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The Additional Costs of Organic Food Products — A Basket of
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Sustainable consumption is an urgent issue regarding the rising global environmen-
tal pressures. Consequently, sustainable consumption is an important matter for
more and more consumers in Germany. But the perception that sustainable con-
sumer goods incur additional costs is a widely mentioned barrier. We have de-
veloped a statistical method based on the Laspeyres price index and the product
descriptions of the Purchasing Power Parities (PPP) in order to examine the addi-
tional costs of organic food products compared to conventional food products.
These costs depend on the households’ expenditure structure, so called weighting
scheme. Based on Engel’s law, we predict a negative correlation between net equiva-
lent income and the additional costs for organic food products. We verify and
quantify this relationship by using income-related weighting schemes. The results
show that organic food products are about 80 % more expensive than conventional
food products. Furthermore, we find that households cannot afford to purchase
solely organic food products without getting into debt when their net equivalent in-
come is below median.

Key words: Sustainable consumption, organic food products, price premiums, additional
costs, price index, income-related (JEL: E21, E31, Q01, Q13, Q56)

1 Introduction

The goals of sustainable development increasingly influence the consumer behavior
of private households. Especially, the avoidance of negative social and environmen-
tal impacts from the production of consumer goods is getting more and more im-
portant, not only with focus on actual or local impacts but also on long-lasting or
global effects (Padilla Bravo, Cordts, Schulze, & Spiller, 2013; Thegersen, 2011). As
a consequence, consumers expect that consumer goods are environmentally and so-
cially superior over all product life cycle stages (Bartels & Onwezen, 2014; Morch
Andersen & Bgker Lund, 2014; Nasir & Karakaya, 2014). At the same time, these
consumer goods should be available at an affordable price.
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One example of this trend towards more sustainable consumption patterns is the
enduring growth of the market for organic food (BOLW, 2014; Stanton & Guion,
2015). The food sector example gives two lessons. First, that in principle more sus-
tainable consumption patterns are possible and second, there is a growing willing-
ness of consumers to act more sustainably. However, the expected price premium of
organic products and the costs of switching to a sustainable lifestyle are seen as im-
portant obstacles by many consumers when purchasing organic food (Lim, Yong, &
Suryadi, 2014; Marian, Chrysochou, Krystallis, & Thegersen, 2014; Moser, 2015;
TNS Infratest, 2011). But, do these price premiums really exist when consumers
purchase organic food? And if they exist which dimension do they have?

In the last years, various price comparisons were conducted in order to find evi-
dence for the existence and the dimension of price premiums of organic food
(Hamm, Aschemann, & Riefer, 2007; Plafimann & Hamm, 2009). However, these
studies did only cover the comparisons of single item prices. The compared prod-
ucts were selected corresponding to their market relevance and referred mainly to
the consumers’ subjective perception of prices and the consumers willingness to
pay for organic food (Rédiger & Hamm, 2015). These price comparisons of single
items are not based on statistical baskets of goods with respective expenditure
weights in the way they are part of price index concepts. So, few single item price
comparisons could lead to biased subjective impressions of high price premiums.
Therefore, price comparisons of single items are not suitable to assess the costs of
purchasing organic food comprehensively.

In order to close this gap, we've developed a method to compare prices of conven-
tional and organic goods which uses the Laspeyres price index (Rinne, 1981).! The
Laspeyres price index weights price differences of basket of goods items by their ex-
penditure share and it is commonly used in price statistics at the national statistics
offices. Hence, a high price difference of a single item with relative low weight has
little influence on the overall index value. In order to differentiate between the dif-
ferent approaches, we call the results of price comparisons of single products “price
premiums” and our weighted results of numerous price premiums (using the meth-
ods of the Laspeyres price index) “additional costs” of organic food products. These
additional costs solely consist of the weighted price premiums of the contained
products. Other costs of lifestyle changes that might occur when switching to or-
ganic food products (e.g. higher transportation costs because the organic retailers
are further afar or higher information costs) are not included in our analysis.

1 The article benefits from the research project “WaPrUmKo - Warenkorbbasierter Preis- und
Umweltwirkungsvergleich von 6kologischem und konventionellem Konsum®. This project was
funded by the German ministry of education and research (FKZ 03FHO011PX2) and is a coop-
eration of the Institute for Industrial Ecology (INEC) at Pforzheim University, the Protestant
Institute of Interdisciplinary Research e.V. (FEST), the bioVista GmbH and the Federal Statis-
tical Office of Germany (DESTATIS).
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Therefore, we stick to the traditional price index concept as it used in the consumer
price index. It is a rather static approach compared to the economic cost-of-living
indices (Pollak, 1981) or econometric demand models (Schréck, 2014) because we
do not examine the consequences of changing consumer preferences over time. In-
stead, we have a closer look at budget constraints and market prices. Nevertheless,
we are aware that individual preferences and actual consumer behavior may differ
considerably from the average weighting scheme of consumer price indices.

Bug, the price index concept enables a differentiated view by using various weight-
ing schemes. Thus, a household’s additional cost for organic food depends mainly
on his individual consumption pattern. Therefore, it will be examined if income-
related differences exist with respect to higher additional costs for organic food
products. According to Engel’s law, it is expected that houscholds with a low in-
come carry a higher burden when consuming in a more sustainable way. Engel’s law
says that the proportion of income spent on food declines with a rising income (En-
gel, 1857). Different studies had shown that Engel’s law is present in Germany
(Held, 2014). In the following, we develop income-related weighting schemes on
the basis of the German Federal Statistical Office’s (DESTATIS) Income and Ex-
penditure Survey for the year 2008 (Einkommens- und Verbrauchsstichprobe 2008,
EVS 2008). This enables us to analyze the additional costs of organic food purchas-
es with respect to household income. Thereby, we examine if households with a low
income can afford to purchase organic food.

In summary, this article deals with the following questions:

What are the additional costs of organic food products compared to conventional
food products for an average German houschold?

How do these costs differ when households are differentiated by their income levels?

Can houscholds, especially those with a low income, afford to purchase organic
food products?

2 Methods

The price comparisons between conventional and organic food products are based
on the concept of Laspeyres price index which is commonly used by national statis-
tical offices (e.g. DESTATIS) to calculate consumer price indices (CPI).


https://doi.org/10.5771/0935-9915-2017-1-6

The Additional Costs of Organic Food Products 9

t
= 5 (5ea00)st = 5 PRs) ()
p;

L,: Laspeyres price index
i=1, ..., N: basket of goods and services representing all private consumption divi-
sions
p;: price of product i at reporting year t
p;: price of product i at base year
s?: expenditure share of product i at base year

PR!: price relative of product i at reporting year t

According to Laspeyres index formula (1), the expenditure structure and thereby
the expenditure shares are fixed to the base year (s?). So, the CPI measures price
level changes for a representative basket of goods and services (i = 1,..., N) over
time by comparing price levels between two points in time (p{ and p, ) The price
comparisons are called price relatives (PRY).

But unlike the CPI, we compare price levels of different product quality attributes

2).
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L,"9: Laspeyres organic price index
i=1, ..., n: basket of goods and services representing food consumption

pi"9: price of organic product i at reporting year t

piT": prlce of conventional product i at reporting year t

ST 1 sY: aggregated expenditures for food (CCO1)

PR]™: organic price relative of product i

We compare prices for conventional (p{*™") and organic food (p{"?) and calculate

organic price relatives (PR{"Y). Thus, whereas the CPI dlstlngulshes between a base
year and a reporting year, we distinguish between conventional (corresponding to
the base year in the CPI) and organic products (corresponding to the reporting year
in the CPI). In this analysis, we conduct price comparisons only for the consump-
tion division “food and non-alcoholic beverages” (Classification of Individual Con-
sumption by Purpose (COICOP); for readability from now on abbreviated as
“food”) Because of that, the representative basket of goods and services reduces
from N (representing all consumption divisions) to n (representing only food con-
sumption). Therefore, the expenditure shares (s} ) for the various food classes are
now expressed in relation to the expenditures for food (¥7_s}) and not total con-
sumption (2).
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Furthermore, we calculate the Laspeyres price index not only for average consump-

tion expenditure shares (s7) but also for expenditures shares of different income
groups ((3); s;"; see STEP 4). Thereby, we calculate income-related organic
Laspeyres price indices ("L °™7

Figure 1: Schematic methodical overview
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Figure 1 shows a schematic overview of the method. It consists of five steps. In the
following section, the individual steps will be explained in detail. First, it will be
explained how we differentiated conventional and organic food products (STEP 1).
The composition of the representative basket of goods is the topic of the following
section (STEP 2). In this section, we also explain how we considered differences in
brand value. This is one of the major challenges of the price comparison. After that,
the data sources of the price survey and the methods for calculating organic price
relatives (PR{™) are presented (STEP 3). Weighting schemes are needed in order
to get from price relatives to price indices (European Communities, IMF, OECD,
UN, & The World Bank, 2009, p. 297). The same holds true for our organic price
comparison. At this stage the income-related aspect is added by calculating income-
related weighting schemes which consist of income-related expenditure shares (s{")
(STEP 4). These income-related weighting schemes make it possible to answer the
research questions whether the additional costs for organic food products differ be-
tween income groups and whether different income groups can afford to purchase
them. Finally, it is explained how the income-related organic price indices were cal-
culated by weighting the price relatives with the income-related weighting schemes

(STEP 5).

STEP 1: Set sustainability criterion

Consumers need sufficient information about the products they purchase in order
to achieve more sustainable consumption patterns. Sustainability labels (or ecola-
bels) help consumers to get this information (Rousseau & Vranken, 2013). They
enable consumers to differentiate between more environmentally and/ or socially
friendly and less environmentally and/ or socially friendly products, so that they can
make an informed purchase decision (Janssen & Hamm, 2014).

In the food sector, the most common known and widespread ecolabel in Germany
is the EU organic farming logo. It contains only environmental criteria.? The specif-
ic criteria are defined in the Council Regulation (EC) No 834/2007. We set the EU
organic farming logo as the minimum sustainability criterion. Furthermore, we had
to set different sustainability criteria for two food classes. By definition, the EU or-
ganic farming logo cannot apply for the food class “wild fish”. The logo of the Ma-
rine Stewardship Council (MSC) was set as the sustainability criterion for this food
class. Finally, the label “bio Mineralwasser was set as the sustainability criterion for
the food class “mineral water”.

2 'The criteria of the EU organic farming logo are identical with the criteria of the German Bio-
Siegel. Further information about the EU farming logo can be found at http://ec.europa.eu/
agriculture/organic/


https://doi.org/10.5771/0935-9915-2017-1-6

12 Benjamin Held, Christian Haubach

STEP 2: Composition of the representative basket of goods

The composition of the basket of goods is crucial for the validity of the price com-
parison. The consumer goods in this basket of goods are representatives for whole

types of goods.

In order to measure only price differences that are caused by the quality aspect of
being organic, it is necessary to have narrow product descriptions. Such narrow
product descriptions already exist for calculating Purchasing Power Parities (PPP)
(Eurostat & OECD, 2012, p. 103). The PPP are designed to compare price levels
between countries. In order to do so, the officially called product descriptions (PDs)
contain a number of specifications, for example defining the brand value, the refer-
ence quantity, the type (e.g. parboiled for rice) and the range of quantity. Some-
times, other additional specifications are defined, for example the exclusion of cook-
ing bags for rice. The PDs of the PPPs are well suited for our purpose because of
their narrow specification. But, instead of comparing prices between two countries
(or two years as in the CPI), we compare prices between the two quality aspects
conventional and organic.

We used the consumer price survey list “Food, drinks and tobacco (E12-1)” of the
Eurostac-:OECD PPP Program as a starting point for our representative basket of
goods (Eurostat, 2012). From that list, all PDs were selected and put into the bas-
ket that are classified as representative for Germany and that belong to the product
group “food and non-alcoholic beverages” (CCO1). This applies to 196 PDs. We
made a few modifications to the PPP-price survey list “food, drinks and tobacco”,
e.g. we added 36 PDs of the brand segment “brandless” (Haubach & Held, 2015).
After these modifications, the representative basket of goods for the consumption
division “food and non-alcoholic beverages” consists of 224 conventional PDs
(PD{"™;i=1, ..., 224). In order to create “organic PDs” (PD{"%; i = 1, ..., 224)
from the conventional PDs of the PPPs, we added the sustainability criterion (mini-
mum sustainability criterion: EU farming logo) as an extra specification. Hence, the
basket of goods contains each of the 224 PDs in a conventional and an organic ver-
sion.?

Considering brand value

The adequate consideration of the differences in brand value is one of the major
challenges when building structured price comparisons. In order to compare only
products with relatively equal brand value, the PPP-method distinguishes between
five brand segments. These were divided into two groups (Eurostat & OECD,
2012, p. 105).The first group is called “brand specific definitions” and contains the
brand segments “single brand” and “multiple brands”. The second group is called

3 An extensive list of all PDs can be found in Appendix B.
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“generic definitions” and contains the brand segments “well-known brands”
(WKB), “brandless” (BL) and “brand not relevant” (BNR).

Tab. 1: Classification of brand segments

Brand SP?CIﬁc defini- Generic definitions
tions
ATAIEIIETS : without a brand
ments single multiple well-known
o brand not rele-
brands brands brandless vant
goods with-
. out a brand services and
specific brand(s) or . . . .
shop chain(s), usually international or | label orwitha | certain types
Refers to : o national brands brand label of goods such
having a wide spread . .
- or shop chains thatis mean- | as fresh food
across countries . .
ingless to con- | and furniture
sumers
Brand value Yes Yes No Not applicable
WaPrUmKo- . value-added entry-level brand not rele-
manufacturers brand . .
brand segments private label | private label vant

We had to make a few adjustments to the PPP-brand classification in order to make
it applicable for the organic price comparison. For this reason, we created our own
brand segments (called WaPrUmKo-brand segments) “manufacturer’s brand®, “val-
ue-added private label”, “Entry-level private label” and “brand not relevant”. This
new segmentation was necessary because in most cases there is no organic product
available of the brands listed in the PDs of the PPP-group “brand specific defini-
tion”. Therefore, we assigned the WaPrUmKo-brand segment “manufacturer’s
brand“ to the PPP-brand segments “single brand” and “multiple brands”. Besides,
we assigned the WaPrUmKo-brand segments “manufacturer’s brand” and “value-
added private label” to the PPP-brand segment WKB. This is in accordance to the
PPP methodology which explicitly includes value-added private labels in the des-
cription of the brand segment WKB.5 We assigned the WaPrUmKo-brand segment
“entry-level private label” to the PPP-brand segment “Brandless”. The segment was
renamed to “entry-level private label” to be consistent with the rest of the
WaPrUmKo-brand segments; the underlying definition is identical with the PPP-
brand segment “brandless”. The brand segment “brand not relevant” was adopted
without changes.

4 The brand segments “value-added private label” (“Mehrwert-Handelsmarke®) and ,entry-level
private label“ (“Preiseinstiegs-Handelsmarke”) are used in accordance to the definition of the

Gesellschaft fiir Konsumforschung (GfK) (GfK, 2013).

5 In the PPP methology, they are called “Shop-own brands with a quality level comparable to
(standard) WKB varieties” (Eurostat, 2012, p. 4f.).
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STEP 3: Calculate price relatives

In order to compute price relatives, we first calculated the average price of each con-
ventional PD as well as each organic PD. The price relatives are calculated by divid-
ing the average price of the organic PDs (P{"Y) by its conventional counterparts
(P{°™). Instead of using prices of single products (p{"?; p{°™") as in equations (1-3)
we use average prices of multiple products (P{"%; P{"") in order to calculate
PRs. This enables us to use various weighting methods at the different levels of price
aggregation.
org

PR;’W=(P" *100) )

conv
Pi

P{": average price of PD{"9P;{""": average price of PD{"""

In the following, we firstly explain what data sources were used to obtain price ob-
servations, before getting to the question how we calculated the average prices for

the PDs (P{"Y; Pf""").
Data sources

e use ree data sources to obtain price observations:
W d three dat to obt b t

Data source (1): Price Survey data from the PPP

Fortunately, we were able to use the already existing price survey data of the PPPs
for the conventional PDs. The price survey for the survey list “Food, drinks and
tobacco (E12-1)” was carried out by DESTATIS in the first half of 2012. The aver-
age prices were adjusted for prices to the year 2012 and were used for all conven-
tional PDs of the brand segments “manufacturer’s brand®, “value-added private la-
bel” and “brand not relevant”.

Data source (2): Retail panel of bioVista GmbH

The bioVista retail panel contains over 400 organic retailers in Germany. The par-
ticipating retailers provide bioVista with their point-of-sale cash register data. We
matched the organic products of the bioVista-database with the organic PDs.
Through a database query the sales quantity, the volume of sales, the average price
and the coefficient of variation of the selected products were retrieved for the year
2012. The coefficient of variation serves as a validation instrument in order to en-
hance data quality. Organic products with an average price exhibiting a higher coet-
ficient of variation than 20 % were reviewed. A coefficient of variation of 40 % was
set as an upper limit. This method of validation is based on the methodology of the
PPPs (Eurostat & OECD, 2012, p. 105). The validated average prices were used for

6 We would like to thank DESTATIS, especially Daniel Seeger, Florian Burg and Olaf Bayer, for

their support during this process.


https://doi.org/10.5771/0935-9915-2017-1-6

The Additional Costs of Organic Food Products 15

the brand segments “manufacturer’s brand®, “value-added private label” and “brand
not relevant”.

Data source (3): Own price surveys (on-site/Internet)

Besides these two secondary data sources, we conducted own price surveys. The sur-
vey period was from November 2013 to March 2014. The goal was to cover the
most important conventional retailers by market share in Germany (e.g. Rewe, Ede-
ka, Real, Lidl, Aldi). Own price observations were conducted for all organic PDs.
Price observations were also conducted for the conventional PDs in the brand seg-
ments “brandless“ and “entry-level private label” respectively. This was necessary be-
cause in this brand segment we created 36 new PDs. For these PDs, there were no
conventional average prices from the PPP price survey available.

Calculating average prices

The three different data sources made it necessary to develop two different methods
for calculating the average prices for the 224 PDs. They are depicted in Figure 2 in
a schematic way and will now be explained.

Method (A): Brand segments “manufacturer’s brand®, “value-added private label”
and “brand not relevant” (165 PDs)

The average prices of the PPP-price survey are used without changes for the 165
conventional PDs of the brand segments “manufacturer’s brand*, “value-added pri-
vate label” and “brand not relevant” ((5); data source (1)). Further information con-
cerning their calculation can be found in the Eurostat--OECD-PPP-Manual (Euro-
stat & OECD, 2012, p. 235-259).

P;onv — Piconv.PPP (5)

Pso-PPP. ayerage price of PDS™ from PPP-price survey (data source (1))

The average prices of the 165 organic PDs of the brand segments “manufacturer’s
ge p g 2

brand®, “value-added private label” and “brand not relevant” are divided into two

retailer segments: “organic retailers” (PD{™?'"*") and “conventional retailers”

(PD{™9°"*"). The average prices of the organic PDs (P{"Y) are computed by calcu-

lating the average of the respective averages prices of these two retailer segments
g V g . p ges p g

((6); P97, P "*"). This equals a weighting factor of 50 % for each retailer

Segment.
org _ 1 porg.ret, 1 pconv.ret
P =3P x5 P (6)

P9 ret, average price of PD{"Y from retailer segment “organic retailers”

.ret . . . .
P " average price of PD{"? from retailer segment “conventional retailers”

The bioVista-database (data source (2)) is used for calculating the average prices of
the organic PDs for the retailer segment “organic retailers” (7). The average price on
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the PD-level of the retailer segment organic retailers (P{™"*") consists of the aver-
age prices of the products that were assigned to the respective PDt from the bio-
Vista-database (P} 9 "*"). They are weighted by their sales share (———|. By using
this weighting procedure, we are able to calculate an average pricé i represents
the actual consumption behavior of consumers of organic food products from or-
ganic retailers.

t
Porg ret _ Zk -~ 1Porg rety k (7)

m
=1tk

P{79°7¢t: average price of product k from bioVista-database (data source (2))

t;.: share of sales of product k from bioVista-database (data source (2))

Y= 1 ty: aggregated shares of sales of products k=1,...,m from bioVista-database
(data source (2))
The average price of a product of the bioVista-database (Py"?""") is computed by
calculating the arithmetic mean of all price observations of the product (p2™? ")
(8). The price observations of one single product amount to up to 245,255. We as-
signed about 1,800 products from the bioVista-database to the organic PDs.
Hence, about 11 products were assigned to each of the 165 PDs on average. Each
average price of a product of the bioVista-database relies on about 5,000 price ob-
servations. So, the total sum of price observations that we used from the bioVista-
database adds up t0 9.5 million.
Pirg.ret 1 Ze _ 1purg ret (8)

7'

97 price observations for Py"? ™" from bioVista-database (data source (2))

The price observations of the second retailer segment conventional retailers
(P{™7*") were gained through own price surveys (data source (3)). They are re-
sponsible for the other 50 % of the average price of organic PDs (see (6)) and are
computed by calculating the arithmetic mean of all assigned price observations

(p)cconv ret) (9)
Pconv ret Pconv ret _ 1 Zf _ 1pjccunv ret (9)

.ret . . .ret .
" price observations for P{”"""*" from own price surveys (data source (3))

In total, we collected and used 665 price observations for the retailer segment “con-
ventional retailers”. This equals to an average of 4 price observations per PD in this
segment. This is much less than for the organic retailers. But at the same time the
product diversity is much lower in the conventional than in the organic retailers
segment. Therefore, fewer price observations are needed in order to get representa-
tive results. Once more, we used the coeflicient of variation for data validation; with
the already mentioned limits of 20 % (causing a review of the data) and an absolute
limit of 40 % (causing data exclusion). We adjusted these price observations via the


https://doi.org/10.5771/0935-9915-2017-1-6

18 Benjamin Held, Christian Haubach

CPI to the year 2012 because own price observations were carried out from
November 2013 to March 2014.

Method (B): Brand segment “entry-level private label” (59 PDs)

The average prices of the 59 PDs of the brand segment “entry-level private label”
were calculated using price observations from own price survey data (data source
(3)).We computed the average prices of the PDs by calculating the arithmetic
means of the assigned price observations, for both the organic PDs (P{™?) (10) as
well as the conventional PDs (P{°*) (11). Furthermore, we collected and used 183
price observations for the organic PDs of this brand segment. This equals to an av-
erage of about 3 price observations per organic PD in this brand segment. Finally,
we collected and used 281 price observations for the conventional PDs. This equals
to an average of about 5 price observations per conventional PD in this brand seg-
ment. The relative low number of price observations per PD is suflicient because
the product and price variation is very low in this brand segment. This is confirmed
by the coeflicient of variation. The average prices were validated according to the
already explained method. The coeflicient of variation amounted to 3 % on average.

Py =1%0_pT (10)

p, 9= price observations for P;"? from own price surveys (data source (3))
conv _ 1 pu conv
P =2 Yho1Ph 11)
conv

pi"" = price observations for P;{”" from own price surveys (data source (3))

STEP 4: Calculate weighting schemes

Income-related weighting schemes of the expenditure structure of households are
needed in order to get from the 224 PRsto income-related organic price indices.
These income-related weighting schemes consist of income-related expenditures
shares (s") of the respective food classes the PRs represent. For our analysis, we
also needed to know the expenditure share of the food division on total consump-
tion. Because of that (and for future analyses beyond food products), we did not
only calculate the expenditure shares of food classes (i=1,...,n) but the expenditure

shares of all consumption classes (i =1, ..., N).

inc
i exp;
st = L (12)

ST
withinc=0,1, ..., 10

exp;"‘= income-related expenditures for consumption class i

In order to categorize households according to their financial capabilities, we calcu-
lated and used the net equivalent income. It is calculated by dividing the net house-
hold income by an equivalence factor. This equivalence factor takes the households’
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individual circumstances into account. It considers economies of scale occurring in
multi-person households and differences of personal needs with regard to the age of
the household members. We used the commonly used OECD-modified equiva-
lence scale for calculating the equivalence factor. This scale assigns a value of 1 to
the household head, of 0.5 to each additional adult member (>= 14 years) and of
0.3 to each child (< 14 years) and was first proposed by Haagenars et al. (1994). We
classified the households, or to be more precise the members of the households, into
deciles based on their net equivalent income and calculated the expenditure shares

(weighting schemes) for each decile (inc = 1,.., 10) as well as for the average (inc =
0).

The data sources for calculating these income-related weighting schemes are the of-
ficial weighting scheme of the CPI of the year 2010 (CPI-weighting scheme 2010)
and the Income and Expenditure Survey of the year 2008 (EVS 2008).

The CPI-weighting scheme is calculated by the DESTATIS every five years. It re-
flects the consumption patterns in Germany and contains the expenditure shares of
578 types of goods of overall private consumption. It is classified according to the
Classification of Individual Consumption by Purpose (COICOP). DESTATIS pro-
vided us with the CPI-weighting scheme on the highest available level of detail (10-
digits-level) for the year 2010.

We analyzed the EVS 2008 in order to get income-related expenditure shares
(Statistisches Bundesamt, 2013a, p. 10).Therefore, the scientific-use-files were pro-
vided on request by the Research Data Centres (FDZ) of the Federal Statistical Of-
fice and the statistical offices of the Linder.” The EVS 2008 is used by DESTATIS
as the main source for calculating the CPI-weighting scheme. For this reason, it is
well suited for calculating income-related weighting schemes.

The EVS 2008 splits the private consumption expenditures into 363 expenditure
positions. It is classified according to the “Systematik der Einnahmen und Aus-
gaben der privaten Haushalte® of the year 1998 (SEA98) (Statistisches Bundesam,
1998). We calculated the arithmetic means of each of the 363 expenditure positions
of the EVS 2008 for each net equivalent income decile and the average. In order to
use both sources (CPI-weighting scheme 2010 und EVS 2008) and thereby create
income-related weighting schemes that are as detailed as possible, it was necessary
to create a correspondence table of the two classifications. In this correspondence
table the 363 SEA98 positions of the EVS 2008 are matched with the 578
COICOP-positions of the CPI-weighting scheme (see Appendix A). They are iden-
tical up to the 4-digits-level; but below this level there are differences.

7 FDZ der Statistischen Amter des Bundes und der Linder, Einkommens- und Verbrauchsstich-
probe, 2008.
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By analyzing the EVS 2008 and using the correspondence table, we calculated
weighting schemes for each net equivalent income decile as well as for the average
German consumer on the COICOP-10-digits-level (N = 578).

In order to combine the 224 PRswith these income-related weighting schemes, it
was necessary to create a second correspondence table (see Appendix B). This time
it relates the PRs of the representative basket to the COICOP-positions of the in-
come-related weighting schemes.

The PRs are classified according to the PPP-classification. As already mentioned, the
income-related weighting schemes are classified according to the COICOP. The rel-
evant consumption division “food and non-alcoholic beverages” (CCO01) is repre-
sented on the 10-digits-level by 149 positions (Statistisches Bundesamt, 2013b). An
official correspondence table between these two classifications is only available up to
the COICOP-4-digits-level (Eurostat & OECD, 2012, p. 313f.). Because of that,
we had to create our own correspondence table for the COICOP-10-digits-level.
Hence, three cases can be differentiated in the correspondence table:

1) One PPP-position was matched to one COICOP-position (35 cases):

In these cases, no adjustments concerning the weighting factors had to be
made.

2)  Muldiple PPP-positions were matched to one COICOP-Position (71 cases):

In these cases, the weighting factor of the COICOP-position was divided
through the number of matched PPP-positions and to each of these PPP-pos-
itions the resulting weighting factor was assigned.

3)  There was no matching PPP-position for a COICOP-position (43 cases):

In these cases, the weights of the non-matched COICOP-positions were
added to the matched COICOP-positions according to their classification on
the 4-digits-level and in relation to the individual weights of the matched
COICOP-positions.

STEP 5: Calculate organic price indices

After calculating the PRs (STEP 3) and the income-related expenditure shares and
weighting schemes (STEP 4), we are now able to calculate income-related organic
price indices using equation (3).

inc

incy org __ n org Si
L == Y _1PR/*—

4 Yi=1S

with inc= 0, 1,..., 10

z:nc (3)

L

The organic price indices of equation (3) only concern the consumption division
“food and non-alcoholic beverages” (CCO1; i = 1,..., n). In order to calculate the
additional costs of organic food products in relation to overall private consumption
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. i all/org .. . . ...
expenditures ("L ), it is necessary to include all consumption divisions

(CCO01-12; i = 1,...p, N). Therefore, we expand equation (3) from n to N and refer
the expenditure shares not to food expenditures anymore but to overall consump-
tion expenditures (13).

conv
i

incy O p?rg inc or, inc
L, ’= Zy:l(p_*loo)si = Y- 1PR{xs (13)

with inc=0, 1,..., 10
The PRsof all consumption divisions (CC02-12) other than food (CCO01) equal

100 because we do not consider behavioral changes in other consumption divisions
in this analysis.

3 Results

Firstly, we present the results of the income-related weighting schemes. Secondly,
we consider the costs of purchasing organic food products. Thirdly, the results of
the price comparisons are presented. Finally, we discuss if (low-income) households
are able to afford purchase organic food products. Therefore, we compare the addi-
tional costs of organic products with the saving rates. The field of analysis is the
consumption division “food and non-alcoholic beverages” as defined by the
COICOP (abbreviated as “food”). We choose the COICOP-4-digits (classes) level
as the lowest level of analysis. The houscholds are divided in deciles by their net
equivalent income (abbreviated as “income deciles”).

31 Income-related weighting schemes

Table 2 shows the income-related weighting schemes of the consumption division
“food and non-alcoholic beverages”, which were calculated on the basis of the EVS
2008. The results are representative for Germany in the year 2008. Apart from the
last three rows, all depicted expenditure shares are relative to food expenditures on
the COICOP-4-digits-level. We found that the expenditure structures do not differ
very much between income deciles. Over all income deciles, the food class “Meat”
constitutes the biggest expenditure share with about 20 % and the class “Oils and
fats” the smallest expenditure share with about 2.5 % of food expenditures. We
identified a relationship between expenditure shares and income deciles only for the
classes “Fish” and “Oils and Fats”. Furthermore, we found a positive correlation for
the class “Fish”. The expenditure shares of the first income decile amounts to 2.8 %
and the proportion increases almost monotonously over the income deciles to
3.8 % in the tenth income decile. Contrastingly, we found a negative correlation for
the class “Oils and Fats”. Here, the expenditure share decreases monotonously over
the income deciles from 2.8 % in the first income decile to 2.2 % in the tenth in-
come decile. Other than that, we found no clear correlations between expenditure
shares for food relative to food expenditures and income deciles.


https://doi.org/10.5771/0935-9915-2017-1-6

22 Benjamin Held, Christian Haubach

Tab. 2: Expenditure structures of “food and non-alcoholic beverages” (% of “food and non-
alcoholic beverages”, COICOP-4-digits, EVS 2008, own computations)

Decile (% of expenditures for CCOT1)

CODE NAME (0}
1 2 3 4 5 6 7 8 9 | 10
ccom Bread and cereals 16,1 | 16,4 (16,3 | 16,0 (16,6 [ 16,2 | 16,7 [ 16,6 | 16,9 | 16,3 | 16,4
CCOM2 | Meat 18,8 120,2(193 (20,2| 20,1 | 20,7 | 20,8 | 20,5|18,9 [ 19,5 [ 19,9
ccons Fish 28 128129 |31(30]32|33(34]34]38]32
CCOM4 [ Milk, cheese and eggs 15,4 (14,8 [ 150 | 14,4 | 14,7 | 150 | 14,8 | 151 | 150 | 15,0 | 14,9
CCoM5 | Qils and fats 28 | 27 | 27 |24 25|24 |23 (2322|2224
CCOoM6 | Fruit 84|81 |185(83(82|82(83|82|91(92]385
CCON7 | Vegetables 15 (104107106102 |10,4|10,2 10,2 |10,4| 107 | 10,5
CCO118  [Sugar, jam, honey, confectionery | 6,7 | 71 | 76 | 78 | 74 | 71 | 70 | 72 | 73 | 69 | 72
CCOM9 | Food products n.e.c. 44 (43 (4441139 (38(36]39(40]40]40
CCO0121 | Coffee, tea and cocoa 46 (441424039 |40(40]38 |38 41| 4]

Mineral waters, soft drinks,

CC0122 juices 86(89(83[90]|95[90|89|90(90]384]389

cco1 :‘;Z‘:a"d"°"'a'c°h°"°be"e" 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100

Food and non-alcoholic bever-
Cco1 ages (% of consumption expen- | 152 | 137 |125| 1,9 | 1,5 | 1,0 [105|99 | 91 | 7.6 | 107
ditures)

Food and non-alcoholic bever-
Cco1 ages (% of net household in- 173 (13,6 (12,0 [109(10,0| 93 | 85| 75 | 65| 45 | 8,4
come)

Things look different when we change to the COICOP-2-digits-level and look at
the expenditure share for food relative to the overall consumption expenditures
(Tab. 2, second-to-last row). As predicted by Engel’s law, we found a strong nega-
tive correlation between the expenditure shares for food relative to the overall con-
sumption expenditures and the income deciles. The maximum of the expenditure
share for food is at 15.2 % in the first income decile. It decreases strictly monotoni-
cally over the income deciles and it amounts to 7.6 % in the tenth income decile.
So relative to the consumption expenditures, the tenth decile spends only half as
much for food as the first decile.3 On average, the expenditure share for food
amounts to 10.7 %.

This negative correlation grows even stronger when we take the net household in-
come as a basis instead of the consumption expenditures (Tab. 2, last row). In this
case, the food expenditure share of the first income decile amounts to 17.3 % and it
decreases strictly monotonically to 4.5 % in the tenth income decile. Hence, the

8 This does not mean that the first decile spends more for food than the tenth decile in absolute
terms. The analysis rather shows a positive correlation between expenditures for food and in-
come decile. The first decile spends 100 Euro/person/month, the tenth decile 151 Euro/
person/month.
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first decile spends roughly 3.5-times as much for food as the tenth decile in relation
to the net household income.

To summarize the results of the income-related weighting schemes, we found that
the expenditure structure within the food division does not differ very much be-
tween income deciles but there is a strong negative correlation between the expendi-
ture share for food relative to consumption expenditures and an even stronger one
relative to net household incomes.

3.2 Income-related organic price indices

In the following section, we will have a closer look upon the effects on the addi-
tional costs of organic food products resulting for different income-related weight-
ing schemes.

Tab. 3: Organic price indices for “food and non-alcoholic beverages” (COICOP-4-digits, own
computations)

CODE NAME PR Deciles (4}
1 2|3 (4|5|6|7|8([9](1

CCON1 |Bread and cereals 32 | 157 | 156 | 159 | 156 | 157 | 159 | 157 | 155 | 158 [ 156 | 156
CCOoM2 |Meat 29 (195197 | 195 (196|196 193|193 [ 195|194 194|195
CCOM3 |Fish 14 12342271228 (219 | 221|221 221|217 | 218 | 211 | 220
CCOM4 | Milk, cheese and eggs 38 | 147 | 147 (147 | 147 | 147 | 146 | 147 | 147 | 147 | 147 | 147
CCOoM5 | Oils and fats 8 | 184 (181|177 [ 178 | 177 [ 178 | 175 | 176 | 171 | 170 [ 176
CCOM6 | Fruit 15 (160|162 | 162 | 158 | 163 [ 160|160 [ 159 | 159 [ 162 | 161
CCOM7 |Vegetables 34 | 182|179 (180|180 | 181|178 [ 178 | 178 | 180 | 179 | 179
CCOM8 |Sugar, jam, honey, confectionery 19 | 255 252|253 | 245|254 | 251 | 250 | 251 [ 249 | 246 | 250
CCO119 | Food products n.e.c. 16 |190 (176 | 184|184 (184182 | 182|187 (186 | 188 | 184
CC0121 | Coffee, tea and cocoa 7 |140|142 (143|138 (140|138 | 138 | 137 [ 136 | 135 | 139
CCO122 | Mineral waters, soft drinks, juices 12 | 238 237(236 (238238236238 (236 |235|230|236
CCO1 | Food and non-alcoholic beverages 224 (183|183 (183 | 183 (184 | 182 | 182 | 182 | 182 | 180 | 182
CC99 | CPI-organic food - T3 (111|110 | 110 | 110 {109 | 109 | 108 | 108 | 106 | 109

Table 3 shows the income-related organic price indices on the COICOP-4-digits-
level for the consumption division “food and non-alcoholic beverages”. These re-
sults were calculated by weighting the price relatives between organic and conven-
tional products from the representative basket of goods with the income-related
weighting schemes presented above. In the third column (“PR”) the number of un-
derlying price relatives is depicted for each food class. For example, the organic
price index of the food class “bread and cereals” (CC0111) is based on 32 price rela-
tives. Each of them were weighted according to the weights given in the income-
related weighting schemes. Overall, the price index for the consumption division
“food and non-alcoholic beverages” is based on 224 PRs.
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First, we take a look at the organic price indices for an average household in Ger-
many. It amounts to 182. This means that the average German household has to
pay 82 % more than before for food, if he purchases organic instead of convention-
al food products. Looking at the COICOP-4-digits-level, we found considerable
differences between food classes. We found the biggest additional costs for organic
food product in the food class “Sugar, jam, honey, confectionery”. It amounts to
150% (organic price index CC0118: 250). We found the smallest price difference
with 39 % in the food class “Coflee, tea and cocoa” (organic price index CC0121:
139). The organic price index of “Meat” amounts to 195, thus on average organic
meat costs nearly twice as much as conventional meat. For the food class “Milk,
cheese and eggs” the organic price index amounts to 147, thus in this food class an
average German houschold would have to additionally pay about half as much
more as before.

From an income-related perspective, we found only minor differences between or-
ganic price indices when only looking exclusively at the expenditure structure for
food (COICOP-4-digits level). This is as expected, since we also found only minor
differences at this analysis-level in the income-related weighting schemes. As with
the income-related weighting schemes, correlations between organic price index and
income decile could only be found to some degree for the food classes “Fish” and
“Oils and Fats”. They are both negative this time. The organic price index of “Fish”
of the first income decile amounts to 234 and falls to only 211 in the tenth decile.
Furthermore, the organic price index of the first income decile amounts to 184 for
the class “Oils and Fats”. It then decreases to 170 in the tenth income decile. Other
than that, we found no consistent correlations between organic price indices and
income deciles at COICOP-4-digits-level. Because of that, the organic price index
for “food and non-alcoholic beverages” does not differ very much between income
deciles. The maximum can be observed in the fifth decile with an organic price in-
dex of 184, the minimum with 180 in the tenth decile. In the first decile the organ-
ic price index amounts to 183. We found no clear correlation between the height of
the organic food price indices and income deciles.

Indeed, there are changes when we look at the additional costs in relation to the
consumption expenditures. In this case, we find a strong negative correlation be-
tween organic price indices, the so called “CPl-organic food”, and income deciles.
This is as expected because of the similar findings for the income-related weighting
schemes. The CPl-organic food amounts to 113 in the first decile. Then it falls
strictly monotonically to 106 in the tenth decile. This means that buying organic
instead of conventional food products would cause on average a 13 % rise of private
consumption expenditures for the first income decile. This is more than twice as
much as houscholds from the tenth decile would have to pay (6 %). On average the
additional costs for purchasing organic food products amount to 9 % of consump-
tion expenditures.
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3.3 Can households afford to buy organic products?

Tab. 4: Costs of organic food products and savings rates (% of net household income, EVS
2008, own computations)

Deciles (% of net household income)
Costs/Savings rate (1)
1 2 3 4 5 6 7 8 9 10

Costs of purchasing solely organic food
products

Savings rate 10 | -3 0 2 5 8 9 12 15 25 n

14 n 10 9 8 8 7 6 5 4 7

Remaining savings rate

(savings rate — Costs) 24 | 14 | 10 | 7 -3 0 2 6 10 21 4

Finally, we consider the question, whether houscholds, especially low-income
households, would be able to afford to purchase organic food products. Therefore,
we compared the additional costs for organic food products with the saving rates.
Both variables are expressed in relation to the net household income and are depict-

ed in Tab. 4.

When set in relation to the net household income, the costs of purchasing organic
food products show an even stronger negative correlation than when set in relation
to the consumption expenditures (as is done for the CPI-organic food). The first
income decile would have to spend additionally 14 % of its net household income
to purchase organic food products. The share then decreases strictly monotonically
to only 4% in the tenth decile. So, the share is 3.5-times greater for the first decile
than for the tenth income decile. On average, the share amounts to 7 % of net
household income.

We calculated income-related savings rates on the basis of the EVS 2008-data by
dividing the savings by the net household income.? The results are shown in Table
4. In accordance with many other studies, we found a strong positive correlation
between savings rate and income decile (Alvarez-Cuadrado & Vilalta, 2012; Dynan,
Skinner, & Zeldes, 2004). The savings rate is negative in the first (-10 %) and the
second decile (-3 %) which means that they get into debt. It is equal to zero in the
third decile. After that, it increases strictly monotonically from 2 % in the fourth
decile to 25 % in the tenth decile. On average, the savings rate amounts to 11 % of
net household income.

In order to answer the question whether the households are able to afford to buy
organic food products, we subtracted the additional costs of organic food products
from the savings rates. Our results show that the lower 50 % could not afford to
buy organic food products without getting (further) into debt (see Table 4). For

9 The savings are calculated in accordance to the classification of DESTATIS (Statistisches Bun-
desamt, 2010). The calculation method of the savings rate diverges from the official calculation
method of DESTATIS in one point, DESTATIS uses the “disposable income” as a basis. We
used the net household income for consistency reasons.
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these lower 50 % (income deciles 1.-5.) the additional costs for organic products ex-
ceed the savings rate. So, consumers of lower income deciles cannot afford to pur-
chase organic food products without shifting expenditure shares. In contrast, the
upper 50 % could afford to buy organic food products without getting into debt
and without shifting their expenditure shares. But, the needed share of the savings
rate differs a lot. The sixth income decile would need to spend their whole savings
(8 %/8 %) in order to buy organic food products. The eighth income decile would
have to spend half of its savings (6 %/12 %), the ninth decile one third (5 %/15 %)
and the tenth decile roughly one sixth (4 %/25 %). This matches with research by
Denver et al. (2012) if we assume that the higher income deciles spend a part of
their savings on organic food products. They have shown that high organic con-
sumption is mainly found among the more well-situated households in urban areas.

3.4 Summary of results

By summarizing our main results, we can answer the posed research question as fol-
lows:

What are the additional costs of organic food products compared to conven-
tional food products for an average German household?

An average German household bears additional costs at the rate of 82 % of the food
expenditures when purchasing solely organic food products. This corresponds to ad-
ditional costs of 7 % of net household income in relation to the net household in-
come.

How do these costs differ when households are differentiated by their income
levels?

The additional costs in relation to the food expenditures do not differ considerably
between net equivalent income deciles. This is caused by relatively equal food ex-
penditure structures over the net equivalent income deciles. But the picture changes
when the additional costs are set in relation to the net household income. Our re-
sults show, in accordance with Engel’s law, a strong negative correlation between
the food expenditure shares and the net equivalent income deciles. The food expen-
ditures amount to 17.3 % in the first and then strictly monotonically decrease to
only 4.5 % in the tenth decile. Because of that the additional costs in relation the
household net income are 3.5-times higher for the first decile compared to the
tenth decile. They amount to 14 % in the first decile and then strictly monotonical-
ly decrease to only 4 % in the tenth decile.

Can households, especially those of low-income, afford to purchase solely or-
ganic food products?

We found that the lower 50% of German households, grouped by their net equiva-
lent income, would not be able to purchase solely organic food products without
getting into debt. In the sixth decile the savings rate equals the additional costs. In
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the tenth decile about one sixth of the savings rate (4%/25%) would have to be
spent to purchase solely organic food products.

4 Discussion

4. Limitations
Before we will discuss the results, we have to point out to some limiting factors.

Firstly, income-related additional costs are only income-related with respect to the
income deduced weighting scheme. Thereby, it is neglected for practical reasons
that differences in the selection of store types maybe exist between the income cat-
egories. In order to estimate the effect of this omission, we analyzed the additional
costs with respect to brand segments (Haubach & Held, 2015). As a result, the ad-
ditional costs are higher the lesser the brand value. For example, the additional costs
amounts to 148 % in the lowest brand segment “brandless”, 58 % in the segment
“well-known brands” and 45 % in the highest brand segment “specified brands”.
Specific weighting factors were not used in this study. Thus, all brand segments were
weighted equally. Therefore, income-related calculations with respect to the impact
on the additional costs were not possible. It is assumed that the share of consumer
goods with higher brand values rises when income rises, too. This is a rough but
plausible assumption if one regards the higher prices of goods. Considering this as-
sumption, it is obvious that the negative relationship between additional costs for
organic food on one side and income on the other side will strengthen further.

Secondly, the cut off criteria for participation in EVS is a household net income of
18,000 Euro (Statistisches Bundesamt, 2013a, p. 9). Thus, households with a high-
er net income are not represented in EVS because of this household type’s meagre
participation in voluntary surveys.

Thirdly, the survey method and price data collection shows differences in some
points between the introduced price comparison and the usual approach for PPP.
For example, the bioVista-database contains special offers which are excluded from
PPP. Moreover, there are deviations in the brand differentiation between the PPP
and our own price surveys. This might lead to different shares of manufacturer’s
brands and value added private labels within the segment “well-known brand” and
thus to divergent average brand values.

Finally, it has to be emphasized that the weighting factors of the consumption pat-
tern remained unchanged in our calculations. The replacement of conventional
goods by organic goods was the only thing we have changed. Further personal be-
havioral change was not considered so far.

4.2 Implications

The research confirms that there are considerable price premiums for organic food
products. Therefore, the change of the personal lifestyle towards a more sustainable
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consumption pattern leads to additional costs which pose difficulties to a further
broadening of sustainable consumption. It is important to cut these additional costs
because they amount to about 80 % of food expenditures which is far above the ex-
isting willingness to pay for organic food. As mentioned in the literature, acceptable
levels of the price premium are in the range of 10 to 20 % (Plaflmann & Hamm,
2009, p. 2; Rodiger & Hamm, 2015). Thus, price is the main reason for not buying
organic (Buder, Feldmann, & Hamm, 2014; Moser, 2015; TNS Infratest, 2011).
Especially, consumers who rarely purchase organic products are very price sensitive
(Schrock, 2014). But this group is crucial when it comes to the mainstreaming of
sustainable consumption.

We showed in another publication (Haubach & Held, 2015) that the acceptance of
lower brand values (e.g. buying organic products of entry-level private labels instead
of conventional products of manufacturer's brands) leads to considerably fewer ad-
ditional costs. This is a comparably small change in consumer behavior which can
be done without changing purchase weights or non-consumption. Indeed, the avail-
ability of organic food in a discount store is very likely to lead to follow-up purchas-
es (Gottschalk & Leistner, 2013).

Further possibilities of reducing additional costs come along with dietary changes.
These changes are also important in order to promote sustainable and healthier eat-
ing habits because the mere replacement of conventional with organic products in
the statistical basket of goods is far away from being sustainable (Heerwagen,
Morch Andersen, Christensen, & Sandee, 2014). Especially, a reduction of meat
consumption bears vast potential (Dagevos & Voordouw, 2013; Masset, Soler,
Vieux, & Darmon, 2014; Reisch, Eberle, & Lorek, 2013). On the one side, the ad-
ditional costs of organic meat consumption are comparably high with an average of
95 %. On the other side, our analysis of the EVS 2008 shows, that meat is with an
average price of 0.48 Euro per 100 large calories an expensive food item compared
to the 0.17 Euro of the whole food sector.

Furthermore, additional costs can be reduced by avoiding food waste. This leads to
a simultaneous reduction of costs and environmental impacts even if one purchases
conventional products only (Eriksson, Strid, & Hansson, 2014; Farr-Wharton,
Foth, & Choi, 2014; Graham-Rowe, Jessop, & Sparks, 2014). Moreover, costs can
be cut by purchasing seasonal products in season (Brooks, Foster, Holmes, & Wilt-
shire, 2011; Ro6s & Karlsson, 2013). All these behavioral changes should be exam-
ined in detail by further research.

There are possible economic measures in order to mitigate the additional costs of
organic food products apart from behavioral changes. For example, the introduc-
tion of internalization instruments could be helpful to cover the external costs of
conventional farming and get the “true” price right. Schrader et al. (2013) showed
that the Austrian agricultural sector causes external costs at a height of 1.3 billion
Euro. They estimate that at least one third of these costs could be saved by switch-
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ing to organic farming. Another possible economic measure is to evaluate and re-
structure farming subsidies in order to strengthen organic farming and thereby close
the price difference between conventional and organic products. Even tax measures
are possible, e.g. a reduced value added tax tariff for organic food. The distribution-
al effects of such measures are somewhat unclear: High income households current-
ly purchase more organic food products (Denver et al., 2012) but, as we showed,
low income households have to spend a larger share of their income for food prod-
ucts.

Finally, the additional costs of organic food should be reduced as the market ma-
tures with scaling up and increasing learning curves (Koos, 2011) while keeping the
higher quality standards of organic production systems. As mentioned before, the
turnover of organic food increased significantly in Germany in the last years. It al-
most quadruples from 2000 to 2014 (BOLW, 2015, p. 15). Lower consumer prices
might be realized if growth continues to hold on and further professionalization of
manufacturers can be realized with scaling up effects (Anisimova & Sultan, 2014).
But one has to bear in mind that only significant price changes have an impact on
the decision of buying organic rather than conventional products (Monier, Hassan,
Nichele, & Simioni, 2009).

The introduced price index concept is capable to analyze the further development
of the additional costs of organic food. It would give consumers, manufacturers, re-
tailers and politicians a tool to assess the development of sustainable consumption.
In this article, we have shown that the income-related analysis reveals not only the
environmental dimension of sustainable consumption but also the social dimen-
sion: Low income-households spend a greater share of their consumption expendi-
tures for food. Hence, they have to invest a much higher share of their net house-
hold income than high-income households in order to buy organic products. There-
fore, the reduction of additional costs of organic food is an important step towards
the mainstreaming of sustainable consumption and could be seen as a policy goal
towards a sustainable development, for both environmental as well as social reasons.
Otherwise many poorer households could not afford to purchase (solely) organic
food products regardless of their individual preferences. In this respect, sustainable
consumption should be an option for everyone and it should not be a luxury ex-
travaganza of social distinction for the rich.
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Appendix A: Correspondence table SEA 98 > COICOP-CPI

EVS COICOP-CPI

Code Name Code Name

mno Reis CCO111110100 Reis

11120 Reiszubereitungen CCO111110100 Reis

1210 Brotu. a. Backwaren aus Brotteig | 111517500 Toastbrot
ohne nahere Bezeichnung

mzn WeiRbrot CCO111211100 WeiRbrot
Roggen- u. Mischbrot (ohne Schrot- .

mM212 und Vollkornbrot) CCO111212100 Roggenbrot oder Mischbrot

m23 Schrot- und Vollkornbrot (einschl- | 41113200 | Kgrmerbrot oder Vollkornbrot
Pumpernickel)

111215 Knackebrot CCO111215100 Knackebrot

ma Kieingeback aus Brotteig (ohne CCOTM217100 Frische Brotchen
Dauerbackwaren)

ma7 Kleingebick aus Brotteig (ohne CCOTMT217200 Brotchen zum Fertigbacken
Dauerbackwaren)

m219 AndAere Backwaren aus Brotteig, z.B. CCOTN229000 Salzstangen oder andere Dauerback-
Paniermehl, Oblaten, Backerbsen waren

ma21 Zwieback CCO111221100 Zwieback

m22s Hart-und Weichkekse (auchmit 1 ccoppppo5100 | Kekse
Schokoladeniiberzug)

m229 Leb- und Honigkuchen ccomazgooo | 317stangen oder andere Dauerback:

waren

11310 Teigwaren, z.B. Spaghetti, Nudeln CC01M310100 Nudeln
Konservenfertiggerichte, in . .

ms21 Verbindung mit Teigwaren CC0o1M321100 Nudelfertiggericht

m322 Andere Zubereitungen mit Teig- CCOTM1321100 Nudelfertiggericht
waren, z.B. Nudelsalat

111410 Tortenbdden CCO111410100 Tortenboden

111431 Kuchen und Torten gefroren CCO111431100 Kuchen oder Torte, tiefgefroren

431 Kuchen und Torten frisch (auchin | (111433350 | kuchen oder Torte, frisch
Dosen)

439 Kuchen, Torten ohne Unterteilung | 111431100 Kuchen oder Torte, tiefgefroren
frisch/gefroren
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EVS COICOP-CPI
Code Name Code Name
1439 Kuchen, Torten ohne Unterteilung | 0111433300 | kuchen oder Torte, frisch
frisch/gefroren
111440 Pizza, Quiches CCO1M1440100 Pizza
Sandwiches: Baguettes oder
111500 WeiRbrot mit Schinken, Kase, Wurst | CCO111 Brot und Getreideerzeugnisse
u.a.
ment Weizenmehl CCO111611100 Weizenmehl
me13 Haferflocken u.a. Hafererzeugnisse [ CCO111613100 Haferflocken
me15 Reismehl, Gries, Flocken u.d. ausan- | 1615100 GrieR, Roggenmehl oder Ahnliches
deren Getreidearten
m621 Backmischungen, backfertiger CCOTMI621100 Backmischung fiir Kuchen
Kuchenteig
111625 Muisli, Cornflakes CCO111625100 Cornflakes, Miisli oder Ahnliches
Starke, Starkemehl, Popcorn, Puffreis,
111629 Malzmehl, Vegetarischer Brotauf- CCO111615100 GrieB, Roggenmehl oder Ahnliches
strich u.a. Nahrmittel
Andere Zubereitungen auf Getreide- . PO
111630 basis, 2.8, Trockenfertiggerichte CCO111615100 Griel3, Roggenmehl oder Ahnliches
112110 Rindfleisch zum Kochen CCO112110100 Rindfleisch zum Kochen
112120 Rinderrouladen CC0112120100 Roulade oder Lende vom Rind
112130 Rinderlende (Filet) CC0112120100 Roulade oder Lende vom Rind
12150 Anderes Rindfleisch zum Schmoren CCOTI2150100 Rindfleisch zum Schmoren oder
bzw. Braten Braten
112180 Kalbfleisch CC0112180100 Kalbfleisch
Rindfleisch (auch Kalbfleisch) ohne
112110 Unterteilung frisch/ gefroren (ohne | CC0112110100 Rindfleisch zum Kochen
Hackfleisch u. Innereien)
Rindfleisch (auch Kalbfleisch) ohne
112110 Unterteilung frisch/ gefroren (ohne | CC0112120100 Roulade oder Lende vom Rind
Hackfleisch u. Innereien)
Rindfleisch (auch Kalbfleisch) ohne . .
1210 Unterteilung frisch/ gefroren (ohne | CC0112150100 Rindfleisch zum Schmoren oder
E N Braten
Hackfleisch u. Innereien)
Rindfleisch (auch Kalbfleisch) ohne
112110 Unterteilung frisch/ gefroren (ohne | CC0112180100 Kalbfleisch
Hackfleisch u. Innereien)
112210 Schweineschnitzel, -kotelett CC0112210500 Kotelett oder Schnitzel vom Schwein
112290 Ar]deres Schweinefleisch (auch CCOT12290100 Ka'ssleroderanderes Schweine-
frischer Speck) fleisch
12290 Anderes Schweinefleisch (auch CCO112290300 | Schweinebraten
frischer Speck)
12300 Schaf- und Ziegenfleisch, frisch oder | 112300100 | Lammfleisch
tiefgefroren
112410 Gefliigelfleisch frisch CC0112410100 Frisches Gefliigelfleisch
112450 Gefliigelfleisch gefroren CC0112450100 Tiefgefrorenes Gefliigelfleisch
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gefroren

EVS COICOP-CPI
Code Name Code Name
112499 Geflugelfleisch ohne Unterteilung | 011541000 | Frisches Gefligelfleisch
frisch/gefroren
112499 Geflugelfleisch ohne Unterteilung | 00112450100 | Tiefgefrorenes Gefligelfleisch
frisch/gefroren
11251 Rohv\'/urst, z.B. .Dauerwurstauf— CCOTI2511200 Salami, Cervelatwurst oder andere
schnitt, Salami, Teewurst Dauerwurst
Brih- u. Bratwurst (ohne Konserven),
112512 Frischwurstaufschnitt, Bierschinken, [ CC0112512100 Fleischwurst
Fleischwurst
Briih- u. Bratwurst (ohne Konserven),
112512 Frischwurstaufschnitt, Bierschinken, | CC0112512200 Bratwurst
Fleischwurst
Briih- u. Bratwurst (ohne Konserven),
112512 Frischwurstaufschnitt, Bierschinken, | CC0112512300 Wurstaufschnitt
Fleischwurst
112513 Kochwurst, z.B. Blut-, Leberwurst CCO0112513100 Leberwurst oder Blutwurst
112514 Wurstkonserven CCO0112514100 Wurstkonserve
getrocknetes, gebratenes oder )
112515 gekochtes Fleisch, z. B. Bratenauf- | CCO112515100 G:k;)ft:tse;z:c'ﬁke” oder anderes
schnitt, Bauchspeck, Schinken 8eg
112519 V\{urstwaren: Schinken, Speck ohne CCOTI2515200 Roher Schinken, Schinkenspeck oder
nédhere Bezeichnung Bauchspeck
112520 Idnunketreelen und Schlachtnebenpro- CC0112520100 Leber oder andere Innereien
112610 Feinkostsalate auf Fleischbasis CCO0112610100 Feinkostsalat auf Fleischbasis
12630 Tiefgefrorenes, tafelfertig zubereit- | 1115630100 | Tiefgefrorenes Fleischfertiggericht
etes Fleisch
112650 Fleischkonserven CCO0112650200 Fleischfertiggericht in Konserven
112690 Anfjere Fleischzubereitungen, z.B. CCOT12690100 Gyros oder andere fertige Fleischp-
Fleischpasteten fanne
12710 Hasen-, Kaninchen-, Wildfleisch CCO0112710100 EZZ:;henﬂEISCh oder anderes Wild-
112720 Hackfleisch CC0112720100 Hackfleisch
12790 Anderes Fleisch: Pferdefleisch u. ess- | oy, Fleisch und Fleischwaren
bare Schlachtabfalle
12999 Fleisch, Fleischwaren ohne nahere | -, Fleisch und Fleischwaren
Bezeichnung
131 Fische, frisch oder gekiihlt CCO113111000 Fisch, frisch oder tiefgefroren
131M Fische, tiefgefroren CCO113111000 Fisch, frisch oder tiefgefroren
M9 Fische ohne Unterteilung frisch/ | 113117000 Fisch, frisch oder tiefgefroren
gefroren
113131 Fischfilets, frisch oder gekiihlt CCOM3131100 Frisches Fischfilet
13131 Fischfilets, gefroren CC0M3133100 Tiefgefrorenes Fischfilet
13131 Fischfilets ohne Unterteilung frisch/ | - 113131100 Frisches Fischfilet
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EVS COICOP-CPI

Code Name Code Name

13131 Fischfilets ohne Unterteilung frisch/ | 113133100 Tiefgefrorenes Fischfilet
gefroren

113200 Krusten-, Krebs- u.a. Meerestiere, | 3 Fisch und Fischwaren
frisch,gekiihlt oder gefroren

113300 Fische u.a. Meerestiere, getrocknet, | 113300100 | Réucherfisch
gerauchert oder gesalzen

113411 Fischkonserven (ohne Marinaden) CCO0113411100 Fischkonserve

13413 Marinaden, z.8. Rollmopse, Her- CCOTI3413100 | Fischmarinade
ingsstip

13413 Mar|n§den, z.B. Rollmé&pse, Her- CCOT13439100 _E_mgglegte Matjes, Fischsalat oder
ingsstip Ahnliches

113431 Fischerzeugnisse, paniert (auch CCOTI3431000 | Fischstébchen oder Ahnliches
vorgebraten)

113431 Fischerzeugnisse, paniert (auch CCOTI3439100 Iilnge;legte Matjes, Fischsalat oder
vorgebraten) Ahnliches

13439 And?re F|scherzeugn.|sse unfi -zu- CCOT13439100 Emgglegte Matjes, Fischsalat oder
bereitungen, z.B. Kaviar, Heringssalat Ahnliches
Dauermilch (Kondensmilch, -mager-

14300 milch, Milchpulver, auch Sahnepul- | CC0114300100 Kondensierte Milch
ver)
Joghurt, auch mit Fruchtzusatzen,

114400 Kefir, Trinkjoghurt (auch Dickmilch) €C0M4400100 Joghurt

114510 Hartkase, z.B. Bergkase, Chesterkdse |CC0114510100 Hartkase

114520 Schnittkase CC0114520100 Schnittkase

114530 Weichkase CC0114530100 Weichkase

114550 Frischiase u. zubereitungen, 8. | -coc50100 | Quark
Quark, Doppelrahmkase

114550 Frischkase u. zubereitungen, 8. | 114550000 | Frischiiise
Quark, Doppelrahmkase

114570 Sauermilchkase CCO114510100 Hartkase

114580 Kochkase, Schmelzkasezubereitung | CC0114520100 Schnittkése

114599 Kase ohne nédhere Bezeichnung CC0114510100 Hartkase

114599 Kadse ohne nahere Bezeichnung CC01M4520100 Schnittkase

114599 Kase ohne nahere Bezeichnung CCO114530100 Weichkase

114599 Kase ohne nahere Bezeichnung CC0114550200 Frischkase

114610 Sahne CC0114610100 Sahne

114630 Fertigpudding CCO114630100 Fertigdessert

14640 QuarksiiBspeisen CCO0114630100 Fertigdessert

114650 Buttermilch CCO114110100 Frische Milch

114650 Buttermilch CC0114150100 H-Milch

114660 Milchmischgetranke CCO114110100 Frische Milch

114660 Milchmischgetranke CCO114150100 H-Milch



https://doi.org/10.5771/0935-9915-2017-1-6

The Additional Costs of Organic Food Products

37

EVS COICOP-CPI
Code Name Code Name
Andere Milcherzeugnisse, z.B. . .
114690 Milchzucker, Kasesalat) ccon4 Molkereiprodukte und Eier
114700 Eier (frisch) CCO0114700100 Eier
14710 E|gr)odukte (bearbeitet, z.B. Eiersalat CCOTIAT00100 Eier
114900 Milch (Frischmilch, H-Milch u.3.) CC0114110100 Frische Milch
14900 Milch (Frischmilch, H-Milch u.a.) CCO0114150100 H-Milch
Butter (Butterzubereitungen u. But-
115100 terschmalz; ohne Erdnussbutter) CCOm5100100 Butter
115210 Margarine CCO0115210100 Margarine
115250 Erdnussbutter, pflanzliche Backfette |CC0115250100 Pflanzenfett zum Braten und Backen
15300 Olivenol CCO0115300100 Olivenol
115400 Speisedle, pflanzlichen Ursprungs | CCOT15400100 ig;g:”b'“mem" Rapsol oder Ahn-
115500 Andere Speisefette tierischen Ur- CCo115 Speisefette und Speisedle
sprungs
115900 Ol ohne nihere Bezeichnung CCOT15400100 ﬁ‘c’;gse”b'“me”"" Rapsol oder Ahn-
116000 Obst ohne nédhere Bezeichnung Ccconie Obst
116110 Apfelsinen CCO116110000 Zitrusfriichte
116130 Mandarinen CC0116110000 Zitrusfrichte
116150 Pampelmusen, Grapefruits CCO0116110000 Zitrusfriichte
116170 Zitronen, Limetten CC0116110000 Zitrusfrichte
116200 Bananen CC0116200100 Bananen
116300 Apfel CC0116300100 Apfel
116400 Birnen CC0116400100 Birnen
116500 Stein- u.a. Kernobst ccomesooooo | Psiche Kirschen u.a. Stein- oder
Kernobst
116610 Erdbeeren cconesooiop | Erdbeeren Himbeeren, Stachel-
beeren oder Ahnliches
116650 Weintrauben CCO116650100 Weintrauben
16690 Andere'Beergn, z.B. Brom-, Stachel-, CCOTI6600100 Erdbeeren, H}‘mbe'eren, Stachel-
Johannis-, Himbeeren beeren oder Ahnliches
116700 Andere Friichte CC0116700000 Kiwis, Melonen oder Ahnliches
116810 Trockenobst CCO0116810100 Trockenobst
116820 Wal- und Haselniisse ccomeg3oiop | Eranisse, Studentenfutter oder
Ahnliches
116830 Gesalzenes oder gerdstetes CCOTI6830100 Erdnysse, Studentenfutter oder
Schalenobst Ahnliches
116890 Anderes Schalenobst ccomesgoiop | Sufe Mandeln, Kokosraspeln oder
Ahnliches
1691 Kernobstkonserven ccomeormoo | APfelmus oder andere Kernobstkon-

serve
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16912 Steinobstkonserven cconeorzion | Sauerkirschen oder andere Steinob-
stkonserve
116917 Ananaskonserven ccomeorriop | Ananaskonserve, Erdbeerkonserve
oder Ahnliches
116919 Andere Obstkonserven, z.B. CCOTI6917100 Ananﬁskohserve, Erdbeerkonserve
Beerenobstkonserven oder Ahnliches
116930 Tiefgefrorenes Obst Cconie Obst
16990 Kuchenzutatfen, die ausschlieBlich ccone Obst
auf Obst basieren
117000 Gemdtise ohne ndhere Bezeichnung | CCO117 Gemlise
17110 Kopfsalat CCO117110100 Kopfsalat oder Eisbergsalat
17190 Anderes Blatt- und Stielgemiise CCONTI90000 Eifgj'at' Lauch, Sellerie oder An-
7210 Blumenkohl CCOTT7210000 ﬁ'o”h're”k"h" WeiBkoh! oder anderer
7230 WeiRkohl CCO17210000 EL“hTe”kOh" Weiltkoh! oder anderer
17290 Anderer Kohl CCOT17210000 ﬁL“hTe”kOh" WeiBkohl oder anderer
17310 Tomaten CCO0117310100 Tomaten
117330 Paprika, Peperoni CC0117330100 Paprika
117350 Gurken CC0117350100 Gurken
117390 Anderes Fruchtgemiise CC0117390000 Kiirbisse, Auberginen oder Mais
17410 Zwiebelgemiise CCO0117410100 Zwiebeln, Knoblauch oder Ahnliches
117420 Pilze CCO117420100 Champignons oder andere Pilze
117450 Mbhren cconmasoooo | Mohren, Hilsenfriichte, Spargel
oder Ahnliches
17490 Anderes Gemus:le (z.B. Bohnen, Erb- CCONTAS0000 Mohrgn, Hulsenfruchte, Spargel
sen, Kohlrabi u.a.) oder Ahnliches
17500 Trockengemiise CC0117500100 Trockengemiise
117610 Spinat CCO117610100 Tiefgefrorener Spinat
117690 Anderes tiefgefrorenes Gemiise CCO117690100 Buttergemusg_oder anderes tiefge-
frorenes Gemiise
m7m Gurkenkonserven CCOoM7711100 Gurkenkonserve
nm2 Andere Sauerkonserven ccomrmosoo | Stangenspargel oderandere
Gemiisekonserve
n7713 Sauerkraut u.a., Konserven CCO117713100 Sauerkrautkonserve
n77n4 Pilzkonserven CCO117714100 Pilzkonserve
17715 Erbsenkonserven (auch mit Méhren) | CC0117715100 Erbsenkonserve
7717 Bohnenkonserven (auch Dicke CCOMTT19400 Stangenspargel oder andere
Bohnen) Gemiisekonserve
17719 Andere Gemiisekonserven CCON7719400 stangenspargel oder andere

Gemlisekonserve
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Code Name Code Name
Konservenfertiggerichte und Zubere- Stangensparael oder andere
117790 itungen auf Gemusebasis auf CCO117719400 gensparg
A . Gemiisekonserve
Gemolisebasis
117800 Kartoffeln, frisch oder gekiihlt CC0117800300 Kartoffeln
Kartoffelerzeugnisse, gefroren, z.B. .
n79n Pommes frites, Kroketten, Knodel CCOoNM7911100 Pommes frites
17912 Kartoffelpireepulver, -puffermehl, CCOTT912100 Kart?ﬂ‘elkloBmehl oder Kartof-
-kloBmehl felpiiree
117913 Kartoffelchips und -sticks CCOM7913100 Kartoffelchips oder Kartoffelsticks
Andere Kartoffelerzeugnisse, z.B.
17919 Bratkartoffeln, Kartoffelsalat CCO117800300 Kartoffeln
17990 Maniok u3. Wurzeln und Knollen | ccotzasoooo | Mohren Hlsenfriichte, Spargel
oder Ahnliches
118110 Zucker CCO0118110000 Zucker oder StiRstoff
118130 SuRstoffe, Zuckeraustauschstoffe CCO0118110000 Zucker oder StRstoff
118210 Konfitliren, Marmelade CC0118210100 Marmelade, Konfitiire oder Gelee
118230 Bienenhonig CC0118230100 Bienenhonig
118310 Tafel- oder Stangenschokoladen CC0118310100 Schokoladentafel
118390 Andere Schokoladenerzeugnisse CC0118390100 Riegel oder andere Erzeugnisse aus
Schokolade
118410 Pralinen CC0118410100 Pralinen
118450 Bonbons CCO118450100 Bonbons
118490 Andere Stiwaren, z.B. Kaugummi, CCOTI8490100 Ifaugumm|,Gumm|barchen oder
Marzipan Ahnliches
118500 Speiseeis CC0118500000 Speiseeis
118610 Brotaufstrich, auf Nougatbasis CC0118610100 Kakaohaltiger Brotaufstrich
118650 Fruchtmuse, -pasteten, 28.Riben- | 118210100 | Marmelade, Konfitiire oder Gelee
sirup, kandierte Friichte
118670 Dessertzubereitungen und Kichen- | 19610100 | kakaohaltiger Brotaufstrich
zutaten, mit Kakaoanteil
18670 Dessertzubereitungen und Kichen- | - yyg610100 | kakaohaltiger Brotaufstrich
zutaten, mit Kakaoanteil
119100 SoRen urjd Wiirzen, Wiirzmittel CCOT19100200 Tomeitenketchup oder
(auch WiirzsoRRen) Gewiirzketchup
19100 SolRen urjd Wiirzen, Wirzmittel CCOT9100300 S_oBenpuIver, SoRenbinder oder Ahn-
(auch WiirzsoRRen) liches
119100 Solken unjd Wiirzen, Wiirzmittel CCOT19100400 Grlllsgﬁe,‘SOJasoBe, Salatdressing
(auch WiirzsoRen) oder Ahnliches
119210 Speisesalz CC0119210100 Salz
119220 Kiichenkrauter CC0119220100 Tiefgefrorene Kiichenkrauter
119230 Gewiirze CC0119230100 Gewiirze
119311 Trockensuppen CCON931M00 Fertigsuppe im Beutel oder Instant-
briihe
19313 Konservensuppen, Fertiggerichte CCO119313100 Dosensuppe
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EVS COICOP-CPI
Code Name Code Name
119315 Tiefgefrorene Suppen CC0119313100 Dosensuppe
119319 Suppen ohne nahere Bezeichnung CCO0119313100 Dosensuppe
119330 Backpulver, Vanillezucker u.a. CC0119330100 Backpulver
119340 Dessertzubereitungen CC0119340100 Puddingpulver
119351 Sauglmgs.—und Iflemkmdernahrung CCOT19353100 FerF|ghahrungfurSauglmge oder
auf Getreidebasis Kleinkinder
119351 Saugh'ngs- ur?d Kleinkindernahrung CC0119352100 Sauglingsmilchnahrung, Pulverform
auf Milchbasis
119351 Saugl|ng§—und |-<Ie|nk|ndernahrung CCOM9353100 Fer"ﬂgr?ahrungfur Sauglinge oder
auf Gemiisebasis Kleinkinder
Homogenisierte Sauglings- und
119359 Kleinkindernahrung ohne ndhere CCO119352100 Sauglingsmilchnahrung, Pulverform
Bezeichnung
Homogenisierte Sauglings- und . e
119359 Kleinkindernahrung ohne nahere CC0119353100 Ferygr.]ahrungfurSaugllnge oder
. Kleinkinder
Bezeichnung
119360 Diatetische Zubereitungen CC0119490200 Vitamintabletten oder Ahnliches
119410 Essig CC0119410100 Essig
119420 Mayonaise CC0119420100 Mayonnaise
119480 Tomatenmark ccongioozop | Tomatenketchup oder
Gewdirzketchup
119490 Andere Speisezutaten, z.B. Gelatine, CCOT19490100 Senf
Senf, Tortenguss
119499 Nahrungsmittel ohne detailierte | - ;1q Nahrungsmittel, a.n.g.
Bezeichnung
211 Kaffee, Rostkaffee CCO0121111100 Bohnenkaffee
1211 Kaffee, Rostkaffee CCO121111200 Kaffeepads oder Kaffeekapseln
2115 Kaffee Extrakt und -Essenzen, 8. 011115100 Instantkaffee oder Ahnliches
16slicher Kaffee
121130 Kaffeemittel, z.8. Cappuccino, CCON21M15100 Instantkaffee oder Ahnliches
Milchkaffee
121210 Tee (schwarz, griin), Tee-Extrakte CC0121210000 Schwarzer Tee oder griiner Tee
121230 Teeshnliche Erzeugnisse ccomzizzopp | Fruchtetee oder Krdutertee, in Auf-
gussbeuteln
121300 Kakaoerzeugnisse CC0121300100 Kakaopulver oder Ahnliches
122100 Mineralwasser C€C0122100100 Mineralwasser
122210 Koffeinhaltige Erfrischungsgetranke | .o1))210100 | colagetrink
mit Kohlensdure
122290 Andere Erfrischungsgetranke mit | 5155590100 |Koffeinfreie Limonade
Kohlensdure, z.B. Limonaden
122310 Fruchtsafte aus Kernobst C€C0122310100 Apfelsaft oder dhnlicher Fruchtsaft
122320 Fruchtsafte aus Zitrusfriichten ccorzazooo | Orangensaft oder ahnlicher Frucht-

saft
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Code Name Code Name
122330 Fruchtséfte aus Trauben CC0122320100 Sa?t”gensaﬁ oder dhnlicher Frucht-
122340 Multivitaminsafte C€C0122340100 Multivitaminsaft
122350 Fruchtséfte aus anderem Obst CC0122320100 Soa?t”gensaﬁ oder dhnlicher Frucht-
122360 Fruchtnektare CC0122310100 Apfelsaft oder ahnlicher Fruchtsaft
122360 Fruchtnektare €C0122320100 Soar:t”gensaﬂ oder ahnlicher Frucht-
122370 Fruc'htsaftgetran'lfe (ohne diatetische CC0122310100 Apfelsaft oder dhnlicher Fruchtsaft
Erfrischungsgetranke)
122370 Fruc-htsaftgetran‘l'(e (ohne digtetische CCO122320100 Orangensaft oder dhnlicher Frucht-
Erfrischungsgetranke) saft
122370 Fruchtsaftgetranke (ohne diatetische | - o1-300100 | multivitaminsaft
Erfrischungsgetranke)
122380 Didtetische Fruchtsaft-Erfrischungs- | 107380100 | pistfruchtsaft
getranke (ohne Kohlenséure)
122390 tFrr:chtS”“p und Fruchtsaftkonzen- | 155310100 | Apfelsaft oder shnlicher Fruchtsaft
122390 Fruchtsirup und Fruchtsaftkonzen- CCO122320100 Orangensaft oder dhnlicher Frucht-
trate saft
122390 tFrr:tcehts"“p und Fruchtsaftkonzen- | 012340100 | Multivitaminsaft
122400 Gemlisesafte CC0122400100 Gemlisesaft
122900 Safte ohne nahere Bezeichnung C€C0122310100 Apfelsaft oder dhnlicher Fruchtsaft
122900 Safte ohne nihere Bezeichnung €C0122320100 Soa?t”gensaﬂ oder dhnlicher Frucht-
122900 Safte ohne nahere Bezeichnung C€C0122340100 Multivitaminsaft
211010 Branntweine CC0211010100 Weinbrand, Cognac oder Ahnliches
211030 Kornbranntweine C€C0211030100 Korn oder Doppelkorn
211050 Likore CC0211050100 Likor
211090 Andere Spirituosen CC0211090100 Whisky, Rum, Wodka oder Ahnliches
212110 Weillweine C€C0212110100 Weillwein
212130 Andere Traubenweine CC0212130100 Rotwein oder Rosewein
212170 Kernobst- u.a. Fruchtweine CCo212 Wein
212210 Traubenschaumweine, z8.Cham- | - )15510100 | sekt, Prosecco, Champagner
pagner, Sekt
212230 An(jere \{e[arbe'ltete Weine, z.B. Perl- ccom Wein
weine, Likbrweine
212900 Weine ohne ndhere Bezeichnung CCo212 Wein
213010 Bier CC0213010100 Bier
213050 Bier, alkoholfrei CC0213050100 Alkoholfreies Bier
214000 Erfrischungsmixgetranke unter 6 % ccona Erfrischungsmixgetranke unter 6%

Alkohol

Alkoholgehalt
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Code Name Code Name

220100 Zigaretten CC0220100100 Zigaretten

220200 Zigarren, Zigarillos und Stumpen C€C0220200100 Zigarren und Zigarillos

220310 Rauch-, Kau- und Schnupftabak CC0220310100 Tabak

220100 Zigarettenpapier CC0220310100 Tabak

0110000H Nahrungsmittel (QW) ccon Nahrungsmittel

0120000H Alkoholfreie Getraenke (QW) CCo12 Alkoholfreie Getranke

0210000H Alkoholische Getraenke (QW) CCo21 Alkoholische Getranke

0220000H Tabakwaren (QW) CC022 Tabakwaren

0230000H Drogen (QW) rausnehmen

0311000H Bekleidungsstoffe (QW) ccosn Bekleidungsstoffe

0312000 | Merren-, Damen-, Kinder- CC0312196100 | Striimpfe oder Socken fiir Herren
strumpfwaren (QW)
Herren-, Damen-, Kinder-

0312900H strumpfwaren (QW) CC0312298100 Damenstrumpfhose
Herren-, Damen-, Kinder- Strimpfe, Socken oder Strumpfhose

0312900H strumpfwaren (QW) (€0312359300 fuir Kinder
Herrenbekleidung ab 14J (ohne

0312901H Strumpfwaren) (QW) CC0312111100 Herrenanzug
Herrenbekleidung ab 14J (ohne )

0312901H Strumpfwaren) (QW) CC0312127100 Herrenlederjacke

o3901H  |Herenbekleidung abi4) (ohne CC0312129000 | Sakko oder Jacke fiir Herren
Strumpfwaren) (QW)
Herrenbekleidung ab 14J (ohne

0312901H Strumpfwaren) (QW) CC0312130000 Herrenhose
Herrenbekleidung ab 14J (ohne

0312901H Strumpfwaren) (QW) CC0312149300 Herrenmantel

0312901H Herrenbekleidung ab14) (ohne CCO312151100 Pullover oder Strickjacke fiir Herren
Strumpfwaren) (QW)

0312901H Herrenbekleidung ab 14J (ohne CCO312169000 Sport- oder Arbeitsbekleidung fir
Strumpfwaren) (QW) Herren
Herrenbekleidung ab 14J (ohne

0312901H Strumpfwaren) (QW) CC0312191000 Herrenhemd
Herrenbekleidung ab 14J (ohne .

0312901H Strumpfwaren) (QW) CC0312193200 Herrenshirt
Herrenbekleidung ab 14J (ohne

031290TH Strumpfwaren) (QW) CC0312194100 Herrenschlafanzug

0312901H Herrenbekleidung ab14) (ohne CCO312195000 | Herrenunterwasche
Strumpfwaren) (QW)

0312902H Damenbekleidung ab 14J (ohne CCO312211200 Kostlim, Kleid oder Hosenanzug fiir
Strumpfwaren) (QW) Damen
Damenbekleidung ab 14J (ohne

0312902H Strumpfwaren) (QW) CC0312223200 Damenrock

0312902+  |Damenbekleidung ab14) (ohne CC0312226000 | Damenhose

Strumpfwaren) (QW)
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Code Name Code Name
Damenbekleidung ab 14J (ohne
0312902H Strumpfwaren) (QW) CC0312231200 Damenbluse
Damenbekleidung ab 14J (ohne )
0312902H Strumpfwaren) (QW) CC0312243200 Damenjacke
Damenbekleidung ab 14J (ohne
0312902H Strumpfwaren) (QW) CC0312251200 Damenmantel
0312902H Damenbekleidung ab 14J (ohne CCO312261100 Pullover, Strickjacke oder Twinset fiir
Strumpfwaren) (QW) Damen
03129021 Damenbekleidung ab 14J (ohne CCO312270000 Sport- und Arbeitsbekleidung fir
Strumpfwaren) (QW) Damen
Damenbekleidung ab 14J (ohne
0312902H Strumpfwaren) (QW) CC0312291100 BH
Damenbekleidung ab 14J (ohne )
0312902H Strumpfwaren) (QW) CC0312293200 Damenshirt
0312902H Damenbekleidung ab 14J (ohne CCO312295100 Nachthemd oder Schlafanzug fiir
Strumpfwaren) (QW) Damen
03129024  |D3menbekleidung ab14) (ohne CC0312296000 | Damenunterwésche
Strumpfwaren) (QW)
Bekleidung f. Kinder unter 14J (ohne X .
0312903H Strumpfwaren) (QW) CC0312312200 Kinderjacke
Bekleidungf. Kinder unter 14J (ohne X
0312903H Strumpfwaren) (QW) C€C0312313200 Kinderhose
Bekleidungf. Kinder unter 14J (ohne Kostiim, Kleid, Rock oder Hose-
0312903H Strumpfwaren) (QW) €€0312330000 nanzug fur Madchen
Bekleidungf. Kinder unter 14J (ohne . L
0312903H Strumpfwaren) (QW) CC0312341200 Sportbekleidung fiir Kinder
03903y | Bekleidungf. Kinder unteria) (ohne | 312351200 | Hemd oder Bluse fiir Kinder
Strumpfwaren) (QW)
Bekleidung f. Kinder unter 14J (ohne ) )
0312903H Strumpfwaren) (QW) CC0312352200 Kindershirt
0312903H Bekleidungf. Kinder unter 14J (ohne CC0O312353100 SFhIafanzug oder Nachthemd fiir
Strumpfwaren) (QW) Kinder
o3ngozn | Bekleidungf. Kinder unteria) (ohne | 0310357100 | kinderunterwéische
Strumpfwaren) (QW)
0312903H Bekleidungf. Kinder unter 14J (ohne CCO312361100 SFram'peIanzug oder Zweiteiler fiir
Strumpfwaren) (QW) Sauglinge
0313000H |Bekleidungszubehoer (QW) €Co313 Andere Bekleidungsartikel und Bek-
leidungszubehor
Fremde Aenderungen, Reparaturen
0314100H an Bekleidung (inkl. Leihgebuehren) | CC0314110100 Anderungsschneiderarbeit
@Qw)
Chem. Reinigung, Waschen, Buegeln, Chemische Reinigung oder Farben
0314200H Faerben v. Bekleidung (QW) (0314210100 von Bekleidung
0314200H Chem. Reinigung, Waschen, Buegeln, CC0314250200 Waschen und Biigeln von Beklei-

dung
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EVS COICOP-CPI
Code Name Code Name
0321100H Schuhe . Herren ab 14J (QW) ccosamoooo | Klassische Schuhe oder
Freizeitschuhe flir Herren
0321100H Schuhef. Herren ab 14J (QW) CC0321140200 Herrenhausschuhe
0321100H Schuhef. Herren ab 14J (QW) CC0321150100 Herrensportschuhe
0321200H Schuhe f. Damen ab 14J (QW) ccoszziooon | Fumps oder Freizeitschuhe fiir
Damen
0321200H Schuhe f. Damen ab 14J (QW) CC0321240100 Damenhausschuhe
0321200H Schuhef. Damen ab 14J (QW) C€C0321250200 Damensportschuhe
0321300H Schuhe f. Kinder unter 14J (QW) CC0321310300 Kinderschuhe
0321300H Schuhe f. Kinder unter 14J (QW) CC0321310400 Kleinkinderschuhe
0321300H Schuhe f. Kinder unter 14J (QW) CC0321340100 Kinderhausschuhe
0321900H Schuhzubehoer (QW) CC0321900100 Schniirsenkel oder Einlegesohlen
Fremde Aenderungen, Reparaturen
0322000H an Schuhen (inkl. Leihgebuehren) CC0322000200 Schuhreparatur
(@w)
0411040H Daue'rm|ete in Hotels, Gasthoefen, ccoan Wo'hnungsmmte,emschl. Mietwert
Pensionen (QW) v. Eigentiimerwhg.
0411050H Untermiete (QW) ccoan Wohnungsmiete, einschl. Mietwert
v. Eigentiimerwhg.
Miete f. Hauptwohnung (inkl. Be- Wohnungsmiete, einschl. Mietwert
0411300 trkost ohne HeizKP, Gmiete) (QW) ccoan v. Eigentiimerwhg.
Miete f. ZUFW (inkl. Betrkost ohne Wohnungsmiete, einschl. Mietwert
0412900H HeizKP, Gmiete) (QW) ccoan v. Eigentiimerwhg.

Unterst. Mieten f. ETW als Haupt- . . .
0421031H wohngen, erbaut bis 48 (ohne Be- | CC0411 \\:Vglh';::f;'zs\fﬁ einschl. Mietwert
trkost, HeizKP, Gmiete) (QW) -H8 &

Unterst. Mietenf. ETW als Haupt-

wohngen, erbaut 1949 bis 1990 Wohnungsmiete, einschl. Mietwert
0421032H (ohne Betrkost, HeizKP, Gmiete) ccoan v. Eigentiimerwhg.

(@w)

Unterst. Mieten f. ETW als Haupt-

wohngen, erbaut 1991 bis 2000 Wohnungsmiete, einschl. Mietwert
0421033H (ohne Betrkost, HeizKP, Gmiete) ccoan v. Eigentimerwhg.

@w)

Unterst. Mieten f. ETW als Haupt-

wohngen, erbaut 2001 o. spaeter Wohnungsmiete, einschl. Mietwert
0421034H (ohne Betrkost, HeizKP, Gmiete) ccoan v. Eigentiimerwhg.

(@w)

Unterst. Mietenf. kostenlos ueber- Wohnungsmiete, einschl. Mietwert
04220404 lass. Wohnungen (QW) ccoan v. Eigentiimerwhg.

Unterst. Mietenf. ETW als ZuFW . . .
0422050H | (ohne Betrkost, HeizKP, Gmiete) ccoan Wohnungsmiete, einschl. Mietwert

v. Eigentimerwhg.

(Qw)

0431000H Ausgaben f. Insthtg, Schoenheitsrep. €Coa3n Erzeugnisse fiir Instandhaltung u.

Rep. der Wohnung
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@w)

EVS COICOP-CPI
Code Name Code Name
Ausgaben f. Insthtg, Schoenheitsrep. Erzeugnisse fiir Instandhaltung u.
0431910H - Material (Eigentuemer) (QW) ccoast Rep. der Wohnung
Ausgaben f. Insthtg, Schoenheitsrep. Dienstl. fiir Instandhaltung u. Rep.
0432900H - Handwerker (Mieter) (QW) ccoas2 der Wohnung
Ausgaben f. Insthtg, Schoenheitsrep. Dienstl. fiir Instandhaltung u. Rep.
04329104 - Handwerker (Eigentuemer) (QW) ccoas2 der Wohnung
Nebenkosten Hauptwohng. / Lfd.
Kosten/Wohngeld ohne HeizKP, In- Wasserversorgung u.a. Dienstl. fiir
0445900H sthtgRI (selbstgen. Grundvermoe- ccoas die Wohnung
gen) (QW)
Nebenkosten ZuFW /Lfd. Kosten/ Wasserversorgung u.a. Dienstl. fiir
0445901H | Wohngeld ohne HeizKP, InsthtgRl | CCO44 o gung u-a. :
(selbstgen. Grundvermoegen) (QW) 8
0451010H Strom (auch Solarenergie) (QW) CC0451 Strom
0452000H Gas (QW) CC0452 Gas
0453000H Heizoel (QW) CC0453 Flussige Brennstoffe
0454000H Kohle, Holz u.ae. (QW) CC0o454 Feste Brennstoffe
0455000H Fern-/Zentralheizung, Warmwasser CCoass Zentralheizung, Fernwdarme und an-
(auch Umlagen) (QW) dere
0456000H |Eis . Kuehl- u. Gefrierzwecke (QW) | CC0455 j‘;‘:a'he'w”g' Fernwarme und an-
Lieferung, Installation v. Moebeln, .
0511090H elektr. Leuchten (QW) CCo51 Mébel und Leuchten
0511900H Moebel- u. Einrichtungsgegen- CCosM Mbbel und Leuchten
staende (QW)
0512090H | Verlegen v. Bodenbelaegen (QW) | CC0512090100 Z:;egii” und Fixieren von Boden-
0512900H Teppiche, sonst. Bodenbelaege (QW) | CCO512 Teppiche und andere Bodenbeldge
Reparatur v. Moebeln, Einrichtungs- Reparatur an Mébeln, Leuchten und
0513000H gegenst., Bodenbelaegen (QW) ccoss Bodenbelagen
0520900H Heimtextilien (QW) CC0520 Heimtextilien
Anfertigung, fremde Reparaturen v. . s
0520901H Heimtextilien (QW) CCO0520 Heimtextilien
0531100H Kuehlschraenke, Gefrierschraenke, | 3115100 | khischrank
-truhen (QW)
0531100H Kuehlschraenke, Gefrierschraenke, | 31130100 |Kiihl- und Gefrierkombination
-truhen (QW)
0531100H Kuehlschraenke, Gefrierschraenke, | - oc3170100 | Gefrierschrank oder Gefriertruhe
-truhen (QW)
Waschmaschinen, Waeschetrockner,
0531200H Geschirrspuel-, Buegelmaschinen CC0531210200 Waschmaschine
(Qw)
Waschmaschinen, Waeschetrockner,
0531200H Geschirrspuel-, Buegelmaschinen CC0531230100 Waschetrockner
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EVS COICOP-CPI
Code Name Code Name
Waschmaschinen, Waeschetrockner,
0531200H Geschirrspuel-, Buegelmaschinen C€C0531270100 Geschirrspiilmaschine
@Qw)
0531900H Fremden Installationen v. HH- CCos31 EIektnscﬂhe und andere Haushalts-
grolRgeraeten (QW) grolgerate
0531901H Sonst. groeRere HHgeraete (QW) | CCO531 E:rrj Backofen oder Mikrowellen-
053190TH Sonst. groeRere HHgeraete (QW) CC0531415100 Kaminofen
0531901H Sonst. groeRere HHgeraete (QW) | ccossiazmoo | Punstabzugshaube, Ventilator oder
Ahnliches
0531901H Sonst. groeRere HHgeraete (QW) CC0531510100 Staubsauger
053190TH Sonst. groeRere HHgeraete (QW) CC0531710100 Nahmaschine
0532000H  |Kleine elektr. HHgeraete (QW) €CO532 Elektrische Kleingerate fiir den
Haushalt
Reparaturen an HHgeraeten (einschl. .
0533900H Mieten) (QW) CCO0533 Reparatur an Haushaltsgeraten
Reparaturen an Glaswaren, Geschirr .
0540400H | u.a.Gebrauchsgegenst. f. HH- Ccosa g'ea;"a"jzi: T,Lftfr'ge“h'" und andere
fuehrung (QW) 8
Glaswaren, Geschirr u.a. HHgegen- Glaswaren, Tafelgeschirr und andere
0540900H staende (QW) ccos4 Gebrauchsgiiter
0551000H Motorbetr. Werkzeuge etc.f. Haus u. CCOs51 Mo’Eorbetnebene Werkzeuge und
Garten (QW) Gerate
05520711 Fremde Reparaturen an Handw- CCoss1 Moﬁprbetrlebene Werkzeuge und
erkzeugen (QW) Gerate
Andere Gebrauchsgueter f. HH- Hammer, Schraubendreher oder
0552900H fuehrung (QW) CC0552020100 Ahnliches
0552000 | Andere Gebrauchsgueterf. HH- €C0552020500 | Malerpinsel oder Farbroller
fuehrung (QW)
0552000H | Andere Gebrauchsgueterf. HH- €C0552030000 | Schldsser, Schliissel oder Beschlige
fuehrung (QW)
Andere Gebrauchsgueterf. HH- Halogenlampe, Energiesparlampe
0552900 fuehrung (QW) €€0552031000 oder Ahnliches
0552900H Andere Gebrauchsgueterf. HH- CC0552034100 §teckdose, Stecker, Kabel oder Ahn-
fuehrung (QW) liches
0552900H Andere Gebrauchsgueter f. HH- CC0552034400 Alarmmelder oder Bewe-
fuehrung (QW) gungsmelder
0552900+ | Andere Gebrauchsgueterf. HH- CC0552035100 | Batterien
fuehrung (QW)
0552901H Nicht motorbetr. Gartengeraete €C0552010000 | Gartengerte
(Qw)
Verbrauchsgueter f. HHfuehrung Verbrauchsgiter fir die
0561000H (Qw) CCos6T Haushaltsfiihrung
05621501 Kinderbetreuung durch Privatperso- CCO562 Dienstleistungen von Haushaltshil-

nen (QW)

fen
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Fahrraeder (QW)

EVS COICOP-CPI
Code Name Code Name
0562900H HHbhilfen u.a. haeusliche Dienstleis- CCo562 Dienstleistungen von Haushaltshil-
tungen (QW) fen
Pharmazeut. Erzeugn. mit Rezept . .
0611010H (nur Eigenanteil, Rezeptgebuehren) | CCO611 Phar[naz.eutlsche Erzeugnisse (ohne
die fir Tiere)
(Qw)
Pharmazeut. Erzeugn. ohne Rezept . .
0611900H (nur Eigenanteil, Rezeptgebuehren) | CCO611 P‘Plar[naz-eutlsche Erzeugnisse (ohne
die fur Tiere)
(Qw)
Andere med. Erzeugn. mit Rezept
0612010H (nur Eigenanteil, Rezeptgebuehren) | CC0612 Andere medizinische Erzeugnisse
(@Qw)
Andere med. Erzeugn. ohne Rezept
0612900H (nur Eigenanteil, Rezeptgebuehren) [ CC0612 Andere medizinische Erzeugnisse
@Qw)
Orthopaedische Schuhe (inkl. Therapeutische Gerate und
0613050H Eigenanteile) (QW) ccoen Ausriistungen
Zahnersatz Materialkosten (inkl. Therapeutische Gerate und
0613072H Eigenanteile) (QW) ceosis Ausristungen
Reparaturen v. therap. Geraeten, . .
0613090H Ausruestungen (inkl. Eigenanteile) | CC0613 Thera}peuhsche Gerdte und
Ausristungen
@Qw)
0613900H Therap. M|.ttel, Geraete (inkl. Mieten, CCo613 Ther’?peutlsche Gerate und
Eigenanteile) (QW) Ausristungen
0621900H Praxisgebuehren (QW) keine Inflation, da konstanter Preis
(10 Euro)
0621901H g\zlf/')e'smnge” (inkd. Eigenanteile) | -y Arztliche Dienstleistungen
0622000H Za'hnarztle|stungen (inkl. Eigenan- CC0622 Zahndrztliche Dienstleistungen
teile) (QW)
0623330H | Miete v. therapeut. Geraeten (QW) | CC0623 Dienstl. nichtarztlicher Gesundheits-
dienstberufe
sonst. med. Versorgung ausserhalb v. . e .
0623900H Krankenhaeusern (inkl. Eigenanteile) [ CC0623 D'|enstl. nichtarztlicher Gesundheits
dienstberufe
@Qw)
0630000H I?|enst!e|stunge'n d. Krankenhaeuser €CO630 Stationare Gesundheitsdienstleis-
(inkl. Eigenanteile) (QW) tungen
0711100H Kauf v. neuen Kfz (QW) CCO711110100 Neuer Pkw
0711200H Kauf v. gebrauchten Kfz (QW) CCO0711210100 Gebrauchter Pkw
0712000H Kauf v. Kraftraedern (QW) Cccorz Kraftrader
0713000H Kauf v. Fahrraedern (QW) Cccori3 Fahrrader
Kutschen u.ae. v. Tieren gezogene Andere Gebrauchsgiiter fiir Freizeit
0714000H Fahrzeuge (QW) cco92 und Kultur
0721070H Zubehoer, Einzel, Ersatzteilef. CCO721071100  |Reifen oder Schlauch filr Fahrréder
Fahrraeder (QW)
0721070H Zubehoer-, Einzel-, Ersatzteile f. CCOT21079100 Zubehor oder Ersatzteile flir

Fahrrader
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EVS COICOP-CPI
Code Name Code Name
Ersatzteile, Zubehoerf. Kfz, .
0721900H Kraftraeder (QW) CC0721011100 Pkw-Reifen
Ersatzteile, Zubehoerf. Kfz, . .
0721900H Kraftraeder (QW) CC0721031000 Autobatterie oder Ziindkerzen
Ersatzteile, Zubehoerf. Kfz, Zubehor oder Ersatzteile fiir Kraft-
0721300H Kraftraeder (QW) (C0721039200 fahrzeuge
Ersatzteile, Zubehoerf. Kfz, .
0721900H Kraftraeder (QW) CC0721051100 Pkw-Anhédnger
Ersatzteile, Zubehoerf. Kfz, Autowachs, Lackpflegemittel oder
0721300H Kraftraeder (QW) (C0721060100 Ahnliches
0722000H  |Kraftstoffe u. Schmiermittel (QW) | CC0O722 Kraft- und Schmierstoffe fiir
Fahrzeuge
0723000H | Wartungen u. Reparaturen (QW) ccors Wartung und Reparatur von
Fahrzeugen
0724060H Garagen- u. Stellplatzmiete (QW) CC0724060000 | Miete fiir Garage und Stellplatz
0724061H ’(\gvevt)w ertd. Eigentuemergaragen | 774060000 | Miete firr Garage und Stellplatz
Mietwert f. mietfreie Garagen/ . .
0724062H Stellplaetze (Hauptwohng) (QW) CC0724060000 | Miete fiir Garage und Stellplatz
0724900H sonst. Dienstleistungen (QW) CC0724010000 Fahrschulunterricht
0724900H sonst. Dienstleistungen (QW) C€C0724020100 Fiihrerscheingebiihr fiir Pkw
0724900H | sonst. Dienstleistungen (QW) ccora030100 | 2ulassungsgebiinr fur Kraft-
fahrzeuge
0724900H | sonst. Dienstleistungen (QW) cconaoa0200 | Abgasuntersuchung fir Kraft-
fahrzeuge
0724900H | sonst. Dienstleistungen (QW) ccora4050100 | Hauptuntersuchung fiir Kraft-
fahrzeuge
0724900H sonst. Dienstleistungen (QW) CC0724070100 Mietwagen
0724900H sonst. Dienstleistungen (QW) CC0724080000 | Parkgebiihr
Fremde Verkehrsdienstleist. Personenbeforderung im Schienen-
0730901H (ohneLuftverkehr, ohne Ueber- CCo731 verkehr 8
nachtg) (QW)
Fremde Verkehrsdienstleist. Personenbeférderung im StraRen-
0730901H (ohneLuftverkehr, ohne Ueber- CC0732 verkehr 8
nachtg) (QW)
Fremde Verkehrsdienstleist. Personenbefdrderung im
0730901H (ohneLuftverkehr, ohne Ueber- CC0o734 Schiffsverkehr 8
nachtg) (QW)
Fremde Verkehrsdienstleist. Kombinierte Personenbeforderungs-
0730901H (ohneLuftverkehr, ohne Ueber- CC0735 dienstleistungen 8
nachtg) (QW) 8
Fremde Verkehrsdienstleist. Personenbeférderung im Schienen-
0730902H (ohneLuftverkehr, mit Uebernachtg) |CC0731 8

(@Qw)

verkehr
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@w)

EVS COICOP-CPI
Code Name Code Name
Fremde Verkehrsdienstleist. Personenbeforderung im StraBen-
0730902H (ohneLuftverkehr, mit Uebernachtg) |CC0732 3
verkehr
@Qw)
Fremde Verkehrsdienstleist. Personenbefdrderung im
0730902H (ohneLuftverkehr, mit Uebernachtg) [CC0734 : 8
Schiffsverkehr
@Qw)
Fremde Verkehrsdienstleist. Kombinierte Personenbeforderungs-
0730902H (ohneLuftverkehr, mit Uebernachtg) [CCO735 . A 8
dienstleistungen
@w)
Fremde Verkehrsdienstleist. (im-
0733100H Luftverkehr, ohne Uebernachtg) CCo733 Personenbeforderung im Luftverkehr
@w)
Fremde Verkehrsdienstleist. (im-
0733100H Luftverkehr, ohne Uebernachtg) CCo733 Personenbeforderung im Luftverkehr
(Qw)
Fremde Verkehrsdienstleist. (im- . )
0733200H Luftverkehr, mit Uebernachtg) (QW) CCo733 Personenbeférderung im Luftverkehr
Fremde Verkehrsdienstleist. (im- . )
0733200H Luftverkehr, mit Uebernachtg) (QW) CCo733 Personenbeforderung im Luftverkehr
Post- und Kurierdienstleist. (ausser
0810000H Postbank), priv. Brief-, Paketzustell. CCo810 Post- und Kurierdienstleistungen
(Qw)
Kauf v.Telefon-, Faxgeraeten, Mobil- Telefone und andere Geréte fir die
0820000H telefonen, Anrufbeantw. (QW) ccos20 Kommunikation
0830020H Kommunikdienstlgn. - Mobilfunk €CO830 Telekommunikationsdienstleistun-
(Qw) gen
0830031H Konjmurukdlenstlgn.- Internet/ €Co830 Telekommunikationsdienstleistun-
Onlinedienste (QW) gen
08309004 Komnjumkdnenstlgn.- Flatrate als €CO830 Telekommunikationsdienstleistun-
Kombipaket (QW) gen
0830901H Kommunikdienstlgn. - Telefon, Fax, €Co830 Telekommunikationsdienstleistun-
Telegramme (QW) gen
Rundfunkempfaenger, Tonauf-
0911100H nahme-, Tonwiedergabegeraete CC0911111000 Rundfunkgerate ohne Autoradio
(Qw)
Rundfunkempfaenger, Tonauf- . - .
09711100H nahme-, Tonwiedergabegeraete ccogmmarop  |Autoradio oder stationdres Naviga
tionsgerat
(Qw)
Rundfunkempfaenger, Tonauf-
0911100H nahme-, Tonwiedergabegeraete CC0911142200 MP3-Player oder Ahnliches
(Qw)
Rundfunkempfaenger, Tonauf-
0911100H nahme-, Tonwiedergabegeraete CC0911190000 Lautsprecherboxen oder Kopfhorer
@w)
Rundfunkempfaenger, Tonauf-
0911100H nahme-, Tonwiedergabegeraete CC0911230200 Heimkino-Anlage
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Code Name Code Name
0911200H Fernseh-, Videogeraete, TV-Anten- | 511910000 | Fernsehgert
nen (QW)
ogmaooH | Fernseh- Videogeraete, TV-ANten- | o911550100 | pvD-Recorder
nen (QW)
0911200H Fernseh-, Videogeraete, TV-ANteN- | 411930100 | DVD-Player oder Blu-ray-Player
nen (QW)
0911200H Fernseh-, Videogeraete, TV-Anten- | 911540100 [sAT-Anlage
nen (QW)
0912000H Foto-, Filmausruestungen, opt. Ger- CCO912 Foto- u. F}{Imausrustung, opt. Gerate
aete (QW) u. Zubehor
0913000H Datenverarbeitungsgeraete, Soft- CCo913 Informationsverarbeitungsgerate
ware (QW)
0914000H Bild-, Daten-, Tontraeger (QW) CC0914 Bild- und Tontrager
Reparaturen: Geraete f. Empfang,
0915000H Aufnahme, Wiedergabe v. Ton, Bild, v. cco9ts Rep;i\ratur a[] Audio-, Foto- und Infor-
Foto-, Filmausruestungen v. Daten- mationsgeraten
verarbeitungsgeraeten (QW)
Langleb. GG, Ausruestungen f. Kultur, Andere Gebrauchsguter fiir Freizeit
0921900H Sport, Camping, Erholung (QW) €co92 und Kultur
Langleb. GG, Ausruestungen f. Kultur, Andere Guter fur Freizeit und
0921900H Sport, Camping, Erholung (QW) €co93 Gartenpflege
Reparaturen, Installationen v. lan- . " -
0923900H | gleb. GG, Ausruestungenf. Kultur, | CC092 ﬁ:j‘xlfuerbra“cmg”ter fr Freizeit
Sport, Camping, Erholung (QW)
Reparaturen, Installationen v. lan- . . o
0923900H | gleb. GG, Ausruestungenf. Kultur, | CCO93 égfgs Gﬂiteer fir Freizeit und
Sport, Camping, Erholung (QW) prieg
0931900H Spielwaren (QW) CC0931 Spiele, Spielzeug und Hobbywaren
0932010H Sportartikel (QW) €C0932 S:;erf“' sport, Camping und Erhol-
0932020H  |Campingartikel (QW) €C0932 5::““ sport, Camping und Erhol-
Gartenerzeugnisse, Verbrauchs- Obstgehdlze, Blumenzwiebeln oder
0933900H gueter f. Gartenpflege (QW) (C0933013100 Ahnliches
Gartenerzeugnisse, Verbrauchs-
0933900H gueterf. Gartenpflege (QW) CC0933040100 Blumentopf oder Blumenkasten
Gartenerzeugnisse, Verbrauchs- .
0933900H gueter f. Gartenpflege (QW) CC0933051100 Blumendiinger
Gartenerzeugnisse, Verbrauchs- Blumenerde, Rindenmulch, Torf oder
0933900H gueterf. Gartenpflege (QW) (€0933059100 Ahnliches
Gartenerzeugnisse, Verbrauchs- Gebuhren fir Blumen- oder
0933900H gueterf. Gartenpflege (QW) (€0933060100 Pflanzenzulieferung
0933901H (zc'zr\';vr;]e'pﬂanze” u.Schnittblumen | co9330m00 | schnittblumen
09330011 | Zimmerpflanzen u. Schnittblumen | 933500100 | Topfpflanze

(@Qw)
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Mensen (QW)

EVS COICOP-CPI

Code Name Code Name

0934900H Haust{ere einschl. Veterinaer- u.a. Di- €C0934 Haust|ere,e|TschlleBI|ch Ge-und
enstleistungen (QW) Verbrauchsgiiter

0934900H Haust{ere einschl. Veterinaer- u.a. Di- €C0935 Veter[nar'— und andere Dienstleistun-
enstleistungen (QW) gen fiir Tiere

0941020H gx)er“h“" Unterricht, Hobbykurse | 941001100 | Musikunterricht

0941040H AusIe|AhgebuAehrenf. sport-u. CC0941 Freizeit- und Kulturdienstleistungen
Campingartikel (QW)
Besuch v. Sport-, Freizeit- u. Kul-

0941900H turveranstaltungen, -einrichtungen | CC0941 Freizeit- und Kulturdienstleistungen
@w)

09424004 | *ONst Freizeits, Kulturdienstleistun- | ., Freizeit- und Kulturdienstleistungen
gen (QW)

0942900H | Rundfunk-, Fernsehgebuehren (QW) |CC0942310000 Zggjﬁ‘:nk Fernseh- oder Kabel-

094001 |Austeingebuehrenf. TV-Ceraete, CC0941030100 | Gebiihr filr Fitnessstudio
Videokameras u.ae. (QW)

09420021 | Besuch v Kulturveranstaltungen, | 9, Kulturdienstleistungen
-einrichtungen (QW)

0943000H Gluecksspiele (QW) CC0943 Gliicksspiele

0951000H Buecher u. Broschueren (QW) CC0951 Biicher

0952090H Ausleihgebuehrenf. Buecher u. CC0952 Zeitungen und Zeitschriften
Broschueren (QW)

0952900H Zeitungen u. Zeitschriften (QW) CC0952 Zeitungen und Zeitschriften
sonst. Gebrauchsgueterf. Bildung, .

0953900H Unterhaltung, Freizeit (QW) CC0953 Andere Druckerzeugnisse

0954900H Schreibwaren, Zeichenmaterial u.a. CCo954 Sghrelbwaren und Zeichenmateri-
Verbrauchsgueter (QW) alien

0961000H Pauschalreisen: Inland (QW) CC0960000200 | Pauschalreise im Inland

0962000H Pauschalreisen: Ausland (QW) CC0960000300 | Pauschalreise ins Ausland

1010010H Kinderbetreuung: Kindergaerten ccI010 B|!dungsd|§nstl. des Elementar- und
(@Qw) Primarbereichs

1010020H Kinderbetreuung: Vorschule (QW) | CC1010 Bildungsdienstl. des Elementar- und

Primarbereichs

Studien-, Pruefungsgebuehren an Bildungsdienstleistungen des

1020900H Schulen, Universitaeten (QW) c1020 Sekundarbereichs
Studien-, Pruefungsgebuehren an Bildungsdienstleistungen des Ter-

1020900H Schulen, Universitaeten (QW) €c1040 tiarbereichs

1050010H Nachhilfeunterricht (QwW) CC1050010100 Nachbhilfeunterricht

1050900H  |Gebuehrenf. Kurse u.ae. (QW) CC1050 Bildungsdienstl. nicht einstufbarer

Einrichtungen

Speisen, Getraenke in Restaurants, Restaurants, Cafes, StraRenverkauf

111000H Cafes, Imbissstaenden (QW) cem u. A

1112000H speisen, Getraenke in Kantinen, ccme Kantinen und Mensen
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Code Name Code Name
1120000H Uebernachtungen (QW) CCcn20 Beherbergungsdienstleistungen
riseurdienstleistungen riseur fur Herren
1211010H Fri dienstleistungen (QW) CC1211011100 Fri fiur H
riseurdienstleistungen riseur fur Kinder

1211010H Fri dienstleistungen (QW) CC1211011200 Fri fur Kind

1211010H Friseurdienstleistungen (QW) CC1211015000 Friseur flir Damen

1211030H Andere Dienstleistungenf. Koer- | 1511031109 Gebiihr fiir Sonnenstudio
perpflege (QW)

1211030H Andere Dienstleistungenf. Koer- CC1211032100 Kosmetikbehandlung oder Ahnliches
perpflege (QW)
Elektr. Geraete f. Koerperpflege (ein- Elektrische Gerate fiir die

1212000H schl. Reparaturen) (QW) cenn Korperpflege

1213900H Haarpflege-, Rasiermittel, Toiletten- | -1 ;315199 Haarbiirste, Kamm oder Haarspange
papier u.ae. (QW)

1213900H Haa'rpﬂege-, Rasiermittel, Toiletten- CC1213017100 !\'lassAra5|erer, Rasierklingen oder
papier u.ae. (QW) Ahnliches

1213900H Haarpflege-, Rasiermittel, Toiletten- | 1513531100 | Haarshampoo
papier u.ae. (QW)

1213900H Haa_rpﬂege», Rasiermittel, Toiletten- CC1213032100 Haarspray, Haargel oder Ahnliches
papier u.ae. (QW)

1213900H Haarpflege-, Rasiermittel, Toiletten- | 1513535700 | Haarfarbe oder Haarténung
papier u.ae. (QW)

1213900H Haa.rpﬂege», Rasiermittel, Toiletten- CC1213060100 Ifasm'rwasser, Rasierschaum oder
papier u.ae. (QW) Ahnliches

1213900H Haa.rpﬂege-, Rasiermittel, Toiletten- CCI213083200 Duschgel, Duschbad oder
papier u.ae. (QW) Badezusatz

1213900H Haarpflege-, Rasiermittel, Toiletten- | 1513091100 | Toilettenpapier
papier u.ae. (QW)

1213900H Haarpflege-, Rasiermittel, Toiletten- | 11359100 | papiertaschentiicher
papier u.ae. (QW)

1213900H Haa.rpﬂege-, Rasiermittel, Toiletten- CCI213093100 Wlhdgln fiir Sauglinge oder
papier u.ae. (QW) Kleinkinder

1213900H Haa}rpﬂege», Rasiermittel, Toiletten- CC1213099100 Tampons: Kosm§t|ktucher oder an-
papier u.ae. (QW) dere Hygieneartikel

1213901H sonst. Verbrauchsgueter f. Koer- CC1213014100 Zahnbiirste, nicht elektrisch
perpflege (QW)

1213901H sonst. Verbrauchsgueterf. Koer- CC1213020100 | Eau de Toilette oder Parfiim
perpflege (QW)

1213901H sonst. Verbrauchsgueterf. Koer- CC1213040100 | Handcreme
perpflege (QW)

1213901H sonst. Verbrauchsgueterf. Koer- CC1213040200 | Tagescreme oder Nachtcreme
perpflege (QW)

1213901H sonst. Verbrauchsgueterf. Koer- CC1213040300 | Kindercreme
perpflege (QW)

1213901H sonst. Verbrauchsgueterf. Koer- CC1213051100 | Zahncreme

perpflege (QW)
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Code Name Code Name
1213901H sonst. Verbrauchsgueterf. Koer- CC1213052100 Mundwasser, Zahnseide oder Ahn-
perpflege (QW) liches
sonst. Verbrauchsgueter f. Koer- . . . .
1213901H perpflege (QW) CC1213070100 Lippenstift oder Lippenpflegestift
sonst. Verbrauchsgueter f. Koer-
1213901H perpflege (QW) CC1213070200 Nagellack
sonst. Verbrauchsgueterf. Koer-
1213901H perpflege (QW) CC1213070300 Make-up
1213901H sonst. Verbrauchsgueter f. Koer- CC1213070400 | Kajalstift oder Mascara
perpflege (QW)
1213901H sonst. Verbrauchsgueterf. Koer- CC121308M00 | Feinseife
perpflege (QW)
sonst. Verbrauchsgueter f. Koer-
1213901H perpflege (QW) C€C1213089100 Deospray oder Deoroller
1213902H andere Verbrauchsgueterf-Koer- | 15135510 Personenwaage
perpflege (QW)
1220000H Dienstleistungen d. Prostitution rausnehmen
@Qw)
1231000H schmuck, Uhren (inkl. Reparaturen) | -, Schmuck und Uhren
@w)
1232000H sonst. pers. Gebrauchsgegenstaende 32 Ander_(_e personliche Gebrauchsge-
(Qw) genstande
1240011H Kinderbetreuung: Heim, Hort, Krippe | 1516010100 | Entgelt fir Kinderkrippenbesuch
etc. (QW)
1240012H Kinderbetreuung: Kinderfreizeiten CC1240 Dienstleistungen sozialer Einrich-
@w) tungen
Betreuungsdienstign. in Alten- u- )
1240020H  |Pflegeheimen: alte, behinderte €C1240021100 C\'/Zeh"n";ﬁh”he'm oder betreutes
pflegebed. Pers. (QW)
Betreuungsdienstign. in Alten- u-
1240020H Pflegeheimen: alte, behinderte CC1240025100 Stationare Pflege, privat Versicherte
pflegebed. Pers. (QW)
Betreuungsdienstign. in Alten- u- - .
1240020H  |Pflegeheimen: alte, behinderte CC1240025200 th;g::re Pflege, gesetzlich Ver
pflegebed. Pers. (QW)
Betreuungsdienstlgn. in haeusl.
1240030H Pflege: alte, behinderte pflegebed. | CC1240030100 Ambulante Pflege, privat Versicherte
Pers. (QW)
Betreuungsdienstign. in haeusl. .
1240030H  |Pflege: alte, behinderte pflegebed. | CC1240030200 | AMPulante Pflege, gesetzlich ver
sicherte
Pers. (QW)
Betreuungsdienstlgn. in haeusl.
1240030H Pflege: alte, behinderte pflegebed. | CC1240030300 Essen auf Radern
Pers. (QW)
Versicherungs- u. Finanzdienstleis- . . .
1250900H tungen (QW) CC125 Versicherungsdienstleistungen
1262070H Leasing v. Kfz, Kraftraedern (QW) ccom Kraftwagen (ohne Wohnmobile)
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EVS COICOP-CPI

Code Name Code Name

1262900H Finanzdienstleistungen (QW) CC126 Finanzdienstleistungen, a.n.g.

1270900H sonst. Dienstleistungen (QW) cc270 Andere Dienstleistungen

Appendix B: Correspondence table PPP > COICOP-CPI

Purchasing Power Parities (modified) COICOP-CPI

Code Name Code Name
11.01111.01.2a k:;ﬁ(iomreis‘ parboiled, Bekannte | 1310100 Reis
11.01.11.1.01.aaz | Langkornreis, parboiled, markenlos CCO111110100 Reis
1.01111.01.ad tzlngt‘;;lr:t'z ’&aa'rt:(‘;“ed' im Kochbeu- | ccommonoo Reis
11.01.11.1.01.ca Basmati Reis, Bekannte Marke CCO111110100 Reis
11.01.11.2.02.abz | Weizenmehl, markenlos CCOM611100 Weizenmehl
11.01.11.2.07.da | Cornflakes, KELLOGG'S CCO111625100 Cornflakes, Miisli oder Ahnliches
11.01.11.2.07.dcz | Cornflakes, markenlos CCO111625100 Cornflakes, Miisli oder Ahnliches
11.01.11.2.07.fb Miisli, Bekannte Marke CCO111625100 Cornflakes, Miisli oder Ahnliches
11.01.11.2.07.fbz | Musli, markenlos CCO111625100 Cornflakes, Miisli oder Ahnliches
11.01.11.3.01.aa Baguette CCO1M11211100 Weilbrot
11.01.11.3.01.ba | Brétchen CCO111217100 Frische Brotchen
11.01.11.3.01.bb | Mehrkornbrétchen CCO111217100 Frische Brotchen
noIm3oned | 1astbrot kleine Packung, Bekannte | 111511909 Toastbrot

Marke
11.01.11.3.01.db | Vollkornweizentoast, Bekannte Marke |CC0111211200 Toastbrot
11.01.11.3.01.dc | Roggen-Vollkornbrot, Bekannte Marke | CCO111213200 Kérnerbrot oder Vollkornbrot
11.01.1.3.01.fa Mehrkornbrot CCO111212100 Roggenbrot oder Mischbrot
11.01.11.4.04.aa | Butterkeks, Bekannte Marke CCO0111225100 Kekse
11.0111.4.04.ba Sﬁfgies mit Schokoladenstickchen, | 0111225100 |Kekse
N01N.404bp | COOKiEs Mit Schokoladenstickehen, | ccoppo5100 | kekse

markenlos
1.0111.4.04.ca f::fkeemit Cremefiillung, Bekannte | 411156100 Kekse
11.0111.4.04.fa | Croissant CCO111217100 Frische Brotchen
N.01.11.4.04.ga |Krapfen/Berliner/Pfannkuchen CCO0111433200 Hefegeback
11.01.11.4.04.ia Zwieback, Bekannte Marke CCO0111221100 Zwieback
N.011.4.04ja |Kndckebrot (Schwedische Art), SB CCO1M215100 Knéckebrot
1.01.11.4.05.1a | Pizza, gefroren, DR. OETKER CC0111440100 Pizza
11.01.11.4.05.1b Pizza, gefroren, Bekannte Marke CCO0111440100 Pizza
11.0111.5.06.aa | Spaghetti, SB CCO0111310100 Nudeln
11.01.11.5.06.acz | Spaghetti, markenlos CCO111310100 Nudeln
11.01.11.5.06.ba | Nudeln, ohne Eier, bekannte Marke CCO0111310100 Nudeln
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Purchasing Power Parities (modified) COICOP-CPI
Code Name Code Name
11.01.11.5.06.ba | Nudeln, ohne Eier, markenlos CCO0111310100 Nudeln
11.01.11.5.06.bc [ Nudeln, mit Eiern, bekannte Marke CCO0111310100 Nudeln
NOoIMS06.ca | lorielini oder Ravioli frisch, bekannte | 11155150 Nudelfertiggericht
Marke
1.01121.01aa  |Rinderfilet, Lendchen (H2) CCOT12150100 Rindfleisch zum Schmoren oder
Braten
1.01121.01ab  |Rumpsteak (H3) cconzsoroo | Rindfleisch zum Schmoren oder
Braten
11.01.12.1.01.ba Rindfleisch, gehackt CCO0112720100 Hackfleisch
11.0112.1.01.bb | Rind/Schwein, gemischtes Hackfleich |CC0112720100 Hackfleisch
N01121.01bbz | Rind/Schwein, gemischtes Hackfleich, | 112755100 | Hackfeisch
markenlos
1011220222 | Schweinefilet, Lendchen (B) CCO112290100 EZIS:C'E' oder anderes Schweine-
101122.02.ab | Schweineschnitzel (A) ccomziosop | Kotelett oder schnitzel vom
Schwein
101122023 |Schweinefleisch, Lendenkotelett (82) |ccomaziosoo | <otelett oder Schnitzel vom
Schwein
11.0112.2.02.ad | Schweinebauch (C) CC0112290300 Schweinebraten
1.0112.2.02.3e | Schweinerippchen (C) CCOT2290100 ;ZIS:C'E' oderanderes Schweine-
1.01.12.2.02.ag | Schweinefleisch, Keule zum Braten (A) | CC0112290300 Schweinebraten
11.0112.3.03.ab (L;;‘m' tendenkotelett aus der Mitte | 115300100 | Lammfeisch
11.0112.4.04.ac | Brathdhnchen, tiefgefroren CC0112450100 Tiefgefrorenes Gefliigelfleisch
11.0112.4.04.ba |Hahnchenbrustfilet CC0112410100 Frisches Gefliigelfleisch
11.0112.4.04.bc  |Hahnchenschenkel CC0112410100 Frisches Gefligelfleisch
11.0112.4.04.da | Truthahnbrustfilet CCO0112410100 Frisches Gefliigelfleisch
1.0112.6.07.aa |Speck lose verkauft ccompsisaoo | Reher schinken, Schinkenspeck
oder Bauchspeck
Wiirstchen, Frankfurter/Wiener, .
11.01.12.6.07.ba Naturhaut, bekannte Marke CC0112512100 Fleischwurst
N01126.07ca | Wirstchen frischund roh, lose CCOM2512200 | Bratwurst
verkauft
N0112607ea | AUfschnitt landestypische Sorte, lose | 117612300 | wurstaufschnitt
verkauft
1.0112.6.07caz |AUfschnitt, landestypische Sorte, lose | 11555300 | wurstaufschnitt
verkauft, markenlos
1.0112.607fa  |Schinken, roh, lose verkauft ccomasiszo0 | Roner schinken, Schinkenspeck
oder Bauchspeck
Schinken, aus dem Oberschenkel, Gekochter Schinken oder anderes
11.0112.6.07¢2 gekocht und gerauchert, lose verkauft €C0N2515100 gegartes Fleisch
11.0112.6.07.hbz |Schinken, gepresst, markenlos ccomasisipo | Cekochter Schinken oder anderes

gegartes Fleisch
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Code Name Code Name
101126071 | Schinken, Truthahn, bekannte Marke | ccomizsisiop | Cekochter schinken oderanderes
gegartes Fleisch
1.0112.6.07ja  |Salami, lose verkauft ccomasiop | Salami Cervelatwurst oder an-
dere Dauerwurst
1.0112.607b  |Salami, bekannte Marke ccomasiop | Salami Cenvelatwurst oder an-
dere Dauerwurst
1.0112.6.07jbz |Salami, markenlos ccomasmaop | Salami Cervelatwurst oder an-
dere Dauerwurst
11.01.13.1.01.ba Kabeljau (Gadus morhua), fillet CCOT113111000 Fisch, frisch oder tiefgefroren
1.01131.01.ea  |Regenbogenforelle (Salmo gairdneri) [ CC0113131100 Frisches Fischfilet
1.01.13.1.01.da | Schollenfilet (Pleuronectes platessa) | CC0113131100 Frisches Fischfilet
1.01131.01.fa zzlc:sﬁ'et (Atlantischer Lachs - Salmo. | 11551100 Frisches Fischfilet
11.01131.02.ia :fri?:ga“ (Cyprinus carpio), tiefge- CCOM3TMI000 | Fisch, frisch oder tiefgefroren
Pangasius (Pangasius hypophthal-
11.01.13.1.02.kb mus), Filet, tiefgefroren, bekannte CCO0TM13133100 Tiefgefrorenes Fischfilet
Marke
Eismeergarnele (Pandalus borealis), . . PR
11.01.13.1.04.ra CC0113431000 Fischstabchen oder Ahnliches
bekannte Marke
11.01.13.2.05.aa | Rducherlachs, bekannte Marke CCO0113300100 Raucherfisch
11.01.13.2.05.aaz | Raucherlachs, markenlos CCO0113300100 Réucherfisch
Makrelenfilet aus der Konserve, in To-
11.01.13.2.06.da | matensauce oder Pflanzendl, bekan- | CC0113413100 Fischmarinade
nte Marke
N0113206ea | 053 Thunfischin Dosen, Bekannte | 11341100 Fischkonserve
Marke
Paniertes Fischfilet (Pollock), 2 - 4 .
11.01.13.2.06.gb Stiicke, tiefgefroren, bekannte Marke CCO113411100 Fischkonserve
11.01.13.2.06.ha | Fischstéabchen, bekannte Marke CCO0113431000 Fischstabchen oder Ahnliches
11.01.13.2.06.hb | Fischstabchen, markenlos CCO0113431000 Fischstabchen oder Ahnliches
11.01.14.1.01.aa | Frische Vollmilch CCO114110100 Frische Milch
11.01.14.1.01.aaz | Frische Vollmilch, markenlos CCOM4110100 Frische Milch
11.01.14.1.01.ba UHT-Vollmilch, Bekannte Marke CC0M4150100 H-Milch
11.01.14.1.01.baz | UHT-Vollmilch, markenlos CCO0114150100 H-Milch
11.01.14.1.02.cb | Frischmilch, halbfett, Bekannte Marke | CC0114110100 Frische Milch
11.01.14.1.02.cbz | Frischmilch, halbfett, markenlos CC0114110100 Frische Milch
11.0114.1.02.da | UHT-Milch, halbfett, bekannte Marke [ CC0114150100 H-Milch
11.01.14.1.02.dbz | UHT-Milch, halbfett, Markenlos CCOM4150100 H-Milch
1.0114.2.03.ba Milchpulver fiir Babys, Bekannte CCOTI9352100 Sauglingsmilchnahrung, Pulver-
Marke form
1N01142.04.dp | Naturjoghurt, groie Packung, Bekan- | 11440000 | joghurt
nte Marke
11.0114.2.04.dcz | Naturjoghurt, Markenlos CC0114400100 Joghurt
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Purchasing Power Parities (modified) COICOP-CPI

Code Name Code Name
11.0114.2.04.ea | DANONE Activia Joghurt, Multipack | CC0114400100 Joghurt
11.0114.2.04.fa | Fruchtjoghurt, Bekannte Marke CCO0114400100 Joghurt
1.01.14.2.04.faz | Fruchtjoghurt, markenlos CC0114400100 Joghurt
11.0114.2.04.ha |Joghurt-Drink, DANONE Actimel CC0114400100 Joghurt
N0114.2064a | >3urerrahm Creme Fraiche, Bekannte | - oo114610100  [sahne

Marke
10114206,z | 22ueranm, Creme legere, fettarm, 1 0114610100 | sahne

markenlos
11.0114.2.06.ja | Schlagsahne, Bekannte Marke CC0M4610100 Sahne
1.01.14.2.06.jaz |Schlagsahne, markenlos CCO0114610100 Sahne
11.0114.3.05.aa | Quark, bekannte Marke CCO0114550100 Quark
11.01.14.3.05.aaz | Quark, markenlos CCO0114550100 Quark
11.0114.3.05.ba | Frischkése, KRAFT Philadelphia Classic | CCO114550200 Frischkase
11.01.14.3.05.bb | Frischkase, Bekannte Marke CCO0114550200 Frischkase
11.01.14.3.05.bbz | Frischk&se, markenlos CCO0114550200 Frischkase
11.01.14.3.05.ea | Typ Camembert, Bekannte Marke CCO0T114530100 Weichkase
11.0114.3.05.eaz | Typ Camembert, markenlos CC0M4530100 Weichkase
11.0114.3.05.fa | Typ Edamer, bekannte Marke CC0M4520100 Schnittkase
11.0114.3.05.ga | Typ Emmentaler, Bekannte Marke CC0114510100 Hartkase
11.01.14.3.05.gaz | Typ Emmentaler, markenlos CCO0M4510100 Hartkase
1.01.14.3.05.ha | Original Feta, Bekannte Marke CCO0114530100 Weichkase
1.01.14.3.05.hb | Typ Feta, Bekannte Marke CCO0114530100 Weichkase
N0114305ja | VP Couda loseverkauft, Bekannte | 5550100 | schnittkse

Marke
11.0114.3.05 ja Mozzarella, Bekannte Marke CC0M4530100 Weichkase
11.0114.3.05jaz | Mozzarella, markenlos CC0M4530100 Weichkase
1.01.14.3.05.ma |Gratinkdse, gerieben, bekannte Marke | CC0114520100 Schnittkase
11.0114.4.07.ba | Hihnereier aus Bodenhaltung CCO114700100 Eier
11.0114.4.07.baz ?uunhg’j;r::igj;?(’de”ha" CCOTI4700100 | Eier
11.0114.4.07.ca | Huhnereier aus Freilandhaltung CC0114700100 Eier
11.0114.4.07.caz F:‘:’gi‘;':;i:lfsFre”a"dha" CCOT14700100 | Eier
11.01151.01.ab gzgenrn ‘::f::f;ée" groBePackung, | cconsiooino | Butter
11.01151.01.abz Bm”;::g'n‘fgsgesa'ze”' groBePackung, | cconsi00100  |Butter
11.0115.2.02.aa | Margarine, Bekannte Marke CC0115210100 Margarine
11.01.15.2.02.ab | Margarine, markenlos CCO0115210100 Margarine
N01153.03.0a | Ovenol, Extra kaltgepresst, Bekannte | 5305100 | olivens!
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Code Name Code Name
11.0115.3.03.3az l(zlswenol, Extra kaltgepresst, marken- | 115300100 [ olivens
. Sonnenblumendl, Rapsdl oder
11.01.15.3.04.ca |Sonnenblumendl, Bekannte Marke CCO0115400100 o
Ahnliches
. Sonnenblumendl, Rapsol oder
11.01.15.3.04.cbz | Sonnenblumendl, Markenlos CC0115400100 R
Ahnliches
11.0116.1.01.ac | Frische Apfel, Landestypische Sorte CC0116300100 Apfel
11.01.16.1.01.ba | Frische Bananen CCO0116200100 Bananen
11.0116.1.01.ca | Frische Orangen CC0116110000 Zitrusfriichte
11.01.16.1.01.ea | Frische Mandarinen CCO116110000 Zitrusfriichte
11.01.16.1.01.fa Frische Zitronen CCO0116110000 Zitrusfriichte
11.0116.1.01.ga Frische Trauben, weiR CCO116650100 Weintrauben
11.01.16.1.01.ka Frische Kiwis CC0116700000 Kiwis, Melonen oder Ahnliches
11.01161.01.ma | Frische Erdbeeren cconesooiop | Erdbeeren, Himbeeren, Stachel-
beeren oder Ahnliches
11.01.16.1.01.mb | Frische Ananas CC0116700000 Kiwis, Melonen oder Ahnliches
11011620232 | Gefrorene Beeren, bekannte Marke | ccomgorriop | Ananaskonserve, Erdbeerkonserve
oder Ahnliches
11.0116.2.02.3az | Gefrorene Beeren, markenlos cconeorrioo | Ananaskonserve, Erdbeerkonserve
oder Ahnliches
10116.2.03fa | Erdniisse, getrocknet, Bekannte Marke | ccoTies3oioo | Erdnusse. Studentenfutter oder
Ahnliches
11.0116.2.04ja Dosen-Pfirsich, in Sirup, Bekannte CCOM6912100 Sau‘erklrschen oder andere
Marke Steinobstkonserve
Dosen-Ananas, ganze Scheiben im Ananaskonserve, Erdbeerkonserve
11.0116.2.04.ka eigenen Saft, Bekannte Marke CComes7100 oder Ahnliches
1.0116.2.04.kb D'osen—Ar?anas, ganze Scheiben in CCOM6917100 Ananﬁsko'nserve, Erdbeerkonserve
Sirup, kleine Packung, Markenlos oder Ahnliches
1.01171.01ba | Frischer Brokkoli cconrzioogo | Blumenkohl, WeiBkohl oder an-
derer Kohl
11.01171.01.ca ;Etc::' Kopfsalat, rund, weiche CCOTT110100 Kopfsalat oder Eisbergsalat
1.01171.01da  |Frische Karotten ccormasooop | Mohren Hillsenfriichte, Spargel
oder Ahnliches
1.011710%ea  |Frischer Blumenkohl cconzzioopo | Blumenkohl, WeiBkohl oder an-
derer Kohl
1.0117101fa  |Frische Zucchini cconmgoooo | Feldsatat Lauch, Sellerie oder
Ahnliches
1.01171.01.ga | Frische Salatgurke CCO117350100 Gurken
nomiotha | Frische geziichtete Champignons, CCO17420100 | Champignons oder andere Pilze
weil}, ganz
11.01.17.1.01,ja Frische griine Paprika CCOT117330100 Paprika
1.0117101ka  |Frischer Lauch cconmooopo | Feldsalat Lauch, Sellerie oder

Ahnliches
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Code Name Code Name
11.0117.1.01.1a Frischer Eisbergsalat CCOM7110100 Kopfsalat oder Eisbergsalat
noumonlp | Frischer gemischterSalatoder Eis- 11770109 Kopfsalat oder Eisbergsalat
bergsalat in Tiiten
11.01.17.1.01.nb | Frische Strauchtomaten CCO17310100 Tomaten
1011710102 |Frischer WeiBkohl ccomzioooo | Blumenkonl, Weikkohl oder an-
derer Kohl
1.0117101pa | Speisezwiebeln CCO117410100 ﬁg’:::’e'”' Knoblauch oder Ahn-
11.0117.2.04.ab | Kartoffeln, abgepackt CC0117800300 Kartoffeln
11.01.17.2.04.ba | Friihkartoffeln CCO0117800300 Kartoffeln
N017204ca | Pommes Frites, tiefgeklhit, bekannte | 1701100 Pommes frites
Marke
M.01173.02.3a2 Griine Bohnen, zart, tiefgefroren, CCOTI7690100 Euttergemuse oder?nderes
markenlos tiefgefrorenes Gemiise
1.01173.02.bbz Gemischtes Gemdise, tiefgefroren, na- CCOMT690100 B.uttergemuse oderfmderes
turell, Markenlos tiefgefrorenes Gemiise
11.01.17.3.02.ca Erbsen, tiefgefroren, klein/fein, SB CCOM7690100 B'uttergemuse oderfmderes
tiefgefrorenes Gemiise
1.01173.02.caz Erbsen, tiefgefroren, klein/fein, CCOMT690100 B.uttergemuse oder?nderes
markenlos tiefgefrorenes Gemiise
N01173.02da | oPInat tiefgefroren, naturell, Bekan- | 1700100 | Tiefgefrorener Spinat
nte Marke
1.01173.02.daz lsops'”at' tiefgefroren, naturell, marken- | ;117610100 | Tiefgefrorener Spinat
11.01.17.3.03.faz | Erbsen in Dose, sehr fein, markenlos CCONM7715100 Erbsenkonserve
11.01173.03.gaz | Maiskdrner in Dose, Markenlos cconrrioaop | tangenspargel oderandere
Gemiisekonserve
1.01173.03.hb Gestlickelte Tomaten in Dose, Bekan- CCOMTT19400 Stang_enspargel oder andere
nte Marke Gemiisekonserve
1.01173.03 hez Gestlickelte Tomaten in Dose, CCOTT719400 Stansenspargel oder andere
Markenlos Gemiisekonserve
N01173.034az | Chamignonscheiben in Salzwasser, | 117714100 | pilzkonserve
Markenlos
11.0117.3.03.ma | Gewdirzgurken, Bekannte Marke ccon77imoo Gurkenkonserve
11.0117.3.03.ma | Gewdirzgurken, markenlos CCONM7711100 Gurkenkonserve
11.0117.3.03.naz | Tomatenmark, markenlos CCOMN7719400 Stangenspargel oder andere
Gemiisekonserve
11.01.17.3.03.qa | Getrocknete Linsen, Bekannte Marke | CC0117500100 Trockengemiise
1.01173.05ra | Chips, PRINGLES CCO117913100 Kartoffelchips oder Kartoffelsticks
11.0117.3.05.sa | Chips, single pack, Bekannte Marke CCOM7913100 Kartoffelchips oder Kartoffelsticks
11.0118.1.01.aa | Weiler Zucker, Bekannte Marke CCO0118110000 Zucker oder Sti8stoff
11.01.18.1.06.db | StiRstoff-Tabletten, Bekannte Marke CC0118110000 Zucker oder StRstoff
101182.02.0a | HoNig, verschiedene Bliten, bekannte | 110530100 | gienenhonig
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Purchasing Power Parities (modified) COICOP-CPI

Code Name Code Name

Honig, verschiedene Bliiten, Marken-

11.01.18.2.02.abz los CC0118230100 Bienenhonig

11.0118.2.02.ba m:km:'ade' 280-500g Bekannte | 118510100 | Marmelade, Konfitire oder Gelee
11.01.18.2.02.bbz | Marmelade, Markenlos CCO0118210100 Marmelade, Konfitiire oder Gelee
11.01.18.3.03.aa | Zartbitterschokolade, SB CCO0118310100 Schokoladentafel

11.01.18.3.03.ba | Milchschokolade, Bekannte Marke CC0118310100 Schokoladentafel

Riegel oder andere Erzeugnisse

11.0118.3.03.cd | MARS-Schokoriegel, Multipack CC0118390100 aus Schokolade

Kinderiiberraschung Schokoladenei, Riegel oder andere Erzeugnisse

11.01.18.3.03.ea FERRERO CC0118390100 aus Schokolade

11.01183.04ja |HARIBO ccongagorop | Kaugummi Gummibdrchen oder
Ahnliches

1.0118304ka |Chewy candies, toffees, WKB ccongagoioo | Kaugummi, Gummibarchen oder
Ahnliches

1.01183.04]a |Kaugummi, Bekannte Marke ccongagoioo | Kaugummi, Gummibdrchen oder
Ahnliches

11.01.18.3.04.ma | Nutella, FERRERO CC0118610100 Kakaohaltiger Brotaufstrich

121,01.18.3,04,ma Nutella, markenlos CC0118610100 Kakaohaltiger Brotaufstrich

11.0118.4.05.ab | Eis, Magnum, Multipack, SB CC0118500000 Speiseeis

11.01.18.4.05.cb | Eis, HAAGEN DAZS, BEN&JERRY'S CCOM8500000 Speiseeis

11.01.18.4.05.cc | Eis, 500 - 1000 ml, bekannte Marke CCO118500000 Speiseeis

11.0118.4.05.cd | Eis, GroRpackung, Markenlos CC0118500000 Speiseeis

1.01191.01.aa | Tomatenketchup, HEINZ ccomgioozop | Tomatenketchup oder

Gewdirzketchup

Tomatenketchup oder

11.0119.1.01.ab | Tomatenketchup, Bekannte Marke CC0119100200 .
Gewirzketchup

Tomatenketchup oder

11.01.19.1.01.acz | Tomatenketchup, Markenlos CCO0119100200 .
Gewdirzketchup

Delikatess-Mayonnaise, Bekannte

11.0119.1.01.ba CC0119420100 Mayonnaise

Marke
11.01.19.1.01.ca Senf, Bekannte Marke CCO0119490100 Senf
11.01.19.1.01.caz | Senf, markenlos CC0119490100 Senf

Tomatensauce fiir Nudeln (Sugo), GrillsoBe, SojasoRe, Salatdressing

11.0119.101ea Bekannte Marke €C0119100400 oder Ahnliches

11.01191.01.eaz Tomatensauce fiir Nudeln (Sugo), CCOT19100400 Grlllsgﬁe,§01asor§e, Salatdressing
markenlos oder Ahnliches

11.0119.1.02.fa Tafelsalz CC0119210100 Salz

11.0119.1.02.ga | Schwarzer Pfeffer, Bekannte Marke CC0119230100 Gewiirze

Babynahrung, piriert, Bekannte CCOT19353100 Fertignahrung fiir Sduglinge oder

11.0119.1.03.ha Marke Kleinkinder

Babynahrung auf Fleischbasis, Bekan- CCOTM9353100 Fertignahrung fiir Sauglinge oder

11.01.19.1.03.hc nte Marke Kleinkinder
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Purchasing Power Parities (modified) COICOP-CPI
Code Name Code Name
Fertiggericht, Lasagne Bolognese,
11.0119.1.04.ka | Spaghetti Bolognese oder Chili con CC0112650200 Fleischfertiggericht in Konserven
Carne, Bekannte Marke
11.01191.09.0a |Briihwiirfel (Fleisch), SB ccomgoozoo | 20Renpulver Soenbinder oder
Ahnliches
11.01191.09.0az |Briihwirfel (Fleisch), markenlos cconoroozo | SoBenpulver, Soenbinder oder
Ahnliches
11.01191.09yaz |Gemiisebriihe, markenlos cconotoosoo | >oBenpulver, SoBenbinder oder
Ahnliches
nowziopy | ROstKaffee blend, groBe Packung, | 1147100 Bohnenkaffee
Bekannte Marke
n0121101bbz | ROSUKafTee, blend, groBe Packung, | 11913100 Bohnenkaffee
markenlos
11.01.211.01.da | Kaffee Pads, Bekannte Marke CC0121111200 Kaffeepads oder Kaffeekapseln
N0121102eb | ChwarzerTee, kleine Packung, Bekan- | 12110000 | schwarzer Tee oder griiner Tee
nte Marke
1.01211.02ga Tee, Bluten oder Krauter, Bekannte CCO121230100 Frichtetee oder Krautertee, in
Marke Aufgussbeuteln
1.01.211.02.gaz |Tee, Bliiten oder Kriuter, markenlos | cCOT21230100 | Fchtetee oder Krdutertee, in
Aufgussbeuteln
11.01.21.1.03.ia Kakaopulver fir Instant Getrank, CC0121300100 Kakaopulver oder Ahnliches
Bekannte Marke
Mineralwasser mit Kohlensdure, .
11.01.22.1.01.bc groRe Flasche, Bekannte Marke CC0122100100 Mineralwasser
nov22101ch | Mineralwasser still groBe Flasche, | 0122105100 | mineralwasser
Bekannte Marke
1.01.22.2.01.aa |COCA COLA, Flasche CC0122210100 Colagetrank
11.01.22.2.01.ac | COCA COLA, Dose €C0122210100 Colagetrank
11.01.22.2.01.ca | Cola, Flasche, BL CC0122210100 Colagetrank
11.01.22.2.01.da | Orangenlimonade, WKB CC0122290100 Koffeinfreie Limonade
11.01.22.2.01.ea | Energy drink, RED BULL €C0122210100 Colagetrank
11.01.22.2.01.fa Eistee, WKB CC0122210100 Colagetrank
11.01.2230%aa |Orangensaft, WKB ccorzazaoioo | Orangensaftoder ahnlicher
Fruchtsaft
11.01.22.3.01.abz |Orangensaft, BL ccorazoioo | Orangensaftoder hnlicher
Fruchtsaft
1.0122.3.01ba |Apfelsaft, WKB CC0122310100 /:apfi;elsaft oder dhnlicher Frucht-
11.01.22.3.01.bbz | Apfelsaft, BL ccorzasioroo | APfelsaftoderahnlicher Frucht-

saft
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