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not be an especially effective calculation device, in comparison
to its competitofs. As aﬁ example, let us consider a Telidon
calculation service versus its alternatives (Table 26) in terms
of some of the measurement variables mentioned earlier--first,
money.

As is we11~knbwn; four function calculators are now
available for as little as $10, and sometimes even less. More-
over, calculators that will perform sophisticated mortgage,
annuity, preéent value and other bﬁsiness-type calculations can
be purchased for as little as $25-$30, and again, sometimes less.

These types of calculators arevhighly desirable--as
witness the fact that millions have been sold: they are compact,
portable, rugged, flexible, easy to'use}.and come in an almost
infinite variety, from the size of a wrist-watch to‘fhose that

play musical notes and tunes. There is no question in other words,

that they are cheaper, and more versatile and powerful, than Telidon.

On the dimension of time, alternatives are again superior.
Consider, for example, the problem of sitting in front of a
television screen trying tb do a mortgage calculation. In the
first place, Telidon must transmit a '"'page' to thevviewer,,pre-
sumably with a blank space to fill in a number, or perhaps several
numbers. But the key pad the viewer is using must aléo be
employed to change pages on the screen. Obviously, then, control
keys are needed to tell the Telidon program whether the user 1is
entering a series of numbers for the blank space on the machine,
has changedvhis mind and wants a new page, 1s entering fill

numbers but has made a mistake, etc. All of these processes are
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Table 26

ALTERNATIVES TO TELIDON FOR CALCULATIONS

-Home computers

-Calculators

-Paper and pencil
-Intelligent terminals
-Time sharing services
-Business computers

-Sophisticated word processing systems

-Asking others to perform the necessary

calculations--e.g., tax consultants,
real estate brokers, etc.
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~awkward, and many would undoubtedly be useless in actually trying

to perform the required steps.. On a time and ease of use scale,

then, Telidon again runs into difficulty compared to the alternatives.

Finally, on the dimensions of effectiveness and return
on investment,vsimilar comments apply. It is extremely unlikely,
for example, that Telidon would be as effective and easy to use
as a four-function calculator for simple‘math problems, so it
~would have to be programmed for more sophisticated tasks. Here,
however, home computers will do the job better, cheaper, faster,
with exceedingly greater capability (how would Telidon designers,
for example, propose to store all of the household's relevant
tax records?), and, in addition, with the facility for programming
thé calculating device in any way the user desires. On all these
dimensions, thén, other alternatiyes'are better than Telidon as
a calculation tool.

Transactions. In the third service to be considered,

Telidon is on less shaky ground than with calculations, despite
there being a greater number of alternatives for solving a trans-
action.problem. (See Table 27). The reasoﬁ for this, we believe,
is that Telidon and eother videotex systems can provide something
useful and worthwhile to both buyer and seller in the transaction
application--specifically, instant observation of what is being
offered, rapid, 'on-line' acceptance of the product oT service
under consideration, and comparison éhopping.

As is well known in marketing circles, the aspect of

impulse buying is very powerful and, from the marketer's stand-
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Table 27
ALTERNATIVES TO TELIDON FOR TRANSACTIONS

-Grocery store
-Department store
-Specialty store
-Bank
-Post Office
-Service station
-Transaction by mail

-Bill paying

-Ordering only or ordéring and paying
at the same time

-Transaction by telephone
-(As above)
-Home computers

-Other mass-market information systems



-108-

point, very effective. This is thé bésis, of course, for attrac-
tive and eye-catching displays in stores. _Moreover,-it is also
the basis for flashy, high profile, emotionally-charged advertis-
ing on television in which a telephone number is flashed on the
screen which the user may call to make an immediate, 'on-line'
~ purchase. |

We have no statistics on this type of advertising-plus-
order-taking,-but we assume it must be effective, and perhaps
even very effective. In any event, it goes on cqntinuously, for
records, tapes, household appliances, and other products, as well
as religious donations and fund raising.

These observations suggest that much the same mechanisms

could work, though probably more modestly, for Telidon. For

t

example, in contrast to the calculation application:discussed above,

very little féedback from a user would be required for most
transaction applications to take place, and the features and
characteristics of Telidon--i.e., superior éraphics, imaginative
presentation of products in page formaté, and so on--could be
utilized to the fullest.

From the standpoint of money expenditures for such a
service, then, the usefulness to a homeowner or business-person
would depend on what he or she got out of the system on a periodic
'basis, compared to what it cost. For example, it is not at all
inconceivable that at, let us say, $12-$13/month, a typical home-
owner‘might be easily able to get an acceptable return on his |
investment in Telidon either by making 'better' purchase decisions

(i.e., more economical choices than he/she would realize without

-

. T
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Telidon), or by being able to select items easily, with less
expenditure of time, effort, gasoline purchases and so on,
than would be the case with other purchase methods.

In summary, our evaluation concerning Telidon in
transaction modes is highly positive, if such applications can
in fact be developed at an economical cost to end users.
Obviouély, subsidization of the cost of the videotex system:hy

advertisers would assist in this process.

Person-to-Person Communication. As with transactions,

person-to-person communications represents a positive application
of videotex and Telidon systems. The reason for this, again, is
that message transfer is a desirable and useful requirement for
users, and despite the ubiquity and heavy use of the teiephone,
there’is room for other meséagé fransfer meéns.

We have been convinced of this fact for many years,
having initiated some of the early studies of computer based
messaging, teleconferencing, and so on.* 1In recent years, this
fact, that there are additional opportunities for message transfer,
has become very widely recognized, and is, perhaps, even over-
stated with the current popular enthusiasm for electronic mail.

The fact is, however, that the ability to send messages of var-

ious types is a demand pull sitution--that is, users want such

* See, for example, R.W. Hough (with R.R. Panko), Teleconferencing
Systems: A State-of-the-Art Survey and Preliminary Analysis
(Hough and Panko, 1977) - and R.C. Harkness, et al., Technology
Assessment of Telecommunication/Transportation Interactions
(Harkness, et al., 1977)
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capabilities and will pay reasonable rates to get them.

It is in this context, then;that we see a positive
response to such capabilities within a Telidon framework. As
before, of course, there will continue to be developed. very

effective alternatives (e.g., Table 28),:0f which both:zhome and

business computers, and conventional and intelligent. terminals, will

be examples. In this case, however, what we are suggesting is that

the application is a useful one, and that the competition is not
so formidable as to make implementation of such a service on

Telidon completely out of the question.

Quizzes and Games. The subject of quizzes and games is

a difficult one in a Telidon context, because a number of
mitigating'factors emerge. It would not be difficult, for example,
to write off sﬁch an application as very ineffective compared to
alternative methods of obtaining this type of entertainment
(Table 29). On the other hand, as we have mentioned earlier, in
comparison to the fastest growing types of new technological
developments, Telidon would stand only a modest chance of succeed-
ing if it had very little of an entertainment value, especially
in the home market. (This is not to say that businesses, being
generally more pragmatically oriented, mightlnot look differently
on this subject.) |

In the game area, however, as with calculators, the first
obstacle has to do with.the énormous ﬁopularity, and incredibly
rapid penetration, of electronic, hand-held games. On the order

of 30 million of these devices have been sold already, and the
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Table 28

ALTERNATIVES TO TELIDON FOR PERSON-TO-PERSON
COMMUNICATIONS

-Telephone
-Mail
-Personal visits/travel
-Electronic message systems
-Computer terminals
-Facsimile terminals
-Telex/TWX T
-Mailgram/Telepost (and Intelpdst})
-Communicating word processors

-Electronic typewriters with message
capabilities

-Electronic funds transfer
-Courier and messenger services
-Home and business computers

-Conventional and intelligent terminals used
at home

-New communication networks set up spec1f1cally
for text (and perhaps graphlcs) message
transmission. (Examples in this context include
Bell Canada's Envoy, Xerox s Ethernet, and other
similar networks).
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Table 29
ALTERNATIVES TO TELIDON FOR QUIZZES AND GAMES

-Electronic games, video and non-video
"FOO‘::tba].].*
-Baseball
-Hockey
-Star Wars
~-Chess
-Backgammon
-Dungeons and Dragons
-Simon
-etc.

-Other games (non-electronic)
-Lotteries and other betting games
-Home computers programmed for games

-Other mass-market information systems
having game programs
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end does not appear to be in sight. Moreover, these are by no

means the only entertainment appliances in -the game field. On .
the contrary, video games of both commercial and home varieties
continue to increase in number, and both small and large arcades
devoted almost entirely to such games are opeﬁing daily.

What this means to Telidon, of course, is that its

fortunes in the quiz and game field will be tied, inevitably, to

how successfully sophisticated games are able to be developed.

If users had no alternatives; these requirements would not be

so stringent. As we are attempting to make clear, however, the
competition is formidable in some areas, so hard choices and
decisions on the part of designers must be made. What this will
entail will be to ascertain carefully what Eill sell in competition
with the alternativés (horoscopes and lotteries, for example,

would probably make it, and Prestel IPs may have other successful
examples). Concentration on thése types. of entertainment

features could, then, make Telidon very attractive to certain groups

of potential users.

Education. In contrast to quizzes and games, there is

nothing questionable about the ultimate social significance and
contribution of education. With respect to Telidon, however,
there are very serious and important problems. Basically, these
have to do with the fundamental question of whether any type of
new, 'mechanical' education or instructional delivery system will

be as effective as proponents would like them to be. Our first
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thought here, of course, is of the vast and (if we ére permitﬁed

to use such a word) incrgdible history of computer assisted
instruction. This field, béginning asvmuch ag twenty years ago,
has been forecast to have an enormous impact on education for at
least half of those years--yet, it has not done so. Moreover, by
this time early proponents and prognosticators have discovered

that education via computer is not a trivial problem, that teachers
are much harder to replacé than once thought, and that students--
while interested inu.computers and becomiﬁg moreso all the time--
are not at all wont to get very mﬁch of their instruction and
training by these means. On the basis of all of this evidence then
(and much more that we are not discussing explicitly); we would
tend to classify Telidon as very marginal as an educational tool

in the future, again, especially, in contrast to its alternatives,

as given in Table 30.

Opinion Polling. The subject of opinion polling is

another strange one (like quizzes and games), because it also has
the characteristic of what may be identified as, or referred to
as; 'mass-market consumer appeal.' Much has been made, for example,
of the QUBE system in Columbus, Ohio with respect to its polling
capabilities; and recent demonstrations thereof.

In actual fact,.hdwever, we are con?inded that in the
last analysis these types of applications will be found to be more
gimmicky than they are real. As a single example, we point to the
fact that there is not likely to ever be a way in which it can

be determined without question who is voting--in other words, it
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Table 30
ALTERNATIVES TO TELIDON FOR EDUCATION

~-Home computers

-School

-School computers

-Part-time courses

-Television (conventional programming)
-Courses on television

-Educational teleconferencing (e.g.,
Wisconsin Educational Telecom-
munications Network)

-Tapes and records (audio)
-Videotapes
-Videodiscs

-Newspapers, books, magazines and all
other reading material.
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will inevitably be the 'terminal' doing the voting, since deter-
mination of who is .operating the terminal will be impractical.
Secondly, while for some purposes such automatic collection of
data ﬁight be useful, this type of surveying is already being done
very successfully (certain.types of Nielsen surveys, for example,’
use 'automatic' means of data éollection)~~indicating that Telidon
would have to compete with those means on a cost/efficiency basis.
Finally, we are inclined to ask the'duestion, Why.would anyone
really want to do opinion polling this way-~since again there are
so many alternatives, as illustrated in Table 31--unless it 1is

more for a publicity purpose than any other? Recognizing that we

could be just. as wrong here as on any of our other evaluations,

then, our summary conclusion on opinion polling is, 'not promising.

Telesoftware. Finally, on telesoftware, we have a very

simple problem. ‘It is undoubtedly true that this application can
be accomplished technicaily. What Telidon faces, however, is
exactly the same situation that exists in the other sophisticated
application areas, namely, the fact that other, more complex and
efficient devices are already on the market, proven, and being
installed by real users, both in businessés and in homes. Again,
therefore, what we are suggesting is not that Telidon developers
will be unable to create telesoftware capabilities, but that the
costs and the efficiencies of those additional capabilities will
again be tradeq.off by'poténtial useré against whatever else is
available. If, for example, home computers can also be programmed

‘to carry out many. tasks and perform many packages of services--
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which they can be--then Télidon will have to not only do the same,
but do it better and at lower cost, in order to compete effectively.
(As before,‘alternatives to Telidon for'teleéoftware afe given

in an accompanying table.)
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Table 31
ALTERNATIVES TO TELIDON FOR OPINION POLLING

-Nielsen TV ratings ' (and others like them)
-Market surveys
-Gallup, Harris, and other polls

-0fficial government data collection activities--
e.g., Statistics Canada surveys, etc.

-TV show call-in schemes
-Telephone and mail surveys
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Table 32
ALTERNATIVES TO TELIDON FOR TELESOFTWARE

Idea involves downloading programs and software,
therefore, competition obviously includes, but is
not limited to:

-Programs by mail, via tape, disc--any suitable
recording media

-Programs purchased over the counter, using the
same media as above

-Intellivision
-Playcable

-Software downloaded to home computers.



Chapter 4
ADDITIONAL CONSIDERATIONS -

Following the development of overall growth trends and
estimates of potential Telidon penetration in the previous two
chapters, a number of additional aspects to the problem are now
relevant. Among these issues are validation of estimates used

in the analysis, home vs. business forecasts, the RGB vs. RF issue,

- implication of the results for field trial planning, the 1ike1y‘£rade—

off in growth between teletext and videotex forms of Telidon, and
potential impacts of other forms of mass-market information systems.

Each of these topics is dealt with in this chapter.

VALIDATION OF ASSUMPTIONS USED IN THE ANALYSIS

In studies of this type it is clear that much depends
on asSumptions used in intermediate parts of the analysis.

Accordingly, in this section we provide evidence that illustrates

our use of optimistic values for these variables with particular

attention paid to the income and expenditure analysis.* Three

variables there are of special interest, as follows:

1. The 7% estimate representing overall real growth
of Telidon-related expenditures, (e.g., recreation,
reading and education) in a typical household budget;

¢

The 5% estimate Trepresenting anticipated maximum

(8]

* In the historical analogy chapter it was also documented that
the principal of "erring on the high side' was being adhered
to. Sufficient evidence was given there, however, so further
discussion is unnecessary at this point.
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share of the recreation, reading, and education
category that could reasonably be 'captured' by
Telidon in 1985; and

3. The figures in Table 17, column 4, representing
estimated percentages of actual vs. potential
subscribers at various price and income levels.

In this section we discuss these matters from two per-

spectives, first, the available evidence on what the real values

for these parameters should be, and, second, a brief review of the -

effect of choosing other parameter values.

Validation

Validation of the values we have used can be accomplished
easily, but the appropriate discussion is fairly lengthy--so readers
might be forwarned. First, we reflect on the fact that the 7%
pafameter was composed of two parts, that is, én estimated 3.5%/year
real growth rate attributable to increases in oﬁerall income levels,
and'another 3.5%/year compdnent attributable to an estimated (or,
better, assumed) increase in the share of Telidon—related
expenditures to total expenditures in a typical household budget.

Table 33 addresses the first of these factors. These
data, representing actual, experienced income growth in Canada for
all families and unaftached_individuals, illustrate that for the
most part, and certainly over the last several years, real growth
in income has been nowhere near 3.5%, but rather closer to 2.0-2.5%
(e.g., 1971-1978). The most receﬁt,years, moreover, shbw even

lower rates of growth on a year-to-year basis Cl.6% for 1978, for

1 . .
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Table 33

AVERAGE INCOME OF FAMILIES AND UNATTACHED INDIVIDUALS

IN CANADA;

1965-1978, IN CURRENT AND CONSTANT DOLLARS

Current Dollars Constant Dollars
Growth Rate Growth Rate’
Average Year-to-Year Average Year-to-Year
Year Income (Percent) Income (Percent)
1965 $ 5,779 $ 7,186
"1967 6,519 6.2% 7,535 2.40%
1969 7,686 8.6 8,170 4.13
1971 8,845 7.3 8,845 4.05
1973 10,694 10.0 9,486 3.56
1975 13,805 13.6 9,967 2.50
1976 15,849 14.8 10,650 6.85
1977 16,764 5.8 10,427 -2.09 -
1978 18,547 10.6 10,590 1.56
Average Annual Rates of Growth Between Selected Years
Average Annual Growth Rate (Percent)
Years Current Dollars Constant Dollars
) 1971-76 12.37% 3.78%
1971-78 11.16% ‘ 2.61
1965-78 9.38% . 3.03
1976-78 8.18% -0.28
1977-78 10.64% 1.56

~ Source of data:

Survey of .Consumer Finances, Statistics Canada
Catalog 13-550, 13-551, 1979 and previous- years,
Calculations, Hough and Associates.
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example), and in 1977 incomes actually lost ground to price increases.

This part of our first parameter, then has obviously been.chosen on
the high side. | | N

: The'other part of the 7% growth variable is similarly
estimated optimistically, and this time the contrast 1is even
greater, as Table 34 demonstrates. Recalling that this parameter
represents increases in the share of Telidon-related expenditures
in the context of total household budgets, we see from Table 34
that those shares actually decreased rather than increased, from
1972 to 1976. Not having more recent data, however, we simply
assumed that that period was not typical, and that over a longer
term (and into the future) those shares would increase as a result
of more leisure time, the great variety of products and services
now. coming on the market, and so on. Our choice of values for
each of these variables, then,can obviously be seen to have been
selected with an optimistic bias.

With regard to the second variable listed above, we

again have evidence, from other comparable data, suggesting what
its real value might be. Recalling that this variable represents

an estimate of the reasonable maximum share that Telidon expenditures

might represent out of total household expenditures for information-,

recreation-, and education-based items, we have assembled an
extensive list of just such items, and calculated their equivalent
shares on the same basis. This list, shown in Table~35, illustrates
that, contrary to the notion that any individual item can be

large, in féct,'they are mostly very small--with, again, some not-
able excéptions. As a signifiéant illustration, We might, for

example, take the case of cable television. Here we see, from - the

~




Year

1972
1974
1976

Source:
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Table 34

CHANGE IN SHARE OF RECREATION, READING,
AND EDUCATION EXPENDITURES AS A~
PERCENTAGE OF TOTAL EXPENDITURES, ALL
FAMILIES AND UNATTACHED INDIVIDUALS,

CANADA, 1972-1976
(Current Dollars)

Recreation,
Reading, and
Education Total
Expenditures Expenditures
$557 $10,803
729 14,049
917 17,908

Recreation, Reading
and Education as

A Percent of Total
Expenditures

e

5.2
5.2
5.1

Urban Expenditure Surveys, 1972, 1974, 1976.
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Table 35

ANNUAL EXPENDITURES ON SPECIFIC ITEMS IN

AN AVERAGE FAMILY'S RECREATION, READING, AND

EDUCATION BUDGET, CANADA, 1976

Average Annual
Expenditure : Expenditure
Ttem (Dollars)

Percent of Total l
Recreation, Reading

Total Recreation, Reading and

Education Expenditures - $916.9
Admission to events, total - ' 74.9
Movies ‘ 34,2
Plays, concerts, etc. : 17.6
Spectator sports, etc. ' 16.6
Other 6.5
Children's and adult games, ,
cards, puzzles, etc. 7.1
Children's toys, dolls 15.5
Sporting and athletic equipment
(fishing, skiing, golf, etc.) 39.8
Recreation éppliances, total 139.4
Radio and radio-phonograph
combinations 19.7
Sound components--tuners,
speakers, etc. 36.9
" Record players, tape recorders,  etc. 8.6
Televisions (black and white,
colour, and combinations) 74.3
Rental of cablevision 28.8
Photographic equipment and
processing 55.9
Hobbies and crafts, n.e.s. 31.7
Package holiday trips o 101.3
Reading, total 101.7
Newspapers ' 47.6
Magazines and periodicals 18.3
Books (excl. schoolbooks) ' 35.8
Education, total 128.2

and Education l :

Budget (Percent)

100.
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table, that this item--representing already an enormous market
in Canada--in fact consumes on average only 3.1% of total expen-
ditures for reading, recreation and education in an average family
or household budget. Similarly, total expenditures for sound
components, hifi, stereo, etc. represent only a 4% share, total
expenditures for motion picture attendance represent a 3.7% share,
total expenditures for sporting and athletic equipment purchases
represent at most a 4.3% share, and so on. Finally, it is easily
seen from the table that only a very few items from the entire
list (othér than combined categories) exceed our figure of 5%
for Telidon, and those items, curiously enough, are for total
expenditures on television itself, total expenditures on photo-
graphic equipment and processing, total expenditures on package
holiday tours, and newspapers. -Unless, theréfore, one coﬁld be
convinced that by 1985 households will spend amounts equivalent
to some of these categories (or between, say, television and cable
television, or television and motion picture attendanée), 5% must
represent a very generous assumption for Telidon eXpenditures as
a percentage of total expenditures in the recreation, reading,
and education budget category.

Lastly, referring to the set of parameters representing
anticipated actual subscribers as a percentage of total subscribers,
we tvefer back to Table 18, where supportive data of an illustrative
nature were presented. As indicated at that point, we have no
specifically relevant information for this set of variables, so
they must be chosen on an 'informed judgment' basis. As a Tesult
these variables may be seen to have the least amount of 'hard..data'

behind them. However, we are more than convinced that they too,
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are, if not highly optimistic, at least reasonable and conservative.

To go farther than this, thén, would requiré considerably more

effort than is warranted.

Sensitivity Illustration

On the basis of the above discussion, we believe, quite
clearly, that all of our intermediate estimates and assumptions
represent an optimisticfapproach'to the calculation methods used.
Yet, it cannot of course be denied that underestimating could
occur. For this reason we conclude this section with a brief
presentation of the effect of using different parameters in the-
analysis.* Table 36 describes these data, and we discuss them
below.

To begin, the table is organized into five columns, with
the three parameters discussed above, heading columns 1, 2, and 4,

.respectively. Column 3 represénts the intermediate value 'number

of potential households' (which is equivalent to 'affording' house-

holds in Table 17, column 3), and Column 5 represents estimated
actual subscribers. Finally, all calculations assume an average
cost to the household of $13 per month--whether or not that figure
is reachable.

Now, in this table we have marked with an asterisk those

combinations -of the three variables that result in higher estimated

* This approach was first suggested to us by G.S. Collins of DOC,
who kindly provided the data for the analysis.
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(1)
Assumed Annual
Growth Rate (in
Real §) Between
1976 and 1985,
of Expenditures
for "Recreation,
Reading, and

(2)

Assumed %
Expenditures
In Column 1 for
Which Telidon
Could form a
Substitute, by

SENSITIVITY CALCULATIONS

of

Education. _ 1985.
2% 3%
2 3
2 3
2 5
2 5
2 5
2 7
2 7
2 7
5% 3%
5 3
5 3
5 5
5 5
5 5
5 7
5 7
5 7
7% 3%
7 3
7 3
7 5
7 5
7 5
7 7
7 7
7 7.

Source: Collins, 1980.

.
Table

Total Number of
Households in
Canada in 1985,
for Which the Ex-
penditures repre-

36

(3)

(4)

Assumed % of

(5)

Total Number

sented by Column 2 Column 3 who " 0f Telidon
exceed a $13/month Will Actually Subscribers
Assumed Cost of Be Subscribers In Canada,
Telidon. By 1985 In 1985
2,300 5% 115
2,300 10 230
2,300 25 575
100,000 5 5,000
100,000 10 10,000
100,000 25 25,000
500,000 . 5 25,000
500,000 10 50,000
500,000 25 125,000 *
30,000 5% 1,500
30,000 10 3,000
30,000 25 7,500
360,000 5 18,000
360,000 10 36,000
360,000 25 90,000 *
1,270,000 5 63,500
1,270,000 10 127,000 *
1,270,000 25 317,000 *
65,000 5% 3,250
65,000 10 6,500
65,000 25 16,250
650,000 5 32,500
650,000 10 65,000 *
650,000 25 162,500 *
2,100,000 5 105,000 *
2,100,000 10 210,000 *
2,100,000 25 &

525,000
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numbers of subscribers than our figure of 65,000, and with two
asterisks, the combination of parameters we used ourselves. From
these indicatorsvit may be seen that to réach EEZ of thevactual
subscriber estimates greater than 65,000 the value of at least

one variable must exceed our own value. Moreover, most of the
higher estimates (five out of eight) are dependent upon a high
estimate of the ratio of actual to potential subscribers (Column 4),
énd‘those that aré'nbt follow exclusively froﬁ assuming that Telidon
,expénditures will represent 7% father,than at mdst 5% of total
recreation, reading, and education expenditures in a typical house-
hold Budget. Of these possibilities, the latter seems very remote,
based on.the data presented in Table 35, and the former appears, .
to us at least, unlikely. Nevertheless, it could happen, -and if

it did, actual subscribers could range up to 160,000 in 1985 as
Oppbsed to 65,000. We believe it is important_to,reemphasize,'
however, that such figures are not pdt férward as alternativev

forecasts to those we have presented earlier.

SEPARATION OF FORECASTS INTO ESTIMATES FOR HOME AND BUSINESS

In cdntrast to the previous section, and previous chapters,
we have little to go on for the task of estimating.business and
household pénetrations of Telidon separately. There are, however,
éome comments that can be made. |

" First, we refer to the fact that in-thé historical analogy
analysis wevseparated the évailable«data into (in brief terms)

home-and-business, and business-only. This was necessary, of course,
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to take account of the fact that two of the nine services, tele-
phones and automobiles, are found both in business and in homes.
Under these circumstances the question of relative penetration in
the two markets separately is very relevant.

In this context, there are some data that can be brought
forward, but they refer to one service only,--i.e., telephones.
Here, as a result.of this industry being based on the principle of
regulated monopoly, we have very complete data, which has been
collected and made public for many years. Table 37 displays this
information, total telephones broken down by residence and business,
for the years 1959 to 1978. This series is available from earlier
years, as well, but not the earliest years of the service. What
we observe in the table, therefore, is a steady-state situation
for a very mature service. Nevertheless, the ‘data are illuminating3
not least from the standpoint of the consistenéy of the business.
to residence (or business to tetal) ratio. As may be seen, business
has consumed approximately 30% of total telephones for the entire
period, and fluctuations about that ratio have been consistently
small.

What this tells us about the potential breakdown between
home and business for Telidon is unknown. If, however, one could
anticipate that Telidon might be equally attractive in both markets,
and priced according to what each market will bear, ac;ording to
past experience,' then conceivably such an overall steady-state ratio
might be appropriate for Telidon also. On the other hand, as is
well known, in the Prestel case business far exceeds residence:-

usage at present, there being reported to be some 5,500 business
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Table 37
TELEPHONES IN CANADA, 1959-1978
- Business
' ' (000) ~ as a
. : Percent
Year Business Residence Total of Total
1959 1569 3870 5439 29.8
1960 1674 4054 5728 29.2
1961 1730 4284 6014 28.8
1962 1817 4513 6330 28.7
1963 1910 4747 6657 28.7
1964 2016 5003 7019 28.7
1965 2142 5303 7445 28.8
1966 2290 5603 7893 29.0
1967 2423 5935 8358 29.0
1968 2557 6261 8818 29.0
1969 2719 6577 . 9296 29.2
1970 2854 6896 9750 29.3
1971 2996 7273 10269 29.2
1972 3183 7804 10987 28.9
1973 3428 8249 11677 29.4
1974 3691 8763 12454 29.6
1975 3928 9237 13165 29.8
1976 4127 9758. 12885 29.7
1977 4309 10179 14488 29.7
1978 4528 10644 15172 29.8
Source: Statistics Canada, Catalogue 56-203.
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units out of-.a total of approximately 6,000 at the present time.

‘Bearing in mind that Prestel represents only videotex penetration,

however, not teletext, the more important figureé to use in sug-
gesting comparisons to Telidon would be Prestel figures ylus Oracle
and Ceefax.® Here, the contrast is completely in the other dir-
ection, since the latter have much higher penetrations, now reported
informally to be as much as 50,000 to 80,000 in total--all, of
course, iﬁ the home market. On this basis the calculations

would show a reversed situation, with residence consuming 90-95%

of the total units in place, as against only 5-10% for business.

We see, therefore, that using installed base figures
for present services leads to»inéonclusiVe resUlts; and we are
left with only qualitative, sﬁbjgctive information with which to
work. In this context, we believe that the following observations
are relevant, but they by no means should be assumed to be
conclusive evidence of any specific situation developing.

We observe, first, that it is not really legitimate to
make comparisons with present Prestel experience on the. business/
home question, because North America is different for Britain and
Europe on a number of dimensions. The most important of these
differences, here, is the fact that information systems_have de-
veloped to a much higher degree of sophistication, complexity,
and availability in the U.S. and Canada, as compared to Europe.

Principally, this is based on the fact that data communications

% Ceefax and Oracle are the names of the two  teletext services in
Britain, one operated by the BBC, the other by the Independent
Broadcasting Authority.
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applications-~i.e;, the combination of computers and telecommuni -
cations--has grown much more repidly and extensively in North
America, and particularly in the United States. Consequently, a
greater variety of terminals,.computers, data bases, software,
communications networks, and so on is available to business, and
these systems are extremely'sophisticated, and avai1able now.
Bearing these factors in mind, it seems only reasonable that
Telidon willlhave a difficult time making inroads in such markets,
and more than likely will manage to do so oniy where there are
niches that haven't been filled. 1In this context, of aourse, it
has been suggested that small business is an ideal target. Once
again, however, it must be recognized'that the competition has
gotten there firét—-this time -in the forﬁ of whaf were expected
to be 'home' computers, but have now turned out to be, very
obviously, 'small business' computers——specifically, Radio Shack,
Apple, Commodore, Texas Instruments, Ohio Scientific, and now IBM,
Digital Equipment, Hewlett Packard and a host of others. This,
obviously, is now becoming an‘intense market, and each of these
machineé, if the user so desirés, can ‘be uaed as an information
terminal connected to either remote or local databasea.v In

summary, what we are suggesting in these comments is that in the

business world, overall, competition with Telidon will be formidable,

despite the present apparent evidence from Prestel.

THE RGB VS. RF ISSUE -

We believe we can dispense with the RGB vs. RF issue

rather quickly (ffom our perspective) for in fact the final answer
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to this debate depends on technical as well as market aspects.

One part of this debate, for example, is whether display standards
of 20 lines x 40 characters or 16 lines x 32 characters are more
appropriate for the teletext application. We are not in a position,
of course, to get into the technical side of this debate. How-
ever, what we can say is that RF input, to whatever display standards
are appropriate, would be of inestimable value in assisting the
growth of Telidon.

As is patently obvious, North America is not like Europe
in the context of the television industry, any more than it is with
respect to business information systems and small computers.
Specifically, the television rental market in Canada and the United
States is miniscule compared to that in Britain and Europe, and
we therefore cannot rely, as with Ceefax and Oracle, on having a
small mdnthly increment added to the rent of an ordinary television
set to boost the penetration of teletext decoders. Instead, the
entire, enormous base of purchased, already—paid;for television
sets in North America should be made available as potential Telidon
receiving devices, and the only way to do this is with RF decoders--
whatever the most appropriate standards might be.

Secondly, a comment with respect to quality requirements
is, we believe, appropriate. This observation has to do with the
fact that, contrary to what may be thought to be the case, markets
are in some cases, rather indifferent to graphic quality. As
a single example we mention the case of video games. Here, as is
well known, graphics are distinctly of the alphambsaic variety, eveh
in the latest, most sophisticated versions. Specifically, it is

not well-defined pictures that are important on the screen, but
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motion, animation, fast response time, and the ability to have-
the device calculate appropriate responses to the input provided
by the game player(s). In a similar way, in the téletext appli-
cation, it is more than likely that if a market exists at all it
will have -a large component'of strictly text-only pages--although
these could, of coufse; be compoéed using colour, different type
styles,vand so on. If, then; these prognostications prove to be
correct, sophisticated graphics wiil again be found to be less
important than might now be anticipsted.

To summarize, the RGB vs. RF issue may clearly be stated
iﬁ the context of the impact of 'market-pull.' We believe strongly,
in‘other words, that in order to enhance as much,és possible
Telidon's market potential, .some wéy should be found to produce
and market-a simple, inexpensive, RF version, as well as the more
sophisticated RGB units now available. This may be easier said
than done, of course. From the market standpoint, however, it

\
appears to us essential.

IMPLICATION OF RESULTS ON PRESENTLY PLANNED FIELD TRIALS
As can éasily‘be understood by now, we are interested in

this report in real, paid-for, potential markets. Unfortunately,

presently planned Telidon field trials are not addressing this

issue because, at least as far as we know now, user charges are

not expected to be incurred in any of those trials. It is obvious,

however, that paying for these'services.is the ultimate objective

and, we expect, will be eventually addressed in a comprehensive
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manner.

In the meantime, there are other things that can be
accomplished with respect to results developed in this report, and
testing of those results in the context of real users. Specifi-
cally, it is our thought that the hypotheses developed in the
competitive and complementary analysis might be thoroughly examined,
perhaps in laboratory or very small field trial settings. What

e ——————
we have in mind here, it should be noticed, is not asking people

what”fhey would like--which is more or less the standard format

for traditional market research, focus groups, and the like--but
ﬁ;ésenting small groups of individuals, both in home and business
énvironments, with the best that Telidon has to offer in each of
the eight application categories discussed in Chapter 3, then com-
paring results.» By_doing this in a well organized manner, we
believe that many excellent answers could be obtained to the
ﬁuestion, What is it that Telidon really will do for users?

To carry out such a program of research is, of course,
nontrivial. Moreover, we are well aware that the above objectives
are, in fact, precisely the same as those of at least some
of the trials now underway. What we have seen happen before,
however,-and suggest that it would be well to avoid this time
if possible, is simply putting new technology in place to 'see
if anyone is interested'. In this context it is important to
reiterate that our focus of attention in the competitive and
complementary analysis was on what other ways householders and

business people have, and will have, to address the same problems

(or opportunities) that Telidon can deal with. In the marketing



~137-

context, in other words, it is not enough to provide Telidon
to a household or business without cost, then measure usage
and assume projectable results. On the contrary, the first
thing a real user who must pay for the service will look for 1is,
What other options do I have?

What the above would generally imply, of course, is
that market tests with real money are needed. It is important
to realize, however, that there are other ways of going about the
problem as well. For example, with respect to our earlier com-
ments about games, etc. on Telidon, it would be entirely possible
and feasible to develop such games and other recreational material,
then make provision, in laboratory or small field trial settings,
for testing user reaction against what is available with computers
or other devices. Such hypothesis testing, it should.be.nocticed,
could still be done without cost to the user--provided, of course,
that the field trial organizing entity (or someone else) puts up
the money for additional equipment and operating costs. Despite
such costs, however, we believe wholeheartedly that if such com-
parison testing was carried out, it would add greatly to the present

store of knowledge in this field.

POTENTIAL TRADEOFF IN GROWTH BETWEEN TELETEXT AND VIDEOTEX FORMS

OF TELIDON

We are inclined to begin this next-to-last section with

a simple list of the items that we believe are relevant to the above
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topic. 1In a sense, these are hypotheses, but we bellieve substan-
tially supportable ones:

1. Teletext terminals should undoubtedly be less
expensive to begin with, especially if RF ver-
sions are made available;

2. No continuous monthly cost is incurred by users;

3. There appears to be a real market need for such
devices, even if they were used only for enhanced
captioning;

4, Experience in other countries, specifically
Britain, illustrates that teletext penetration
can, at least, far exceed that for videotex; and

5. It is obvious that the U.S. is very interested in
teletext, at much higher levels than videotex--
specifically, the major networks, the federal
government (with its contribution to the WETA
trial in Washington), the Public Broadcasting
Systen, numerous individual stations around the -
country, and representatives of the manufacturing
industry through the Electronic Industries
Association (EIA).

While it cannot be argued,therefore, that videotex, being
two-way, interactive, more flexible, able to carry more information
and so on, 1s more 'exciting' nonetheless, the market might still
favor the teletext form. - The key here, we believe, is 'exciting
to whom?' We are inclined to suggest that the real answer is
exciting to the technology-push rather than the market-pull side
of the equation. This is not to suggest, of course, that work
should not proceed with all due haste on continuing to solve the
many problems and questions still facing full videotex imple--
mentation plans, either via the telephone or transmitted and

received over cable television channels. What it does suggest,

however, is a need for caution in anticipating that the market
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is necessarily ready for interactive information capabilities of

the type that Telidon provides.

RADIO SHACK, COMPUSERVE, THE SOURCE, AND TELIDON

At this ﬁoint we have now, finally, come full éircle, to
the concept we introduced at the beginning of this report, namely,
What is videotex? |

Reflecting on this duestion, we are inclined to suggest

that in the last analysis, the market will decide, for, "all too

often, standards follow markets, rather than the other way around."®

This being the case, the issue of impacts of Radio Shack, CompuServe,

and so on, is very important. A

Perhaps more importantly than anything else in this
context is the fact that these systems are ahead of Telidon in.
the real market--i.e., the race for consumer dollars, whether
at home or in business. It is reported, for example, that there
already exist some 31,000 users of '"commercial viewdata-type
services' in various countries (including Prestel), of which more
than 24,000 are in the United States, Canada and Australia. As-
seen in Table 38§, ﬁhe‘majority of these are operated by Dow Jones:
News/Retrieval Service which operates.an essehfially specialized
service for business and investofs.‘_However, more than 11,000

users are reported to be subscribers to the much more general

* This quotation, parenthetically, is from our earlier report,
where we made a similar observation. (Hough and Associates
and Communications Studies and Planning Ltd., 1979, p-3).

my o ge o ge By M5 My wr By S5 By em we 0% O W



e Gd N o gE WE NN MU By G UGN G Oy OF 08 AN AN SN o

Company

Helsingin
Telset Oy

British Post

Office
Dow Jones

Source

Telecomputing

CompuServe

VNU/TVS

Source:
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Table 38

COMMERCIAL VIEWDATA-TYPE SERVICES

Name of

Service

Telset

Prestel

News Retrieval
Service

The Source

CompuServe
Information
Service

TVS

Viewdata/Videotex Report,
December 1980.

Start-Up

Date

1978

Oct., 1978
1977

June, 1979
July, 1979
1980

Locale

Helsinki

Seven
Countries

U.S/A.,
Canada

U.S.A.,

Canada,
Australia

U.S.A.

Amsterdam

Users
200+
6,300

13,500

7,000

4,000
50

LINK Resources Corporation,




-141-
purpose informafion retrieval vendors, CompuServe and The Soufce.
Understandably, there is very likely to be doubie counting in
some of these figures since terminal owners can easily sign up for
both (or all three) serviceé, then use ali of them or nbne,of them.
What the figures at least illustrate, however, is that as far as
Telidon is concerned, others are ahead in the videotex, or videotex-
like, game. We believe, therefore, that in this context Telidon
system pfoviders must reduce costs, make provision for the use of
already-prepared data bases, provide for alphanumeric as well as
numeric-only input; and in general attempé to establish highly
competitive Syétems to those mentioned here. If this can be done,

Telidon can and will establish itself.with a very bright future.




Chapter 5
SUMMARY AND CONCLUSIONS

SUMMARY

We have in this report attempted to establish, using
proven, reliable methods, estimates of reasonable maximum growth
for Telidon over the next five to ten years. The establishment
of thesg estimates has been based principally on two forecasting
and demand estimation methods called, respectively, the historical
analogy method and the income and expenditure analysis method. In
addition we used a third analytical approach, called the competitive
and complementary analysis method, to compare Telidon with other
means of providing online information, calculation, recreation. and
other one-way and interactive services.

The results of this work were essentially as follows.
First, from the historical analogy method--in which potential growth
of Telidon was compared to actual growth of other technological
developments in the past--we found that maximum penetration rates
might range from 84,000 to 140,000 terminals in 1986, or 260,000
to 750,000 in 1991. Of these estimates we have the greatest
confidence in the lower figures, because they are based on growth
rates of a composite of previous services found in home and business
environments, but excluding television--which is shown to have
developed in its early years much more rapidly and uniquely than
other services.

From the income and expenditure analysis, which was
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carried out using explicit and comprehensive Canadian income
and household expenditure data, we found that, similarly, maximum
penetration rates could reach 65,000 to 100,000 units by the mid-
1980s, but only if average cost to using households could be brought
into the range of ten to thirteen dollars per month. Above such
a cost range, potential penetration rates drop off rapidly.

From the third analytical method, dealing with competitive
and complementary products and services, we found that, at least
on a subjective, non-quantitative basis, Telidon is likely to be mecst
successful with information retrieval, person-to-person, and
transaction applications. By contrast, considering alternatives
available to homeowners and businesses, we have much less confidence
that Telidon services can be effectively competitive in such
applications as calculations, quizzes and games, education (i.e.,
'"Telidon assisted instruction'), opinion polling, and telesoftware.
The principle reason for this conclusion is that other products
and services already on the market or shortly coming on the market--
that is, products and services such as small home and business
computers, purpose-built electronic games, video cassette recorders,
videodisc players, alternative mass-market information systems,
and so on--form together a set of competitive devices and systems
against which Telidon is likely to have much less success than in
the other application areas.

Finally, in a section devoted to 'additional considerations,'
we made a number of other observations with respect to market

aspects. Included there were, among others, these major points:
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In the home vs. business area, evidence on which

to base forecasts is still very inconclusive,

since in some cases it appears that business is

more interested in Telidon, and from other stand-
points the reverse is the case. In general, ’
however, we are more confident of a strong 'home'
market in North America than a business one,

because businesses have a much wider variety of
other information devices, systems, and capabilities

~to choose from than do homeowners.

With respect to the RGB vs. RF issue (i.e., that
referring to the question of appropriate interface
electronics between Telidon decoders and television
sets), we believe that it is imperative that some
type of inexpensive RF unit be made available, to
whatever technical standards are appropriate and
feasible. If this is not done, the entire base

of presently installed, already-paid-for television
sets in the U.S. and Canada will be unusable

as Telidon information terminals; if it is done,

on the other hand, the reverse will be the case.

Lastly, with respect to teletext and videotex

forms of Telidon, we believe strongly that the

market is just as apt, if not more apt, to favor
teletext as against videotex in the long run. This
conclusion is supported by a number of factors,

not least of which is the very encouraging interest
in the field in the United States. In order to.
reach this market, however, much effort will continue
to be required, just as it has been up to now.

and marketing

GOVERNMENT FUNDING IN STARTING THE PROCESS

In considering ways to start the process of producing

Telidon-based information systems, it is clear that

government funding will be needed. This conclusion is based

on the fact that what Telidon faces is eSsentiaily the same 'chicken

and egg' situation that impacts all new communication developments,
p

whether they are broadcast- or telecommunication-oriented. In

essence, the problem is one of connectivity: potential users of a
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new telephone system will not be iﬁterested in such a service
until. they have someone to call, potential buyers of radios and
television sets have no incentive'to purchase such units if there
is nothing to listen to or view, potential bfoadcasters cannot
justify setting up broadcastingvfacilities and programming unless
there are listeners and viewers, and so on. |

In many countries, of course, this problem is solved
strictly by the government--that is, with government ownership and
opération of the means of communications, both broadéast and tele-
communications. In Canada and the United States, however, this
approach has not at all been'followed exclusively; and it is
not anticipated that it will be for Telidon. On the contrary, the
objective of government up to now has been to encourage and to
assist in the process, leaving to private industry the ultimate

goal of creating economically feasible market opportunities.

In this context, we strongly believe that such support
should continue and be further strengthened in the case of Telidon,
because the systems and serfices it represents are, clearly, still
some disténce'from market maturity. Particularly in thé face of

the formidable, continuing challenges from Prestel and ‘Antiope..

- sm B AE SN o es Te S SN 0 s 38 w=e

it is our view that funding of the order of several millions of

dollars is entirely feasible and appropriate, and will at least

assist in breaking the 'chicken and egg' problem.

CONCLUSIONS AND RECOMMENDATIONS

Despite the fact that market estimates for Telidomn

are suggested as being lower in this report than in other, earlier
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documents addressing this subject, it should not at all be assumed
that we are pessimistic on this subject. On the contrary, if
Telidon could reach the market penetrations suggested herein, that
would be a very good market indeed.

To do so, we recommend that the Federal Government
continue its support of the development effort, and éspecially
fund the purchase of additional terminals and further terminal
development. Especially important in our view, is the requirement
for inexpensive, teletext-type decoders that could be purchased

just as cable converters are today. The availability of such

devices would, we believe, enhance the market for Telidon-compatible

receiving devices very significantly.
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APPENDIX A

- EXTRACT FROM URBAN EXPENDITURE SURVEY 1976:
"DETAILED AVERAGE EXPENDITURE, BY FAMILY INCOME,
EIGHT CITIES, CANADA, 1976--ALL FAMILIES AND
UNATTACHED INDIVIDUALS"
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TABLE 20. Detailed Average Expendllure, by Family lncomc.
Eight Cities, Canada, 1976

All Families and Unattached Individuals -

Family income — Revenu de fa fumille
All Unider
classes 34,000 $4.000 — $5.000 — $6.000 — $8.000 —~ $10,000) —
- .- 4,999 5.999 7.999 9,999 11,999
Toutes Moins de
calégories $4,000
Av, Av. Av, Av. Av, X Av, Av.
per % per % per H per e per % per % per %
fam. rptg. fam. rptg. fam. rptg. fam. ptg. fam. rptg. fam. rptg. fam. | rptg.
Moy @ Moy. % Moy. “ Moy. T Moy. 23 Moy % Moy. %
par décl. par déel. par décl. par décl. par décl. par décl, par déct,
tam. fam. fam. fam. fam, fam, fam,
1- 12 |Food..vesvrneiiananinienens veres teverrerae 2869.4 100.0 9735 993 1329.6 100.0 1661.9 100.0 1741.5 100.0 1854.9 100.0 2242,6 100.0
1 Prepared at home ... .o o L 2214.2 99.5 836.9 94.2 11527 985 1499.2 100.0 1453.1  99.1 1490.6  99.4 1815.8 100.0
2. 4 BO;I!‘d paid to private houscholds | .. 120 3.0 352 4.5 313 48 1o 24 220 47 7.5 1.8 132 24
5 8 Food consumed in eating places.............. 525.6 877 882 49.8 106.0 636 109.7 63.4 2143 . 707 307.0 86.1 3636 91.8
9. 12 Fond away from home {overnighl or longer) .. 1176  46.9 133 175 39.6 203 420 16.1 521 303 498 333 50.1 354
9- 11 Meals in eating places-restaurants, ete....... 1044 424 124 16,0 353 176 399 1438 477 265 455 286 42,2 313
12 Food ete, purchased and prepared on (rip . 132 147 9 28 43 74 20 52 44 82 43 82 7.9 94
20-118 | Shelter....... Geiabeereaattiniennerasane PPN 2809.6 99.6 1173.5  96.1 1580.5 100.0 1663.8 100.0 1859.3 99.4 2067.5 99.4 21539 995
20 22 leed living quarters .. ...... ..., .......... 10353  52.0 836.9 75.6 1049.1 689 10739 714 11233  67.7 14534 78.1 1275.2  67.0
20 Rent ............... 10128 51.7 833.0 75.6 10419 66.7 1051.8 71.0 11047 . 66.9 14300 778 12528 66.5
21 Repmrs paid by family 16,7 109 10 2.2 48 55 196 7.0 129 129 174 128 18.0 203
22 Premium lor lenant’s insuranc 58 103 3.0 7.0 2.4 a7 2.5 7.8 57 1286 6.1 1i5 3.5 8.1
30 85 Owned living quirters 11935 50.2 146.4  19.3 2655 32.1 2598  26.1 39%.2 323 3085 226 35.8
30 Property laxes and assess £ . 3229 494 81.2 192 129.7 309 1112 248 167.5 3.6 128.1 22,0 35.0
B Premiums for insurance on home .......... 53.4 445 126 174 21.0 234 191 212 32,0 287 20,1 19.3 31.4
32 . Condominium charges and speciaf levies ... 143 25 8 g 8.8 L0 10.9 .9 8.7 1o 5.2 .4 1.2
40- 75 Repairs and mainlenance................ . 2134 371 320 130 61.3  24.1 _ 930 185 1335 20,0 79.0 189 25.1
4U- 55 Materials 1142 31.7° 10.8 8.0 21.0 158 104 12.0 613 153 339 134 18.6
60- 75 Contract cost 99.2 150 21.2 9.1 403 119 826 128 723 130 45.1 6.8 3.2
80. 81 fnlerest on mortgages..................... 546.0 327 178 20 31.0 © 63 23.1 1.6 - 44.1 7.0 644 88 12.1
82- 85 OLher eXpenses ..o uvevenrrnueeeaonenns 435 137 2‘1 a7 3.7 1.7 2.5 3.3 13.3 3.6 11.6 4.1 9.0
90- 99 Other housing ..........covvuvreninnacn, vee 1428 381 24. 4 6.8 274 T 131 345 113 40.8 199 560 19.8 24.4
9 Lodging while away at school or college . ... 10.5 1.2 6.4 5 9.8 .3 36 1.0 6.0 3
91 Lodging at work away from home ... 7.5 1.1 114 1.3 1 2
92. 94 Lodging on vacation, travelling n.e.s. 79.6 305 138 5.6 240 112 59 68 24 6 146 29.3 16.1 306 209
95- 99 Vacation honte,................ 45.1 9.5 . 4.3 1.2 3.3 2.0 7.5 29 4.6 205 4.2 10.9 5.3
95 Rented vacation home . 6.4 2.4 4 7 7 1.4 .6 2.3 1.3
96- 99 Owned vacution home, . 387 12 43 1.2 33 20 700 22 3.9 192 35 86 40
110-118 Water, fuel and electricity . 438.0 83.0 165. 7 53.7 238.5 65.0 2957 793 75.8 2496 712 3413 805
110 ater ... . 448 55.7 23.9 343 243 373 31.1 492 43.0 20.1 369 29.4 428
1 Oil and other liquid fuel . 1158 314 41.0 147 747 225 87.9 2938 25.4 684 217 89.1 241
112 Piped gas .............. 90.1 307 325 352 38.9 20,0 535 225 23.2 45,7 204 732 298
313 Electricily...... 1782 817 65.9 516 90.6 65.0 119.8 79.3 74.6 101.6 688 1423 782
114-117 Other fuels and heating costs . .. 51 10.6 1.1 1.8 8.7 5.1 2.5 1.2 3.0 3.7 3.4 3.1 6.3
118 Renlal o healing equipmenl ............... 38 102 3 32 1.3 42 8 16 6.3 Ll 35 42 88
120-178 | Household operation..covvevsnnnns. eeerricenes 697.1 999 2175 993 296.2 160.0 352.0 100.0 4083 992 469.1 100.0 537.8 100.0
120-124 Communications ..........coiiiineieian.. 215.2 991 97.2 933 309 973 1355 989 151.5 97.8 1840 99.0 182.1 99.9
120-122 Telephone .. .... 195.9 979 858 86.0 121.7 948 125.2 98.6 £40.0 . 93.7 168.1 97.9 170.2  98.2
120 Basic charge......... 1057  96.0 71.0 784 85.4 906 94.0 957 86.4 903 949 956 101,1  97.7
121 Long distance clmrg,es . 86.8 795 13.3 381 342 520 275 658 508  63.1 68,5 73.5 65.9 78.7
122 Other charges........ 3.4 220 1.5 167 22 175 3.7 201 29 222 4.8 211 3.2 242
123 Postage . ....... . 18.1 879 11.3 786 87 7712 10,0 79.2 1.0 864 150 84.0 11.3 874
124 Telegraph, express...... 1.2 7.7 1 1.2 4 5.3 2 1.3 5 6.2 8 6.1 .6 4.1
130133 | Child care expenses........ 655 14.5 14 10 54 22 1.5 36 51 29 322 748 463 133
130 Day care centres and day aurser 13.5 2.6 1.0 3 6.3 1.6 10.3 2.9
131 Licensed family day care. 1.1 3 1.9 L5 4 4
132 Other care outside home .. . e 13.7 2.0 3.8 1.2 127 32
133 Baby-sitting and other home care .. ... ..., 37.2 120 4 8 3.5 7 1.5 36 .9 222 65 229 114
134-136 Domestic help fexcl. child care) .............. 374 83 57 38 4.2 44 28 6.1 .5 6.6 4.6 9 24
13 Wages, uniforms lor domestic help .. 316 5.1 34 22 4.0 24 22 41 .8 34 22 4 5
135 Other paid help in or around dwollmg 58 .46 23 21 220 q020 0 32 31 5 24
136-139 Clez\nmg BEEVICOS 0 et 80,4 834 278 595 34,1 705 383 63.2 .5 65,7 827 63.6 76.5
136 Laundry senl out {incl. diaper servue) 7.0 7.7 3.2 5.7 3.7 5.5 5.1 9.4 2 8,1 6.4 3.9 7.3
137 Clenmng sentout ... ... ... ..., 47.3  68.7 84 351 151 505 0.7 39.1 .2 22.1 581 3t.5 543
138 Coin-operated washer and dryer . 223 309 143 39.5 152 346 214 26,6 .1 29.8  49.0 259 41.6
139 Self-service dry eleaning .................. 3.7 7.6 1.8 6.0 A 25 1.1 8.5 6 58 - 1.2 24 102
140-150 Household cleaning supplies ............ S 91.8 983 289  90.4 413, 96.1 594 96.6 98.5 612 97.0 858 995
- 140 Detergent liquid........ 138 915 5.6 T4.7 89 85.0 99 865 88.6 11.4 876 1583 94.4
141 Detergent powder ......... 192 67.0 6.7 576 85 57.6 127 659 66.2 1.4 60.1 16.3  64.2
142 Autnmatic dishwasher detergent .., 86 303 1.3 9.2 3.4 171 34 12,0 14.0 4.2 189 68 270
Source: . Urban Expenditure Survey 1976,

Catalogue 62-567,

1979,

PP .

36-53.

Statistics Canada




TABLEAU 20. Dépenses moyennes détaillées, selon Ie revenu de la famille,
huit viltes, Canada, 1976

Toutes familles et des personnes seules

Family income — Revenu de la famille

 em ws "R g

F35.000
$12.000 — $15,000 — $20000 — $25,000 - F30.000 — andl over
14,999 19,999 24 999 29,999 34,999 -
$35.000
et plus
Av, Av, Av, Av, Av, Av.
per & per per T per per i3 per 3
fam, rptg. fam. fam, rplg. fam, fam. |. rptg. tam. rplg.
Moy, % Moy Moy, ¢ Moy, Moy. % .\-l;,\x <
par deécl. par par deécl. par par déel. par décl.
tan, fam. fan. fam. fam. tam.
2475.7 100.,0 2958.9 3400.2 100.0 37264 4141.8 100.0 4971.9 100.0 |Alfmentation covvuviivaanns PR Cesiasienes Ceraversresns 1- 12
1939.2 99.6 | 23358 2619.9 100.0 | 27952 29982 100.0 | 34838 t00.0 Aliments préparés & la mnison., ... ... .o o o, L
8.3 1.7 4.1 1.5 2.4 8.7 19.5 4.6 176 5.4 Pension payée i des ménages privés . 2. 4
449.3 894 529.3 637.1 2.3 87712 97.7 | 11149 Aliments consommés dans des restaur., 5- 8
78.9 45.1 89.8 135.8 247.0 TLT 345.7 Repas & 1'ext. (absence 1 nuit ou plus) 9- 12
69.0 39.3 76.9 1213 2216 63,4 3118 Repas dans des restavrans, ete, |, NN 9. 11
9.9 15.1 12,9 14.4 25.4 .3 33.9 Aliments achelés el préparés en voyage ... ............ 12
2178.5 100.0 2819.7 99.8 3306.1 9.9 3553.7 3969.7 9.7 100.0 [Logentent.coiiuiarvinerininnnnnen ferreareiartetaansrenes . 20-118
13713 67.9 | L1019 52,1 957.1 414 94,1 7093 7 25.0 16.8 Logement lowé. . ... .. i i e 20- 22
13452 674 | 10773 51.9 934.8 41.2 765.2 697.2 25.0 16.8 fover ... ... . i i e 20
16.6 16.2 184 126 5 23.7 8.9 4.0 5.2 Reparulions payées par la famille . . 21
9.4 15.5 8.2 123 53 3.1 4.9 4.5 Prime d'assurance de locataire. ... ... ... ..o 22
582.4 341 1160.8 51.5 1953.0 86.8 Logement appartenant & Poceupant. ... .. ool 30- 85
184.5 BRE 307.8 505 1385 85.7 ‘Tuxes et cotisalions fonciéres. .. ...... 30
quT 293 488 453 31.9 802 Primes dassurance sur la naison .. ... N 31
4.2 1.2 15.7 2.9 23.2 5.t Frais e condominium et taxes spéeiales ............... 32
107.9 26,3 200.6 39.4 364.4 52,2 63.2 Réparations et enlretien ... ..ot : 40- 75
66.9 22.0 104.5 33.8 2278 46.0 54.0 Matérinux........... 40- 55
41.0 9.3 96.1 13.2 136.7 20.6 325 Coat a fortuit ., 60- 75
234.8 19.8 535.4 35.8 926.0 35.3 66.1 {ntéréts wur hypothéques ... ..... 80- 81
19.5 9.2 52.6 16.2 54.6 20.8 69.0 17.9 26.7 Aulres dépenses ... ... i i i e e i 82- 85
84.3 29.6 1125 40.3 140.3 47.9 2289 55.7 .6 627 712 Autres frais de logement . .. ..... 90- 99
28 N 5.6 9 13.4 21 X 2.9 5.6 Logemenl 4 ['école ou au collége .. 90
1.7 1.0 5.4 1.2 4.4 .9 23.6 2.2 3 1.3 3.8 Logement a Uextéricur pour Uempt 91
54.2 23.0 59.6 308 87.0 40.0 1254 45.1 . 52.1 57.3 Logement en vacances, en voyage, n.d. 92. 94
- 283 7.1 44.7 10.7 432 10.3 66.5 125 51, 14.6 24.7 Maisons de villégiature ....... ... ... 95. 99
88 24 7.4 3.3 8.3 3.7 3.7 L.5 4.3 3.3 8.0 Louée .............. 95
19.5 4.7 373 7.5 349 6.5 6.8 10.9 57.5 12.0 19.6 Possédée en propre. ... ... i iiiiiii i 96- 99
3404 80.5 444.4 87.5 515.2 88.6 577.6 5 6374 91.2 94.9 Fiou, combustible et éleetricité. ... ... ..o i, 110-118
37.0 48.4 47.7 582 52.6 64.4 54.0 X 57.4 708 76.6 L1 PN 110
858 26.0 1142 33.7 129.8 34.5 165.4 183.6 41.0 421 Huile el autres combustibles liquides 111
61.4 225 893 30.3 1226 J9.8 115.5 134.2 42.1 422 Gaz “canalisé 112
1513 84 184.2 86.7 2003 - 875 232.9 2483 91.2 94,1 Electricilé ... ... oot 113
1.9 6.2 5.6 10.2 4.8 13.7 4.7 10.1 24.0 26.4 Autres coiits combustible et de chauftage . . 114-117
3.0 10.5 35 9.8 5.1 144 5.1 38 10.9 18.1 Location d'appareils de chaulfage ........ e 118
6242 1000 668.2 8116 1000 890.2 978.2 100.0 | 14259 100.0 |Services MENAEErS.cvervvvsvevvass Creeraeees Crvraianranaes 120-178
202,56 99.2 208.5 . 246.1 1000 253.2 355.1 100.0 Communicalions . ... ... i e e 120-124
186.5 98.8 190.2 .5 224.4 994 229.6 314.5 100.0 Téléphone. . 120-122
1021 96.8 104.9 R 110.7 98.4 116.0 140.9 99.6 Taril de hase., 120
30.5 81.5 82.6 A 1105 88.2 109.8 167.7 93.1 Appels interurbains . 121
3.9 24,6 27 X 3.3 2.4 3,7 5.8 226 Autres frais ...... 122
148 - 885 17.5 3 20.4 90.4 220 36.6 92.8 Poste..........o0us e 123
Lt 5.9 8 9 1.3 112 1.6 4.1 15.4 Tetégraphe, messagerios .. .. .. v viienianniiaanaas 124
56.3 15.2 60.3 .2 83.8 219 104.6 133.6 18.3 Dépenses pour la garde des enfants. . ... ... oo 130-133
119 38 12.6 .4 124 3.7 343 30.2 3.7 Garderies de jour . .................. 130
1.3 K 3.0 b 1.9 .6 Centre autorisé de garderie tamiliale 13
14.0 18 18.8 26 235 3.5 27.3 K 11.4 1.8 Autre garde en dehors du loyer seven e 132
29.0 104 25.9 16.0 46.0 184 43.0 5, 91.9 17.5 Gardiennes ‘et autres services a domicile ............... 133
17.7 4.7 18.2 6.4 314 6.9 537 10.4 450 15. 225.1 30.5 Service domestique (sauf soin des enfants) ... ... ... 134-135
10.9 3.2 125 29 29.2 4.3 49,4 6.8 38.7 9. 194.4 218 Salaires, unitormes {service domestique) .. 134
6.8 20 5.8 4.1 2.2 3.7 4.4 5.0 6.3 7. 30.6 18.1 Autre aide rémunérée a donueile. . ... ... .. 135
80.6 83.4. 76.6 85.8 90.8 88.8 1015 86.9 95.1 91.6 149.7 96.6 Services de NetlOYAEe . ..o .ueevir e iaiaannns 136-139
6.1 1.7 72 8.1 3.1 4.3 74 7.3 6.5 838 2.3 16.4. Blanchissage a l'ext.service de couches | 136
36.3 68.1 43.6 713 58.5 789 74.2 30.9 710 85.6 1113 91.0 Nettoyage fait a 'extérieur........... 137
331 39.5 228 28.7 23.2 274 17.7 19.8 15.5 183 10.4 148 Lavage el séchage, blanchisserie autom, AN 138
3.0 8.0 3.0 8.6 6.0 8.7 2.2 5.9 21 5.4 6.7 5.1 Nettovage a sec thbreservice) ... . ... .. ..ot 139
33.0 98.6 104.5 99.3 1113 99.4 105.5 99.1 110.5 99.1 140.7 99.1 Produits de nettovage ménagers......... ..o, 140-150 -
13.6 93.5 14.7 93.4 15.3 94.7 15.5 94.2 15.3 942 173 91.9 Détersit liquide ... ..., .. ..... 140
183 66,42 20.3 63.9 25.0 72.3 223 743 27.6 7.8 27.0 68.8 Délersil en poudre . 141
5.6 203 105 334 9.0 33.6 10.8- 40.1 10.8 47.0 208 614 Détersil’ pour lave-vaisselle automatique 142




TABLE 20. Detailed Average Expenditure, by Family Income,
- Eight Cities. Canada, 1976

All Families and Unattached Individuals

Family income — Revenu de la famille
Afl Under .
classes $4.000 $4,000 — $5.000 — $6,000 — 38,000 — 310,000 —
- — 4.999 5.999 7.999 9.999 11,999
Toutes Mbins de
catégories 54,000
Av. Av. Av, Av. Av, : Av, Av.
per ‘T per < per e per z per % per % per %
tam, rptg. lam, rptg. fam. rptg. fam. rplg. fam, rptg. fam, rptg. fam. rptg.
Moy. % Moy. % Moy. i3 Moy. % Moy. ‘¢ Moy. % Moy, %
par déct, par déct. par décl, par décl. par deed. par décl. par décl.
fam, tani, fam, . fam. fam, fam, fam.
Houschold operation — concluded
Household cleaning supplies — eoncluded: .
143 Laundry soap- bars, flakes and powders ..., 7.3 384 3.9 348 3.3 341 5.1 5.7 43.2 54 352 58 390
144 Laundry bleach .. 85 1779 28 515 3.9 570 6.8 58 70.8 5.7 699 9.2 763
145 Fabrie softener 76 578 13 215 20 217 4.1 3.7 406 46 464 71 534
116 Laundry stareh, blueing, dyves, ete. 7 9.6 4 5.6 8 .1 4 10,6 2 4.3 7 60
147 Disinfectants and domestic deodorizers 74 694 24 453 4.2 478 4.7 5.3 60.6 4.9 " 608 6.4 637
148 Polishes and waxes, all types (... ..., 80 7L 1.4 344 27 510 3.9 4.3 60,2 5.6 56.1 7.7 728
149 Scouring pomlers cleaners, sieel wool | .. 8.2 86.0 27 627 3.7 747 5.2 53 830 68 821 8.2 816
(50 Other .o e 27 217 4 8.4 70122 1.6 1.7 199 1.2 177 20 201
152165 Paper supplies, food wraps, ete............... 113.1 99,4 404 957 52,3 100.0 74.9 . 711 99,1 80.2 99.0 101.1 995
152 Faeial tissue............... 19.7 940 10.0 822 11,1 840 15.3 , 5.1 90,2 154 887 18.1 935
153 Toilet paper . 255 968 1L0 856 157 94.1 20.7 5. 19.5  95.1 18.0 948 249 988
154 Paper towels ... ... . ... .. ... 13t 757 3.0 403 49 616 5.8 . 7.6 692 85 649 1.5 694
155 Paper table napkins, table cloths, etc. 4.2 5638 L1 334 20 478 1.8. X 20 445 29 410 35 536
54 Paperbags ........... ... ., 24 204 1 1.2 8 88 9 99 13 187 23 271 25 297
157 - Paper pl‘\(es cups, ete.. 1.0 175 9 N 2.8 K 7.9 4 8.5 6 114
(58 Writing paper aud mulnpu ...... 4.5 655 24 497 26 520 34 589 27 576 35 608 34 9.7
159 Wrappnug paper in rolls or sheets 57 656 L2 336 1.8 374 2.7 415 25 446 558 4.1 527
1650 Greeting cards . .............. 86 774 4: 584 37 586 5.0 658 5.1 86.0 68.2 5.8 7L6
1651 Other paper products 43 56.8 1.6 405 1.4 368 4.4 43,0 2.1 429 49.2 "5.3 588
(42 Foil wraps and other foil produc ¥ 6.8 79.1 1.6 468 2.7 59.6 5.8 625 3.6 685 71.9 8.0 787
163 Plastic garbage hags ............ 12,2 73.0 32 398 4.1 485 7.7 562 6.7 56.1 64.0 11.0 698
164 Other plastic bags and wraps .. 3.8 419 70190 9 197 9 182 L9 325 35.2 3.3 360
165 Other- rilibon, string, ete. ................. 1.4 332 4 161 3 137 5 181 7189 25.0 1.2 254
168178 Other howsehold supplies .................... 93.7 854 16.1 60.7 280 749 39.6 713 44.1 774 73.7 58.1 817
168 Cut Howers and potted plants .. .. 114 366 22 1L5 24 143 23 157 5.7 254 25.8 6.7 303
169 Garden shruhs, trees, bulbs, plants 106 30.9 1.1 7.1 1.1 113 24 132 2.0 139 16.3 45 231
170 Seeds- vegetable, flower and grass. .. 2.9 281 K] 9.2 1.2 176 L5 14,7 1.8 18,5 15.2 2.7 188
171 Fertilizers...o.oov iiiinn e ciiiiiann 3.3 355 8 8.0 6 144 22 195 1.7 178 182 25 279
172 Pest control praduch‘ gm(len and home ... 29 321 3 8.7 70147 L2 13.6 1.2 214 11,2 24 230
173 Pet food . 353 344 63 124 9.1 210 244 281 19.1  27.6 19.7 212 246
174 Ty pewrllcrs ...... 4.6 4.6 .8 4 2.7 4.3 6.3 2.1 29 6.8
175 Calcudating aachines | .......... 53 144 A 3 7.4 5.3 3 1.3 1.2 5.4 7.1 1.7 88
176 Pens and pencils, writing desk sets 24 317 13 249 8 214 70169 1.4 219 26,4 2.4 301
77 Batteries {exclwding automotile) - 4.2 800 1.5 190 2,1 38.2 1.8 254 1.9 332 344 34 422
78 Dther supplies for home use . .............. 8.7 §57.1 1.6 319 2.3 36.3 2.7 431 3.6 357 43.2 7.6 503
180-314 | Furnishings and equipment ... ..oovvievvenrnnnas 96.7 1050 78.2 161.1 88.0 2336 89.6 344,44 954 4187 963 5615 97.2
180-208 Furniture ......cooiiiiiiiiiiiiii e 49.0 180 127 36.7 214 .68.8 26,5 1253 315 133.2 406 2145 462
Unfinished - all kinds ........... e 2.5 td 15 5 7 3.7 2l
Wooden furniture ....... . 32,1 45 45 10.0 89 273 139 624 193 60.1 24.8 108.4 297
\Wooden bedroom suites, dressers. beds ... 12,6 4 .4 44 46 122 6.8 19,3 7.3 289 9.2 569 146
Wooden living room, tables, cliairs . 8.3 L5 2.5 2.7 2.3 2.2 2.9 189 . 6.7 10.5 5.5 154 83
Wooden ‘dining room, buffets, tables . 5.6 1.2 .9 4.3 1,4 8.5 4.8 5.0 29 6.1 3.1
Other wooden furniture nes. ..... 17.0 L4 22 28 4.8 86 69 158 7.8 157 118 30.0 156
Metal and other- noa-upholstered . 14.4 2,3 5.5 4.0 6.1 3.2 9.6 8.0 9.2 1.7 123 168 14,2
Uphaolstered furniture. ........... 24.7 1.2 6.5 22,7 11.2 382 146 53.3 189 60.9 180 856 24.8
Couches, sofas, chesterfields 9.6 3.0 2.0 7.3 1.4 1.8 12 25,3 7.0 34,2 7.1 53.0 1.7
Davenports, convertible chest 2.6 4.6 L7 1.5 .5 12,3 2,9 2,7 1.1 4.6 7 88 26
Other upholstered living roomi ., .. 7.2 3.2 3.0 6.0 5.8 15.3 4.9 16.0 6.9 8.6 5.2 10.8 6.4
Upholstered studio couches . . . 1.3 64 2% 32 23 3 6 2,0 1.4 3 9
Other upholstered furnitiire n.e. .. 1.6 3 . 1.3 .5 1.6 1.5 2.4 1.1 2,3
Matresses, hox springs, ete.........o. ... 88 2 3 1.5 1.5 5.1 4.9 8.5 7.7 10.0 7.1 115 87
Household applisnees ... ......... ... ..., 64,1 222 261 431 268 47,2 354 700 471 814 50.1 1202 613
Major houschold appliances ............... 153.9 338 17,2 105 38.5 9.3 38.7 17.8 555 19.5 619 190 955 29.1
Relrigerators and freezers ,......... 39,1 9.9 7.7 2.9 2.4 1.4 7.5 4.0. 19.0 5.9 17.3 4.2 244 .85
Cooking stoves, ranges, huilt-in units .. .. .- 20,0 5.4 - 9 2.1 9.7 3.8 2.9 . 7.2 3.7 . 6.0 1.6 5.3 21
’18 Dishwasher ¢portable and stationaryy ... .. 140 - 3.4 1.2 7 25 8 7.0 1.8
2 Washing machtaes and deyers ..., 336 83 5.1 1.4 118 24 8.1 49 16 40 11.4 386 226 88
Vacuum cleaner (upright dand canister) . 221 0.6 15 3.3 14.6 6.6 8.5 4.7 6.4 5.9 12,7 7.8 17.6 107
Sewing machines 9.8 3.7 1.2 1.2 5.0 13 L7 11 58 38 4.5 2.3
Other major electricad ay 152 69 .8 8 58 5.5 8.4 3.8 5.1 3.7 39 7.2
Swall eleciricat appliances ..., ... 281 513 3.0 183 4.6 1986 85 235 14,5 345 19,5 432 247 48.7
For cooking and warming food. . 95 258 22 305 2.0 9.6 43 133 51 199 49 166 77 2186
For preparing feold ... ..., 5.4 3.0 5 2.3 2 14 5 3.7 23 7.6 3.9 9.7 68 174 -
For personal care .........., .. 85 25.0 b 2.0 i 4.6 23 9.3 41 138 45 155 6.2 202
Other small electrical appliances ., ......, 48 153 LY 7.4 56 98 14 69 3.2 137 6.1 166 3.9 127 .
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,
huit villes, Canada, 1976

Toutes familles et des personnes scules

Family income — Revenu de ln famille

35,6000
K12.000 — S5 = $20,000 — 25,000 - $30.000 — and over
14.994% 19,999 24,999 29,999 34,999 —
- $35.000
et plus
Av, Av, Av, Av, Av, Av,
per < per T per e per % per % per <
fam. rpty. fam, rptg. tam. rptg. tam. rptg. fam, rptg. [RATR rpty.
Moy 3 Moy. K3 Moy. 3 Moy N3 Moy. 3 May. @
par tlécl, par déel. par décl. par décl. par décel. par decl. -
fam. fan. fam. fam, fam. | fam.
Services ménngers — fin
Produits de nettovage ménugers — fin:
6.4 w5 37.7 9.0 38.5 74 37.2 8.3 43.6 128 44.5 Navon de hlanch, en pain, flovons, poudre ... .. ... ... 143
7.7 10.7 31.4 100 819 96 84.5 7.7 847 10.8 85.7 Produits de blanchimeat ... 000000 144
79 . 9.0 62.3 93 67.0 89 68.5 8.1 70.3 13.1 74.1 Adoucisseur de tissus, . ... 145
0 5 N 9.8 8 1.0 1.1 13.6 1.4 17.6 11 13.0 Amidan, bleu, teinlures, etc.... 146
7.1 . 8.5 74.0 9.5 74.9 8.7 75.1 8.6 Rt 88 774 Deésinteclants et désadorisants ménagers | 147
6.7 .4 0.3 775 9.6 7.2 9.2 78.8 9.3 86.4 119 815 Lncaustiques et cires, tous genres.. ... 148
7.3 k 9.1 84.2 10.3 89,4 9.1 89.6 8.9 N5 11.6 92.5 Poudres et tampons & récurer, nettoyeurs .. 149
1.9 2.7 3.1 218 3.4 25.2 3.0 228 4.6 326 5.5 29.1 Autre. ..oooiiiiiieiie P 150
104.6 99.9 1326 1000 138.0 99.8 150.7 99.6 186.0 99.0 Articles en papier, embalilages, ete. ....... PN 152165
18,2 95.9 2.2 96.6 215 96.5 229 98.7 29,2 97.1 Pipiers-| momhotr\ ........... . 152
237 97.8 28.5 928.0 304 98.1 33.5 99.6 371 974 Papier hygiénique . 153
12 787 15.9 a2.1 16.2 83.9 17.8 91.9 221 91.6 Fasuietonl .. ovonviiniiiiiiinnn 154
3.2 589 5.1 63.9 5.4 67.5 5.9 69.4 8.4 77.2 Serviettes et nappes ea papier, etc. 155
2.0 ER 3.0 37.0 2.9 36.8 3.3 36.8 3.9 40.8 Sacs en papier, ... . iieii e aen 156
8 1.6 27.3 1.3 2061 1.8 254 2.6 24.2 Assiettes et gobelels en carton, ete. . 157
AT 5.0 710 5.1 33.5 6.5 ™5 8.6 T4.4 Papier a letires et enweloppes...... 158
5.3 7.3 T84 7.5 T8 9.2 782 .7 8L.b Papier d'emballage, rouleaux ou feu 159
O ha 10,0 86.4 1.2 86.7 123 88.2 16.7 87.0 Cartes de souhaits ................ 160
3.7 53 617 5.9 H4.4 5.2 65.2 6.0 69.9 Autres produils en papier ... .. o 161
6.6 8.0 86.7 3.9 90.2 8.7 86.3 10.1 88.6 Emball. et autres prod. en pnpxer métalliques. . 162
11.9 {34 8t.4 14.7 835 15.6 845 20.4 88.3 Sacs 6 ordures en plastique ........... .. ... 163
3.0 4.5 49.3 5.1 522 6.0 887 7.2 49.9 Autres sacs et emballages en plastique, .. 164
t3 t8 423 1.9. 411 20 44.7 3.1 §5.1 Autre- ruban, ficelle, ete. . ... .o oo 165
796 86,0 83. 86.1 115.6 93.3 1337 94.6 1:39.6 91.8 235.7 96.9 Autres articles MERABErS .. ..oy ittt 168-178
8.1 35.9 9, 37.3 14.0 41.0 16.3 16.0 14.7 50.8 35.3 64.6 Fleurs coupées et plantes en pats . 168
4.8 20.:: 8. 32.3 13.2 42.4 17.8 426 17.2 44.6 39.0 62.2. ‘Arbres, buthes, plantes de jardin...... 169
1.7 20.4 3. 29.6 3.9 36.4 4.2 37.9 4.2 40.4 5.5 48.2 Semences- légumes, fleurs et pelouse 170
3.6 27.8 EX 34.2 6.6 46.3 8.1 50.1 9.8 54.5 16.2 68.6 Engrais ... ... ..o 171
21 22.0 2 32,7 3.9 42,1 4.3 49.8 53 50.5 6.5 58.7 Pegticides pour le jardin et la m ison . 172
36.6 33.2 34, 34.1 43.5 418 50,4 46.7 48.1 41.2 68.5 512 Aliments pour animaux favoris ... ... 173
3.9 3.6 3. 5.0 4.1 3.3 58 5.4 4.6 | 4.2 201 11.4 Machines 6 écrire . 174
5.1 17.9 4, 15.2 7.2 18.1 8.1 20.2 99 21.9 12.1 235 Calculalrices ... .. 175
1.9 30.5 2. 343 30 36.1 25 331 4.2 35.2 4.7 433 Stylos, crayons, névessaires @ éerire . 176
4.1 50.8 4 55.4 4.8 58.9 5.5 58.5 6.1 G4.2 7.8 67.5 Piles (saut hatteries d'automohile) .. . 177
7.8 59.4 7. 58.3 113 68.1 10.7 64.9 15.6 67.6 20.0 78.9 Autres articles pour la maisof. ... ..o iiiii it 178
673.1 97.6 8378 9.0 988.0 99.2 1205.3 99.6 1399.4 2199.3 100.0 |Articies el ac ires d'nmeubl 151 P Gesesimssrsananes 180-314
251.4 47.6 282.4 §5.7 334.6 59.4 411.8 579 457.5 742.4 67.2 Meubles .. ..o i i e 180-208
K 7 3.1 2.8 4.3 3.3. 6.5 4 3.0 14,0 6.7 Meubles non finis - tous genres. ... I e 180
.6 30.7 1513 37.0 180.8 398-1 2242 40.0 301.2 455.7 46.6 Meubles en bais..... ... oo 181-192
7 1.4 66.9 13.8 73.4 16.1 81.6 13.8 116.9 144.1 18.7 Meubles de chambre & coucher, en bais . 181
1 7.6 24.7 88 31.5 9.2 46.5 115 51.3 75.5 13.5 Meubies de salte de séjour, ea bois. ... 182
.1 6.2 26.4 5.1 34.0 4.0 54.3 93 6G9.5 154.4 15.5 Meubles de salte & manger, en bois 183
.7 16.8 33.3 20.3 419 22,0 418 20.3 63.5 81.6 229 Autres meubles en bois, ncla. . 184-192
8 12.1 15.1 15.0 20.2 18.2 26.4 14.5 313 32.2 20.9 Meubles en niétal et non rembourrés 193-202
6 25.7 1129 27.4 129.3 293 154.8 29.6 122.0 240.5 35.1 Meubles rembourrés............. 203-208
6 127 52.6 938 656.3 118 69.8 1.9 63.6 114.0 12.9 Divans, sofas, canapés ........ 203
.8 22 138 3.0 16.3 4.5 13.2 2.4 14.2 10.4 3.0 Divans et eanapés transformables .. 204
2 5.1 20.0 6.8 19.6 78 38.0 10.1 25.6 64.1 124 Autres meub. rembourr.satle de sepur . 205
.1 1.8 7.9 1.6 6.0 1.8 36 1.0 9.5 1.3 Divan-studio rembourrés .............. 206
5 7 1.7 2.1 1.8 2.2 1.7 1.4 31 3.2 23 Aulres meubles rembourrés, n.d.a. . 207
16.4 8.0 16.9 9.3 193 10.7 8.4 128 155 39.3 13.4 Matefus, somnners, 10 ...ovii ittt 208
155.2 63.0 193.2 67.7 225.0 76.1 2481 74.9 334.7 371.0 86.6 Appareils MENAEErS ... oiiiiii ittt e 210-249
1313 320 166.6 36.8 192.0 414 209.9 422 286.7 50.1 313.2 52.3 Gros 1]);)(11'&1!5 INBIMIBEES « v it aeeninnirannneerernns 210-230
8 8.4 40.5, 115 50.4 1.8 65.4 14,5 62.2 12,6 67.6 16.7 Rélrigérateurs et congélateurs . 210-213
R 4.5 218 6.1 25,2 6.7 242 5.6 524 10.9 39.5 87 18 214.216
.1 23 115 3.0 20.1- 5.2 289 6.6 295 6.1 336 6.9 Lave-vaisselle (portatifs ou fixes) . 218
5.7 79 483 1.9 39.5 9.5 37.6 8.9 379 9.2 56.4 122 Lavenses et sécheuses ......... 219.222
.8 113 224 9.5 29.3 142 18.6 9.6 47.2 184 47.1 16.6 Aspirateurs type vertical ou train 223
3.8 33 9.8 4.2 123 4.9 9.1 4.4 20.4 6.5 28.5 6.0 Machines 6 coudre . ........ ... 224-225
2 3.7 11.2 6.3 15.2 75 26 10.3 37.0 11.7 40.4 4.2 Autres gros appareils ménugers . 226-230
9 4.4 26.6 523 33.0 64.2 38, 61.6 48.0 738 57.8 738 Petits appareils électriques ... .. ... 231-249
Q0 244 9.6 26.7 10.9 30.2 13.2 31.2 13.5 35.7 19.4 41.4 Pour euire et réchauifer tes aliments . 231-239
8 10.2 5.0 13.0 6.2 16.6 6.6 14.6 118 23.3 120 20.7 Pour préparer les aliments ......... 240-243
0 22,7 7.7 23.5 10.7 34.0 127 35.2 16.7 43.0 17.4 41.9 Pour soias personnels ... ... . 244-246
.2 13.3 4.4 13.9 53 . 174 57 17.9 6.6 21.1 9.1 23.7 Autres pecits appareils électriques. ... ... ol 247-249
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TABLE 20. Detailed Average Expenditure, by Family Income,
Eight Cities. Canada, 1976

All Families and Unattached Individuals

Family income — Revenu de la [amille

Al Under .
classes $4.000 $4,000 ~ $6.000 — $6.000 ~ SRO00 ~ $10,000 —
- - 4,999 5.999 7.999 9.999 11999
Toutes Moins de
catégories $4.000
Av, Av, Av, Av.- Av. Av. Av,

per % per % per % per %t per 3 per \ per %
fam, rptg. fam. rptg. fam, rpty. fam. rptg. tam, rptg. fam. rptg, fam. | rptg.

Mov. | @ | sov. | % | Moy, | 7 | Mov. | % | Moy | % | Mov. | % | Moy. | @
par décl, par déct, par décl, par déel. par déci. oar deécl, par décl..

fant fam, fam.’ fam, tam, [ET1N fam.
Furnishings and equip 1 — eoneluded

250-251 Eleetric lighting. . ...t 263  79.1 27 669 4.3 624 64 689 102 69.0 3 733 145 73.2
250 Lamps, lampshades, chandelier 19.7 206 7386 1.9 62 2 9.0 6.8 143 47 140 10.3 164
251 Light bulbs and tubes ,..... 6.8 755 2.0 562 24 588° 3.2 654 34 685 3.6 704 42 709
254.259 Non-clectrie kiteher equipment . 1556 384 29 138 1.7 152 2.8 182 92 292 132303 1.7 333
360-265 Tableware and decorative ware .. 21.8 357 2.5 9.6 1.2 122 39 158 65 248 L2 236 9.9 317
266-274 Houschold textiles and plasties .. 875 717 227 39.9 242 41.2 344 548 378 577 438 616 627 720
275-277 Floor covering ............... 821 29.0 84 9.6 t86 17.7 252 211 296 19.7 57.5 219 42,2 206
275 Rugs. broadloom and carpeting 74.7 27.0 68 886 182 171 22,1 199 26.7 183 520 198 38.5 19.5
276 Underpadding. .. .. P . 25 28 B .1 L0 1.7 520
277 Hard surtace {loor eovering. sheeting ....... 50 34 1.6 L 4 7 €t 3.7 237 20 4.5 29 33 22
280-302 Miseellaneous ., ...coovvinrivniiiiinrenan., 924 728 1.2 359 140 413 146 479 21,1 61.2 310 648 479 709
310-314 Services and repairs ... oo 56,6 608 144 263 17.3 400 304 484 a4.7 486 402 450 379 501
320.596 C]illlling ,,,,, teerasaas Ceersararias PR 1253.7 994 187.7 . 91.6 2776 978 4147 P9 5257 994 6240 994 861.6 100.0
320-384 Women, 14dand over .......0coiiiiiiininn. 65108 893 1288  66.0 1703 708 2346 889 2045 829 370.5  85.6 423.5 846
320-328 Coats and suits .. ..o oo i 1226 67.1 295 290 311 36.0 46,2 480 57.5 54.2 8l4 54.1 89,1 585
320 Winter coatsfur trimmed and untrimmed . 337 242 88 88 133 143 122 129 19.9 168 287 20 264 249
321 Spring couts. ... i 85 134 3.0 6.3 4.0 86 56 99 48 1.7 102 1456 5.6 9.5
322 All wealher coats (inel. raincoats). 8.9 140 3.8 70 1.9 4.8 4.1 9.1 3.9 8.1 9.3 9.3 54 90
323 Leather coats and jackets ........ 198 14.1 3.2 3.9 1.8 2.4 36 45 9.7 7.5 9.1 7.2 154 121
324 Separate jackets and blazers. 4.2 105 1.6° 68 720 1.8 74 1.7 7.3 15 42 39 75
325 Knitted suits and pant suits | 159 182 4.0 7.2 2.6 4.8 7.2 108 59 109 6.5 88 10.9 t6.3
326 Qther suits and pant suits, 235 244 50 6.7 48 7.2 104 102 82 139 146 218 17.9 22
327 Ski jackets and ski swl! 6.6 127 K] 1.8 3.8 1.2 58 19 6.6 t.0 33 32 97
328 Other sports suils . .. 1.6 - 3.5 K} 1.0 2 9 L5 39 5 14 S5 20
330-331 Furs and artifieial furs 34.1 53 1.9 2.1 A3.4 2.7 6.7 5.8 19.6 4.9 13.1 3.9 14.3 4.1
330 Fur coats antt jackets, stoles .. 32.8 4.3 9 1.0 33.4 2.7 3.7 3.2 18.6 3.4 12,9 3.5 13.9 3.3
331 Artificial fur coats and Jdckets ete. ... 00 1.3 1.0 1.1 1.1 3.0 25 Lo 1.5 2 4 . 8
335-338 Dresses and skirts .o, 000 e 774 614 180 328 176 30.8 2.5 46,0 38.1 453 456 52,0 53.0 56,0
335 Kuitted dresses .,.........cooieen.,, 17,6 19.0 21 5.2 .2 15 116 15.1 88 132 9.3 131 86 156
336 Other dresses ..., 44,7 438 13.4  26.1. 1456 233 6.1 309 226 323 294  36.1 348 383
337 Knitted skirts . .. 39 88 o 7 5 316 L5 5.7 1.0 5.3 28 . 64
338 Other skirts ........ e PR 11.1 248 24 104 1.9 63 25 9.1 33 140 59 165 67 203
340-344 Slacks and shorts .. ..., 52.7 66.6 1 255 84 260 179 379 280 51,7 320 544 154 56.6
340 Kunitted slacks and pants,........ 14.5 285 23 122 1.4 5.8 7.7 174 82 9223 9.2 221 11.3 239
341 Jeans (including corduroy jeans) . 18.0 347 2 8.6 37 128 3.2 94 9.0 18.7 1n.4 285 123 260
342 Other slacks and pants........... 175 31.8 20 104 29 119 5.5 153 93 227 1,0 202 104 252
343 Knitted shorts ...... .. T 6 1 8 1 1.3 S5 42 218 2 21 4 24
344 Other shorts. ..o .. v s enins 20 128 3 2,2 KB 2.9 1.0 5.9 L3 6.5 1.2 102 1.0 6.7
1350353 Blouses, shirls and sweaters . .............. 62.6 745 131 343 1.2 384 17.9 525 30.9 587 379 677 45.¢  67.7
35101 Knitted Blouses and shirts 124 279 21105 1.8 8.5 4.0 12,5 53 . 17.3 7.5 209 9.1 230
351 Other blouses and shirts 21,1 411 49 172 38 147 6.5 287 19 295 141 353 16.3 364
352 T.shirts und other jersevs. .. .. .. 88 317 1.7 . 80 1.5 7.6 1.3 9.6 44 185 43 233 58 253
353 Sweaters, cardigans and pollovers ........ 204 46.4 44 188 4.2 208 6.1 263 103 329 1.8 133.6 13.8 388
355364 Hosiery, lingerie and sleepwenr ... ........ 921 87.3 240 60,6 134 641 3.0 829 47.8 799 66.6 84.5 69.7 813
355 Pantyhose . .............coueiun, 294 758 5.8 370 9.5 481 164 595 5.4 569 25.5 716 208 67.2
356 Regular stockin 5.1 324 23 271 24 224 26 298 3.7 367 3.1 287 62 328
357 Stips and hatf stips............ 3.1 219 1.0 9.3 6 7.1 14 16.5 23 17 1.7 151 1.9 154
358 Panties ............ 10.8 68,5 34 375 4,1 448 58 544 6.5 56.4 6.8 622 89 603
359-360 Foundation garments 211 69.2 6.5 .2 8.0 402 131 575 0.5  50.8 141 565 16:3 621
361 Pyjamias .. ......... 29 153 1.0 .8 1.5 4.1 1.7 102 15 9.3 29 16.0 2.5 141
362 Nightgowns ...........ooiiiieana.. 8.7 358 1.4 T 31176 49 265 4.0 . 26.2 6.2 308 5.6 259
363 Loungewear, robes and dressing gowns. . .. Wt 304 2.2 .8 40 131 48 17.8 1.7 15.5 8.1 260 68 242
364 Other lingerie and sleepwear ... .. ........ g 2.9 4 .5 2 3 | 2.7 I8 2 1.1 7 36
37(1-376 Other clothing and accessories . 39.1 692 95 294 89 36.0 36.3 194 574 23.5 .57A9 27.6 647
370 Gloves and mittens ..., ... 49 356 - 1.3 17 T1L7 2.0 20 229 2.6 263 3.2 120
371 Hats and other headwear . 31 192 32 124 22 132 .9 L2 146 1.3 15 - 16 1786
372 Scarves, shawls, ete .. 24 203 5 7.8 A 6.4 3 1.0 Lt 23 18 1.6 144
373 Bathing suits and other heachwear ..... .. 75 264 S50 32 4 28 1.8 27 118 2.5 12 30 220
374 Uniforms wnd oceupational clothing ...... 3.1 5.2 A 1.2 L5 1.0 2.6 29 3.3 9 22 34

—




)

s

ALH

TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,

huit villes. Canada, 1976

Toutes familles et des personnes seules

Family income — Revenu de la tamille

$35.000

$12.000 - $E5.000 — $20,000 — $25,000 — 330,000 — and over
14,999 19,999 24,999 29.999 34,999 -
$35.000
et plus
Av. Av. Av, Av, Av, Av.
per 3 per T per @ per i3 per “ per in
tam.. rptyg. [EDN rpty. tam. rptg. fam. rptg. tam. rptg. tam. rpig.
Moy. % May. < Moy, i Moy, T | Moy, % Moy <
par deécl par deéct, par deécl. par décl. pur décl. par décl.
fam. fam. tam. lam. fam. tam.
Articles et accessoires dameublement - fin
19.9 S0.1 245 277 84.1 48.2 85.5 41.2 88.6 7Ll 90.0 Felairage lectrique ..o i e 250-251
12.9 20.5 18.1 19.1 221 40.8 28.8 30.7 27.1 59.0 30.9 Lumpes. abat-jour, chandeliers, etc. .. 250
7.0 5.6 6.4 8.7 80.2 74 82.7 10.5 87.5 121 86.1 Ampoules et tubes électriques ... ... ... .o i 261
15.7 38.1 14.8 18.3 46.0 17.5 41.2 24.5 53.2 3.5 53.5 Artictes de cuisine non électriques ... ... oo 254-259
157 35.8 16.7 22.6 43.6 30.5 44.3 45.6 5.7 76.8 5.7 Artictes de table et de décorntion .00 oo oo oo 260-265
62.9 74.2 87.0 97.8 7.2 130.7 78.6 130.6 83.7 213.0 85.3 Articles ménagers en tissu et en plastique................ 266-274
48.5 275 79.5 92.0 3.8 1214 36,2 1443 36.7 225.9 39.1 Couvre-parquels L. oo i i e e 275-277
44,4 25.7 71.9 86.6 32.3 108.6 34.2 131.6 33.0 203.5 36.5 Moqueltes, tupis et carpettes ... 276
1.4 1.8 2.4 2.2 36 2.4 2.2 6.4 6.8 10.4 5.8 Sous-tapis L. . 276
27 27 5.2 3.2 3.1 10.4 4.4 8.3 5.5 12.0 4.7 Couvre-parquets & surface rigide .. ..., ... ..o L. 277
624 75.2 877 TS 105.9 822 1293 81.0 132.3 81.5 3201 88.6 DIV EES it i e 280-302
414 549 320 66.0 64.0 ni 67.7 720 88.7 6.2 145.5 831.8 Fantretien et réparvations ... o oo ool 110-314
951.6 99.7 11751 100.0 1546.3 100.0 1755.7 100.0 20769 100.0 30918 100.0 |Habitlement. oo cvviiiii i AN Cieeen 320-586
476.8 38.64 3315 0.8 709.9 93.8 824.0 97.7 | 10023 968 | 15823 98.2 Vétements pour femmes de 14 ans et plus ... .00, 320-384
97.5 66.5 109.6 67.9 137.5 78.3 176.2 8238 186.2 83.4 303.7 87.7 Manteaux et tailleurs ..o oo o o 320.328
249 19.6 34.2 242 33.3 27.0 49.2 32,4 44.1 28.7 75.6 41.0 Manteaux d'hiver uvec ou sans fourrure . 320
9.0 13.9 6.3 115 88 14.9 103 14.4 118 184 18.5 21.6 Manteaux de printemps . 321
83 14.2 6.5 123 113 17.3 122 17.6 13.8 21.9 19,1 25.0 Manteuux toutes saisons, impermeéables 322
134 96 178 139 24.9 18.2 31.1 19.1 43.9 28.0 39.7 26.0 Manteaox et vestes de cuir . 323
4.0 12.2 3.9 938 5.1 134 7.0 158 5.7 105 7.4 15.0 Vestes et hiazers non assortis 324
14.4 16.9 13.0 17.5 18.5 24.3 25.2 25.0 22.2 25.2 42.5 284 Tuilleurs et pantailleurs tricot 325
19.5 248 19.8 24.0 25.3 29,2 308 30.1 33.3 36.3 70.9 38.6 Autres tuilleurs et pantailteurs 326
3.6 9.4 74 13.5 87 17.6 7.6 16.2 8.2 15.7 228 30.4 Vestes et costumes de ski. ... 327
K] 17 8 21 L7 4.7 27 5.3 3.1 6.8 6.2 9.4 Autres costumes de sport 328
.9 5.8 19.9 4.2 47.9 5.6 45.4 7.0 570 7.2 108.0 9.6 Fourrures et simili-fourrures . 330-331
3.9 19.2 31 45.2 4.7 44.0 5.7 56.4 6.2 108.0 9.6 Manteaux, vestes, ete. de . B!
1.5 7 12 2.7 9 1.4 1.3 7 1.0 Manteaux, vestes, ete, simili-lourrure 331
60.1 58.2 64,4 61.2 85.2 68.7 106.7 773 132.2 79.4 2117 83.8 Robes et jupes. ... ..o it 335-338
13.9 16.9 11.4 16.1 214 24.8 26.1 26.4 26.1 26.4 56.6 335 Rabes tricotée: 335
36.3 436 38.5 43.1 46.3 45.7 59,9 57.6 83.1 59.9 110.5 61.1 Autres robes 336
(8 5.9 3.8 9.1 a.1 0.9 5.9 13.8 5.1 12.9 12.9 20.5 Jupes tricotées N 337
8.1 224 10.7 25.2 123 28.9 14.8 1.8 17.8 358 317 46.0 AUtres JUPES ...t iie e e 338
45.3 65,0 514 72.7 64.5 80.3 713 80.3 811 83.2 115.7 84.4 Pantalons tout-aller et shorts. ... ol 340-344
108 25.0 14.4 28.6 19.5 37.7 20.3 36.2 14.9 34.9 32.2 40.7 Pantalons tout-aller ¢t tricotés .. .. 340
16.8 33.2 16.6 375 20.0 42.3 23.6 42,8 327 50.6 43.5 56.1 Jeans (y compris en velours edteléy. 341
15.9 29.1 17.6 35.5 21.3 385 23.4 42.0 29.6 42.4 34.8 43.7 Autres pantafoas......... ... . 342
5] 3.9 B 38 12 8.5 1.4 8.2 1.3 10.7 1.6 7.5 Shorts tricotés . . 343
1.5 115 23 16.9 2.6 16.5 A7 142 2.6 16.0 3.6 19.1 Autres shorts. ..o oo i i 344
52.9 73.1 55.8 7.7 70.7 85.2 89.7 90.1 103.6 88,7 151.3 91.2 Blouses, chemixes et chandadls .. ... o oL 350-353
104 265 12,4 311 13.0 33 18.6 36.5 18,1 38.0 29.7 418 Blouses et chemises tricotées . 350
13.9 40.4 17.6 38.9 25.5 50.8 30.1 51.2 33.7 52.6 47.2 59.1 Autres blouses et chemises . 351.
71 27.7 7.7 329 10.4 38.8 12,6 41.4 16.1 48.9 220 55.1 Tee-shirts et autres jerseys .. 362
16.5 40.7 18.2 47.4 21.9 53.5 28,5 63.9 35.7 628 52.3 70.1 Chandails, cardigans et tricots. . ... .. 353
76.9 86,4 93,2 89.8 107.8 93.2 117.6 96.2 133.7 96.0 186.4 96.4 Bas, lingerie et vétements de nuit . ..., ..ol 355-364
24.3 74,0 288 798 37.0 86.5 34,0 86.5 44.6 92,0 60.5 93.3 Bas-culottes 355
3.8 309 5.2 26,3 6.0 33.2 6.1 35,7 7.5 38.1 83 49.8 Bas ordinaires et autres ..... 356
2.0 168 23 20.1 31 26.4 4.9 20.1 6.9 338 8.0 39.0 Combinaisons-jupons et jupons 357
9.4 68.3 115 734. 123 78.0 14.7 75.3 14,4 81.1 19.3 84.6 Culottes ... ... o e, 358
19,1 68.7 220 73.7 236 78.9 28.4 81.6 30.2 825 39.0 87.1 Vétements de base ., 359-360
2.1 13.1 3.0 . 16.2 3.5 19.7 29 124 4.8 22.0 5.9 247 Pyjamas .......... 361
7.2 321 9.3 40.0 9.9 438 127 4.7 114 42.6 17.7 513 Chemises de nuit ... 362
8.5 279 10.2 32,7 11.6 36.1 131 374 132 35.1 25.7 51.0 Vet, de détente. robes d'intérieur. .. .. 363
6 3.5 9 3.1 g 27 q 2.3 8 3.1 2.0 8.5 Autres art, de lingerie, vét. de nuit ... ..., ... .. 364
31.1 L 65.6 33.6 716 47.6 30.9 53.4 81,7 56.5 86.6 100.2 90.5 Autres vétenents et arcessoreS . ... v urrireeraaaans 370-376
3.9 31.6 4.0 35.7 5.9 45.1 6.8 40.0 6.8 45.6 14.6 62.5 Gants et mitaines . . 370
3.2 18.6 25 18.5 3.3 233 4.0 21.4 2.7 216 8.4 308 Chapeaux et autres coiffures .. 371
1.6 19.0 1.8 193 2.8 24.0 2.9 2127 3.8 34.1 7.9 37.4 Echarpes, ehilles, ete, ......... .. 372
6.0 219 6.5 283 9.7 328 10.7 38.1 1.7 39.8 21.9 51.4 Maillots de bain et vét, de plage . 373
24 3.7 3.0 5.3 39 6.9 4,0 7.9 4.0 7.7 6.7 8.4 Uaiformes et vétements professionpels . .. 374
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TABLE 20. Detailed Average Expenditure, by Family Ineome,
Eight Cities. Canada, 1976

All Families and Unattached Individuals

Family income — Revenu de la Famiille
All Under
classes $4.000 $4,000 — $5,000 — $6.000 — 8,000 - $10.000 ~
- - 4,999 5,999 7.999 9,999 11,999
Toutes Moins de
catégories $4,000
Av, Av. ' Av, Av. Av, Av, Av.

pes i3 per % per i per T per % per % per -| %
fam, rptg. fam. rptg. fam, rptg. fam. rptg. fam, rptg. fam, rptg. fam. rptg.

M;_\'. i3 Moy, i Moy i3 Moy 3 Moy < Moy, “ Moy. %
par déel. par décl. par deécl. par déct, par décl. pur décl, par décl.

fam, fam. fam, tam, fum, fam, fam.
Clothing — continued
Women, 14 and over — concluded:
Other clothing, aceessovies — concluded:

Handhags, wallets, ete................... 16,2 49.6 3.1 181 3.3 202 7.7 322 87 385 120 423 12,8 478
Other- handkerchiefs, umbrellas, elc.. ... .. 18 149 6 53 3 35 1.1 7.9 1.0 115 13 109 12 118
Jewellery 376 442 23 123 45 133 8.7 228 149 233 207 36.0 309 343
Watches ... .., 10,2 152 6 36 S 15 43 7.0 46 93 5.2 133 8.1 4.7
Lighters and clgnrellc cases .. 9 40 4 57 1.7 20 27 2029 B 4l
Jowellers and costunie J(}\\C“(_‘N ........ 464 378 1.7 104 5 76 43 17.0 0.t 357 152 26.2 223 25.0
3R()-384 Footswear. ., ..o . 727 821 22,5 503 21,7 573 37.3 704 383 724 498 73.7 585 1798
; Shoes and sandals, . ............ . 488 1759 158 418 143 485. 253 620 27.4 633 353 678 393 69.6
Boats (excl. ruhber and plnslu) . .. 157 306 38 128 32 B 9.0 209 81 228 99 224 131 29.1
2 Ruhber and plastic tootwear. .. .. . 21 96 4 88 2.6 102 1.4 81 7 56 14 77 22 79
383 Sports and athletic footwear . . 33 118 2 1.4 1.0 1.8 6 32 6 4.2 1.2 7.0 18 105
384 Dther . ... 2.9 294 1.2 166 12 178 L1 21 1.5 188 20 198 2.2 252
3490454 Girls, 203 57.0 185 27 26 228 9.6 266 135 202 99 174 85 363 186
340,401 Coare, suits, and gaekets . Lo L. 98 16,6 9 1.9 2,2 68 3.4 108 4.1 8.7 29 6.8 55 156
105,108 Dresees and skirts oL, Ll 4.8 115 2 1.1 1.8 7.5 1.7 70 L1 5.4 1.4 4.8 2.1 9.3
410414 Shocks and shorts ..o 9.8 169 4 26 48 82 56 135 | 36 83 | 26 7.3 7.1 148
420423 Blaeses, shirts and sweaters ............... 7.0 165 18 18 75 33 111 23 85| 19 67| 53 159
425434 Hosiery, lingerie and sleepwear ... ..., ..., 86 181 4 26 | 57 986 38 135 29 97 29 85 55 179
FELIER Otlun clothing, accessories, jewellery ., 54 165 1 1.3 2.8 9.6 25 134 17 81 1.8. 66 33 137
450134 Footwear ..., .. e 115 18.1 7 1.9 4.2 9.6 63 134 4.4 9.1 38 85 7.6 186
160-504 Men, Muand over ..., e 447.9 814 356 261 | 592 44tﬂ t09.0 554 160.5 63.3 176.3 617 2826 783
460468 Coants amst jackets ... ... .. ... 69.1  55.0 5.8 9.6 52 154 215 244 26.8 340 26.6  30.6 49.4  49.5
460 Overcoats (including topeoats) 129 1.8 1.3 t.9 1.5 1.5 1.3 2.1 .7 9.5 6.3 7.4 11.4 113
Other winter couts. dufile, etc. 5.2 9.5 3 7 7 2.5 .9 25 4.5 6.7 17 65 60 115
All-weather couts tincl. raincoats 3.9 6.9 3 1.7 1 t.5 - 24 4.7 2.8 4.7 22 40 2.9 6.8
Parkas anst windbreakers .. .. ... 52 142 9 33 6 32 20 67 28 82 28 96 46 1186
ski jackets and ski suits, 64 118 3 1.0 7 1.8 3 1.2 14 38 1.2 3.0 T 4.6 9.5
Suits tor uther sports . 4.1 6.0 .1 3 5 1.0 .1 3 7 1.0 8. 16 1.6 3.2
Faght weight § 49 136 4 1.6 1.0 6.0 3.5 8.6 1.1 5.3 2.6 8.7 3.3 103
Leather conls and jackets -23.6 163 2.0 1.2 111 5.3 49 36 7.1 6.4 S 147 118
Fur and artifigial fur conts, J.leEl‘w ‘‘‘‘‘ t.8 6 . .3 7
470-473 Suits, spurss voals and blazers. ., ... ... ., 102.6 6.4 7.2 6.4 7.3 183 175 304 251 381 272 30.9 355
4701 Kaitted sui . 16.0 4 1.1 1.7 7.5 5.0 8.7 6.3 10.0 7.1
471 Other suits 723 6.0 5.1 5.6 3.8 12.3 9.7 202 132 246 16.1 34.1 225
472 Knitteld sports coats, ju 6.5 3 1.8 .t 1.0 25 84 12 34 2 5.5 40 65
473 ther sports jorkets and hlavers . 7.7 1 7 .8 2.5 2.3 3R 1.5 4.1 2.7 27 1.8
475-478 Pants, jeans and shorts | 68.4 65 17.8 154 249 168.2 377 275 49.0 304 494 496 657
175 waitted unts and sk 17.7 16 6.2 20 H3 5.1 146 85 193 83 174 122 229
476 Jestas (nuhulmz umlurm J 26.8 29 6.8 84 9.6 6.2 139 98 176 121 242 20.2 387
477 Other pants and jeans .. 22,4 20 88 48 142 49 134 85 207 95 224 162 320
178 Shorts .. 18 210 8 48 5 51 Lt 64
480-483 Shirls and sweaters ..o, 69.9 46 162 127 272 188 396 220 459 258 . 488 420 67.8
480 Dress siirts .. 29.3 15 8.5 3.9 164 9.3 208 77 225 11.8 315 16.0 4.1
441 Knitted sport shirts 7.1 50022 A 1.6 1.2 5.4 37 105 21 86 51 158
'IH:.’. Other spor} shirts -9.6 L6 24 49 116 14 8.0 3.2 125 3.0 104 5.4 16.1
483 Work shiris . 3.5 4 34 6 4.4 5 1.6 1.2 6.2 1.8 8.2 26 138
484 Sweaters, cavdigans, pullovers 124 1.1 5.6 1.0 3.9 3.8 145 25 109 42, 189 80 251
AR5 ‘Tshirts amd ather jersevs 7.9 A 53 20 76 25 134 36 174 28 165 4.9 254
480484 Socks, anderwear and sleepwear 288 719 27 168 6.8 12,1 431 11.7 506 M8 512 21.2 69.6
439 Dress sacks . 84 508 5 89 1.2 28 212 3.5 335 3.5 420 6.3 456
487 Sport and \mr 40 274 3 3.1 1.4 9 84 t3 120 1.5 136 2.7 251
48K Undershirts, briefs, hos 120 585 1.5 130 3.1 55 316 4.5 348 8.8 48.8 9.0 53.1
184 Pyjanues, hatlirnbes, dressing gm\ns ...... 4.6 204 4 33 1.0 30 126 2.3 142 3.0 129 32 154
490496 Other clothing and dccessavies ., ... ., ... .. 251 60.8 22 115 1.3 48 255 87 336 7.7 147 546
490 Gloves and mitiens . . .., . 4.6 9 3 5.5 2 1.4 107 1.5 172 Ll 3.5 264
H91 Ties 73 K] 5.6 2 t.5 8.0 15 119 1.9 3.0 234
402 Belt< ..o 3.2 3 35 4 8 78 9 10 1.1 23 217

~l/
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,
huit villes, Canada, 1976

Toutes familles et des personnes seules

Family income — Revenu de la tumulle

$35.000
$t2.000 ~ S15,000 — $20.000 ~ $25,000 — $3000 — and over
14,999 19.999 24,999 . 34,999 —
F35.000
et plus
Av, Av. Av, Av. Av, Av,
per % per % per 3 per i per < per “
fam. rpty. fam, rptg, Fam, rptg. fam, rplg. fam. rpty. fam, rptg.
Moy @ Moy, % Moy, i Moy < Moy % Moy 3
par décl. pur décl par déck par deel, par décl. par décl.
fam. fam. Tam. fam, tam, tam.
Habillement — suile
Vétements pour femnies de 14 ans et plus — fin:
Autres vélements et accessoires — fin:
12.6 46.3 14.5 48.0 19.9 59.0 223 60.4 65.9 36.1 73.0 Sues a4 main, porteteutlles, ete.. . ... ... oo 375
1.4 4.0 1.4 13.6 2.2 19.9 2.6 202 18,6 4.6 236 Autres- mouchoirs, parapluies, ete. 376
25.7 40.6 38.2 43.9 65.2 56.7 §8.1 57.7 89.7 249.1 744 BiouX L s 377379
5.6 12,7 7.2 13.0 9.6 18.1 16.8 20.6 21.5 36.8 316 Montres ... ... 377
K 4.3 3 +0 T 6.4 4 2.8 : 6.7 5.4 Briquels et etuis i eigarettes . 378
19.5 35.0 30.7 390 54.9 494 50.9 49.3 53.9 205.6 68.5 Bijoux et bijoux de fantaisie ... .o oo oL, 379
64.3 818 65.4 84.5 83.5 90.1 95.5 912 93.6 156.2 95.3 USSR UEES L i i i i e 380-384
41.8 15.5 42,5 77.9 55.7 35.3 66.5 36.3 89.6 102.7 929 Chuussures et sandales .. ... 380
128 29.0 154 32.0 17.9 35.9 18.1 33.0 40.4 34.9 48.7 Bottes tsaut choutchour et pl 381
1.7 85 1.9 10.4 20 91 23 9.3 14.5 t 43 14.8 Chaussures cacutchoue et plastique ... 382
2.4 9.3 2.9 11.6 4.7 14.8 4.9 16.8 17.0 8.9 27.0 Chaussures de sport et d'uthlétisme . .. e 383
2.8 29.6 2.8 301 3.2 343 38 34.0 42,5 5.5 40.2 AULIES o e e 384
29.2 13.1 84.6 228 87.6 27.0 90.1 20,9 240 100.9 25.3 Vétentents pour fillettes de 4 3 Blans. . ... ..o .. 3950-454
5.1 11 122 20.8 15.1 24.1 13.4 20.4 17.1 237 17.1 228 Mantesux, tadlleurs evvestes oL oo 390-4th
2.7 6.7 5.3 3.1 6.6 17.2 82 15.5 8.2 17.7 10.5 173 Raobies et jupes. ... ... i i 405-408
8.7 11.2 10.1 20.6 15.7 25.5 16.1 19.3 16.0 233 15.1 239 Pantatons tout-aller et shorts,.......... oo il 410-414
3.2 104 7.7 20.8 98 24.3 128 19.7 10.9 23.2 13.8 23.9 Blouses, chemises et ehandails . ... ..o ool 420-423
3.9 12.3 10.3 2.3 13.6 26.3 140 20.5 123 24.0 13.3 24.8 Bas, lingerie et vétements de nuit . ... .o it 425-434
22 1.7 5.7 20.2 9.0 26.2 9.3 194 7.9 21.5 10.5 221 Autres vétements, accessoires et bijoux ........ .. 440-448
6.4 12,5 133 2222 17.7 26.5 16.6 20.9 178 23.2 20.8 25.3 ChnusSUTeS L ... i a i i ey 450-454
316.0 80.4 421.1 91.6 569.1 95.6 672.8 95.9 787.3 958 | 11506 9838 Vétements pour hommes de 14 ans et plus...... ... 460-504
48.7 52.6 64.2 63.2 88.8 68.2 104.4 734 118.8 70.5 1707 79.5 Manteaux ef vestons. .. ... e 460-468
7.8 111 12,8 12,8 17.8 .2 15.2 14.5 15.0 13,1 35.9 19.7 Pardessus (v compr. paletots) . 480
5.7 8.6 5.6 9.9 6.4 E 126 13.6 67 133 121 157 Autres manteaux d'hiver ... ... 461
27 6.1 3.0 6.5 38 1 6.3 9.6 7.2 124 10.5 12,3 Manteaux toutes saisons, imperméables 462
5.9 17.3 54 148 5.6 .7 XA 18.3 35 20.7 8.5 20.7 Puarkas et blousons .. ..... .. ... ... 463
2.4 659 6.4 134 3.6 3 8.7 15.8 13.7 18.0 19.5 25.6 Vestes et vostumes de ski .. 464
2.4 4.1 3.7 6.0 4.8 2 5.7 7.7 7.1 838 15.9 193 Autres costomes de sport . . 465
8.0 1.7 4.4 13.8 5.9 5 8.2 20.5 9.2 23,9 88 19.7 Vestes légéres ... ........ 466
166 12.6 22.1 18.1 32.8 .3 34.0 22,9 47.5 28.0 57.6 334 Manteaux et vestes de cuir...... 467
1 1 1.0 8 3.2 9 6.1 [ 39 1.1 2,9 1.4 Manteaux ct vestes, fourrure et si 468
60.6 39,1 84.7 53.8 1184 59.3 168.3 68.7 209.8 §7.9 320.8 77.8 Complets. manteaux sport et blazers 470-473
133 3.8 149 9.1 183 1.3 237 12.6 32.6 168 38.8 14.2 Complets tricotés ., 470
39.2 239 55.4 36.4 85.0 40.5 120.1 479 153.9 50.7 2373 59.9 Autres complets ........... 471
R 5.4 6.3 9.4 6.2 109 123 173 12.7 12t 19.1 14.3 Manteaux sport et vestes tricotés .. 472
5.0 6.3 8.2 10.4 8.8 12,4 12,0 13.9 10.6 12,0 25.6 20.7 Autres vestons sport et blazers ... ... . ... ..., 473
60.5 70.6 638.2 82.3 83.8 874 100,1 86.9 106.5 88.2 152.2 93.5 Pantwdons, Jeans et shorts . ... oo oot iiil, 475-478
19.1 30.7 17.9 333 21.0 34.6 25.8 39.0 26.1 41.3 35.1 40.9 Pantalons tricotés........ ..., 475
25.1 39.8 25.2 49.2 3.5 55.2 39.1 556.3 44.8 55.0 57.4 61.5 Jeans (v conipr. en velours cotelé) .. 476
15.1 29.4 23.3 41.2 26.8 42,1 32.7 47.8 32.9 47.1 53.6 52,4 Autres pantalons et jeans ...,...... - 477
1.0 8.9 1.7 14.2 2.5 16.7 2.5 17.2 27 15.8 8.1 24.7 Shorts . ... e i 478
a3 721 86.1 83.2 911 90.0 106.7 90.7 1172 89.9 178.2 96.0 Chemises et chaudails .. ... ... . .. . o iaiii . 480-485
20.4 47.0 26.1 60,1 38.1 7.6 48.6 70.8 52.5 714 754 85.7 Chemises habillées . 480
4.7 131 5.7 16.6 10.6 28.5 110 26.6 12.7 25.0 17.4 317 Chemises sport tricotées . 481
6.1 175 9.2 25.3 111 26.6 15.1 35.4 16.9 38.1 27.0 48.2 Autres chemises sport | 482
4.4 16.2 4.6 17.3 5.3 18.1 38 12.6 4.1 14.7 3.8 11.8 Chemises de travail .. 483
8.7 27,1 1.9 36,5 15.8 40.8 17.1 43.9 19.5 45.7 36.7 62.6 Chandails, cardigans, .. 484
6.1 316 8.7 qth2 10.2 4.6 11.2 44.5 115 419 17.9 7.9 Tee-shirts et autres Jerseys. .........cooeevaiinenan 485
213 700 28.0 79.2 35.9 88.9 42.5 86.8 49.5 892 64.9 94.5 Chuussettes, sous-vét. et vét. de nuit ... ... ..ol 486-439
6.0 XS 8.5 55.8 14,0 64.1 124 66.7 14.6 6.8 19.7 78.0 Chaussettes hahillées ... ........ - 484
a1 4.0 30.7 3.5 38.4 3.4 34.9 7.3 42,9 8.2 42.4 Chaussettes sport et travail . 487
9.4 53.8 11.9 6ti.2 4.1 716 18.8 728 19.5- 79.4 26.4 815 Camivoles, caleons, ete. ... ......... .. 488
238 157 3.6 19.8 6.3 27.4 6.7 27.7 8.1 32.0 10.6 34.1 Pyjamas, peignoirs, robes de chambre ... ... ..., 489
15.9 54.7 23.9 88.7 34.2 78.3 32.8 79.1 42.8 82.8 73.7 89.6 Autres vétements el QreessOIreS . . ... vunrvrenrnen ... 490-496
3.1 27.4 5.5 36.5 5.5 34,0 58 388 7.2 43.1 11.8 50.6 Gants et mitaines , .., ... 490
3.6 24.9 5.4 347 10.2 447 1.7 48.8 128 518 25.5 72.2 Cravates .......... 491
23 22.3 2.9 278 4.3 34.2 4.4 343 6.0 35.5 8.2 49.8 Ceintures ......... et e e 492




TABLE 20. Detailed Average Expenditure, by Family Income,
Eight Cities. Canada, 1976

All Families and Unattached Individuals

Family income — Revenu de la famille

All Under
classes $4.000 54,000 — $5.000 — $6,000 — 38.000 — 310,000 —
— 4,009 3.999 7.999 9,999 11.999
Toutes Moins de
catégories $4.000
Av. T A, Av, Av. Av. Av, Av,
per T per % per < per ‘T per 3 per “© per’ %
fam. rptg. fam. rptg. fam. rptg. fam. rptg, tam, rptg. fam, rptg. Yam. rptg.
Moy, T Moy. 3 Moy. < Moy. i3 Moy it Moy. t Moy. T
par décl, par décl, |- par éel. par décl. par deéel, par décl, par décl,
fam. tam, fam. fam. fam, fam, fam.
Clothing — coneluded
Men, 14 and over — concluded:
Other clothing, accessories — concluded:
494 Uniforms and oceupitional clothing ... ... 38 5.3 ] K ’ 2.4 1.5 2.0 1.5 27
494 Bathing suits and other beach wear ..., .. 24 175 2 1.2 2 1.5 .1 1.3 B 6 71 9 104
495 Biltfolds and wallets.................... 1.5 125 2 3.0 .1 2.5 4 46 8 6 6.1 1.4 114
496 Other- hats, handkerchiefs, umbrellas . . ... 13 186 3 4.6 .3 4.0 7 88 Lo LY 104 20 186
497499 h.utllu\ 2140 232 L 3.4 B 3.7 8 4.8 7.5 82 k] 121 198
497 122 16t Ly 15 3 3.7 T 2.7 4.4 4.7 RY 69 134
498 T 4.7 IR R 2.4 3 5 .7 .6 5.3
409 8.5 6.4 1 . 18 2.9 .5 4.6 4.2
500.504 Footwear 626 729 8.5 183 10.9  26.] 164 382 25.9 24,7 .8 428 707
a0 Shaes and sandals. ., . 384 614 4.2 147 5.9 200 104 293 17.0 14,4 7 247 582
501 Boots (exel, rubber and pls 1stie) 12,1 255 1.2 4.2 2.4 7.6 4.4 5.1 5.5 6.6 5 112 287
502 Rubber and plastic footwear. 3.3 188 i) 5.6 1.1 5.2 5 55 1.6 L0 9.2 1.6 1386
503 Sports and athletic footwear . 6.9 200 3L 11 7.0 T 48 9 1.5 .5 33 121
04 Other .. ... 1.9 137 2 19 4 5.0 4 4.9 Al 1.2 4 2.0 1586
510-554 Bovs, 413,00 iiin i .. 52,00 193 27 1.9 74 7.3 14.8 0.5 17.2 9.5 16.7 2 36.9 195
510518 Coats and jackets ... ...l 69 162 3 8 4.1 L8 8.2 31 88 2.3 6.6 50 168
520.523 Suits, sports conls and blazers............. 2.2 6.5 2 N 4 13 2 1.9 6 23 1.7 54
525-528 Pants, jeans and shorts ... ......... ..., 13.1 188 1.0 1.9 1.6 7.3 28 8.1 4.9 9.4 4.5 7.2 2.1 181
530-535 Shirts and sweoters . ... . ... ..ol 8.4 18.1 5 1.0. 8 5.9 1.6 7.7 2.2 8.8 2,7 6.5 55 17.7
536-539 Hoci{s, underwear and sleepwear ... ........ 60 184 i1 1.2 11 5.9 2.2 9.3 1.9 2.0 2.5 71 3.0 186
5404-548 Other clothing, uceessories, jewellery. ... .. .. 3.7 168 2 1.9 9 4.5 9 74 Ly 7.4 10O 5.0 2.0 151
530)-554 Footwear......oovviiinnennnns e 11.6 189 3 1.9 2.2 5.9 5.3 9.5 4.0 9.6 3.0 7.2 8.6 185
560-584 | - Children, under 4 . 274 13 1.4 2.5 2.4 2.2 8.1 8.7 7.7 5.7 108 7.8 342 160
585.596 Clothing materials and services ... ........... 585 731 16,6 51.5 155 56.2 215 539 255 622 326 66.3 48.4 687
600-6:46 | Personnl care .. v, TR T T PRI 70.0 139.9 -100.0 143.4 994 191.0 100.0 222.7 1000
800604 Personal care services 315 648 828 60.1 818 81.1 873 932 899
600 Barber shop and hair styling services 6.4 136 45.2 174 50.2 21,2 519 27.5 656
6016013 ‘Beauty parlour services ... ......... 25.5 51.2 641 42.6 569 59.0 663 845 632
601 Permanents . ............... 7.2 15.6  39.9 9 270 11.1 286 314 274
602 Shampoos, hair cu 18.1 3.0 500 319 438 453 603 49.3 556
600 Hair tintings, etc. . 2 26 7.6 1.7 - 38 26 33 38 78
604 Other- massages, stenderizi g ot 1 7 9 11 1.3 6
Totlel preparations . .........c..oovvenin. 32,4 61.7 100.0 68.9 982 90.8 1049 1000
Hair preparations 7.8 17.2 874 185 482 223 252 933
b14 (:l(y Make-up preparations 34 7.4 581 73 503 13.8 1.8 63.0
617 Beauty preparations, creams, lotio 2.5 4.5 ] 4.6 1354 6.4 58 470
6518-619 Fragrance preparations., ., ... ..., 2.4 5.3 5.1 321 9,1 113 597
#5230 Toilet soap, =having soap 6.0 85 803 9.9 836 11.3 133 941
Shaving preparations n 1.3 27 361 31 354 4.1 6.1  47.1
Personal deodorant 3.4 6.3 69.4 7.5 T00 9.7 124 814
624 Oral hyvgiene products ste, .. 5.2 88 858 1.6 89.0 128 17.0 942
625 Other toilet preparations .. ... ............ 4 1.0 267 14 215 L3 19 292
630-636 Other personal care supplies ... .............. 6.0 133 824 144 829 39.0  88.6 247 896
850-707 | Medical and health care ....... Heeeiersranarans 350.5 95.0 65.4 75.0 147.8  85.2 146.4 873 160.7  89.0 2459 946 2834 966
6550-663 Health insurance premiwms, ... .. ... .. 1318 671 376 241 225 337 321 It 478  45.9 8.2 668 1152 711
650-651 Public prepaid plans......... L 1090 583 4.4 210 197 262 27.6 269 42,7 39.0 7Lt 585 1005 642
G60-663 Other prepaid plans . ............. ... 229 251 Ju 78 27 103 4.5 114 52 113 9.4 177 147 187
670-707 Direct costs to family o000 L 2186 007 478 691 3254 815 11431 83,7 1129 §24 1857 88.1 168.2 883
670.677 Physicians’ care. .. ... .. . . 9.4 169 3.4 3.5 6.8 3.4 38 350 6.3 1L5 9.1 131 60 180
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,
huit villes, Canada, 1976

Toutes familles et des personnes seules

Family intome ~ Revenu de la fumitle

35,000
F12.000 — 15000 - F20.000 ~ $25.000 — $30,000 — and over
14.999 19.999 24,999 29,999 34,999 —

35,000

et plus
Av, Av, : Av, An, Av, Av,
per '2 per I3 per A\ per % per i per <
fant. rptg. fam, rptg. fam, rptg. fam, rptg. fam. rptg. fam, rptg.
Moy. 3 Moy. % dMay, \3 Moy. 3 Moy, < Moy @
par décl. par déel. par déel, par déet. par déct. par déel.
laa, fam, fan, fam. fan, fam,

3.3 5.3
14 13.7
0 9.6
1.2 158
114 183
5.3 127
4 4.7
4.7 41
.2 69.0
.1 35.1
.7 234
0 1.7
9 17.7
6 s
46,1 ta.s
5.7 153
2.6 6.5
1.2 17.9
7.8 17.2
5.3 17.8
3.2 155
10.3 18.5
323 175
51.2 745
2469 9.8
99.4 89,5
326 69.3
66.0 83:1
10.6 23.8
49.5 56.0
5.9 8.5
8 1.2
120.2 99.8
29.1 94.6
14.3 7.5
8.5 52,2
14.0 58.0
143 91.8
74 57.9
14.3 88.1
16.0 927
2.4 33.8.
27.3 922
316.2 97.0

145.7 7438
123.6 67.6
221 23.7
170.5 9.9
125 168

7.2 3.2 5.7 6.7 .7

19.2 3.4 23.5 5.5 32.3

168 1.3 14,2 2.5 15.6

216 27 20.2 3.1 253

27.2 24,0 26.7 3401 319

19.0 146 2.6 26.4 211

6.4 T 3.0 5 6.3

5.5 8.7 6.4 7.2 9.8

614 4.3 938 87.7 108.6 IR
36.9 L6 57.8 778 62.6 80.1
123 29.2 19.6 345 185 34.0
3.8 2 3.7 19.1 6.5 34.2

6.6 23, 10.5 288 17.3 139

I8 23 16.6 3.7 20,9

54.5 226 0.3 23.9 89.2 26.3
3 18.8 97 19.6 11.4 234

2.1 T 3.6 9.6 22 8.2 54 12.8

13.2 21.8 210 26.0 187 23,5 2.4 26,3
84 208 13.5 258 115 23.4 13.9 26.3

66 213 85 253 80 230 92 263
38 199 57 243 53 218 73 248
mr o 220 175 262 149 232 194 263
437 24| 8 r2| %5 109] 2o 9.5
598  76.1 674 83| 73 7e0| 80 sos
2674 1000 | 3233 100.0 | 3826 1000 | 4147  100.0
1048 928 | 127.9 938 1751 960 | 1857 970
421 769 512 830 | 612  888| 734 864
622 721 753 772 | 1126 834 | 2z 836
95 242 11 28| 184 3201 163 318
482 657 | 583 713 | 841 753 | 882 787
45 6.9 6.0 88 101 us 7.7 95
5 1.3 1.4 2.3 1.4 16 5
1342 w000 | 1611 1000 | 1714 996 | 1804 993
315 97| 408 977 | w1 971 432 933
173 738 198 794 | 247 838 | 250 810
87 574 1.6 633 | 100 653 161 703
149 599 180- 682 | 24 eas| 23 74
155 926 181 933 | 190 924 215 928
98 635 13 684 | 142 743 136 730
147 884 171 915 | 174 881 198 914
187 958 200  943] 207 941 239 943
31 358 36 436 29 385 40 5l
284 938 | 343 950 361 962 | 397 953
3458 974 | 4264 988 | 4757 978 | 5039 973

144.5 738 148.9 7T 183.0 78.2 1655 7
123.7 65.0 2.9 614 47 69.0 135.8 59.6
20.8 26.8 28.0 31.2 35.6 34.6 29.7 31.2
201.3 92.4 276.5 97.4 2927 94.4 338.4 96.0
6.4 15.2 100 203 110 223 89 23.1

1S

e

653

881 26.2
113 21.7
35 7.7
21.6 26.2
15.5 243
10.9 25.6
6.5 23.0
18.9 25,2
377 9.0
1321 88.1
565.1 100.0
266.1 98.2
86.9 89.6
171.0 90.1
24.7 349
129.4 84.5
16,8 16.3
8.2 6.6
252.9 99.7
347 98.0
40.2 93.4
18.1 73.5
35.6 79.4
25.1 93.6
19.9 80.8
245 927
29.0 94.2
5.7 59.9
46.1 97.8
671.0 99.2
246.2 79.7
184.4 68.6
61.8 41.8
424.8 96,7
229 23.5

Hubitlement — fin
Vélemenls pour hommes de 14 ans et plus — fin:

Autres vétements et avcessotres — [in:
Uniformes et vétements protess
Maillots de hain et vét, de
Porte-hillets et porieteuitt
Autres- chapesux, mouchoirs, paraplune

Bijoux ...l e e
Monlres
Briquets et ctuis a eygarettes
Boutous de munchettes, hagues,

Chaussures . ..o ieiiiin e e N
Chaussures et sandates L,
Bottes (saut caoutchoue et pla
Chaussures caoutehoue et plastique
Chintssures de sport et ¢athlétisme
Autres.ooooooooLL e beadees

Vétements pour garcons de 40 Blans, oo, oo o0 L

Manteaux et vestons.............

.
Complets._manteaux sport et hlnzers (... .. . ... ..
Pantalons, jeans et shorts. ... oo,
Cheniises et chandails ... oo oo
Chuussettes, sous-vét. et vét. denuit ool
Autres vétements, aceessoires et bijoux ... .o L
Chaussures ..o oo o i i e s DR

Enfants, motas de dans oo i e

Tissus pour vétements el services conneses . .. oo ...,

Soins personnels .« hieeseiecesenanenas

Services de soins personnels . oo o oioiie e,
Salons de voiffure. . ...
Services de salon de beauté .

Permanentes
Shampooing. coupe de cheveux, munueure
Teintures eapitlaires, ete. ... ...

Autres ¢ ges, wnvineiss ete) L
Produits de toilette ........oooiiiinci
Produits capillaires (...

Produits de maquillage .. ......
Produits de heauté, crém
Produits parfumeés
Savon de toilette, savon & harhe
Produits pour le rasage, n.dda. ..

Désodorisants persounnels..........
Prod. d’hyg. hueeale (dentifriee, ete)) . ..
Autres produits de toilette .. ... o i iiii i,
Autres articles de soins personnels . oo L L.
Frais médicanx et de santé .,..... T Ty P PO
Primes d'assuranee-maladie .. ..o oo o oo
Régimes publies tpuyés & Vavanes) ..o oLl
Autres régimes (pavés & lavanee) (oo oo,
Frais payés directement par la familte. ... ... . ...
Soins de médering ... i

497-499

499
500504
500
501
502
503
504
510-554
510-518
520523
525-528
530-5335
536-539
540-548
550-554
560-584
585-596

600-636
600-604

600
-601-603
601

602
603
604
610-625
610-613
614-616

650-707
650-663
650-651
660-663
870-707

70-677



TABLE 20. Detailed Average Expenditure, by Family Income,

Eight Cities. Canada, 1976

All Families and Unattached Individuals:

Family income — Revenu de fa famille

<Al Under
classes $4,000 S4000 - $5,000 — 36,000 — $8.000 —~ $10,000 —
- — 4,999 5,999 7.999 9,999 11,999
Toutes Moins de :
calégories $4,000
Av. Av. Av. Av. Av. Av. Av.
per b3 per @ per H per < per % per % per %
fam, rptg. fam. rpig. fam. rptg. fam, rpig. fam. rptg. fam. " | rptg. fam. rptg..
Moy, i3 Moy. % Moy. 3 Moy, e Moy. % Moy. % Moy. T
par dléct, par décl. par décl, par déct. par décl. par decl, par déct.
fam, fam, fam, fam. tam. fam. fam.
Medical and health care — concluded
Dircet costs to family — concluded:

680682 Eye eare oo 267 294 8.1 155 7.l 152 17.6 220 17.7 221 196 259 220 286
68U “Medicat care, examination by doctor . 1.6 1 1.0 .2 1.0 2 1.5 9
681 Optometri 9 3.3 2 14 1.0 1.5 1 2.2 3 27 1.1 2.5
682 Eye glasses 2B.6 275 78 148 73 152 67 205 174 208 19.1 246 209 274

6890-692 Dental care. ..o 1116 56.1 96 174 344 3298 404 311 34.6  30.2 75.1  50.4 822 501
690 Dentists (excl, dentures) o 97.9 519 81 14,6 151 247 148 206 213 24,4 579 443 67.1 451

691-692 Dentures nnd denture repairs ... 15.6 7.9 il 28 19.3 8.2 266 127 13.3 6.8 17.2 1038 150 103

B8Y3.7602 Other medical and hospital cure. ..., ... 9.4 9.4 48 59 353 8.2 3.1 6.0 16 6.6 60 68 50 47
703 Medicines aud drugs prescribed hy doetor ... 386 577 141 298 188 302 225 345 259 458 370 509 348 551
704 Other medicines, drugs, preparations 16.6 60,1 7000375 14.1 48,5 1.6 527 139 505 4.7 616 15.2 56,1

T05.707 Other supplies and services . .............., 43 216 1.1 124 86 123 153 131 109 19.9 4.1 166 3.0 191

710-741 | Smoking and alcobolic beverages ..o ona... s 585.0 932 1373 662 1942 79.0 245.2 3248 85.1 418.1 513.6 96,0

TIT Cigarettes and tobacco . o, .9 1045 418 154.0 1731 573 200.0 230.5 656
710 Cigarettes ., ..., .. 4 870 336 135.6 157.0  49.6 1911 '.2()1‘9 59.7
71 Cigars ... .8 1.1 1.5 3.1 3.0 2.6 2.1 3 1.7 3.7

T12.713 Tobacco . . 5 146 123 14.1 1.4 110 53 6. 17.4 121
714 Smokers aup])lle ........................ 2 1.8 14,1 1 1.7 139 1.5 X 35 205

720-741 Aholwlm Beverages. ... v 4 89.6  68.3 91.3 151.7 750 2182 83.8 283.1 91.0

720-721 .8 458 43.5 514 72, 55,7 96,1 579 1206 73.0
7201 Pnrchhe(l from stores . 2.1 312 425 44,0 470 514 666 54.8 740 69,1
721 Consumed oa licensed pren 58 146 115 7.5 256 188 2956 271 46.6 206

730-731 Liquor (incl. liqueurs) A2 447 29.9 574 575 91.1 673 1136 757
730 urchased from stores ... 19.4 419 25.8 46,0  54.9 66.4 648 875 729
731 Consumexl on liceased premi 126 112 4.1 it4 172 24,7 258 260 257

740-741 Wine ...o.veiiiinnol 11.9  38.0 9.9 21.7  46.5 31,0 557 490 55.6
740 Purchased (rom stores ..., . . 115 354 82 199 456 273 520 382 533
741 Consumed on licensed premises 4 1.6 1.7 1.8 6.4 39 135 10.9 179

750-834 | Travel and transportation ... 133.0 887 433.7 97.0 393.0 969 696.0 973 12339 993 1258.4 98.6

750-751 Automohile and truck purtlhhe 1.3 9 1031 2.7 65.7 5.3 1639 108 452.7 179 3963 195
750 Car purchase .......~..... . 2 8 103t 27 65.7 53 1627 104 4431 171 387.4 193
751 Fruck purchase ...... e 1.1 B 11.2 5 96 . 9 88 5

760-776 Automobife wud truck operation . ... ..., . 43.6 7.7 1008 164.5 30.6 3306 45.5 469.1 51.6 572.9 63.7
760 Gasoline ....................0 b 133 77 33.8 522 30 1273 447 189,5 51.6 | . 2249 625
761 . 0il and oil changes, lubrication . 27.8 L0 60 2.8 4.8 . 9.9 371 15.7 46.0 158 547

762-763 Tires and tabes ... ... . ..., .. 2.0 1.2 3.3 28 - 37 3 14.7 17.1 136 193 247 303
764 Automobile batteries .. 7.5 7 1.4 8 3.8 X 3.6 88 26 . 7.5. 54 127
765 Repair parts purchased s 214 26 3.7 2.5 5 2.4 0.3 143 93 164 154 215

766-769 Repair jobs not covered by insurance . 138.5 3. 88 5.5 117 256 19.8 448 305 654 326 77.2 417,
766 Tune-ups, . ....oilii e 465.4 X 3.4 3.8 5.1 7.5 134 5.1 199 226 191 344 306
767 Other mechanical repai 477  26. B 17 2.7 3.7 5.1 7.1 1.2 121 17,0 13.0 173 155
768 Body r(p.llr johs .. ... 220 . 5 9 18 4 0.0 1.6 10.4 5.7 13.6 71 10.6 5.3
769 Other repair jobs 22.4 . 4.4 1.5 21 1.6 3.0 3.2 8.1 8.0 12,7 6.4 14.9 7.9
TTh Other services- washing, tire repair . 9.9 327 4 32 b 49 8 62 33159 43202 4.0 197
771 Yehicle insurance premivms .., ., .. 255.0 708 s 6.1 349 194 574 204 94,47 42,6 131,7 ~ 47.8 - 1643 615
772 Registration fees and drivers licences 324 708 1.9 5.8 689 213 9.4 294 138 43.6 "180  49.6 226 616
773 Garage rent and parking costs ne.s, 15.5 159 4 4 27 2.5 2.3 3.8 3.3 5. 124 117 7.2 130
774 Other fees- association, toll, ete, ... 67 189 4 1.8 1.0 55 1.1 5,2 27 11,8 27107 46 197
775 Other expenses. ridios, heaters, ete. .. 11,0 384 431 459 1.0 105 25 194 3.7 240 53 294
776 Repairs to other party vehicles ............ 9 8 1.5 4 .1 ) 3 3 1.4 20

780787 Other vehicle purchase 9.2 54 28,1 1.7 5.1 1.3 .3 4. 414 19 83 T

Other vehicte operation 28,0 140 9 1.5 A 3.0 4.2 3.8 5.7 4.8 9.4 7.1
Gasoline, ete, . 7.2 9.6 A 1.5 1.6 2.0 14 3.4 24 3.9 2.8 4.4
Servicing, reps . 6.3 5.3 ’ 4.7 7 2.6 2.4 1.0 1.7 1.1 2.2
Insurance preminms, reglstr. i 89 103 8 3.5 3.6 2.6 2 1.2 1.9 3.3 5.2 4.9
Other expenses- parkiog, airport fees 5.7 2.8 . 2 5 1 2.9

800-801 Bieveles. . ..o . 18.9 34 28 6.7 6.3 3.8 6.6 81 113 B, 7.4 1286 178
800 Purchase . . ) 17.6 3.0 2.3 [Xi] 3.9 3.8 8.6 7.2 7.1 [ 6.8 1.5 149
80t Other c‘(pcmes rep‘urs pdru ele. 1.3 1 K] 2 2t 9 4.6 8 1.2 50

810-332 Reated and leased vehivles ... ... ... . ... .. 289 9.1 1 B 4 i4 5.3 4.7 60 73 134 64
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huit villes, Canada, 1976

TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,

Toutes familles et des personnes scules

Faily income — Revenu de la tuille

$35.000
$32.000 ~ S15.000 — S20.000 — $25.000 — F30,000 — and over
14,999 19,999 24,999 29,994 34,998 -
$35.000
el plus
Av, Av, Av, Av, Av, Av,
per s per per i per “ per < per @
Fam. rply, Yam. fam. rplg. fir. rplg. Jum, rplg. fam, rptg.
Moy @ Moy, Moy, s Moy, < Moy, < Moy, 3
par deel. par par decl. pur ded, par deéc), par décl.
tam. fam. fam. tam. fam. tam,
Frais médicaux et de santé — fin
Frais payés directement par la famille — fin:
20.3 24,7 219 28.9 31, 39.6 390 46.2 40.3 Noins des VeUX L.l i es 680-682
T ) 25 . .1 1.9 .1 2.2 Noins el exiumens par des médeeins 680
R 22 7 4.1 |8 2.3 4.1 8 5.4 Optométristes ................ . NN 681
200 228 208 26.4 29, 37.2 36.4 4541 38.5 Lunettes et verres devontact oo oo 682
26 53.0 1014 57.3 1565, 1718 GB.9 2008 79.8 Somts demtaires .. Lo o o i 690-692
64,5 49.9 86.2 54.1 133. t51.4 42,9 186.2 715 Frais de dentistes (saut dentiers) .. . 690
7.9 5.8 15.2 7.2 21 2004 3.6 4.7 6.5 Dentiers et réparations de dentiers.................. 691-692
7.0 9.6 12.1 1.3 10. 9.4 8.7 1.4 9.3 13.6 Autres soins médicaux et hospitaliers. ... .. ..o L £593-702
388 592 39.7 62.4 49, 70.6 41.7 60,2 48.7 68.1 Médicaments prescrits par le médecin 703
l:.t 59.2 15.9 629 17. 61.8 16.7 68,2 223 722 Autres médicaments et prod. pharmac, - 704
23 0.4 38 26, 2 24.0 3.2 23.2 20 25.3 Autres Journitures el Serviees ... .o iiiiieiaaae. 705-707
96.1 1.0 96.1 T40.7 97.1 9.1 772.2 97.4 1040.3 98.8 j'Tabac et alcool vo v it i i e i Ve 710-741
260.,2 67.7 288.3 710 X 654.9 263.3 68.5 2932 B54.8 [& n.,xro((cs Cotabne Lo 710-714
243.7 62.3 274.0 64.9 2. 59.4 246.0 64.2 268.7 60.1 ] . 710
6.0 7.8 EX 9.8 3.6 6. 10,1 6.3 12.2 9.6 T7il-
82 7.9 7. 10.0 .2 9.0 5.5 8.2 85 102 AN 712.713
23 22,9 pX 217 7 18. J23 239 28 18,6 Articles pour fumenrs © oo o i e 74
2874 320.9 94.5 451, 96.0 488.9 97, 508.3 95.4 748.2 98.3 Boissons alvoolisdes ... o 720-741
130.2 143.5 83.5 178, 84,3 183.9 88, 1784 88.2 156.7 85.4 .. 720-721
79.2 91.8 81.0 117, 82,6 124.7 86.9 101.4 86.9 91.8 84,5 | Achetée su magasin ... Lol 720
509 51.7 373 60. 38.3 59.2 37.7 77.0 48.2 64.9 41.2 Counsommeée dans l)dl“i restaurants, ete. | 721
114.9 126.2 83.5 199, 89.1 2124 92.3 2218 89.7 399.3 929 Spiritueux (y compr. les liqueursy........ 730-731
783 91.2 8L.5 138. 86.6 162,2 90.5 1529 88.3 237.9 922 Achetés dans des magasins .. ..., . 730
36.6 35.0 34.6 61.1 428 50.1 47,1 68.4 54.0 161.3 628 Consommeés duns bars, restaurants, ele 731
42,0 51,1 68.9 734 73.5 92,7 78.2 108.6 7.6 192.2 873 VI o 740-741
33.5 411 64.9 57.1 70.9 7.2 76.9 75.3 738 139.2 86.1 Acheté au magasin 740
85 10.0 3.7 16.1 27.8 21.4 33.6 33.4 38.6 33.0 52.7 Consommé daas bars, restaurants, ete.. ... ..o 741
17979 99.2 22019 9.8 2730.7 31409 100.0 4254.0 100.0 99.5 | Déplacements et tranSport ...« Nedatastitatatearrtieternay 750-834
6742 23.3 719.6 24.8 878.0 1106.6 332 | 17913 41.2 371 Achat d'automobile et de camion ... ... . o ool 750-751
610.6 216 648.4 23.2 7935 983.7 30.7 | 16405 40.1 34.3 Achat d'automwobile ... 750
63.6 1.8 712 1.9 84.5 1229 3.1 150.9 3.4 37 Achat de camion. ... .. 751
782.1 724 | 10776 853 | 1303.2 . 1388.8 934 | 171565 97.2 92.4 Ulilisalion, automobile e} camion . ... 760-776
317.0 7.7 470.3 84.9 548.4 . 575.9 931 695.3 96.5 91.8 Essence........oi it 760
20.6 65.2 311 778 38.0 X 40.4 859 56.2 91.2 84.7 Huile et vidange, graissage . . 761
33.8 34.1 454 41.5 60.4 X 54.1 47.5 76.7 49.0 53.0 Pneus et chambres d air ... 762.763
6.3 144 9.8 223 9.6 22, 10.0 22,1 124 29.1 229 Batteries......ovvviina 764
175 26.6 30.8 249 3 312 37.2 34.6 36.7 33.0 Piéces achetées séparément . . . .. 765
113.6 55.2 1398 - 64,1 205.5 E 190.8 75.0 248.1 787 79.0 Réparations non couvertes par ' 766-769
33.6 376 42,9 44.9 60.7 2 66.6 56.5 90.5 59.2 65.8 Mises au point ... .......... 766
45.1 282 51.1 32.8 80.7 34. 68.0 34.0 79.9 34.7 35.6 Aulres réparations memmques 767
19.0 9.8 17.5 85 30.5 3. 26.8 129 48.1 16.4 20.2 Réparation de la earrosserie. 768
16.0 - 101 283 127 33.6 g 29.5 11.8 29.6 148 143 Autres repz)rnhons .. 769
LT 30.0 10.7 36.7 144 5. 14.1 43.0 1533 48.9 48.0 Autres services- uvage, crevaisons 770
212.7 70.2 279.0 84.0 3112 88.5 375.8 923 466.5 96.0 91.0 Primes 'd'assuranece-automobile ... ... 77
27.6 69.3 35.0 83.4 42,4 89.2 45.9 9.7 54.9 95.3 89.5 Jmmatriculation et permis de conduire . 772
9.1 116 133 15.9 21.4 233 24,2 22,6 27.9 27.0 28.3 Garage et stationnement nda. . ........ 773
5.8 18.2 - 7.0 21.8 9.4 20.6 9.5 26.1 11.3 25.0 311 Autres [rais- associations, péage, etc. . 774
10.0 37.6 119 46.6 16.4 54.0 © 145 47.8 16,1 49.5 52.6 Aulres dépenses- radio, chaull., ete, .. N 775
2 2 9 9 13 1.2 25 LI 3 3 1.7 Répar. aux veh, de tierces personnes.............cou... 776
22.0 34 97.0 7.1 1541 6.7 120.4 10.0 190.6 10.3 10.3 Achat d'autres véhicules ... oo 780-787
169 100 25.3 16.9 32.6 18.4 42.1 22.6 49.6 227 277 Utilisation d'autres véhicules ... ool 790-793
3.2 6.5 6.9 10.8 93 121 10.9 15.6 9.9 15.6 223 Essence, ete.....ooooiiiin, 790
5.1 3.5 54 63 6.4 6.9 6.2 7.6 9.2 7.7 12,5 Entretien, répar. (v compr. piéces) 791
6.5 87 9.3 123 10.4 15.0 13.2 16.0 10.4 14.6 19.7 Primes d'ass., trais d'immatr. ..o L0 792
2.1 2.4 3.7 3.2 6.5 25 1.8 5.1 20.0 5.3 83 Autres dépenses (stationn., amarrage) . 793
15.2 17.9 18.1 21.1 29.8 31.8 205 204 310 297 38.2 Bicyclettes 800-801
14,1 14.3 16,7 16.3 27.7 26.2 19.6 16.2 29.0 208 31.9 Achat ... 800
1.1 5.5 14 7.4 2.1 15 9 5.8 2.0 13.2 13.5 Autre. r¢ pa 3 801
29.5 7.7 t7.6 838 35.7 10.1 50.9 13.2 38.5 13.8. 21.8 Veéhicules loués . ....oovoviiivennn, P 810-812
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TABLE 20. Detailed Average Expenditure, by Family Incone,
Eight Cities. Canada, 1976

All Families and Unattached Individuals

Family income - Revenu de la famille
All Under
classes $4,000 F4.000 — 35,000 — $6,000 — 28,000 — 3100060 —
- - 4.999 5.999 7.999 9.999 11.999
Toutes Moins de
catégories © $4.000
Av. Av. Av. Av. Av. Av, Av,
per ¢ per 4 per 7 per i3 per T per i3 per %
fam. rptg. fam, rpty. fam. rptg. fam, Tpty. fam. rptg. fam. rptg. fam. | rptg.
Moy. 3 Moy, 3 Moy. % Moy, i3 Moy, % Moy, % Moy %
par décl. par deécl. par décl. par décl. par déel. patr décl. par décl.
fam. tam. fam. fan, fam, fam fam,
Travel and transportation — concluded
820-834 Traasportation serviees ..................... 300.7  86. 84.9 194.1 938 144.2 2526 90.1 2456 84.2
820.824 - Local and comasuting. ......... .. ... ; 139.6  80. 59.6 91.5 85.8 919 1583 867 155.6 82.t
820 Street car, hus, and train . 103.9 71, 43.0 639 78.1 61.6 1194 799 108.1 748
821 Taxi (incl. tips) . 232 8.2 135 218 398 8.5 288 490 32.6 403
822 Household mover . ... 7.1 4.6 2.5 25 27 i) 4.7 7.1 70 7.0
823 Other delivery service, b 28 K} 2 2.0 27 3 1.4 2 9
824 Other- car shariag, ete. . 4.8 23 3.2 2.0 5 a.0 3.1 7.6 3.0
830-834 Itercity ..., tel.1 493 253 239 1026 413 500 943 458 90.1 333
830 ‘Train tincl. sleeping car) .. 82 82 49 48 . 5.4} 8.3 77t 27 5.7
431 Highway bus ............ 7.7 120 42 140 162 224 8.5 125 19.7 10.1  14.1
832 Air travel 137.2 239 15.0 8.0 7340 216 30.9 65.0 226 749 166
RN Household movers and other ... ., 3.2 1.3 .1 4 K 4 4.3 7.3 1.9 3 7
834 Other- boat, steamship, ferries, ctc, - 4.7 7.5 Lo 5.3 6.5 3.5 3 1.9 6.3 2.1 4.5
840-911 | Reereation, readiog and edueation .. .o.ooianane, 916.9 98.6 172.2 875 260.7  96.0 3079 Y54 4175 9.7 504.9  98.6 669.3  98.7
B4).88% Recreation ..o i H87.0 941 10ty 635 1289 788 2088 RLY 2020 864 3833 91 5136 97.1
81158433 Adnussion toevents ...l 749 751 1.1 309 29,1 464 1655 382 L2 527 42,6, 64.2 88.1 774
84t) Movies........... 342 614 4.7 18! 123  35.0 7.2 290 15.0 389 276 5Ll 0302 60.2
841 Plays, concerts. operas, ballets, etc. 17.6  33.1 1.7 9.7 .82 149 3.6 14,7 6.1  20.6 73 26.0 9.0 244
842 Museums, exhibitions, elc.. ., . . 6.6 252 6 9.8 27 1.6 S L3 69 25 174 33 184 89 208
843 Spectator sports and other eve 16.6 26,0 3.3 6.3 6.6 11,1 4.4 105 7.6 131 45 132 120 245
844-846 Recreational fees, licences and dues . 43.5 1383 2.5 M6 24 135 L1 348 8.7 169 3128 210 | 142 28,0
844 Commercial establishmeats..._.... 21.3 156 14 28 5 56 12 48 4.1 715 84 36 100
845 Noa-profit social & reereationat clubs 185 202 Lo 321 23 13.0 55 137 32 86 51 114 85 136
846 “Goverament .......... .. 3.7 146 20 20 A L5 . 3 8 47 2 34 22 104
847 Children's & adult games, cards, puzales 71 2156 4 33 749 22 3L6 19 128 3.7 155 38 208
848 Children's play vehicles- tricycles.ele, .., 1.6 58 3 1.4 2 1.3 3 1.7 7 28 12 71
849 Children’s loys, dolls . .........,... 1656 253 9 3.1 48 10.8 77 1371 6.0 122 83 147 10.7 265
850 Recreational equipment- pool tables.ete, 48 86 . 1 L5 A 1.8 20 5.6 9 51
851 Above grovad swimming pools 4.6 1.5 8 1.2 K] 2 9 4.4 1.3
852-855 Sporting & athletic equipment n. 39.8 343 L7 3.3 ., 1.3 9.4 3.3 6.7 5.5 108 83 124 122 226
852 Waler sports, including lishing . 4.5 8.5 2 5 .3 2.9 4 2.6 b 4.2 A4 1.8 1.6° 486
853 Ski equipment .. ......... ... 12.8 9.0 5 5 6.2 38 5 3.7 . K] 3.2 29 38 54
854 Golf equipment ,.,....... . 3.9 6.1 A 3.3 ) 1.5 A4 3.7 .8 14
855 Other- football, hockey, tennis, ete, , . 166 229 13 2.2 9 42 22 41 3.1 5.4 4.3 82 60 163
856-858 Fquipment fnr campiag and picnicking . . 103 356 A4 3 43 53 3 1.7 3 53 - 44 63 56 3129
59 Purechase and reat of musical instrument 258 6.8 93 24 3.3 1.7 1.3 24 7.9 27 20.1 2.1 84 43
860-867 Recreation appliances (audio-visual) ..., 3139.4  35.7 258 8.7 16.0 144 541 138 92,3 277 92.6 246 136.4 352
860 Radio-am and am/fm..,.......,, 88 149 5 1.5 3.3 85 20 20 36 89 25 59 - 86 129
861 Radio-phonogenph combinations. .. ... .. 109 27 . 3 .t 2,2 1.5 43 1.9 4.6 1.3
862 Sound components- tuners.speakerselc. .., 36.9 8.2 L9 L7 . 3.9 3.5 25.9 7.3 34,2 104 20.8 7.2
863-864 Record players, lape recorders, etc. ., .. 8.6 6.4 3 S 1.0 3.2 A Wt 3.2 3.2 12,4 4.9 7.3 4.9
865-867 Televisions ....... ’ 743 151 231 5.2 19 38 47.8 104 574 149 3910 97 952 194
865 Black and white . 6.2 43 9 5 L5 22 6.4 29 10.1 6.5 -41 37 10,1 4.1
866 Colour..,....... ’ e 66.4 11.0 222 47 10.4 1.6 35.1 72|, 4712 84 320 5.6 852 5.2
867 Combinations.......... P 1.7 3 64 12 1 2 3.0 3
864 Parts, vepairs for radios & phonograph 1.2 4,0 6 7 3 2.5 .3 2.5 1.5 4.8 9 4.0 6 2.0
869 Parts, repairs for tefevisions,,......... .. 89 162 6.2 146 52 117 66 174 52 96 75 155 8,7 121,
870 Phonograph records, lapes and casscties .. .. 35.4  50.6 3.7 9.1, 45 '14.6 7.1 194 1.5 293 217 368 253 437
871 Rental of television and radio, etc. ..., .,... 2.0 1.3 1.0 1.2 L6 5 39 28 1.3 1.5 1.8 1.3 8 9
872 Rentnl of cablevision ............ e 288 41.0 81 143 115 181 393 27,7 342 225 16,7 272 207 324
873-878 Photographic equipment and processing ... .. 55.9° 61.3 44 154 8.1 220 16.6  30.4 149 39.9 22,2 449 387 563
873-876 Photographic equipmenl. . .. 23.0 180 3 3 2.4 4.7 9.7 8.9 2. 7.4 2 307 183 127
877 Fitms, prints aod_processing . . 298 57.3 40 154 56 220 62 2.7 1L7 363 3125 415 17.8 526
878 Other photographic supplies .. .. 31 190 A 2.0 .t 3.3 7 849 8 76 1.5 152 26 158
879 Binoceulars, telescopes, microscopes L2 27 3 5 1.2 .1 2 1 3 L1 2,7
881)-883 Hobbies and erafts, nes.......... 317 268 51 69 3.7 103 1456 145 96 150 144 190 140 163
880 Handicralt and hobbyerafl kits .. 6.2 122 LO 34 20 64 9.8 9.8 3.1 7.3 34 100 30 73
881 Art materials and supplies ........ 6.8 30.6 b520 b 28 1.7 286 58 1.5 48 84 31 7.1
882 Collectors® items. stamips, coins, etc. 137 82 3 29 21 .1 6 44 3t 77 4.4
883 Other, ..., 51 31 36 15 i1 1.3 1 5 7 7 8 L7 2 8
884 Pets. purchase, supplies ete.lexel.food) . . 149 230 24 59 3.1 7.2 32 132 44 98 156 13.6 8.8 165
885 Other recreational expenses.,........... 4.3 3.4 3.5 1.7 2.2 3.3 14 1.4 3 ] 3.1 L7 t8 22
886-887 Package holiday teips.......... toLy 302 132 27 316.1 2.6 340 4.8 560 6.5 66,1 8.7 1222 311
388 Other holiday expenses for all trips nes : 340 156 33 64 47 48 3.7 7.3 152 08 1848 120 39.8 133
R90-896 Reading.......... 01,7 937 73.5 493 83.7 49.6 87.1 589 864 B3.7 929 825 915
890-891 Newspapers ........ 47.6 86,7 6§4.0 327 726 331 798 387 773 36.8  78.8 427  87.3
892-89:3 Magazines aud periodicals . 183 &57.2 T22.4 6.6 118 6.5 3.7 8.1 383 9.4 419.0 123 481
894-896 Books and pamphiets (exel, s 35. 513 13.9 .t 228 S 300 259 3120 0.4 17.6  14.0 275 408
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,
huit vitles, Canada, 1976 .

Toutes familles et des personnes scules

Family income - Revenu de la tamille

$35.000
F12,000 — 315,000 — F20.000 -~ FI5.000 — 30,000 — and over
14,999 19,999 24,989 29,999 34,999
$35.000
et plus
Av, Av, Av, Av, Av, Av.
per i per % per i per e per T per ¢
tam. rpty. i, rptg. fam. rpty. Tam. tply. fiem. rpty, tam. rplg.
‘Moy. i Moy. i Moy, i Moy, i Moy. “ Moy, % .
par déel. par déel. par décl. par décl. e décl. par déel.
fam. fam. tam. fam. Jum, L,
Déplacements et transport — tin
853 | 2467 4474 892 | T240 875 | Services de transport . ... e et 820-834
81.6 125.0 130.7 75.6 229.1 76.1 ‘Transport locat ou de banliewe ... ... .. .. .. ... 820-824
T4t 94.1 7.0 68.1 173.1 65.0 ‘Tracuwity, sutobus el frain., .. 820
40.6 18.9 13.0 318 34.6 37.8 Taxi (y compr, pourboires). . 821
5.9 7.6 0.3 5.8 143 4.t l)omen.ngenr\ e . 322
26 R)] 5 Lt 2 1.3 Autres services de 3 323
3.4 3.5 7.2 3.4 Aulres- co-voituruge, eln 824
5.1 1218 306.7 59.1 494.9 59.7 Transport interurbain | .. 830-834
8.9 7.8 8.4 1.5 18.3 130 Trawn (v compr. wagons-lits) 830
123 4.7 5.7 0.9 7.8 .2 Autovars interurbains | 831
8.1 1019 277.9 43.9 457.9 471 Avion ...l 832
L6 9 7.5 4.4 5 T Deménageurs et aulres . .. 833
A6 6.5 7.2 122 104 153 Autres- bateaus, iraversiers, e L 834
7094 9.7 805.3 .3 1089.5 100.0 13715 9.6 1546.3 1000 | 21747 100.0 1§ Loisirs, lecture et éduention cooviiiiiiiiieiiiaianas ressians 840-911
RN 96 7 HUYO R 851 894 1065.7 9.6 O¥.5 13725 1000 Lotsirs _..oo o0 Lo M itiiee saraaeaeaaireiaaaas 840-588
56.8 79.1 63.4 788 926 86.2 o2 39.1 1. RUR 93.7 Billets dentrée ..o i e 840.843
27.4 66.6 32,1 45.6 43.4 659.5 46.8 T6.1 Sl 8.3 78.6 Cinéma ......... 840
13.7 107 13.8 30.7 18.9 35.1 26,2 457 29.¢ 49.6 65.6 Piéces, coucerts, opé 841
4.5 21.0 5.5 26.8 9.4 33.7 9.2 3.4 - 381 33.8 Musées, expositiot 842
11.2 23.7 12,0 25.9- 20.9 33.8 19.0 33.9 30, 10.9 43.0 Exénements spor(ils, ete. p 841
26.3 35.3 333 39.5 52.1 48.2 62,3 513 . 64.6 66,1 Cotisutions. permis, droits pour loisirs 844-846
8.8 11 17.3 16,6 217 19,2 312 224 5. 315 311 Etablissements commercinux .. ... 844
15.4. 17.8 12,6 17.4 18.8 24.3 25.4 30.0 5. J42 BEN Clubs socizux et réer. sans but luer., 845
2.1 14.6 3.4 18.2 5.6 23.1 5.7 21,2 7. 208 . 16,6 Administration publique ........ 846
5.5 273 6.4 31.4 10.7 382 103 35.6 i 38,2 . 39.5 Jeux pour enfants et adultes . ..., .. 847
1.0 4.4 2.6 9.4 2.1 8.4 9 3.5 3.8 8.7 2.5 K Veéhicules pour enlants- tricyeles, eteo. ..., 848
15.2 26.6 223 35.5 202 320 18.0 26.3 21.6 24.8 17.9 2 Jouets d'enfuuts, poupées ..., ... 849
4.0 7.8 4.5 10.6 5.9 13.1 6.2 9.2 14,0 10.9 £2,7 1 Matériel de loisirs- billard, ete. ...ooo v ool 850
1.4 L1 4.4 2.5 238 1.3 21.8 24 5.4 1.8 4.7 Piscines non creusées .. ... o.s. 851
27.0 313 34.8 389 55.3 48.2 59.0 45.6 65.8 52.6 132.8 6: Matériel de sport et d'athiétisme o.da. .. 852-855
5.0 79 4.0 10.1 6.1 11.3 7.6 12.6 5,3 11.1 12,3 1 Sports nauliques. v compris fa péche .. 852
10.8 8.1 8.6 8.4 15.7 10.9 16.3 119 24.9 5.5 51.3 2 Equipement de ski ................ 853
3.0 5.0 5.5 5.7 9.3 9.6 14 8.5 7.0 10.6 18.8 16 Equipement de golf . e .. 854
8.2 190 16.7 26,6 241 327 237 293 287 34.9 50.4 48 Autre- foathall, hockey, (emu\ ete. ... 855
7.2 15.0 9.3 14.9 ns 21.9 15.4 245 19.6 27.4 30.4 23, Matériel de camiping et de pique- nxquu .. 856-858
10.3 6.3 12,3 6.8 42,4 8.3 51.5 115 52.5 9.2 64.6 13, Achat et loealion dstr, de mwusique . 859
138.7. 38.6 135.0 371 160.6 43.9 201.9 43.8 2149 47.3 220.8 43, Appareils audio-visuels (pour loisirs) . 860-867
7.1 174 7.6 13.1 13.2 21.4 1 18.0 13.0 20.8 21.1 2 Radios am et ami-fm ... ..., 860
11.2 25 12,9 3.5 7.1 2.6 225 5.1 8.2 3.7 33.2 Radios-phonos comibinés | 861
39.2 7.2 26.4 7.2 49,5 9.8 52.3 11.8 62.7 109 74T 1 Eléments de chaines stéréo. 862
11.2 83 8.4 6.1 7.2 8.1 15.0 7.8 13,6 9.3 10.2 Phonogt aphes, enregistreuse: 863-864
69.9 14.6 79.6 16.6 83.5 16,2 100.9 188 1175 21,0 81.7 1 Téléviseurs.,....... 865-867
6.5 4.4 7.5 5.3 5.4 3.7 6.1 4.5 5.5 3.3 5.5 En noir et hlanc . B65
63.4 107 67.2 11.1 776 125 94.8 14.5 1120 17,7 3.5 Télécouleurs. . . .. 866
5.0 6 .5 3 2.7 Téléviseurs combinés 867
L5 4.0 1.1 25 1.8 5.7 7 2.9 2.4 7.4 1.9 Piéces et répar.. radios el phonos 868
5.2 12,8 9.8 16.7 119 200 8.7 15.9 140 20,6 14.0 2 Piéces et réparation de (éléviseurs 869
28.5 51.0 343 57.0 46.1 59.2 56.6 67.4 54.4 68.5 4.7 73.3 Disques, bamles et cassettes .. ... 870
32 1.9 1.8 1.1 1.8 1.3 1.5 6 24 1.1 “3.8 21 Location de téléviseur et de radio, etu 371
23.9 36.3 29.9 42,2 39,3 53.2 40.5 .2 41.6 54.8 4.4 59.4 Télédistribution .................. 872
414 59.9 53.5 67.9 81.2 75.4 81.7 3 92.3 81.3 1259 79.8 Materiel de photo et développement . 873-878
134 13.4 23.4 19.0 33.3 24,5 322 0 36.9 29.0 59.3 36.5 Equipment photographique ... ... 873-876
25.0 55.9 26.6 63.0 44.6 716 45.5 9 49.7 76.1 60,0 734 Pellicules, épreuves et Lraitement 877
3.0 19.0 3.6 22.1 3.3 245 4.0 231 5.7 27.9 6.6 26,3 Autres fournitures de photograph 878
1.7 3.9 .7 1.6 1.7 4.0 1.7 3.7 2.6 5.5 2.7 5.9 Jumefles, lélescopes et microscopes . 879
24.6 238 20.4 26.0 47.5 34.6 44.0 . 383 57.8 35.5 638.7 47.1 Passe-temps et bricolage. n.d.a, ... N 880-883
6.9 12.9 4.5 10.9 5.8 13.6 97 17.2 9.2 16.0 15.1 21.6 Ensembles d'artisonat et de’ l)rnoldbe. . 880
6.7 8.5 6.6 11.4 33 12,5 8.1 135 9.8 15.5 15.0 20.2 Matériel et Tournitures d'art ... . ... 881
8.5 6.8 10.3 6.7 23.7 12.9 218 14.6 31.3 125 319 189 Art. de collectionneur- timbres, ete, . 882
25 2.0 7.9 3.8 9.8 48 4.5 4.3 7.5 4.5 6.6 4.7 AUtres. .. ...t 883
15.1 17.5 15.4 21.5 15.1 27.1 174 28.7 25,9 315 34,8 34.2° Animaux de maison (sauf npourrilure) . 884
3.0 2.2 4.0 4.0 6.4 4.9 5.8 4.0 5.6 3.9 9.4 6.3 Autres Irais de foisirs .. ... ... ... 885
58.2 8.6 70.6 8.4 105.6 11.2 204.4 16.4 157.4 15.9 2424 17.2 Vayages lous trais compris., . 886-887
25.0 148 30.2 13.3 36.3 15.6 54.4 22.9 66.1 29.0 89.9 28.3 Autres dépenses, tous voy: (\bes ndat o 888
89.0 95.8 103.5 95,7 118.1 98.5 1227 96.8 132.0 97.3 2147 99.2 Lecture L. e e 890-896
48.1 90.0 489 88.0 49.3 ns 54.6 92.5 54.7 93.4 76.4 94.6 Journmwux ..., 890-891
15,5 35,7 16.1 59,7 23.5 67.3 224 7.8 293 75.5 47.2 81.9 Revues et périodiques .. 892.893
254 48.1 385 52.7 45,3 62.2 45.7 65.7 43,0 68.7 91.1 79.1 Livres tsaufl fivres scolaires). ..ot 894-896
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TABLE 20. Detailed Average Expenditure, by Family Income,
Eight Cities. Canada, 1976

-L . -

All Families and Unattached Individuals

Family income ~ Revenu de la lumille .
All Under
classes $4,000 F4.000 — $5.000 — 56,000 ~ 38,000 — $10,000 —
- — 4.999 5,999 7.999 9,999 11,999
Toutes Moins de
catégories $4,000 -
Av. Av, Av. Av, Av, Av. Av. l
per T per Z per i per i3 per i3 per T per %
fam, rptg. tam, rptg. fam. rptg. lam, rptg, fam, rptg. fam. rpty. fam. rplg,
Moy. % Moy, “ Moy. s Moy ‘e Moy. r3 Moy i Moy. .
_par décl. par décl. par decl. par decl. par - | déel. par décl. par décl.
fam. fam, fam. fam. fam, fam, fam.
Recreation, reading and education— concluded
900-911 Education . ... 1282 41.7 418 8.7 824 206 49.5 14.4 664 269 579 263 732 338
900-903 Tuilion fees ....... 783 215 27.9 6.5 49.9 125 33.9 5.3 403  13.3 .3 138 409 13.7
200-902 Full-time students. ................ . 539 111 264 53 |, 384 102 22.0 2.3 24.0 7.2 3 4.8 245 6.5
900 Private kindergarten, nursery, ete.... ... 4.7 2.0 . 3 9 2 2 1.2 2.1
901 Elementary and secontary education ... 123 27 A 5 4 4, ] 1.1 ki) 7 45 27
902 Post-secondary education.............. 369 6.8 263 4.8 10.2 21.6 1.9 23.1 5.3 205 4.0 139 33
903 Part-time courses .......... 244 124 .5 L2 3.7 1.9 3.0 16.3 6.7 16,0 0.1 16.3 8.1
904-906 Books .......... 16,9 184 8.5 5.4 14.9 10.1 4.9 112 125 3.1 131 113 162
9097-909 Supplies . 9.7 223 1.8 4.0 12.5 35 1L5 50 129 33 1l 7B 208
910 Spccial lessons. ..., .. .. 21.2 137 2.1 3.3 1.5 1.9 18 7.1 6.2 3.5 9 92 9.0
911, Other educalional expenses ................ 2.0 28 1.5 14 2.8 5 2.8 2.7 5 1.7 42 .22
920-931 | Miscellaneous ......... basescesssenrsaannns cans 388.2 936 43.6 59.4 1145 747 142.7 826 127.0 86.6 1814 95.0 282.1 951
920 Interes on persnnal loans ................... : 133.7 425 35 47 5.4 127 114 184 26.8 197 58,6 33.2 898 44.7
921 Interest on property n.e.s, 9.2 7 7.9 7
922 Bank charges tincl, deposit box renty ., 1.0 468 13193 2.7 274 6.2 284 A2 377 Al 383 7.9 4.8
923 Expenses for land ownc‘rl but not usert . 150 4.9 3 t.1 1.9 . 36 38 1.8 1.2 4.6 3.4 )
924 Lawyer's fees nes.......... .. 23.0 7.2 10.8 2.0 12.2 7.0 17.0 6.0 6.0 5.1 9.0 7.4 17.3 5.7
925 Funeral expenses, cemetery lots, e 258 128 4.3 5.5 592 104 66,0 18.1 288 1Ll 6.9 7.1 397 139
926 Forfeil of teposits, fines, money fost 18.8 144 1.2 26 2.4 4.0 25 6.1 127 9.1 244 123 98 13.2
927 Lottery and raffle lickets ..... 66,2 786 142 41,6 245 519~ 30,0 63.0 298  56.2 468 74.3 63.0- 79.6
928 Dues to unions & professional assoc 62,7  43.2 6 31 3.1 3.5 44 105 .97 154 19.9 290 26.9 314
929 Conirihutions & tlues, other associations . 44 68 6.0 1.5 14 34 7 43 ‘34 56 34 26 20 58 ‘
930 Work tools.and equipment n.e. o 93 6.5 15 L1 1.8 2.4 3 L5 a1 1.4 L7 3.1 59 34
931 Other .. ..o i s 9.4 183 4 23 .7 7.7 24 114 1.3 9.0 48 164 73 189 .
940-964 | Personal taxes, security, gifts cooiiiiiiieiaa. 4704.2 958 145 612 2989 75.0 446.2  80.6 760.1 919 14185 97 1999.4  99.0 l
940-941 Personal taxes ............. e 3355.9 89,9 16.6 11,1 131.3  43.0 192.8 47.7 . 4406 74,0 9093 933 12138 96,6
940 Incume tax ....... o 33533  89.3 165 10.9 1313 43.0. 1927 47,7 | . 4190 735 9088 93.3 1203.9 - 96.6 .
941 Gift tax and other.............. . ovuin 26 L3 . 1 2 i 1 16 1.2 8 8 49 19 .
950)-955 Securily ... e 921.0 87.1 1.0 17.8 43.6 337 76 449 1309 63.1 5 85.6 391.0 916
950 Lite msurance premiums (inct, group) .. ... 151.2  49.6 44, 83 20.5 15,0 35.7  26.1 24,7 228 7292 749 362
951 Mutual aid soerety payment .......... .. 3.2 2,6 1 3 B A 2,5 1.0 7 2.7 3 1.1
952 Unemployment insurance paymenls. 170.1° 818 3.1 93 1.6 2186 188 280 408 514 874 758 3.2 86.6
953-955 . “Retirement or pension fund payments 596.5 84.2 33 101 115 216 19.0 2 62.8 542 1437 782 6 887
953 Canada & Quebec pension plan ......... 159.5 - 83.9 28 94 115 218 172, 283 43.5 53.8 91.4 782 .6 887
954 Other goverument ................. .- 9.3 107 b} 7 4 K .6 R 15.1 4.6 8 6.0 .
955 Olher finch. retirement savings plawy ... .. 3468 205 2 2 1.4 18.6 4.7 37.2 118 20 19.8
960-964 Gifts and contributions . ................... 4273 798 86.9 53.0 1240 61.4 179.8 188.7 730 231.7 729 77.0
260-962 Persons outside spending unit. 3228 717 63.5 433 853 48.2 106.3 132.1 63.2 186.5 64.6 68.9
960-961 Money gifts and contributions ... 235.3 525 44.4  29.2 64.4 382 88.4 91.9 453 136,56 4938 50.7
960 Persons living inside Canada .. 1787 469 273 263 58.2 379 87.6 75.9 4286 98.6 435 46.5
961 Persons living outside Canadna | 565 16,1 17.1 5.2 6.1 48 8 16.0 8.4 379 128 12.8
962 Other gifts- flowers, clothing, toys. .. 87.6 1394 19.0 190 209 221 17.8 402 208 50,0 313 31.9 ‘
963-964 Charitable org'lnmlllonb ,,,,,, .. 1045 57.6 234 349 387 46.6 73.5 56.6 445 45.2 455 54.5
963 Religious organizations . ... 60.9 304 190 240 242 284 57.8 459 275 34.0 231 336
964 Other eharifable organizations . 43.6 481 44 240 14,4  37.4. 15,7 0.7 320 1.2 370 38.0 .
1-931 Total current conswamption ......... cene 13204.4 100.0 3278.6 100.0 4907.5 100.0 5701.0 6748.6 100.0 8209.3 100.0 9587.1 100.0
1.964 | Total expenditure..oveennnnnns, esrerarerenvae 17908.6 100.0 3393.1 100.0 5206.4 100.0 6147.2 7508.7 100.0 9627.8 100.0 11586.5 100.0 '
1008-1025 | Total vatue of ilems not purchised «veveveves... 1668 63.6 99.4 433 126.6 56.2 1246 573 1328 596 140.5 647
1000-1001 Value of food not purchased................. 2.4 237 252 12,6 197 173 1.9 169 129 145 275 165
1000 Home produced for family use.. .. 16.5 20 4.4 106 : 13.2 149 7.5 136 1129 275 155
1001 Receivert by family ws purt of wages. 5.9 2,2 1208 3.7 6.6 24 |. 4.4 3.8 5.9 1.6 T
1020-1025 Value of gifts receiverl | 144.4 54.8 73.9 77.0 451 H6.8 504 1127 504 1198 527 113.0 58.2
160201023 Household durables 498 215 19.9 - 7.0 127 322 198 505 227 457 223 294 148
1020-1022 39.4 165 18.4 14.7 6.1 285 157 37.6 18.9 408 174 23.6 114
1020 Furnitere ....................... 15.6 58 5.0 5.0 2.7 8.9 6.2 19.2 9.3 14.6 6.6 6.8 3.7
1021 Audio-visual equipment ,....,.. 65 37 11.0 69 .25 150 4.1 86 4.9 7.0 6.0 99 31
1022 Other equipment and appliance 17.3 8.7 2.4 2.8 3.5 4.6 7.8 . 98 84 9.2 0 7.0 6.1
1023 Other household durables . ... 103 - 86 1.6 2.3 8.1 3.6 4.7 t2.9 8.5 4.9 7.2 3.8 7.0
1024 Clothing ................ 40.4  30.6 20,1 35.9 293 250 24.9 4004 330 356 29.2 363 33.8
1025 Other ... ooe i e A2 32,0 338 240 25.0 49.7 276 218 220 386 268 47.3 . 358
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,
huit villes, Canada, 1976

Toutes familles et des personnes scules

Family income ~ Revenu de la famille

$35.000
F12.000 — F15.000 — 320,000 — $25.000 —~ \3(1 00 — and over
14,999 19.999 24,999 29.999 34,999 -
35,000
et plus
Av, Av. Av, Av. Av, Av,
per i per T per s per % per e per “
[ET1N rptg. tam, Tty L. rptg. fam. rpty. i, Tptg. fam. rplg.
Moy @ Moy, \ Muy, 3 Moy. i3 Moy, < Moy. 3
par décl. par décl. par déel. par décl. par déed, par décl.
fam. tium. tanm. tam. Faim. tam,
Loisirs, lecture et éducation - fin
958 376 928 43.2 120.3 526 183.1 S51.7 265.5 62.6 387.5 70.5 Elducation . ... e e 900-911
62,4 20.7 529 20.2 70.9 226 118.2 293 160.3 36.0 235.7 44.3 Frais de scolarilé ... . oo i i 900-903
27.2 82 32,4 9.8 478 12.0 84.1 14.3 119.9 19.9 192.3 27.9 Eludiants & temps plein ... 900-902
A 13 L6 1.8 740 3.0 7.1 3.0 229 3.0 148 5.1 Maternelle et prémat, pn\ e::-n. etL N 900
3.7 21 71 27 10.4 28 25.0 4.1 226 4.6 648 7.1 E 9Mm
231 5.1 87 5.8 30.4 8.4 52,0 7.6 74.4 12.9 2.7 16.2 902
35.2 15.2 20,6 1.3 23.0 127 34.1 18.0 40.4 21.2 43.4 215 Cours a temps partief 903
165 174 11.9 16.5 4t 211 195 214 BL7 30.4 385 34.9 Livres ... ... ... ... 904-906
9.0 20.1 6.7 221 8.3 26.1 11.8 28.9 2577 34.0 26.3 43.6 Fournitures . ... 907-909
6.4 4.9 20.1 14.6 25,7 18.8 337 18.1 423 24.6 711 31.5 Cours spécinux . cen 910
14 28 1.2 22 13 3.7 1.9 23 "3.6 4.3 5.9 8.1 Autres dépenses d'éduention . ., .. ... ..., 911
295.2 96.7 398.2 97.3 483.4 98.1 591.3 98.8 580.5 98.7 859.6 99.1 | Dépenses diverses co.ovviiiiaiiiiieaen Ceeereniianan trieeneane 920-931
108.0 46.9 144.3 52.1 177.4 BINY 184.6 522 205.1 51.8 3283 48,5 [ntérét sur emprunts personnels ........................ 920
9 ) 5 <3 1.0 3 85.4 2.9 4.6 1.3 19.4 1.8 {utérét sur la propriété n.d.a. 921
7.9 1.6 0.8 46.9 1.7 508 17.1 59.4 18.6 63.7 29.5 69.2 Frus haneairesty wompr. coffr, “de stirete) . 922
6.3 3.3 18.2 1.6 L2 6.0 30.7 8.6 313 6.1 39.7 114 Dépenses pour rerraias non utilis 923
195 6.4 18.1 5.7 351 9.0 277 99 15.2 7.8 58.2 12,6 Honoraires davocat n.da, 924
17.8 120 275 12,4 216 129 15.8 15.9 313 1.7 41.6 21.3 Frais funéraires. .. .. 925
1.7 148 113 14.2 245 17.2 35.9 189 44.4 18.2 31.4 23.6 Dépols perdus, amendes argent perdu . 926
64.6 81.2 68.7 83.7 834 88.1 85.5 90.3 95.3 86,8 102.4 86.6 Bitlets de loterie, de lomboln . :.......... 927
40 4 39.3 78.2 534.6 809 337 925 60.9 102.7 60.9 155.8 66.1 Cotisations syndicales et professionnetles, . 928
3.8 5.3 6.8 4.2 6.5 5.1 9.9 5.5 10.9 10.7 16.2 Contributions & d'autres associations .. ... 929
1.3 0 7.2 7.9 I8 14.3 103 17.6 9.2 14,4 8.8 10.9 7.1 Outils et matériel de travail n.d.a. . 930
3.4 14.9 72 20.7 13.3 21,2 3.4 188 12.1 26.4 31.8 338 AUEES L i i et et 931
28942 1000 | 40704 1000 | 57257  100.0 | 73588 1000 | 95899  100.0 | 15393.6  100.0 [tmpdls personnels, SECURtE, dONS 1evevrrrninnn. iraeene. 940.964
1960.5 99.5 | 2042.6 99.8 | 4067.0 99.7 | 5296.2 100.0 | 6819.2 100.0 {11504.9 100.0 [mpots personnels ... .o ool 940-941
1957.1 994 | 2937.9 99.8 | 4065.6 99.7 | 52042 100.0 | 6818.0 100.0 { 11500.5 100.0 Impét sur le revenu . ....... 940
3.4 18 4.7 18 L5 1.3 20 1.3 1.2 7 4.5 1.5 (mpél sur les dons et autres 941
628,0 99.1 808.7 97.9 | 1165.9 99.4 | 1484.6 99.0 | 1775.7 98.0 | 2846.1 99.2 950-955
100.0 50.5 144.6 §5.1 219.4 62.7 2240 67.2 251.5 68.0 413.6 748 vie (v Lompr ass, eoll), 50
1.2 23 1.2 3.4 5.3 3.5 7.8 3.7 2.5 3.1 4.1 2.8 Contribution, socidte de secours mutuel . 951
95.5 186.1 94.7 233.1 96.4 264.9 97.1 269.4 95.8 295.5 92.7 Cotisations d'assurance-chémage ,....... 952
97.6 473.8 97.2 708.1 99.0 987.9 98.9 | 12523 98,0 | 21329 98.6 Conteibutions & une caisse de retraite , 953-955
97.1 1725 96.9 212.5 99.0 243.2 98.9 250.9 97.6 2754 97.7 Régime de pensions. Cannda ou Quéhec 953
10.1 76.9 12.2 118.9 16.3 140.6 15.9 167.2 15.1 347.2 19.6 Autre régime pubhie ... o oo . 954
29.5 224.4 30.1 376.6 422 604.1 43.3 834.2 49.7 | 15103 58.2 Autre (v compr. épargne-retraite) ... ............... 955
80.7 319.1 814 4927 - 878 578.0 85.7 995.1 90.6 1042.6 91.3 Dons et contributions ....o...v it ittt 960-964
73.2 249.7 721 400.6 80.1 472.6 80.8 5408 85.3 774.3 83.9 Personnes ne faisant pas partie de I'ud . : 960-962
49.1 1725 52.7 291.5 59.5 344.0 62.0 391.2 65.9 576.7 59.9 Dons et contributions en espéces . ..... 960-961
43.3 119.1 47.4 2123 512 28L.5 54.2 326.1 58.8 500.9 53.0 Personnes résidant au Canada ...... 960
15.9 53.4 16.6 793 221 62.5 23.2 65,2 20.4 758 21,0 Personnes résidant hors du Canada . 961
41:.8 77.2 40.2 109.1 46.9 128.6 47.1 149.6 45.7 197.6 54.5 Autres dons- fleurs, vétements, jouets . 962
54.1 69.3 56.8 921 66.9 105.4 63.7 454.2 74.0 268.2 79.4 Organismes phllanlhroplques ......... 963-964
256 48.6 298 56.0 350 68.1 29.3 142.6 39.9 165.2 35.8 [nstitutions refigieuses. ... .. ...... 96
44.9 20.7 45,7 36.1 58.2 374 58.6 311.6 67.8 103.1 723 Autres organismes philanthropiques . .. 964
100.0 | 13059.5 100.0 | 15846.1 100.0 | 17857.1 100.0 | 20637.6 100.0 | 26636.2 100.0 | Totnl. dépenses de consommation courante ..... cersrsaaeas 1.931
100.0 | 171299 100.0 | 215717 100.0 | 252159 100.0 | 30227.5 160.0 | 42029.8 100.0 | Total, dépenses ...vuviivrvninnns Cerenaaas tereteeenatecnns 1-964
173.7 67.8 139.7 63.2 187.1 67.8 204.5 65.0 231.8 74.2 2722 72.0 Valeur totale des articies non achets..vvviviievaresnenneds | 1000-1025
19.0 21.0 23.9 248 25.2 33.0 19.6 26.5 33.8 31.5 29.9 33.4 Valeur des aliments non achetés ... ... ... ..o i, 1000-100t
17.5 20,2 16.6 228 17.8 311 15.8 248 271 295 24.5 317 Produits pour consommation familiaie 1000
1.5 1.1 7.3 25 74 24 3.7 29 8.7 2.0 5.4 2.2 Regqus a titre de rémunération . . .. 1001
154.7 58.7 1158 52.2 161.9 57.7 184.9 58.1 198.0 60.4 242.3 60.4 Valeur des cadeaux requs . 1020-1025
54.5 242 35.1 18.7 65.8 27.0 55.6 25.3 62.1 21.8 94.0 208 Biens durables ménagers 1020-1023
43.9 174 28.1 124 533 189 38.4 17.2 31.1 15.4 85.6 15.7 Articles d'nmieublement et 1020-1022
288 7.5 13.3 4.3 189 8.0 2.7 8.1 13.0 5.2 7.0 4.0 Meubles ..., ..o 1020
4.3 4.1 34 2.6 3.5 3.6 6.9 3.2 3.7 29 5.4 3.4 Matériel audia-visuel .. . 1021
10,8 100 113 7.5 31.0 12.7 9.9 9.5 144 8.8 73.1 10.2 Autres matériel et appareils 1022
0.7 10.2 7.0 8.2 12.5 105 17.2 11.3 31.0 9.1 8.4 8.1 Autres biens durables ménagers. 1023
463 - 36.1 36.1 29.4 39.9 32.0 50.2 30.0 42.9 27.5 58.5 30.1 Vétements ..., ...l e 1024
53.9 328 44.7 32 56.1 320 79.2 35.3 93.0 40.7 89.8 39.0 AULTE it e e e 1025
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TABLE 20. Detailed Average Expenditure, by Family Income,
Eight -Cities, Canada, 1976

All Families and Unattached Individuals

Family income — Revenu de la famitle

All Under :
classes $4,000 34,000 — $5.000 ~ 36,000 — S8,.000 — $10,000 —
- - 4,999 5.999 7.999 9.999 11,999
Toutes Moins de
catégories
Family characteristics
1100 Number of families in sample ............... 3.681 198 9 114 261 238 220
1101 Weighted number of families ................ 3.681.0 2009 102.0 17.0 | 245.7 233.7 2120
Average:
1102 Family size...,.. e e 2.86 115 1.61 1.95 2.02 1.93 261
1103 Number of children under 5 VEars.......... 20 .03 05 12 .08 12 .23
1104 Number of children 5 to 16 years .......... .56 06 25 A4 30 21 .57
11v5 Number of adults 18 10 17 years........... 1 01 Kilt 04 06 03 08
1106 Nuniber of adults 18 to 64 years........... 1.81 44 60 79 97 1.23 1.56
1107 Number of adults 65 years and over........ .23 62 7 71 66 .38 24
1108 Number of women 14 and over ,........... 1.18 76 85 .99 1.04 1.00 1.07
1109 Number of girls-4 to 13 years ............. 24 04 16 16 A2 a1 21
1110 Number of men 14 years and over ...:.. e 1.08 32 50 61 1 .68 95
11t Number of boys 4 to 13 vears . ............ 25 . 02 .08 .14 A2 .09 .26
1112 Number of children under 4 years.......... .16 03 .02 ' B 07 10 .18
1113 Number ol part-time earners .......... . .60 15 26 .38 51 .53 .63
1114 Number of full-time carners............... 91 .02 .08 22 >.46 67
1115 Ageof head ........... P 449 62.4 56.2 56.8 51.8 45.5 44.1
1116 Income before taxes ............ ...l 18494.9 2918.9 4546.6 5497.9 6954.6 8959.8 109918
1117 Other money receipts .............c..cu.ne 577.2 405.8 623.6 . 251.5 281.5 2787 416.0
1118 Net change in asscts and liabilities ... ...... 1066.2 80.5 22,7 - © 386.5 - 245.1 - 352.4 99.7
1119 Aceount balancing differcnce, .............. 97.3 12.3 132 - 11 - . 274 - 43.7 788
Percentage:

1120 Homeowners............ e 49.7 19.5 318 26.1 324 211 34.7
1121 Car or truck owners. . ............oouu. 715 8.1 18.2 28.4 43.3 49.9 58.6
1122 With children under 5 years............... 16.4 28 3.7 ’ 7.9 7.0 88 19.7
1123 With children 5 to 15 years ............... 323 5.0 15.4 14.9 17.7 14.1 308
1124 With adults 16 to 17 years.,.............. 10.3 .9 1.5 4.3 5.3 2.6 6.9
1125 With adults 18 to 64 NFOATS. L 90.1 40.6 53.1 64.1 ' 741 83.9 925
1126 With ailults 65 years and over............. 179 60.8 54.3 51.4 43.1 25.8 18.6
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TABLEAU 20. Dépenses moyennes détaillées, selon le revenu de la famille,

huit villes, Canada, 1976

Toutes familles et des personnes seules

Family income — Revenu de la tamille

$12.000 — 15,000 — $20,000 — $25,000 — $30.000 — ‘ﬁ;’ds.g:)gr
14,999 19.999 24 999 29,999 34,999 -
$35,000
et plus
Caractéristiques de la fanille
439 43 546 371 22 258 Nombre de familles dans 'échantilton ..., ............. 1100
440.3 738.3 535.8 378.6 199.6 274.2 Nombre pondéré de tamilles. ... ... . ... 1101
Moyeunes:
2.57 3.09 3.39 3.40 3.73 4.10 Taille de da famitle. ... ..o L oo 1102
25 33 .26 .15 RE] A6 Enfaats de moins de Sans ..o oo, 1103
A6 67 81 b7 75 81 Endants de 0 15 ails ..o it i 1104
06 A2 14 16 20 26 Adulles de 16 a L7 ans .o oo 1105
178 1.95 2,18 234 257 2,84 Adultes de 1B a 64 ans ..o iiiiii i 1106
10 10 .07 13 A3 .08 Adulle:; de 65 uns et plus . .V .......................... 1107
107 115 1.26 1.36 . L5l U eT Femmes de 14 ans et plus .....oueieeniriiiianinn.... 108 "
16 32 35 29 " a0 33| Fillexde dd 1. 1109
95 113 1.28 140 1.54 1.72 Hommes de 14 ans et plus . .....o.ooioiiieeann. ..., 1110
28 30 37 28 .35 31 Garqons de 4 a 13 ans.... ..., ... O N 1111
20 28 21 12 ” At Al tinfants de moias de 4 ans ... ..o e 112
61 61 .66 .87 83 .89 Travailleurs a temps particl .. ... o oL, 1113
.83 1.00 1.23 1.45 149 1.59° Travailleurs & temps plein ..., ... oL, 1114
403 40.6 40.7 437 44.6 45.5 Agedu chel ... ..o L 1115
13467.1 17442.0 22362.7 27223.7 32050.5 46510.6 Revenu avant impSt......c.oieiii i 11186
802.2 395.6 523.2 531.9 716.0 1670.6 Autres receltes MONELAITES .. .. vvuvreseinneeennans m7
475.3 655.0 1143.8 2126.2 21203 5903.4 Variation nette de 'actif et du passif,................. 1118
105.1 - 52,7 170.4 413.5 418.7 248.0 Sold du tutapte., ...l S NN 1119
Pourcentuges:

34.1 56.8 63.2 71.1 782 85.6 Propriétaires de logement .. ....... .. iy, 1120
70.5 84.6 89.9 92.6 97.4 92.7 Propriétaires d'automobile ou de camion, ., ............ 1121
20.9 26.1 216 127 120 12,4 Avet enfunts de moins de S ans........ ... ... 1122
26.6 35.8 458 40,2 46.2 48,5 Avecenfants de Ha 15 ans. ... ...l 1123
6.0 11.3 13.0 14.2 19.2 24,7 Avec adultes de 16 A 17 ans.,...ooiiiii i 1124
97.5 98.3 99.3 99.4 98.7 99.1 Avec adaltes de 18 & 64 ans. . .ol i 1125
9.1 85 6.3 10.0 10.3 6.7 Avec adultes de 65ans et plus ... o i, 1126
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Appendix B

PROCEDURE FOR REFORMATTING INCOME AND EXPENDITURE _
DATA FROM ORIGINAL FORM TO 'EQUAL : |
INCREMENTS' "BASIS ON INCOME |

The process of converting the data from the Urban.'
Expenditure Survey to an 'equal income increments' basis is
simple and easily done, but requires fhe knowledge that categories
cannot simply be added together. Instead, the weighting factors
in each income strata (see Table B-1, column 3) must be brought
into play. To be specific, the procedure is accomplished by
combining categories according to the weighted number of families
in each group,® using the following formﬁla:

(Income_ x Weight_ ) + (Income_ x Weight_ )

Income = X1 X1 *2 *2

(combined
group X;*x

. Weight_ + Weight_
2) X1 X2

As an example, consider the first two categories, '"Under
$4,000" and "$4,000 to $4,999". On the assumption that equal
income intervals of $5,000 would be suitable and desirable. these

two categories may be combined as follows:

Income = ($2,918.9 x 203.9) + ($4,546.6 x 102.0)
(0-$5,000) (203.9 x 102.0)

= $3,461.644 (i.e., $3,461.60, rounded to
nearest 10 cents.)

Combining classes in this manner gives the results shown

in :tables 12 and 15 in the text.

* "Weighted Number of Families' refers to a correction of the
family population distribution from the survey to make it
conform to the population distribution on family income which
is characteristic of the country as a whole, rather than of
the more limited sample of urban households "which the survey
data represent.
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