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METHODOLOGICAL NOTE 

 

HOUSEHOLD BUDGET SURVEY 2017 

 

1. Sample Design 

1.1 Type of sample design and sampling units 

The two-stage area sampling was applied for the Household Budget Survey 2017. The sample 

of private households was selected in two stages. The primary units are the areas (one or more 

unified building blocks) and the ultimate sampling units selected in each sampling area are the 

households. 

1.2 Stratification and sub-stratification criteria 

There are two levels of area stratification in the sampling design. The first level is the 

geographical stratification based on the partition of the total country area into thirteen (13) 

Regions corresponding to the European NUTS 2 level. The two former major city 

agglomerations of Greater Athens and Greater Thessaloniki constitute separate major 

geographical strata. 

The second level of stratification entails grouping municipal and local communities within each 

NUTS 2 Region by degree of urbanization, i.e., according to their population size. The scaling 

of urbanization was finally designed in three groups: 

 

Urban Municipal or Local Communities with 10.000 inhabitants or more 

Semi-urban Municipal or Local Communities with 2.000 to 9.999 inhabitants 

Rural Local Communities up to 1.999 inhabitants 

 

The number of the final strata in the thirteen (13) Regions of the Country (except Greater Athens 

Area & Greater Thessaloniki Area) is 39. These were derived from the crossing of Region by 

the degree of urbanization. Additionally, the Greater Athens Area was divided into 31 strata 

taking into consideration socio-economic criteria. Similarly, the Greater Thessaloniki Area was 

divided into 9 strata. Thus, the total number of strata of the survey is 79. The two Major City 

Agglomerations account for about 37% of total population.  

 

1.3 Sample size and allocation criteria 

The initial sample size was 6,350 households (sampling fraction 


1
   0.15%). This fraction 

was the same in each Region. 

 

1.4 Sample selection schemes 

 

1st stage of sampling   

In this stage, from any final stratum, say stratum h, nh primary units (areas) were drawn. The 

number nh of draws was approximately proportional to the population size Xh of the stratum. 

The population size Xh of the stratum is defined by the number of households according to the  

population census of the year 2011. 
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In each final stratum attention was paid so as the primary units drawn, to be a multiple of four. 

Thus, the sample of primary units can be divided in 4 sub-samples of equal size. The reference 

period for the household data of each one of the 4 sub-samples corresponds to each one of the 

4 quarters of the year, in order to allow for full representativeness of the household consumption 

expenditures.      

Each area unit (primary sampling unit) of the stratum had a selection probability proportional 

to its size. So, if Xhi was the number of households, according to the 2011 census population, 

of the area of order i  in the sample, then the selection probability of the unit was: 

X
X

P
h

hi

hi
                                                             (1) 

The total number of the primary sampling units is 1,016. Due to non-response, the actual total 

number of primary sampling units is 1,014.  

Additionally, as in each year the 25% of the sample households is replaced, the new households 

belong to different primary sampling units 

 

2nd stage of sampling 

In this stage from each primary sampling unit (selected area) the sample of ultimate units 

(households) is selected. Actually, in the second stage we draw a sample of dwellings. However, 

in most cases, there is one to one relation between household and dwelling. If the selected 

dwelling consists of one or more households then all of them are interviewed. 

Let M hi
 be the number of households during the survey period in the selected area i of stratum 

h . Out of them a systematic sample of mhi
households is selected with equal probabilities. 

Each of the mhi
households has the same chance to be included in the survey, equal to:

M
m

hi

hi    

In every selected primary unit, remains the determination of the sample size mhi
. The total 

number of households to be interviewed of the nh
 selected primary sampling units will be 





nh

i
hih mm

1

                                                                    (2) 

i.e. finally by applying the two stage sampling procedure, the sampling rate of households in 

stratum h  is  
M
m

h

h , where 



hn

i

hih
MM

1

. 

In repeated sampling, the numerator of this fraction will vary from sample to sample; to be 

more specific the fraction 
M
m

h

h  is a random variable. Within each primary sampling unit the 

calculation of the sampling interval 
m
M

hi

hi

hi
  is carried out, so that the following two desired 

conditions are satisfied. 
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a) The expected result 
M
m

h

h  is the predetermined over sampling fraction 


1
 in each 

Region (NUTS 2): 


1
















M
m

h

hE  

b) The estimator of the stratum total Y h
(for any characteristic) should be self-weighting. 

In other words, the calculated estimator is the result derived from the sum of the values 

of the characteristic over the mh
sample households by the overall raising factor  , 

which is the same in each Region. 

The conditions (a) and (b) are satisfied when:  
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1.5  Renewal of the sample: rotational groups 

The survey is a simple rotational design survey. The sample for any year consists of 4 

replications, which have been in the survey for 1-4 years. With the exception of the first three 

years of the survey, any particular replication remains in the survey for 4 years. Each year, one 

of the 4 replications from the previous year is dropped and a new one is added. Between year 

T and T+1 the sample overlap is 75%; the overlap between year T and year T+2 is 50%; and it 

is reduced to 25% from year T to year T+3, and to zero for longer intervals.  

 

2. Weightings 

 

Let whij
(>0) stand for the survey weight attached to the sample ultimate unit (household) of 

order j ( mhi
j ,...,1 ), belonging to the selected area of order i , of stratum h . The whij

 is the 

product of three factors: a) the inversion of the inclusion probabilities of the ultimate sampling 

units, b) the inversion of the weighted response rate r h
 in stratum h  and c) a factort hij

, which 

makes weighted sample estimates to conform to external total values (values from known totals 

from censuses, administrative sources, population projections etc). The weight is defined 

as follows: 

 

trpw hijhhijhij


 11

  

where: 

 

p
hij

: Inclusion probability of the hij ultimate unit 

r h
:   Weighted response rate of the ultimate units in stratum h  

whij
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t hij
: Factor that adjusts the total of households and individuals to external data 

 

 

2.1 Inclusion probabilities of households  

A two-stage sampling scheme was applied, according to which in the final strata the areas were 

selected with probabilities proportional to their sizes and within the selected areas the 

households were selected with equal probabilities. Then the inclusion probabilities of 

households are defined, as follows: 

M
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where: 

X
X

P
h

hi

hi
 : Selection probability of the hiarea 

X hi
: The number of households that belong to the hiarea, according to the population census 

of 2011 

X h
: The number of households that belong to stratum h , according to the population census 

of 2011 

M hi
: The number of households in the hiarea that are recorded in the updated sampling frame  

mhi
: The initial sample size of households in the hiarea that were selected from the M hi

units  

 

 

2.2 Non-response adjustments 

Within each final stratum non-response adjustment of the responding households was carried 

out by the inverse of the weighted response rate, so as to adjust for non-responding cases in that 

stratum. 

 

 

2.3 Adjustment to external data 

The adjustment to external data was conducted. This involves the calibration of the household 

weights in conjunction with external sources. It enables the distribution of auxiliary variables 

at both household and individual level to coincide with the corresponding population 

distribution of the external data.  The auxiliary variables used at household level are the 

household size and at individual level the gender and age (ten years age groups).  

By applying calibration: a) the estimated households by size conform to the number of 

households of the reference period resulting from the projection of the trend observed between 

the population 2016 and 2017 and b) the estimated population by gender and age conforms to 

the population projections for the reference period. These projections are based on vital 

statistics (population census, births, deaths, migration) and the Population Census 2011. 

 

2.4 Triming 
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The final weights were trimmed iteratively so that to avoid the existence of extreme (large) 

weights which lead to increment of estimations’ variance  

 

3. Sampling Errors 

3.1 Estimation of survey characteristics 

Let yhij  be the value of the characteristic y of the sampling household of order j , in the hi  

primary sampling unit (area). Moreover, Y h  stands for the stratum total, which results when 

adding the characteristic y  for all households or household members included in stratum h .   

The form of the estimator on the basis of the two-stage design is: 
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Where is the final (adjusted) weight of the household 

 

For estimating the characteristic y at country level, all stratum estimates 

^

hY should be added, 

as follows:  

        �� = � ����  

                                                     (7) 

 

3.2 Estimation of a Ratio 

The estimation of the number of households X h  in stratum h is calculated using the formula:  
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while the estimation of the relevant characteristic in country level is calculated by adding all 

strata estimations, that is: �� = � ����  

                                               (9) 

 

The form of the estimator �� (mean household consumption expenditure) on the basis of the 

two-stage design is: 

  

 

hijw
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3.3 Variance Estimation  

 

In order to estimate the variances of the required characteristics (mean household consumption 

expenditure for the various categories of expenditures), the following steps should be applied. 

a. For every selected PSU i  of the stratum h , we calculate the quantities T hi
and F hi

using the 

following formulas:  
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b. After having calculated T hi
and F hi

 for every PSU i  ( nh
i ,...,2,1 ) of stratum h , then : 
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and  
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(country level) is calculated by adding 
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^

for all strata h , that is:  

 














h hY
VYV ^^

                                                         (13) 

Correspondingly, 
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is given by: 
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and  
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^

(country level) is calculated by adding 
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^

  for all strata h , that is:  
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The variance of R
)

 can be calculated using the formula below   

 

                                          ����� = ��������������� ��!"#���,����� �                           

(166) 

                                                                                               

where  

%&'����, ���� = 1)��)� − 1� +� ,�
-�
 − 1)� .� ,�
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�� /��
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(17) 

and  

                                              (17) 

%&'���, ��� = � %&'����, �����  

 

In order to estimate the variances for mean household consumption expenditure for certain 

population subsets, the same procedure described above is followed. For that case, we also 

defined domain indicator variables in order to represent the specific population subsets 

(domains) required, (e.g. age of the household’ s reference person: less than 30, 30-44, 45-59 

and 60+ years)    

Let,  

- the specific population subset (the domain) be denoted Ud, where Ud  U (whole 

population) 

- the size of Ud be denoted Nd   

then the value for the j unit (household or household reference person) in the selected area i of 

the final stratum h of the domain indicator variable is denoted as: 

hijy


 

otherwise

Uiify dhij

0
  

 

hijw


 

otherwise

Uiifw dhij

0
 

With the use of the domain indicators above and the procedure and formulas already described 

we estimated the characteristics and the sampling errors of the mean household final 

consumption expenditure of the specific subpopulations.  
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3.4 Standard Errors and Coefficients of Variation 

Standard errors and coefficients of variation were calculated for mean household consumption 

expenditure for certain expenditure categories and population subsets. They are presented in 

the following tables.  

For an estimate ��, the coefficient of variation is defined as: 

 

R

R
R

V

CV
^

^

^

















 *100                                                      (18) 

   



Methodological Note, HBS-2017 9

4. Design Effect 

 

The design effect for survey estimates is used as a tool to measure sample efficiency and to 

assess the effect of sample design beyond the variability in Simple Random Sampling. The 

design effect is defined as the ratio of the variance of an estimate under the complex sample 

design to the variance of the same estimate that would have been obtained from a simple random 

sample of the same size. The Household Budget Survey employs complex sample design that 

involves stratification, unequal weighting and clustering. 

The design effect was calculated by the following formula: 

 

12345�6789:� = ;�6789:�;�678<8� 

 

where:     

    θ : parameter such as R (Ratio)  

 

     s :  represents stratification 

    w : represents weighting 

    c : represents clustering 

    SRS: Simple Random Sampling  

In our study, =� ≡ �,7  therefore for the calculation of ����� in the nominator, we use formulae 

(16) above.  

For the calculation of the denominator we apply the formula,  

 

 

����@�@� = ����@�@� + ��@�@ ����@�@� − 2��@�@%&'���@�@, ��@�@ ���@�@  

 

 

  

where,  

  ��@�@ : Estimation of a characteristic y after applying SRS 

 ��@�@ : Estimation of the number of households after applying SRS 
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Table 1 : Standard Errors, Coefficients of Variation and Design Effects for mean household final 

consumption expenditure in expenditure categories (purchases) 

 

Expenditure  
Category 

Estimate Standard Error CV(%) Design Effect 

TOTAL CONSUMPTION 16.394,22 247,35 1,5% 2,172 

FOOD 3.468,43 41,14 1,2% 2,672 

ALCOHOLIC_BEVERAGES_TOBACCO 648,91 18,06 2,8% 1,961 

CLOTHING_AND_FOOTWEAR 976,34 26,83 2,7% 1,917 

HOUSING 2.367,08 28,29 1,2% 1,803 

DURABLE 743,04 20,22 2,7% 1,696 

HEALTH 1.239,95 35,80 2,9% 1,709 

TRANSPORT 1.992,37 56,90 2,9% 1,765 

COMMUNICATION 708,04 8,34 1,2% 1,843 

RECREATION_AND_CULTURE 789,95 33,10 4,2% 1,616 

EDUCATION 551,37 29,42 5,3% 2,126 

RESTAURANTS_AND_HOTELS 1.785,20 38,43 2,2% 2,000 

OTHER_GOODS_AND_SERVICES 1.123,54 26,13 2,3% 2,231 

 

 
Table 2 : Standard Errors, Coefficients of Variation and Design Effects for mean household final 

consumption expenditure (€) in specific population subsets by expenditure categories (purchases) 

 

Age Group  
(yrs) 

Expenditure  
Category 

Estimate 
Standard 

Error 
CV(%) Design Effect 

1  (0-29) TOTAL CONSUMPTION 12.687,57 884,48 7,0% 2,278 

 FOOD 2.385,59 160,20 6,7% 2,210 

 ALCOHOLIC_BEVERAGES_TOBACCO 421,82 68,66 16,3% 2,098 

 CLOTHING_AND_FOOTWEAR 722,72 85,13 11,8% 1,875 

 HOUSING 2.427,09 120,25 5,0% 1,508 

 DURABLE 474,61 92,39 19,5% 2,779 

 HEALTH 562,14 202,90 36,1% 3,191 

 TRANSPORT 1.653,48 212,80 12,9% 1,536 

 COMMUNICATION 554,75 25,29 4,6% 1,573 

 RECREATION_AND_CULTURE 546,54 67,27 12,3% 1,351 

 EDUCATION 224,86 55,73 24,8% 1,473 

 RESTAURANTS_AND_HOTELS 1.921,78 141,40 7,4% 1,807 

  OTHER_GOODS_AND_SERVICES 792,18 65,42 8,3% 1,339 

2  (30-44) TOTAL CONSUMPTION 19.140,28 466,66 2,4% 1,647 

 FOOD 3.815,16 71,43 1,9% 1,816 

 ALCOHOLIC_BEVERAGES_TOBACCO 732,37 29,16 4,0% 1,687 

 CLOTHING_AND_FOOTWEAR 1.347,14 59,43 4,4% 1,458 

 HOUSING 2.917,04 64,09 2,2% 1,691 

 DURABLE 797,67 45,13 5,7% 1,557 

 HEALTH 1.080,43 68,79 6,4% 1,445 

 TRANSPORT 2.533,53 116,00 4,6% 1,324 

 COMMUNICATION 782,81 15,51 2,0% 1,562 

 RECREATION_AND_CULTURE 1.018,12 75,25 7,4% 1,316 

 EDUCATION 681,23 56,47 8,3% 2,040 

 RESTAURANTS_AND_HOTELS 2.091,13 74,98 3,6% 1,677 

  OTHER_GOODS_AND_SERVICES 1.343,65 51,08 3,8% 1,694 

3  (45-59) TOTAL CONSUMPTION 20.839,60 524,67 2,5% 1,962 
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 FOOD 4.105,71 78,96 1,9% 2,242 

 ALCOHOLIC_BEVERAGES_TOBACCO 923,73 32,84 3,6% 1,512 

 CLOTHING_AND_FOOTWEAR 1.281,40 53,66 4,2% 1,709 

 HOUSING 2.539,32 52,63 2,1% 1,477 

 DURABLE 829,50 37,64 4,5% 1,807 

 HEALTH 1.386,78 75,16 5,4% 1,440 

 TRANSPORT 2.762,72 127,52 4,6% 1,864 

 COMMUNICATION 879,68 16,72 1,9% 1,662 

 RECREATION_AND_CULTURE 1.131,48 75,18 6,6% 1,510 

 EDUCATION 1.160,06 77,22 6,7% 1,934 

 RESTAURANTS_AND_HOTELS 2.429,96 85,45 3,5% 2,118 

  OTHER_GOODS_AND_SERVICES 1.409,26 52,64 3,7% 1,958 

4  (60+) TOTAL CONSUMPTION 12.526,30 226,29 1,8% 1,444 

 FOOD 2.997,03 40,65 1,4% 1,692 

 ALCOHOLIC_BEVERAGES_TOBACCO 453,85 26,52 5,8% 1,937 

 CLOTHING_AND_FOOTWEAR 617,29 25,06 4,1% 1,406 

 HOUSING 1.967,89 30,61 1,6% 1,494 

 DURABLE 688,21 25,07 3,6% 1,199 

 HEALTH 1.299,99 40,76 3,1% 1,406 

 TRANSPORT 1.256,12 52,57 4,2% 1,163 

 COMMUNICATION 575,82 9,46 1,6% 1,421 

 RECREATION_AND_CULTURE 479,53 30,62 6,4% 1,380 

 EDUCATION 128,63 17,44 13,6% 1,409 

 RESTAURANTS_AND_HOTELS 1.199,41 38,06 3,2% 1,309 

 OTHER_GOODS_AND_SERVICES 862,52 26,03 3,0% 1,404 

 

 

HOUSEHOLD TYPE 
Expenditure  

Category 
Estimate Standard Error CV(%) Design Effect 

1 – single person TOTAL CONSUMPTION 9.009,23 181,74 2,0% 1,267 

 FOOD 1.922,51 29,48 1,5% 1,267 

 ALCOHOLIC_BEVERAGES_TOBACCO 344,13 17,44 5,1% 1,097 

 CLOTHING_AND_FOOTWEAR 411,86 23,22 5,6% 1,380 

 HOUSING 1.906,72 35,52 1,9% 1,121 

 DURABLE 522,63 32,41 6,2% 1,291 

 HEALTH 763,72 35,92 4,7% 1,206 

 TRANSPORT 725,18 42,03 5,8% 0,894 

 COMMUNICATION 419,27 8,11 1,9% 1,298 

 RECREATION_AND_CULTURE 361,87 20,94 5,8% 1,336 

 EDUCATION 47,11 9,41 20,0% 1,410 

 RESTAURANTS_AND_HOTELS 1.014,84 41,48 4,1% 1,280 

  OTHER_GOODS_AND_SERVICES 569,39 21,45 3,8% 1,155 

2- two adults TOTAL CONSUMPTION 19.753,00 526,93 2,7% 1,407 

 FOOD 4.277,95 78,53 1,8% 1,787 

 ALCOHOLIC_BEVERAGES_TOBACCO 1.000,28 54,49 5,4% 1,458 

 CLOTHING_AND_FOOTWEAR 1.109,21 64,63 5,8% 1,471 

 HOUSING 2.374,36 62,47 2,6% 1,595 

 DURABLE 854,95 54,56 6,4% 1,340 

 HEALTH 1.475,50 97,25 6,6% 1,538 

 TRANSPORT 2.618,79 149,51 5,7% 1,420 

 COMMUNICATION 917,57 21,71 2,4% 1,634 

 RECREATION_AND_CULTURE 961,48 109,75 11,4% 1,294 

 EDUCATION 217,24 35,55 16,4% 1,591 
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 RESTAURANTS_AND_HOTELS 2.518,42 104,12 4,1% 1,520 

 OTHER_GOODS_AND_SERVICES 1.427,25 61,92 4,3% 1,559 

3 – three or more 
adults 

TOTAL CONSUMPTION 23.688,91 558,65 2,4% 1,777 

 FOOD 4.741,17 76,41 1,6% 2,000 

 ALCOHOLIC_BEVERAGES_TOBACCO 805,60 30,42 3,8% 1,571 

 CLOTHING_AND_FOOTWEAR 1.636,87 64,96 4,0% 1,618 

 HOUSING 2.894,53 67,43 2,3% 1,796 

 DURABLE 938,53 43,71 4,7% 1,742 

 HEALTH 1.448,13 79,89 5,5% 1,226 

 TRANSPORT 3.299,28 145,83 4,4% 1,540 

 COMMUNICATION 917,08 16,00 1,7% 1,532 

 RECREATION_AND_CULTURE 1.319,12 81,34 6,2% 1,527 

 EDUCATION 1.709,09 97,02 5,7% 2,170 

 RESTAURANTS_AND_HOTELS 2.416,97 83,14 3,4% 1,965 

 OTHER_GOODS_AND_SERVICES 1.562,53 58,02 3,7% 1,852 

4-single parent with 
dependent children 

TOTAL CONSUMPTION 14.127,18 274,52 1,9% 1,268 

 FOOD 3.100,14 40,62 1,3% 1,401 

 ALCOHOLIC_BEVERAGES_TOBACCO 484,99 19,35 4,0% 1,021 

 CLOTHING_AND_FOOTWEAR 815,86 36,69 4,5% 1,214 

 HOUSING 2.252,49 39,25 1,7% 1,202 

 DURABLE 719,18 30,09 4,2% 1,212 

 HEALTH 1.259,84 45,29 3,6% 1,136 

 TRANSPORT 1.631,61 70,00 4,3% 1,149 

 COMMUNICATION 647,45 11,16 1,7% 1,117 

 RECREATION_AND_CULTURE 618,48 38,68 6,3% 1,083 

 EDUCATION 96,46 16,03 16,6% 1,025 

 RESTAURANTS_AND_HOTELS 1.463,66 53,10 3,6% 1,244 

 OTHER_GOODS_AND_SERVICES 1.037,01 37,29 3,6% 1,367 

5 – two adults with 
dependent children 

TOTAL CONSUMPTION 15.323,46 1.039,74 6,8% 1,203 

 FOOD 3.060,42 164,93 5,4% 1,179 

 ALCOHOLIC_BEVERAGES_TOBACCO 725,23 74,62 10,3% 0,983 

 CLOTHING_AND_FOOTWEAR 1.023,93 129,81 12,7% 1,081 

 HOUSING 2.218,07 177,52 8,0% 1,163 

 DURABLE 526,53 72,09 13,7% 1,020 

 HEALTH 1.255,46 262,06 20,9% 1,016 

 TRANSPORT 1.439,47 175,12 12,2% 1,008 

 COMMUNICATION 659,31 41,51 6,3% 1,249 

 RECREATION_AND_CULTURE 749,08 103,40 13,8% 1,026 

 EDUCATION 1.111,37 198,17 17,8% 1,157 

 RESTAURANTS_AND_HOTELS 1.563,39 152,72 9,8% 1,110 

 OTHER_GOODS_AND_SERVICES 991,21 127,49 12,9% 1,040 

6- three or more 
adults with 

dependent children 
TOTAL CONSUMPTION 22.097,29 1.166,92 5,3% 2,197 

 FOOD 4.953,26 199,87 4,0% 3,256 

 ALCOHOLIC_BEVERAGES_TOBACCO 1.241,42 168,07 13,5% 3,610 

 CLOTHING_AND_FOOTWEAR 1.207,73 117,12 9,7% 2,807 

 HOUSING 2.809,46 159,29 5,7% 2,203 

 DURABLE 818,99 104,65 12,8% 2,900 

 HEALTH 1.781,58 251,38 14,1% 2,976 

 TRANSPORT 2.611,02 225,31 8,6% 1,936 

 COMMUNICATION 915,17 43,71 4,8% 2,521 

 RECREATION_AND_CULTURE 944,05 172,67 18,3% 1,295 
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 EDUCATION 924,09 143,87 15,6% 2,142 

 RESTAURANTS_AND_HOTELS 2.414,68 193,94 8,0% 2,567 

 OTHER_GOODS_AND_SERVICES 1.475,84 99,23 6,7% 2,279 

 

 
SOCIOECONOMIC 

SITUATION 
Expenditure  

Category 
Estimate 

Standard 
Error 

CV(%) Design Effect 

1 TOTAL CONSUMPTION 16.178,86 390,29 2,4% 1,560 

 FOOD 3.570,80 80,31 2,2% 2,097 

 ALCOHOLIC_BEVERAGES_TOBACCO 756,71 39,29 5,2% 1,677 

 CLOTHING_AND_FOOTWEAR 899,02 49,49 5,5% 1,471 

 HOUSING 2.646,07 62,48 2,4% 1,552 

 DURABLE 600,06 42,56 7,1% 1,481 

 HEALTH 905,06 80,11 8,9% 1,822 

 TRANSPORT 2.130,79 109,93 5,2% 1,351 

 COMMUNICATION 685,14 14,60 2,1% 1,473 

 RECREATION_AND_CULTURE 604,49 40,35 6,7% 1,254 

 EDUCATION 651,41 63,95 9,8% 1,908 

 RESTAURANTS_AND_HOTELS 1.729,77 67,35 3,9% 1,543 

 OTHER_GOODS_AND_SERVICES 999,54 33,68 3,4% 1,358 

2 TOTAL CONSUMPTION 23.373,05 580,25 2,5% 1,457 

 FOOD 4.362,06 100,01 2,3% 2,049 

 ALCOHOLIC_BEVERAGES_TOBACCO 771,93 35,07 4,5% 1,670 

 CLOTHING_AND_FOOTWEAR 1.622,39 71,17 4,4% 1,387 

 HOUSING 2.881,38 75,14 2,6% 1,685 

 DURABLE 1.031,31 51,41 5,0% 1,457 

 HEALTH 1.458,19 92,16 6,3% 1,308 

 TRANSPORT 3.333,63 168,23 5,0% 1,639 

 COMMUNICATION 914,84 15,37 1,7% 1,206 

 RECREATION_AND_CULTURE 1.309,99 91,14 7,0% 1,146 

 EDUCATION 1.183,81 95,80 8,1% 1,874 

 RESTAURANTS_AND_HOTELS 2.807,94 99,71 3,6% 1,714 

 OTHER_GOODS_AND_SERVICES 1.695,57 68,17 4,0% 1,585 

3 TOTAL CONSUMPTION 22.972,42 714,89 3,1% 1,498 

 FOOD 4.128,64 91,25 2,2% 1,667 

 ALCOHOLIC_BEVERAGES_TOBACCO 1.081,79 46,87 4,3% 1,429 

 CLOTHING_AND_FOOTWEAR 1.574,69 73,62 4,7% 1,338 

 HOUSING 2.847,24 84,63 3,0% 1,613 

 DURABLE 975,39 56,41 5,8% 1,562 

 HEALTH 1.598,02 121,77 7,6% 1,588 

 TRANSPORT 2.953,20 165,69 5,6% 1,363 

 COMMUNICATION 975,30 25,06 2,6% 1,531 

 RECREATION_AND_CULTURE 1.463,58 118,69 8,1% 1,308 

 EDUCATION 978,52 95,13 9,7% 1,817 

 RESTAURANTS_AND_HOTELS 2.767,78 110,55 4,0% 1,423 

 OTHER_GOODS_AND_SERVICES 1.628,27 71,24 4,4% 1,524 

4 TOTAL CONSUMPTION 10.258,44 446,04 4,3% 1,376 

 FOOD 2.435,86 127,16 5,2% 1,680 

 ALCOHOLIC_BEVERAGES_TOBACCO 462,75 42,16 9,1% 1,206 

 CLOTHING_AND_FOOTWEAR 487,93 48,38 9,9% 1,299 

 HOUSING 1.912,40 98,20 5,1% 1,405 

 DURABLE 322,61 32,45 10,1% 1,451 

 HEALTH 595,76 68,06 11,4% 1,100 
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 TRANSPORT 1.064,45 181,60 17,1% 3,022 

 COMMUNICATION 556,75 27,69 5,0% 1,452 

 RECREATION_AND_CULTURE 406,39 62,28 15,3% 0,938 

 EDUCATION 339,75 79,42 23,4% 1,812 

 RESTAURANTS_AND_HOTELS 917,08 71,99 7,9% 1,446 

 OTHER_GOODS_AND_SERVICES 756,70 56,86 7,5% 1,290 

5 TOTAL CONSUMPTION 13.220,61 227,98 1,7% 1,308 

 FOOD 3.203,19 44,33 1,4% 1,568 

 ALCOHOLIC_BEVERAGES_TOBACCO 455,36 20,33 4,5% 1,188 

 CLOTHING_AND_FOOTWEAR 668,19 28,02 4,2% 1,293 

 HOUSING 2.023,27 32,15 1,6% 1,388 

 DURABLE 704,99 28,03 4,0% 1,218 

 HEALTH 1.353,78 43,20 3,2% 1,285 

 TRANSPORT 1.363,78 57,74 4,2% 1,124 

 COMMUNICATION 603,63 10,18 1,7% 1,357 

 RECREATION_AND_CULTURE 503,93 31,19 6,2% 1,287 

 EDUCATION 156,38 20,83 13,3% 1,447 

 RESTAURANTS_AND_HOTELS 1.282,80 39,53 3,1% 1,245 

 OTHER_GOODS_AND_SERVICES 901,32 28,38 3,1% 1,323 

6 TOTAL CONSUMPTION 8.555,23 331,78 3,9% 1,757 

 FOOD 2.165,05 66,10 3,1% 1,626 

 ALCOHOLIC_BEVERAGES_TOBACCO 360,08 94,21 26,2% 3,661 

 CLOTHING_AND_FOOTWEAR 371,98 32,62 8,8% 1,642 

 HOUSING 1.674,75 60,60 3,6% 1,622 

 DURABLE 463,20 37,96 8,2% 1,070 

 HEALTH 797,99 54,54 6,8% 1,122 

 TRANSPORT 565,26 67,14 11,9% 1,759 

 COMMUNICATION 419,88 17,43 4,2% 1,508 

 RECREATION_AND_CULTURE 356,05 72,86 20,5% 1,588 

 EDUCATION 108,28 27,63 25,5% 1,627 

 RESTAURANTS_AND_HOTELS 756,18 52,85 7,0% 1,612 

 OTHER_GOODS_AND_SERVICES 516,52 27,33 5,3% 1,156 

 

 


