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4 Trade balance reaches highest level

since 1996

Canada's trade balance reached almost $34 billion in
1999, its highest level since 1996. In December, imports
increased at afaster pace than exports, reducing the
monthly trade balance.

Composite index’s growth eases

After reaching 0.8% in December, the growth of the
leading index returned to 0.5% in January. Demand from
firms was the driving force behind growth.

Retailers end strong year with a bang

Retail sales advanced 2.0% in December. This
strengthened the overall sales results of 1999, which were
5.8% higher than in 1998. Big-ticket items were in high
demand last year.

Wholesale sales advance at more than
twice the pace of 1998

Wholesalers' sales advanced by 7.8% in 1999, more than
double the 3.3% rate of increase recorded in 1998. The
growth in 1999 was led by wholesalers of computers,
packaged software and other electronic machinery.

Monthly new motor vehicle sales pick up
speed

New motor vehicle sales rose 8.5% in December, the
largest monthly increase since December 1997. For 1999
as awhole, dealers sold 1,542,055 vehicles, a number
approaching the all-time record in 1988.

Firm size and business experience affect
failure rates

At least half of new companiesin Canada go out of
business before their third anniversary—and only one-
fifth of them survive adecade. A firm'ssizeand its
business experience have a strong impact on a company’s
chance for success.

Trade balance reaches highest
level since 1996

anada’' s annual trade balance with the rest of the world
reached almost $34 billion in 1999, its highest level since
1996, when it stood at $42 billion.

For 1999 as a whole, the value of exported goods totalled
$360.6 hillion, up 11.9% from the previous year. The increased
domestic capacity in the auto industry and high demand for
Canadian-built models in the United States explained half of this
annual growth. The second biggest contributor was television
and telecommunications equipment. Exports increased last year
at almost twice the pace of imports, which rose 7.7% to
$326.7 billion.

However, in December, importsincreased at afaster pace than
exports, reducing the monthly trade balance to $2.7 hillion,
compared with arevised $3.2 billionin November. Importsrosein
December by 3.2% to $29.2 hillion, while exports climbed 1.4%
to $31.9 billion, their third consecutive monthly increase.

Imports in December were up in all sectors except energy
products, which remained unchanged. An increase in crude oil
imports was completely offset by sharp dropsin jet fuel and coal
imports.

Imports of automotive productswere up slightly, due chiefly to
a 7.5% increase in imports of parts. Imports of machinery and
equipment rose 2.3% on strong imports of computer parts, semi-
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... Trade balance reaches highest level since 1996

conductorsand control instruments. These were offset by asharp
drop in aircraft imports. Imports of automotive hardware, plastic
and inorganic products as well as Italian ceramics drove up
imports in the industrial goods sector (+5.0%). After dropping
sharply in November, imports of agriculture and fishing products
rose 3.0%, owing to revived coffee imports and higher imports of
fresh fruits and vegetables, as well as alcohol due to millennium
celebrations.

Theincreasein exportsin December was mainly dueto robust
sales of trucks, automobiles, plastics and crude oil to the United

Merchandise trade, 1999
Seasonally adjusted

$ millions % change,

previous year

Total exports 360,599 11.9
Agricultural and fishing products 25,613 1.9
Energy products 30,310 26.8
Forestry products 38,902 10.6
Industrial goods and materials 56,942 -0.9
Machinery and equipment 84,960 7.8
Automotive products 96,143 24.2
Other consumer goods 13,591 9.4
Special transactions trade! 7,883 41.7
Other balance of payments adjustments 6,257 -1.7
Total imports 326,661 7.7
Agricultural and fishing products 17,637 2.2
Energy products 10,647 22.7
Forestry products 2,741 9.7
Industrial goods and materials 62,142 3.1
Machinery and equipment 108,231 6.8
Automotive products 75,902 13.7
Other consumer goods 36,963 6.9
Special transactions trade* 6,217 -1.3
Other balance of payments adjustments 6,181 7.8

1 Mainly, these are mainly low-valued transactions, value of repairs to
equipment, and goods returned to country of origin.

Noteto readers

Merchandise tradeis one component of the current account of
Canada’ s balance of payments, which also includes trade in
Services.

States, as well as forestry product exports to Asia. The increase
was tempered somewhat as exports of nuclear and aeronautic
technology returned to more normal levels.

Record vehicle sales in the United States helped drive up
Canadian truck exports, which rose 6.8% in December to stand
20.6% higher than in December 1998. More modest export gains
were posted in December for automobiles (+1.9%) and auto parts
(+0.1%). Intheindustrial goods sector (+2.7%), Japan’ seconomic
recovery strengthened the demand for copper, while the strong
U.S. economy buoyed Canadian exports of semi-finished iron
products and plastics south of the border.

Forestry product exports rose for a fourth consecutive month
in December (+3.4%). Higher pul p exportsto Japan were volume-
driven in conjunction with a slight price recovery. Virtually all
theincreasein lumber exports went to Japan. Energy exportsalso
rose, owing to therecovery of petroleum and coal product exports.
That increase was also volume-driven, due to stockpiling by U.S.
refiners in anticipation of possible Y2K problems. Natura gas
exports continued their downward trend. However, they were
30.9% above their level in December 1998, mainly because of
higher prices.

Available on CANSIM: matrices 3618, 3619, 3651, 3685-3699,
3701-3711, 3713, 3720, 3887-3913, 8430-8435 and 8438-8447.

The December 1999 issue of Canadian international merchandise
trade (print: 65-001-XPB, $19 /$188; online at www.statcan.ca:
65-001-XIB, $14 /$141) will be available shortly. The publication
will include tables by commodity and country. Current account
data areavailable quarterlyin Canada’ sbalance of international
payments (67-001-XPB, $38/$124). For moreinformation, contact
Jocelyne Elibani (613-951-9647; 1 800 294-5583), International
Trade Division. Seealso “ Current trends’ on page 9.)

Composite index’s growth eases

emand from firms was the driving force behind the latest

growth of the leading index, which returned to 0.5% in

January. That marked an easing from December’s 0.8%
growth, which was temporarily boosted by preparations for the
arrival of theyear 2000. The growth rateisequal to itsaveragefor
all of last year.

The expansion of business spending, notably investment, was
most evident in afourth straight upturn in new ordersfor durable
goods and in business services jobs. Stock markets levelled off
after a surge at the end of 1999, although several technology-
related sectors remained bullish.

Household demand lost some of its vigour. Housing posted a
fourth consecutive decline, with multiple-housing starts lumping
asthe number of completed but unsold unitsincreased. Furniture
and appliance sales fell in tandem, their first setback since June
1996. Demand for durable goods rose amodest 0.5%, half itsrate
of increase two months earlier.

Noteto readers

The business leading indicators for Canada were all revised
back to 1952. Thisarticle usestheserevised data. Therevisions
were due to a new base year (1992) and to the incorporation
of historical revisions to the source data. There were no
conceptual changes made to the system of leading indicators,
however.

The growth of the U.S. leading indicator picked up, led by
renewed strength in manufacturing demand. As well, the labour,
housing and financial markets all continued to improve, whichis
encouraging for continued growth in Canadian exports.

Available on CANSIM : matrix 193.

The February 2000 issue of Canadian economic observer
(11-010-XPB, $23/$227) isnow available. For further information,
contact Francine Roy (613-951-3627), Current Economic Analysis
Group. See also “ Current trends’ on page 9.
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Retailers end strong year with a
bang

etailers ended a strong year with a bang as their sales

advanced 2.0% in December. Thisstrengthened the overall

sales results of 1999, which were 5.8% higher than in
1998. In December, retailers sold $22.5 billion worth of goods
and services, for atotal of $260.4 billion in 1999.

In December, for a second consecutive month, retailersin the
automotive trade group led the way, with a 3.7% gain, following
an equally impressive advance in November. Concern over Y 2K
problems as well as millennium festivities may have helped food
stores, which posted December’ s second largest increase (+2.1%).
Sales increased in al provinces except Newfoundland (-0.2%).
British Columbia posted the largest gain (+3.8%), followed by
the three Prairie provinces.

The 5.8% increase in retail trade in 1999 was the third best
result of the decade, after the strong performances of 1994 (+7.0%)
and 1997 (+7.6%). 1n 1998, salesrose 3.6%. Higher prices made
up about a third of the annual sales gain last year, whereas, in
1998, prices remained essentially unchanged. Consumer credit
continued to be amajor stimulant for retail salesin 1999.

Retail salesrose in all trade groups last year. For the second
consecutive year, furniture stores (+9.1%), which offer many
credit incentives, posted the largest year-over-year sales growth.
After a disappointing year in 1998, retailers in the automotive
group enjoyed asales gain in 1999 of 7.5%. The increase in used
vehicle sales was more than twice the gain for new vehicles.

Even with the restructuring in their trade group, genera
merchandise stores posted a7.1% increasein saleslast year. They
gained market share in clothing, shoes, and health and personal
care products from more specialized retailers. Sales of storesin
the “other retail” category rose 6.4%, owing to robust sales by
liquor, wine and beer stores (+11.4%).

Sales in drugstores were up 3.8% compared with 1998, but
these stores continued to ose market share in their main product
lines. Clothing stores posted a 3.1% increase in sales, led by
retailers in the “other clothing stores’ category, which includes
family clothing. A 2.4% sales gain posted by food stores was
partly due to higher sales of non-food items.

All provinces and territories saw higher retail salesin 1999,
but the sales increases were much larger in Central and Eastern
Canada. Retailersin Ontario enjoyed arecord year, posting their
best salesincrease (+7.8%) of the decade. Salesgainsin furniture
stores and in the automotive category reached levels greater than

Noteto readers

In order to present a provincial analysis by sector, all annual
comparisonsin thisarticle usethe sumof unadjusted estimates.
As usual, the rest of the analysis is based on seasonally
adjusted estimates.

Retail sales by sector

1998 1999 1998 to 1999

$ millions % change

Total, all stores 246,161 260,426 5.8
Furniture 12,536 13,672 9.1
Automotive 94,501 101,628 7.5
General merchandise 27,956 29,950 7.1
Other 26,643 28,353 6.4
Drug 12,944 13,431 3.8
Clothing 13,917 14,344 3.1
Food 57,664 59,048 2.4

10.0%. In Quebec, retail sales advanced 6.0%, led by automotive
and furniture retailers.

Overal, consumersin Atlantic Canadaincreased spending last
year by 7.0%. Prince Edward Island (+10.5%) had the strongest
provincia performance. The arrival of several new retailersin
the province may have helped to keep consumers on the island.

In the Prairie provinces, weak sales in the automotive group
heldtheoverall gaininretail salesin 199910 3.7%. A reinvigorated
oil industry may have fuelled the recent retail sales gains in
Alberta(+4.5%), whilelow grain priceslimited consumer spending
in Manitoba (+3.0%) and Saskatchewan (+1.5%). Retailers in
British Columbia, following a 2.0% decline in 1998, saw their
sales rise 1.8%. Consumers stayed away from auto dealers
showroomsin 1999, as retail salesin the automotive trade group
remained virtually unchanged. Theretail industry in that province
has been gaining strength since the fall of 1998.

Available on CANSIM: 2399 and 2400 (main matrices), 2299,
2397, 2398, 2401 to 2416 and 2418 to 2420.

The December 1999 issue of Retail Trade (print: 63-005-XPB,
$21 /$206; online at www.statcan.ca: 63-005-XIB, $16 /$155)
will be available shortly. For further information, contact Client
Services (613-951-3549; retailinfo@statcan.ca). For analytical
information, contact Paul Gratton (613-951-3541;
gratpau@statcan.ca), Distributive Trades Division.
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Wholesale sales advance at more
than twice the pace of 1998

holesalers' sales totalled $361.2 hillion in 1999, up
7.8% from 1998. Thiswas more than double the 3.3%
rate of increase recorded in 1998. However, the sales

gain in 1999 was smaller than the sizeable increases observed
since the 1990-91 recession.

The growth of wholesale trade in 1999 was led by wholesalers
of computers, packaged software and other el ectronic machinery.
Their sales rose 15.3%, despite a decline in the value of salesin
the fourth quarter (-2.0%). Right behind were wholesalers of
motor vehicles, parts and accessories (+15.1%) and those selling
lumber and building materials (+14.4%). Wholesalers of motor
vehicles, partsand accessorieshad avery busy year last year asan
intermediary between the highly charged manufacturing and retail
trade sectors. In the case of wholesalers of lumber and building
materials, rising prices for lumber and other forestry products
contributed to the recovery of their sales.

By contrast, wholesale salesin the agricultural sector continued
to dlide in 1999. Despite increased sales in the first and fourth
guarters, wholesalers of farm machinery, equipment and supplies
saw their sales fall for the year as a whole by 11.3%. This fell
considerably short of the result in 1998, when sales had declined
1.0%.

Wholesalers in the Atlantic provinces, Quebec and Ontario
fared quite well in 1999. Except for Prince Edward Island, where
sales rose 3.6%, the other provinces all had increases far above
the national average of 7.8%. In Western Canada, however, sales

Annual variation in wholesale sales, by trade group

1997 t0 1998 1998 to 1999

% change
All trade groups 3.3 7.8
Computers, packaged software and other 10.5 15.3
Motor vehicles, parts and accessories 23 15.1
Lumber and building materials -0.8 14.4
Food products 3.8 8.0
Industrial and other machinery, equipment 2.2 6.6
Metals, hardware, plumbing and heating 6.1 4.6
Beverage, drug and tobacco products 6.9 3.0
Household goods 6.0 2.9
Other products 0.2 0.6
Apparel and dry goods 6.1 0.6
Farm machinery, equipment and supplies -1.0 -11.3

Annual variation in wholesale sales
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declined in Saskatchewan (-1.7%) and werewell bel ow the national
average in Manitoba, Alberta and British Columbia.

In December, wholesale sales crept up 0.2% from November
to $31.3 hillion. Wholesalers of lumber and building materials
posted the strongest increase (+2.7%), with sales advancing for a
third straight month. Notable advances were also made by
wholesalersof food products (+2.0%) and wholesal ers of industrial
and other machinery (+1.3%).

For a second consecutive month, wholesalers of farm
machinery, equipment and supplies posted the steepest decline
(-5.1%), followed by wholesalers of apparel and dry goods
(-5.0%). Though an infrequent occurrence, wholesalers of
computers, packaged software and other electronic machinery
saw their sales decline in December (-2.2%) for a second
consecutive month. For wholesal ersin the automotive trade group,
a0.9% sales decline was the first in six months.

Thevalue of wholesalers' inventories grew 1.6% in December
to $42.8 billion. Notable increases occurred in inventory in the
automotive trade group and among those selling industrial and
other machinery, equipment and supplies. Theinventory-to-sales
ratio increased to 1.37 in December, up from 1.35in both October
and November.

Available on CANSIM: matrices 59, 61, 648 and 649.

The December 1999 issue of Wholesale trade (online at
www.statcan.ca: 63-008-XIB, $14/$140) will beavailable shortly.
Toorder data, or for general information, contact Client Services
(613-951-3549 or 1 877 421-3067; wholesaleinfo@statcan.ca).
For analytical information, contact Louise Généreux (613-951-
3549), Distributive Trades Division.
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Monthly new motor vehicle sales
pick up speed

n December, sales by new motor vehicle dealers rose 8.5%.

I Thiswas the largest monthly increase since December 1997,

when sales climbed 20%. A total of 144,006 units were sold

in December, dightly lower than the record number sold in

December 1997. New cars and new trucks both posted sales

increases from November to December. However, the sales gain
for cars (+11.1%) was twice that for trucks (+5.5%).

For 1999 as awhole, annual saleswere closeto arecord high.
In all, dealers sold 1,542,055 new vehicles, up 7.9% compared
with 1998. Thisnumber isnear the all-timerecord in 1988, when
1,563,839 vehicleswere sold. Both cars and trucks contributed to
the 1999 increase, with the number of units sold advancing from
1998 by 8.9% and 6.9% respectively.

While truck sales have generally been increasing since the
start of 1999, the sal es gains have been slowing sincelast summer.
Thisslowing isdueto variousfactors. Oneistherisein gasoline
prices since the spring of 1999. Another is the drop in grain
prices, which has affected the economy of Western Canada,
where trucks are more popular. Sales of new cars have been on
therise since thefall of 1998.

Truck and passenger car sales
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Noteto readers

Carsincludethose used for personal and commercial purposes
such as taxis or rental cars. Trucks include minivans, sport-
utility vehicles, light and heavy trucks, vans, coaches and
buses.

North American-built vehicles include those manufactured
or assembled in Canada, the United States or Mexico. All
other new vehiclesare considered to have been made over seas.

For reasons of confidentiality, data for the Yukon, the
Northwest Territories and Nunavut have been included with
British Columbia.

Annual sales were more robust in the Eastern provinces in
1999. Compared with 1998, the number of new vehicles sold in
Newfoundland, New Brunswick and Ontario rose by at least
10.0%. All other provinces posted increases below the national
average of 7.9%. Dealers sold few vehicles in Saskatchewan
(-3.6%) and Alberta (-1.6%) These annua sales declines were
attributed to the decrease in the number of new trucks sold in
1999.

Consumers in the Prairie provinces continued to opt most
frequently for trucks over cars. Truck salesranged from 58.2% of
total sales in Manitoba to 63.2% in Alberta. By contrast, the
lowest proportion of truck sales was in Quebec, where they
represented only 37.9% of all new vehicle sales.

Even though more cars than trucks were sold in 1999, trucks
accounted for 58.0% of the $45.2 billion in new vehicle sales
revenue. Thisis becausetheir average selling priceis higher than
for cars. Revenue from sales of new trucksincreased 13.2% on a
year-over-year basis, compared with 11.5% for cars.

Available on CANSIM: matrix 64.

The December 1999 issue of New motor vehicle sales (online at
www.statcan.ca: 63-007-XIB, $13/$124) will beavailableshortly.
To order data, or for general information, contact Client Services
(613-951-3549; 1 877 421-3067; retailinfo@statcan.ca),
Distributive Trades Division. For analytical information, contact
Clérance Kimanyi (613-951-6363; kimacle@statcan.ca),
Distributive Trades Division.

Firm size and business
experience affect failure rates

t least half of new companiesin Canadago out of business
A beforetheir third anniversary—and only one-fifth of them

survive a decade. Roughly one out of four new firms
(23%) will not make it past their first birthday. Moreover, new
businesses have short lives, about six years on average.

A firm’ ssize characteristicsare the most telling predictor of its
success. First-year businesses that are among the very smallest
(when their size in terms of employeesis measured in relation to
the average start-up sizein their industry) are 11% morelikely to
fail than first-year firms that are among the very largest. In
genera, larger firms make more substantial investments to start
businesses, and are better prepared to solve problems.

Noteto readers

Thisarticleis based on a new analytical study titled “ Failure
rates for new Canadian firms: New per spectives on entry and
exit”. It is the fourth in a series that investigates dynamic
changes in key sectors of the economy. This study examined
1.3 million commercial enterpriseswith employeesthat began
operations between 1984 and 1994. It analyzes differencesin
failureratesacrossseveral variables, suchasafirm'sprovince
or industry of origin. It examinestherolethat firmsize playsin
determining success or failure, along with factors that relate
to theintensity of competition. The study also looks at how the
determinants of failure differ across new firms at different
stages of their life cycle.

(continued on page 6)
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... Firm size and business experience affect failurerates

The chances of a new firm succeeding increase as it ages and
acquires market experience. Older, mature companies are about
12%lesslikely tofail than young, inexperienced companies. This
suggests a strong learning-by-doing component to survival.

Competitive forces within an industry aso influence failure
rates, but to a lesser extent. In the goods-producing sector, new
firmsin manufacturing and mining have among the highest overall
survival rates. For example, first-year firms in manufacturing
have only a21% chance of failingintheir first year, whiletherate
inmining is 23%. In the services sector, new firmsin wholesale
trade, real estate and business services fare relatively well, with
first-year failure rates of 18%, 19% and 19%, respectively. By
contrast, first-year firmsin communications have afailurerate of
28%. Notably, among five-year-old firms, the chance of failing
in year fiveis basically the samein all industries.

After controlling for other factors, there are sharp differences
in failure rates across provinces for the very youngest new firms.
Generally, new firms in Ontario, British Columbia, Quebec and
Albertafare better than new firmsin the other provinces. Inthese
four provinces, between 20% and 25% of firms will go under in
their first year, compared with roughly 35% of new companiesin
the Atlantic provinces. A different pattern emergesfor firmsthat
survive their early years. Regardless of the province in which
they are located, five-year-old firms have a uniform 1 in 10
chance of failing during that year.

New firms were dightly better off in the eighties than in the
early nineties. Grossdomestic product grew more strongly during
the mid-to-late 1980s than it did during the early 1990s. New

Chances of staying in business, new commercial firms
born between 1984 and 1994
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firms during the 1984-89 period had a dlightly lower failure rate
(25%) than did new firmsin the 1990-94 period (30%). A strong
economy keeps more new firmsafl oat, whereas aweaker economy
does not.

Theanalytical study titled Failureratesfor new Canadian firms:
New perspectives on entry and exit (print: 61-526-XPE, $35;
online at www.statcan.ca: 61-526-XIE, $26) is now available.
For further information, contact Guy Gellatly (613-951-3758),
Micro-economic Analysis Division.
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New from Statistics Canada

Canadian economic observer
February 2000

' CANADIAN I,OBSE.‘RVATEUR

Al ECONOMIC : ECONOMIQUE |

i OBSERVER = CANADIEN .| The February issue of Statistics Canada’'s flagship publication for economic statistics,

' : : Canadian economic observer, analyzes current economic conditions, summarizes the major
economic events that occurred in January and presents two feature articles. One feature
examines women's and men’s earnings, while the other presents part two of alook at the
[abour market in the 1990s.

A separate statistical summary contains awide range of tables and graphs on the principal
economic indicators for Canada, the provinces and the major industrial nations.

The February 2000 issue of Canadian economic observer (11-010-XPB, $23/$227) is now
available. For further information, contact Cyndi Bloskie (613-951-3634; ceo@statcan.ca),
Current Economic Analysis Group.

Canad¥

An integrated series of income data
1989 to 1997

A new report integrates several of Statistics Canada’ s most important income data series. The integrated data are from the Survey of
Consumer Finances (up to and including the 1995 reference year) and from the Survey of Labour Income Dynamics (1996 onward).
The data from the two surveysline up well and tell essentially the same story.

This new report, Bridging two surveys: An integrated series of income data from SCF and SLID, 1989-1997 (75F0002MIE), is
available free on Satistics Canada’s Web site (www.statcan.ca). The menu path is “ Products and services’, “ Downloadable
research papers’, “ Income, expenditures, pensions, assetsand debts’ and finally “ Income” . For further information, contact Client
Services (613-951-7355 or 1 888 297-7355; fax: 613-951-3012; income@statcan.ca), Income Satistics Division.

Education indicators in Canada

Education indicators in Canada is a new report of the Pan-Canadian Education Indicators Program (PCEIP), a joint initiative of
Statistics Canada and the Council of Ministers of Education, Canada

This report provides a comprehensive set of statistical measures, or indicators, describing the education systems in Canada. It
includes data from the 10 provinces, the Y ukon and the Northwest Territories. The data were chosen on the basis of two criteria: the
type of education information needed for policy development, and the practical availability of data.

Education indicators in Canada (81-582-XIE, no charge) is now available online at www.statcan.ca. A print copy can also be
ordered (81-582-XPE, $20). The electronic version isalso available on the Council of Ministers of Education Web site (www.cmec.ca).
For further information, contact Client Services (613-951-1503; educationstats@statcan.ca), Centre for Education Statistics.
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New from Statistics Canada

Labour force historical review on CD-ROM
1999

The 1999 Labour force historical review on CD-ROM is an easy-to-use tool that lets you discover labour market patterns or trendsin
seconds. This comprehensive database contains thousands of data seriesfrom the Labour Force Survey. The data are cross-classified
and span the years from 1976 to 1999. Monthly and annual averages are available on awide range of subjects, including labour force
status by demographic, education and family characteristics; trendsin the labour markets of metropolitan cities and economic regions,
and industry and occupation estimates.

Thisyear’sCD includesthe new, revised estimates released on February 1, 2000. Thisrevision reflects population counts based on
the 1996 Census and a new method of estimation. All Labour Force Survey historical estimates have been revised back to 1976.

The 1999 Labour force historical review on CD-ROM (71F0004XCB, $195) is now available. LAN and bulk prices are available
upon request. To order, contact your nearest Satistics Canada Regional Reference Centre or send an e-mail to order @statcan.ca.
For more information, contact Marc Lévesgue (613-951-2793), or refer to Satistics Canada’s Web site (www.statcan.ca).

Failure rates for new Canadian firms . B
1984 to 1994 o S PN

., " 7
~ Perspectives onEntry and Exit

4 gahar ol i RSN Richara Dty Sy Geliady:

New firms play akey rolein shaping economic change. They are a source of dynamism, and
they offer consumersinnovative goods and services, often by developing new market niches
or by refining existing markets.

Failure rates for new Canadian firms: New perspectives on entry and exit investigates
factors that determine success and failure in young businesses. Focussing on commercial
enterprises with employees that began operations between 1984 and 1994, it analyzes
differencesin failure rates across several variables, such as afirm’s province or industry of
origin. The study examines the role that firm size plays in determining success or failure,
along with factorsrelating to theintensity of competition. It alsolooksat how the determinants
of failure differ across new firms at various stages of their life cycle.

Failure rates for new Canadian firms: New perspectives on entry and exit (print: 61-526-
XPE, $35; onlineat www.statcan.ca: 61-526-XIE, $26) isnow available. For moreinformation,
contact Guy Gellatly (613-951-3758), Micro-economic Analysis Division.
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Current trends

Gross domestic product
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Economic activity advanced 0.6% in November. This
extended the expansion to 16 months, continuing the longest
uninterrupted series of gains in over a decade.

Composite Index
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In January, the growth of the leading indicator returned to 0.5%
after reaching 0.8% in December on the heels of preparations
for the arrival of the year 2000.

Consumer Price Index
% change,
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Consumer prices for goods and services were 2.6% higher in
December 1999 than they were a year earlier. Excluding food
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In January, the unemployment rate remained unchanged
at December’s downward revised 6.8%, the lowest since

and energy, prices rose 1.6%. April 1976.
Manufacturing Merchandise trade
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60 1 35r 1
55 Unfilled orders ]

30 1
50 | E Exports
45 - . 25 .
40 Shipments B Imports

20 1
35 F 1
30|||||||||||||||||||||||||||||||||||| 15||||||||||||||||||||||||||||||||||||

J J J J D
1997 1998 1999 1997 1998 1999

Manufacturers’ shipments climbed 1.3% in December to
$43.2 billion. The backlog of unfilled orders increased 2.2%

In December, the value of merchandise exports rose 1.4%

from November to $31.9 billion. Imports jumped 3.2%

to $55.2 billion after slipping in November. to $29.2 billion.

Note: All series are seasonally adjusted except the Consumer Price Index.
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Latest statistics

Period Level Change, Change,
previous period previous year

GENERAL
Gross domestic product ($ billion, 1992) November 760.9 0.6% 4.3%
Composite Index (1992=100) January* 156.7 0.5% 7.2%
Operating profits of enterprises ($ billion) Q3 1999 39.8 7.6% 30.5%
Capacity utilization (%) Q31999 86.0 1.8t 3.61
DOMESTIC DEMAND
Retail trade ($ billion) December* 22.3 2.0% 8.8%
Department store sales ($ billions) December* 143 0.8% 0.1%
New motor vehicle sales (thousand of units) December 144.0 8.5% 21.9%
Wholesale trade ($ billion) December* 313 0.2% 9.8%
LABOUR
Employment (millions) January 14.79 0.3% 2.8%
Unemployment rate (%) January 6.8 0.0t -1.1t
Participation rate (%) January 65.7 0.1f 0.1t
Average weekly earnings ($) November 616.04 0.4% 1.5%
Help-wanted Index (1996=100) January 168 2.4% 13.5%
INTERNATIONAL TRADE
Merchandise exports ($ billion) December* 319 1.4% 12.9%
Merchandise imports ($ billion) December* 29.2 3.2% 8.9%
Merchandise trade balance (all figuresin $ billion) December* 2.7 -0.5 13
MANUFACTURING
Shipments ($ billion) December 43.2 1.3% 9.7%
New orders ($ billion) December 44.4 4.8% 13.1%
Unfilled orders ($ billion) December 55.2 2.2% 8.2%
Inventory/shipments ratio December 129 -0.01 -0.01
PRICES
Consumer Price Index (1992=100) December 1115 0.1% 2.6%
Industrial Product Price Index (1992=100) December 1241 0.6% 3.9%
Raw Materials Price Index (1992=100) December 134.0 3.6% 33.9%
New Housing Price Index (1992=100) December 102.0 0.2% 1.7%

* new this week
T percentage point

Note: All series are seasonally adjusted with the exception of the price indexes.
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© Minister of Industry, 1999. All rights reserved. No part of this publication may be
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electronic, mechanical, photocopying, recording or otherwise without prior written
permission from Licence Services, Marketing Division, Statistics Canada, Ottawa,
Ontario, K1A 0T6, Canada.
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Publications released from February 17 to 23, 2000

Price: Issue/Subscription

Division/Title of publication Period Catalogue Canada Outside Canada
number (Co) (US$)
AGRICULTURE
Farming facts, Statistical insights on Canadian agriculture 1999
Internet 21-522-XIE No charge
Paper 21-522-XPE No charge

CULTURE, TOURISM AND THE CENTRE FOR
EDUCATION STATISTICS

Education indicators in Canada 1999

Internet 81-582-XIE No charge

Paper 81-582-XPE 20 20
Touriscope, international travel December 1999 66-001-PPB 8/73 8/73
CURRENT ECONOMIC ANALYSIS
Canadian economic observer February 2000 11-010-XPB 23/227 23/227
MANUFACTURING, CONSTRUCTION AND ENERGY
Footwear statistics December 1999 33-002-XIB 6/11
Monthly Survey of Manufacturing December 1999 31-001-XPB 20/196 20/196
Primary iron and steel December 1999 41-001-XI1B 5147
PRICES
Industry price indexes December 1999 62-011-XPB 22/217 22/217

Catalogue numbers with an -X1B or an -X|E extension are Internet versions (B signifies bilingual, E signifies English); those with -XMB or -XME are
microfiche; and -XPB or -XPE denote the paper version. XDB means the electronic version on diskette or compact disc.
Note: All publications available viathe Internet are priced only in Canadian dollars, so aU.S. dollar priceis not listed for them.

How to order publications

Toorder Infomat or other publications:
Pleaserefer tothe ® Title ® Catalogue number ® Volume number ® Issue number ® Your VISA or MasterCard number.

In Canada and outside Canada call: (613) 951-7277 or 1 800 267-6677
Fax your order to us: (613) 951-1584 or 1 877 287-4369
Or e-mail your order: order @statcan.ca

Toorder on theInternet: Visit the Statistics Canadaweb site at www.statcan.caand click on “Products and services’.
Toorder by mail, writeto: Circulation Management, Statistics Canada, 120 Parkdale Avenue, Ottawa, Ontario, K1A OT6.
Include a chegue or money order payable to Receiver General of Canada/Publications.

Statistics Canada Regional Reference Centres provide a full range of the Agency’s products and services.

For the reference centre nearest you, check the blue pages of your telephone directory under Statistics Canada.

Authorized agents and bookstores also carry Statistics Canada’s catalogued publications.

For address changes: Please refer to your customer account number.

Visit Statistics Canada anytime on the Internet: www.statcan.ca
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Calendar of key releases: March 2000

National tourism indicators,
Q31999

January 2000
Employment, earningsand
hours, January 2000
International investment
position, 1999*

National balance sheet
accounts, 1999

Industrial product price

Monday Tuesday Wednesday Thursday Friday
1 2 3
Lumber shipments, 1999*
6 7 8 9 10
Industrial capacity utilization, | Help-wanted index, Building per mits, Labour forcesurvey,
Q4 1999 February 2000 January 2000 February 2000
Small business, a statistical New housing priceindex,
portrait, 1997* January 2000
13 14 15 16 17
Consumer priceindex, Monthly survey of New motor vehicle sales,
February 2000 manufacturing, January 2000
Jenuary 2000 Travel between Canada and
other countries, January 2000
20 21 22 23 24
Canadian inter national Compositeindex, Retail trade,
merchandisetrade, February 2000 January 2000
January 2000 Canada’sinternational
Wholesale trade, January 2000 transactionsin securities,
January 2000
27 28 29 | Employment insurance, | 30 31

index, February 2000

Raw materialspriceindex,

February 2000

Real GDP at factor cost by
industry, January 2000

Note: Except for the releases marked with an asterisk, all the release dates in this calendar are fixed. A more detailed calendar of fixed release dates for the entire
year is available from Statistics Canada’s Web site at www.statcan.ca.
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Regional Reference Centres

Statistics Canada’ s Regional Reference Centres offer a full range of the Agency’s products and services. Each reference centre is
equipped with alibrary and a sales counter where users can consult or purchase publications, diskettes, CD-ROM discs, microfiche,

maps and more.

Each centre hasfacilitiesto retrieveinformation from CANSIM, Statistics Canada’ sdataretrieval system. A telephoneinquiry
service is available with toll-free access for those who are located outside local calling areas. Many other valuable services — from
seminarsto consultations — are also offered. For information, contact your nearest Regional Reference Centre.

Newfoundland and Labrador,
Nova Scotia,

Prince Edward Island and
New Brunswick

Advisory Services

Statistics Canada

1741 Brunswick Street

2nd Floor, Box 11

Halifax, Nova Scotia

B3J3X8

Local calls: (902) 426-5331
Toll free: 1800 263-1136

Fax: (902) 426-9538

E-mail: atlantic.info@statcan.ca

Quebec and Nunavut
Advisory Services

Statistics Canada

4th Floor, East Tower

Guy Favreau Complex

200 René Lévesque Blvd. W.
Montréal, Québec

H2Z 1X4

Local calls: (514) 283-5725
Toll free: 1800 263-1136
Fax: (514) 283-9350

National Capital Region
Statistical Reference Centre (NCR)
Statistics Canada

Lobby, R.H. Coats Building
Holland Avenue

Tunney’s Pasture

Ottawa, Ontario

K1A 0T6

Local calls: (613) 951-8116
Toll free: 1800 263-1136
Fax: (613) 951-0581

E-mail: infostats@statcan.ca

Ontario

Advisory Services
Statistics Canada

10th Floor

Arthur Meighen Building
25 St. Clair Avenue East
Toronto, Ontario

MA4T 1M4

Local calls: (416) 973-6586
Toll free: 1800 263-1136
Fax: (416) 973-7475

Manitoba

Advisory Services
Statistics Canada

ViaRail Building, Suite 200
123 Main Street

Winnipeg, Manitoba

R3C 4Vv9

Local calls: (204) 983-4020
Toll free: 1800 263-1136

Fax: (204) 983-7543

E-mail: statswpg@accglobal.net

Saskatchewan
Advisory Services
Statistics Canada

Park Plaza, Suite 440
2365 Albert Street
Regina, Saskatchewan
AP 4K 1

Local calls: (306) 780-5405

Toll free: 1800 263-1136

Fax: (306) 780-5403

E-mail: statcan@sk.sympatico.ca

Southern Alberta
Advisory Services
Statistics Canada
Discovery Place, Room 201
3553-31 Street N.W.
Calgary, Alberta

T2L 2K7

Local calls: (403) 292-6717

Toll free: 1800 263-1136

Fax: (403) 292-4958

E-mail: degagnej@cadvision.com

Northern Alberta and the
Northwest Territories
Advisory Services
Statistics Canada

15th Floor, Park Square
10001 Bellamy Hill
Edmonton, Alberta
T5J3B6

Local calls: (780) 495-3027
Toll free: 1800 263-1136
Fax: (780) 495-5318
E-mail: ewieall @statcan.ca

British Columbia and the Yukon
Advisory Services

Statistics Canada

Library Square Tower, Suite 600
300 West Georgia Street
Vancouver, B.C.

V6B 6C7

Local calls: (604) 666-3691
Toll free: 1800 263-1136
Fax: (604) 666-4863
E-mail: stcvan@statcan.ca

Telecommunications Devicefor the Hearing
Impaired
Toll free: 1800 363-7629
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