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Data in Many Forms... 

Statistics Canada disseminates data in a variety 
of forms. In addition to publications, both 
standard and special tabulations are offered on 
computer print-outs, microfiche and microfilm, 
and magnetic tapes. Maps and other geographic 
reference materials are available for some types 
of data. Direct access to aggregated information 
is possible through CANSIM, Statistics Canada's 
machine-readable data base and retrieval system. 

How to Obtain More Information 

Inquiries about this publication 	and related 
statistics or services should be directed to! 

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

Statistique Canada diffuse lea données sous formes 
diverses. Outre lea publications, des totalisatlons 
habituelles et spéciales sont offertes sur imprimés 
d'ordinaLeur, sur microfiches at microfilms at sur 
bandes magnétiques. Des cartes et d'autres documents 
de référence géographiques sont disponibles pour cer-
tames sortes de données. L'accès direct a des 
données aqrégées eat possible par le truchement de 
CANSIM, la base de données ordinolingue at le système 
d'extraction de Statistique Canada. 

Comment obtenir d'autres renseigneapents 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques et services connexes 
doivent itre adressées a: 
Section du commerce de detail, 
Division de l'industrie, 

Statistics Canada, 	Ottawa, K1A 0T6 (Telephone! Statistique Canada, 	Ottawa, K1A 0T6 (téléphone: 
951-3552) or to the 	Statistics Canada reference 951-3552) ou mu centre de consultation de Statistique 
centre in! Canada a: 
St. John's (772-4073) WInnipeg (983-4020) St. John's (772-4073) Winnipeg (983-4020) 
Halifax (426-5331) Regina (780-5405) Halifax (426-5331) Regina (780-5405) 
Montreal (283-5725) Edmonton (495-3027) Montréal (283-5725) Edmonton (495-3027) 
Ottawa (951-8116) Calgary (292-6717) Ottawa (951-8116) Calgary (292-6717) 
Toronto (973-6586) Vancouver (666-3691) Toronto (973-6586) Vancouver (666-3691) 

Toll-free access is provided in all provinces 	Un service d'appel interurbain sans frais eat offert 
and territories, for user, who reside outside 	dans toutes lea provinces et dana lea territoires, 
the local dialinU area of any of the regional 	aux utilisateurs qui habitant A l'ewtérieur des zones 
reference centres. 	 de co..unication locale des centres rCglonaux de con- 

sultation. 

Newfoundland and Labrador 1-800-563-4255 
Nova Scotia, New Brunswick 

and Prince Edward Island 1-800-565-7192 
Quebec 1-800-361-2831 
Ontario 1-800-263-1136 
Manitoba 1-800-542-3404 
Saskatchewan 1 -800-667-7164 
Alberta 1-800-282-3907 
Southern Alberta 1-800-472-9708 
British Columbia 

(South and Central) 1-800-663-1551 
Yukon and Northern B.C. 	(area 

served by NorthwesTel Inc.) Zenith 0-8913 
Northwest Territories 

(area served by 
NorthwesTel Inc.) 	Call collect 403-495-2011 

Terre-Neuve et Labrador 	1-800-563-4255 
Nouvelle4cosse, Nouveau-Brunswick 

at lie-du-Prince-tdouard 	1-800-565-7192 
Québec 	 1-800-361-2831 
Ontario 	 1-800-263-1136 
Manitoba 	 1-800-542-3404 
Saskatchewan 	 1-800-667-7164 
Alberta 	 1-800-282-3907 
Sud de l'Alberta 	1-800-472-970 
Coloinbie-Britannique 

(sud et centrale) 	1-800-663-1551 
Yukon et nord de la C.B. (territoire 
desservi par Ia NorhtwesTel Inc.) 	Zenith 0-8913 

Territoires du Nord-Ouest (terrltoire 
desservi par la NorthwesTel 
Inc.) 	Appelez k frals virés au 403-495-2011 

How to Order Publications 

This and other Statistics Canada publications 
may be purchased from local authorized agents 
and other community bookstores, through the local 
Statistics Canada offices, or by mail order to 
Publication Sales, Statistics Canada, Ottawa, 
E1A 0T6. 

1(613)951-7277 

Facsimile Number 1(613)951-1584 

National toll free order line 1-800-267-6677 

Toronto 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication et lea autres 
publications de Statistique Canada auprès des agents 
autorjsCs et des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en Ccrlvant 1 la Section des ventes des publications, 
Statistique Canada, Ottawa, E1A 0T6. 

1(613)951-7277 

NumCro du bClinographe 1(613)951-1584 

Commandes: 1-800-267-6677(sans frais partout au Canada) 

Toronto 
Carte de credit seulement (973-8018) 
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SYtIBOLS 

The following symbols are used in This 
Statistics Canada publication: 

figures not available. 

figures not appropriate or not applicable. 

- nil or zero. 

-- amount too small to be expressed. 

x confidential to meet secrecy requirements 
of the Statistics Act. 

w The reader is asked to note that the data 
are either based on a response which falls 
below the usual standard for publication or 
have a greater degree of variability than 
normal associated with them due to list 
structure changes i.e., birth/death 
adjustments and classification changes, and 
should therefore be used with caution. 

NOTE 

Components may not add to totals due to 
r ounding - 

A NOTE ON CANSIM 

All current and historical statistics on 
Retail Trade (Matrix Nos. 2398, 2399, 2400), as 
well as many other series, are available to the 
public from Statistics Canada's computerized 
data bank CANSIM (Canadian Socio-Economic 
In-formation Management System) via terminal, on 
computer printouts, or in machine readable 
form. For further information, contact the 
Cansim staff, Statistics Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared under 	the 
direction of: 

• P.M. Triandafillou, Director, 	Industry 
Division 

• C. Snyder, Associate Director, 	Industry 
Division, Distributive Trades Sub-division 

• 	R. Rasia, 	Chief, Retail Trade Section, 
Distributive Trades Sub-division, Industry 
Division 

• 	L. Di PiAtro,Seriior Economist, Retail Trade 
Section, Distributive Trades Sub-division, 
Industry Division 

SIGNES CONVENT IONHELS 

Les signes suivants sont employés uniformément 
dans cette publication de Ststistique Canada: 

nombres indisponibles. 

n'ayant pes lieu de figurer. 

- néant ou zero. 

-- nombres infimes. 

x confidentiel on vertu des dispositions de la Loi 
sur la statistique relatives mu secret. 

w Le lecteur est prié de noter que las donnêes sont 
fondCes sur des réponses qui no satisfont pas 
la norme habituelle exigCe pour la publication ou 
qua cellos-cl ont une plus grande earge 
d'inconsis+ance 	qua l'on dew-alt normalement 
obtenir, at cc, a cause de la structure do la 
liste, 	c'est-è-dire des ajustements dus aux 
crmkions et aux disparitions at des changements 
dans le classement; elles doivent per consequent 
tre utilisées avec circorispection. 

NOTA 

Les chiffres myant é -té arrondis, las totaux ne 
correspondent pas toujours. 

NOTE AU SUJET DE CANSIM 

La banque de donnCes irrformatisées de Statistique 
Canada CANSIM (système canadien d'information soclo-
Cconomique) fournit cu public toutes las statistiques 
actuelles at historiques sur le Commerce de detail 
(matrice nos 2398, 2399, 2400), et sur de nombreuses 
eutres series, par le bimis d'un terminal, d'imprimés 
d'ordinateur ou de supports ordinolingues. Pour plus 
de renseignements, s'mdresser mu personnel de CANSIM, 
Statistique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou eux consoillers rCgionaux des 
bureaux de Statistique Canada situCs è travers le 
Canada. 

Cette publication a etC rCdigCe sous la direction de: 

• 	P.M. Triandafillou, 	directeur, 	Division de 
1' industrie 

• 	0. snyder, direc-teur associC, 	Division 	de 
l'industrie, 	Sous-division des commerces do 
distributions 

• R. Rasia, chef, Section du commerce de dCtail, 
Sous-division des commerces de distributions, 
Division de l'industrie 

• 	L. Di PiCtro, 6conomiste principale, 	Section du 
commerce de detail, Sous-division des commerces 
de di+ribufions. Division de l'induskrie 
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Note to Users - Changes to Retail Trade 
	

Hots aux utilisateurs - Chanqe.onts 	au 
aosworce do detail 

. 

The Monthly Retail Trade Survey, one of St.-
tistics Canada's most important economic sur-
veys, has been redesigned and is now based on 
a new sample. The survey provides the key com-
ponents used to estimate consumer expenditure 
on a current basis. It is widely used by gov-
ernment and by the business community. 

Past estimates of retail trade resulted from 
a monthly survey designed and introduced in 
the early 1970's. In recent years the survey 
underestimated by a significant margin the 
value of total sales. The new survey has been 
conducted in "parallel' to the old survey for 
the January 1989 to December 1989 period. 

The major changes are: 

1. The new survey relies on a new and more 
up to date list of names and addresses of re-
tail businesses. The list is designed in such 
a way that it will enable reliable comparisons 
of monthly retail trade data with data from 
other business surveys. 

2. Data colleckion has been regionalizecl and 
respondents have the option of replying to the 
survey by telephone. This has resulted in 
significantly higher response rates. 

3. Estimates are published for 16 trade 
groups for Canada and total retail sales for 
the provinces and territories. In addition, 
department store type merchandise totals are 
published for each province and territory. 
Preliminary trade group estimates on a quar-
terly basis, for the provinces of Quebec, 
Ontario, Alberta and British Columbia, are now 
available. Tabulations cover the period first 
quarter 1989 to fourth quarter 1990. Trade 
group information for the remaining provinces 
and the territories will be released in late 
March 1991. 

4. The now survey is based upon the 1980 
version of the Standard Industrial Classifica-
tion and the 1986 version of the Standard Geo-
graphical Classification. 

This publication presents monthly sales es-
timates for retail locations existing in Cana-
da. There are approximately 160,000 retail 
employer businesses in Canada, of which 12,000 
have been selected for the sample. The Retail 
irade Survey has been redesigned in order to 

L'Enquôte mensuelle sur 1s commerce de d-
tail - l'une dos plus importantes enquôtes 
ra].isees par Sta'cistique Canada - a At6 rema-
ni,, at sappuie maintenant sur un nouvel 
ch,inti1lon. Cotta enqute permet d'obtenir 
los principaux 416ments dont on so sort pour 
estimer los dpenses des consommateurs sur uno 
basi' courante. Elle est largement utilisea par 
las administrations publiques at los entrepri- 
SOS. 

L,s estimations du commerce de détail pro-
duites dans le passe Ataient obtenues A partir 
d'u'e enquke mensuelle qui avait 6t6 concue 
at [ance au dbut des annóes 1970. Ces der-
nières ann6es, Is valour totals des vontes me-
sur6o par l'enquêke a St6 considerablement 
sous-eskimée. La nouvelle enqu6*e a 6A6 menee 
an "parallle" avec lancienne enquête pour Is 
priode do janvier 1989 i dcembre 1989. 

Las principaux changements so prsentent 
ainsi: 

1. La nouvelle enqute sappuic sur uns 
liste nouvalle at A jour de noms at dadresses 
do dtaillants. La liste a At6 conçuo do tells 
sorte quelle permettra an fin do compte do 
vrsiment comparer los donnes mensuelles du 
conimerco do dtail avoc 	cellos provanant 
d' iutres enquêtes-entreprises. 

2. La collecte des donnees relve des bu-
roaux rgionaux at los répondants ont Is pos-
silpilitg do repondre A l'enquête par t6l4pho-
no. Ii an est r6sult6 dos taux do r6ponse son-
siblement plus 6lov6s. 

:. Les estimations sont publies pour 16 
gr)upes do commerce au nivomu du Canada at l.a 
vantes totales du commerce do dtail, mu ni-
ve:u des provinces at des territoires. Do 
pls, Is total des ventea de marchandises du 
ge-ire de cellos vendues dane los grands saga-
si-is ost publie pour chacuns des provinces at 
des territoiros. Des estimations pr6liminaires 
ventiles par groupe do commerce, sur une base 
trimestrielle, pour Is Quebec, 	l'Ontario, 
l'Alberta at 1. Colombia-Britannique 	sont 
maintenant disponibles. Les totalisations cou-
vrent 1s priode du premier trimastro do 1989 
au quatrième Irimestro do 1990. L'information 
des groupes do commerce pour lea sutres pro-
vinces at los territoires sara disponible 
Is fin do mars 1991. 

4. Ia nouvelle enquate est base sur 1. 
Classification type dos industries do 1980 at 
stir Is Classification geogrephique type do 
I 86. 

On trouva dons 1s prsents publication los 
estimations mensuellas des ventes pour las 
points do yenta au detail mu Canada. Il y a 
environ 160,000 entreprises do vente au d4tail 
a,ant des salaris au Canada, dont 12,000 ont 

choisios pour 1'4chan+illon. 1'Enqute sur 



ensure that the most reliable monthly esti-
mates can be produced on a timely basis. In 
order to satisfy both of these constraints, 
the design of the survey allows for the revi-
sion of monthly estimates to account for late 
response. Therefore, each month this publica-
tion will contain preliminary estimates for 
the current month and revised estimates for 
the preceding month. 

Is commerce de d4tail a 6t4 remaniée afin de 
garantir que des estimations mensuelles des 
plus fiables soien'c produites en temps oppor-
tun. Dans Is but de répondre A ces deux cri*è-
res, lenqute est coricue do facon A permettre 
la rvision des estimations mensuelles pour 
tenir compte des réponses tardives. En cons-
quence, la publication donnera tous les mois 
les estimations provisoires pour Is mois on 
cours et les estimations révises du mois pr-
cdent. 

vi 
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Highlights 

Seasonally Adjusted Sales 

Preliminary estimates indicate that re-
tail sales increased 0.8Z in December to 
$16.2 billion, the first monthly gain 
since July 1990, Excluding motor vehicle 
and recreational vehicle dealers, retail 
sales increased 

The six trade groups related to apparel 
and furniture, appliances and furnishings 
reported substantially higher sales in 
December. In order of dollar impact, the 
overall rise was primarily due to gains 
by household furniture and appliance 
stores (+13.2Z), general merchandise 
stores (+I.7Z) and other clothing stores 
(+6.7k). Partly offsetting these in-
creases were declines for motor vehicle 
and recreational vehicle dealers (-1.2Z) 
and gasoline service stations (-1.6;'.). 

Household furniture and appliance stores 
posted an increase for the second con-
secutive month following generally de-
clining sales since February 1990. The 
increase in general merchandise stores 
followed a decline of 0.7% in November. 
The decline for motor vehicle and recre-
ational vehicle dealers was the sixth 
consecutive monthly decrease. 

All provinces except Saskatchewan (sales 
unchanged) reported higher sales, with 
gains ranging from 3.IZ in British Colum-
bia to 0.2X in New Brunswick. Together, 
the Yukon and Northwest Territories re-
corded a decline of 2.2. 

Annual 1990 (Prelainary Estimates) 

Retail sales advanced 1.0) in 1990 to 
reach a level of $194.7 billion, down 
substantially from the 6.4 growth re-
corded in 1989. Excluding motor vehicle 
and recreational vehicle dealers, retail 
sales rose 2.8Z in 1990. 

Fails saillants 

Veni es désaisonnalisées 

Salon los estimations pr4liminaires do 
dcembro, les ventes au dtail ont enre-
gistrg une hausse de 0.8k pour totalisor 
$16.2 milliards, 1s premier gain mensuel 
depuis juillet 1990. En excluant les 
concessionnaires de vêhicul.s automobiles 
at récratifs, Is commerce do detail a 
enregistr4 une hausse de 1.3%. 

Des hausses substantielles ont it6 obser-
vees dans les six groupes de commerce 
relies aux sec'ceurs du vêtement at des 
meubles, appareils at accessoires d'ameu-
blement do maison. Par ordre d'importance 
an dollars, Is hausse globale est dabord 
atkribuable aux gains sign.lós par los 
magasins de meubles at dappareils mena-
gers (+13.2Z), los magasins do marchan-
disos diverses (+1.7X) at los autres ma-
gasins do vétements (+6.7Z). Ces augmen-
tations ont 4t6 partiellement contreba-
lancees par los replis d4clar4s par los 
concessjonnaires do vêhicul.s automobiles 
at r6cr6atifs (-1.2Z) at los stations-
service (-1.6(. 

Los verites des magasins do meubies at 
dappareils menagers ont augmente pour un 
deuxième mois cons6cutif, suite A des 
ven'ces generalement A Is baisse depuis 
fevrier 1990. Laugmentation dans los 
ventes des magasins do merchandises di-
verses fait suite è un dóclin do 0.7X an 
novembre. Le recul observe par les con-
cessionnaires de vehicules automobiles at 
recreatifs constitue 1s sixime diminu-
tion mensuelle consócutive. 

Toutes les provinces, sauf 1. Saskatche-
wan (ventes inchangees), ont enregistre 
des hausses do ventes avoc des gains 
s'écholonnant de 3.1% an Colombie-Britan-
nique i 0.2Z au Nouveau-Brunswick. Ensem-
ble, Is Yukon at los Territoires du Nord-
Duest ont enregistre une baisse do 2.2'Z. 

Resume do l'annCe 1990 (Estations prCli.i-
naires) 

Los ventes du commerce do detail ont 
progresse do 1,0 on 1990 pour atteindre 
ur niveau do $194.7 milliards, une baisse 
substantielle comperativement A Is crois-
sance do 6.4Z enregistrée an 1989. En 
excluant les concessionnaires do vehi-
cubs automobiles at rcr6atifs, los 
ventes au detail ont sugmente do 2.8', an 
1990. 

Revised estimates for 1990 and 	earlier years Lei 	estimations 	revisees 	pour 1990 	at los 
will be available with the release 	of January anriées antérieuros seront disponibles avec is 
1991 	data in late March 1991. 	Revisions may be diffusion dos donnees do janvier 1991 	è 	Is fin 
significant 	for some trade groups 	and prov- mars. 	Los 	revisions 	pourraient ôtre impor- 
mccc. tarites pour certains 	groupes 	do commerce at 

certaines provinces. 
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TABLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Current Periods) 

Sales 	 previous month 

	

Year-to- 	- 
Ventes 	date 	Variationp. r. 

su mois précédent 
1990 

December Novembor October September 	December November 
1990 	1990 	1990 	1990 Cumulstif 	1990 	1990 

Décembre Novembre Oc'cobre Septembre 	Décembre Noventhre 
No 

millions of dollars - millions de dollars 

Trade Group - Canada 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 I4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance 
stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

II Gasoline service stations 

12 Automotive parts, accessories 
and services 

13 General merchandis. stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon and Northwest Territories 

	

3 1532 	3,516 	3,527 	3,5641 	42,0961 	0.4 	-0.3 

	

299 	295 	294 	295 	3,596 	1.3 	0.2 

	

834 	834 	838 	831 	9,677 	- - 	-0.5 

175 165 163 165 2,020 6.5 1.3 

189 184 184 175 2,202 3.0 -0.1 

358 338 333 343 4,143 6.1 1.3 

389 365 368 374 4,488 6.7 -0.8 

850 751 744 757 9,163 13.2 0.9 

219 196 202 201 2,497 11.9 -3.0 

3,238 3,276 3,301 3,409 41,935 -1.2 -0.7 

1,284 1,304 1,293 1,168 14,591 -1.6 0.9 

11002 1,014 997 996 12,062 -1.2 1.7 

1,775 1,744 1,756 1,743 20,826 1.7 -0.7 

608 607 615 630 7,701 0.2 -1.2 

478 476 475 477 5,670 0.5 0.1 

989 11021 1020 1,030 12,073 -3.1 0.1 

16,220 16,085 16,110 16,157 194,740 0.8 -0.2 

310 307 301 302 3,608 0.9 2.1 

69 68 65 66 796 1.7 5.0 

542 540 532 524 6,440 0.3 1.5 

418 417 399 409 4,942 0.2 4.6 

4,000 3,934 3,896 3,926 47,634 1.7 1.0 

6,064 6028 6,031 6057 72,702 0.6 - - 

584 576 570 577 6097 1.6 0.9 

538 538 533 531 6,333 - - 1.1 

1,669 1,624 1,643 1,653 19,717 2.7 -1.1 

2,100 2,037 2,088 2,084 25,070 3.1 -2.4 

44 45 45 43 539 -2.2 0.1 
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TABLEAU 1. Ventes au detail, dCsaisonnalisCes, salon Ia groupe do coumerce at Ia region 
(périodes courantes) 

Change from 
previous month Change from previous year 

Variation p. r. Variation par rapport 	Pannóe prcèdonte 
au mois prcédent  

Year- to- 
October September December November October September date 

1990 1990 1990 1990 1990 1990 1990 
Octobre Septembre 06cethre Novembre Octobre Septembre Cumulatif 

Per cent - pourcentage 

Groupe de coerce - Canada 

-1.0 0.8 2.3 1.7 1.8 2.5 2.5 Sup.rmarchós dalimontation at I 
picer los - - -2.0 - - 4.4 2.3 0.5 4.5 Tous les autres magasins 2 
dalimentation 

0.9 1.5 12.0 11.6 12.8 14.1 11.4 Pharmacies et magasins do 3 
módicaments brovet4s 

-1,8 -1.7 5.7 0.9 -0.4 0.3 3.5 Magasins do chaussures 4 

5.2 -8.8 1.9 - - 0.1 -9.8 -0.5 Magasins do v6+ements pour hoimnes 5 

-2.8 0.2 5.4 0.1 1.2 2.1 5.7 Magasins do v6tements pour dames 6 

-1.6 0.9 3.3 -5.6 -5.9 -5.2 -1.9 Autres magasins do v8toments 7 

-1.8 4.1 9.9 -5.4 -7.3 -5.4 -3.5 Magasins do moubles at dappareils 8 
menagers 

0.4 -2.0 13.6 -6.3 -2.5 -5.7 -0.8 Magasins daccossoir.s damoublomont 9 • -3.2 -1.7 -11.8 -9.8 -9.2 -9.6 -4.9 Concessionnairos do véhiculos 
automobiles at récréat ifs 

10 

10.7 -2.4 5.9 9.8 9.9 -1.1 5.2 Stations-service 11 

0.1 -1.3 2.1 3.2 3.1 3.4 6.0 Magasins do picos at deccossoiros 12 
pour automobiles at services 

0.7 0.5 2.8 1.5 1.8 1.6 1.3 Magasins do merchandises diverses 13 

-2.4 -2.1 -4.6 -4.2 -3.5 1.4 3.8 Autresmagasins do produits 14 
semi-durebles 

-0.3 0.2 -4.3 -4.8 -2.1 -3.0 -0.9 Autros magasins do pi-oduits 15 
durables 

-0.9 3.1 0.4 2.3 2.0 3.7 2.4 Autres magasins do vente cu detail 16 

-0.3 -0.2 -0.1 -0.8 -0.6 -1.1 1.0 Total, ensemble dos magasins 17 

Regions 

-0.3 -1.7 3.4 3.4 3.2 0.7 2.9 Terre-Mauve 18 

-2.3 4.2 2.5 3.3 -3.0 -1.7 -0.5 Ile-du-Princo-gdouard 19 

1.5 -1.8 0.3 2.4 0.8 -1.7 2.7 Nouvel1e-cosso 20 

-2.6 0.3 3.5 2.9 -3.4 -0.3 2.3 Nouveau-Brunswick 21 

-0.7 -0.7 -0.7 -2.2 -3.9 -3.2 -0.7 Quebec 22 

-0.4 -0.2 -0.3 -0.5 -1.0 -2.2 -0.6 Ontario 23 

-1.2 -0.6 0.3 -0.5 -1.5 -0.4 2.6 Manitoba 24 

0.2 -1.1 5.2 5.1 3.7 2.1 2.3 Saskatchewan 25 

-0.6 0.8 2.5 0.5 0.4 1.5 2.4 Alberta 26 

0.2 0.3 2.1 -0.7 2.8 4.0 7.0 Colombie-Britanniquo 27 

3.7 -1.6 -3.2 -2.8 -1.3 -2.6 2.1 Yukon at Torritoiros du Nord-Ouest 28 
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TABLE 2. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 

Sales 

Ventes 

	

December 	November 	October September Year- to-date 

	

1990 	1990 	1990 	1990 	1990 

	

D6cembre 	Novembre 	Octobre Septembre 	Cuuiulatif 

millions of dollars - millions de dollars 

Trade Group Canada 

No. 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Hen's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

II Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,744 3 1555 3,437 3,552 

371 288 281 289 

1,035 849 848 794 

236 197 178 182 

366 236 188 170 

537 367 339 374 

643 437 387 389 

1,143 836 772 755 

266 219 211 201 

2,477 3,074 3,438 31051 

1,292 1,304 1,307 1,163 

1,054 1,117 1,041 953 

21999 2,233 1 1823 1,705 

963 648 588 604 

948 494 420 457 

1,441 1 1055 959 989 

19,516 	16,910 	16,219 	15,629 

42,127 

3,587 

9,688 

2,010 

2,206 

4,132 

4,491 

9,181 

2,491 

41,958 

14,565 

12,024 

20,874 

7,661 

5,663 

12,072 

194,731 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon and Northwest Territories 

29 	Yukon 

30 	Northwest Territories 

379 328 295 288 

83 70 64 63 

672 577 529 499 

496 448 408 393 

4,505 4026 3,936 3,827 

7,445 6,411 6,082 5,839 

709 618 S83 561 

633 571 550 509 

2,002 1,695 1,659 1,592 

2,539 2,120 2,068 2,013 

52 46 45 44 

21 20 20 19 

31 26 25 25 

3,609 

797 

6,428 

4,943 

47,577 

72,745 

6,986 

6,350 

19,713 

25,046 

538 

227 

310 



-2.4 4.2 33 -1.5 

-1.3 4.4 1.2 -0.1 

9.7 11.9 14.6 12.2 

6.2 1.2 -1.1 -2.2 

2.7 -1.4 0.8 -13.2 

3.9 0.9 0.9 - - 

2.6 -4.1 -6.9 -7.3 

8.9 -5.6 -6.8 -9.9 

10.6 -6.5 -3.9 -9.3 

-13.4 -10.5 -7.1 -13.3 

5.8 11.6 9.6 -2.2 

1.2 4.6 5.6 0.6 

1.2 4.1 -1.4 

-5.7 -5.5 -2.3 0.1 

-4.2 -3.4 - - -3.8 

-4.1 5.0 3.9 - - 

;upermarches dalimonta*ion at 6pic.ri.s I 

"ous los autres magasins dalimentation 2 

Pharmacies at magasins de mdicaments brevet6s 3 

liagas ins do chaussures 4 

Ilagasins do vMemen+s pour hou,mies 5 

liagasins do v*omonts pour dames 6 

Autres magasins do vMements 7 

Ilagasins do maublos at dappar.ils mónagers 8 

Ilagasins daccessoires d'ameublement 9 

Concessjonnajras do váhicul.s automobiles 10 
at recreatifs 

Stations-service 11 

Piagasins do pic.s at dacc.ssoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magas ins do produits semi-durablos 14 

Autres megasins do produi+s durables 15 

Autros magasins do yenta mu detail 16 

i• 

2.6 

4.2 

11.5 

3.0 

-0.3 

5.4 

-1.9 

-3.3 

-1.0 

-4.9 

5.0 

5.6 

1.5 

3.3 

-1.0 

2.3 

1.6 4.7 318 -2.0 

2.1 3.9 -0.4 -5.2 

-1.0 3.3 2.4 -5.0 

1.5 3.6 -1.5 -3.9 

-1.7 -1.5 -2.4 -6.1 

-2.5 -0.4 0.8 -5.2 

-1.4 0.2 -0.1 -3.4 

3.6 4.7 6.1 -2.2 

1.6 0.4 2.4 -1.0 

0.8 0.6 4.6 0.3 

-4.3 -1.3 - - -5.2 

-7.4 -1.9 3.4 -3.4 

-2.0 -0.8 -2.5 -6.5 

Terre-Mauve 18 

Ilo-du-Pr ince-(douard 19 

Nouvelle-gcosso 20 

Nouveau-Brunswick 21 

Quebec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon at Territoires du Nord-Oues+ 28 

Yukon 29 

Torritoiros du Hord-Ouest 30 

2.9 

-0.5 

2.5 

2.3 

-0.8 

-0.5 

2.4 

2.5 

2.4 

6.9 

1.8 

0.6 

2.7 
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TABLEAU 2. Vantes au detail, non-désaisonnalisdes, se]on in groupe de coeeerce at In region 
(pCriodes courantes) 

Change from previous year 

Variation par rapport a lann6o prc6donta 

	

December November 	October September Year- to-date 
1990 	1990 	1990 	1990 	1990 

	

Dcombro Novombre 	Octobre Soptombro 	Cumulatif 
	 N.  

Per cent - pourcentage 

c;roupa de commerce - Canada 

-1.0 	0.1 	0.8 
	

1.0 Total, ensemble dos magasins 	17 

Regions 

lie 
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No 

TABLE 3. Retail Trade Saeple Response Fraction and Coefficient of Variation (Current 
Periods) 

Response 'fraction 

Fraction do réponse 

	

December 	November 	October 	September 

	

1990 	1990 	1990 	1990 

	

Dcombro 	Novembre 	Octobro 	Septorthra 

Per cent - pourcentage 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIen's clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor v,hjcle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

90.4 92.5 96.1 92.2 

92,6 93.0 88.8 89.2 

91.9 93.4 93.3 97.0 

97.1 97.5 95.0 96.4 

93.7 95.9 94.7 94.2 

95.4 95.7 94.2 93.8 

96.6 97.3 95.9 96.8 

88.6 94.8 96.7 92.8 

90.8 94.6 92.2 90.9 

92.3 95.3 96.6 95.4 

92.2 93.6 95.2 95.7 

92.4 92.9 92.3 92.0 

98.8 99.3 99.3 99.1 

90.8 92.7 90.9 92.4 

95.9 96.0 94.8 96.0 

97.7 9810 96.5 96.8 

03.4 94.9 95.3 94.6 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon and Northwest Territories 

29 	Yukon 

30 	Northwest Territories 

97.0 97.8 97.4 96.9 

98.2 94.2 96.9 97.1 

98.1 98.3 98.6 97.3 

95.0 96.0 94.9 95.9 

92.5 93.3 95.5 93.6 

93.5 94,7 94.4 94.4 

94.5 97.4 97.3 93.3 

95.8 96.8 96.9 96.9 

89.8 94.5 94.0 94.4 

95.3 96.6 96.6 96.1 

84.9 87.9 89.3 88.4 

78.4 80.4 83.2 82.3 

88.6 92.4 92.9 92.0 
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TARLAU 3. Co.eroe do dtai1, fraction do rponse de l'échantillon at coefficient do variation 
(périodos courantas) 

Coefficient of variation 

Coefficient do variation 

	

December 	November 	October 	September 

	

1990 	 1990 	 1990 	 1990 

	

Décembre 	Novembre 	Octobre 	Septombro 	 N o  
Per cent - pourcentage 

I Groupe do commerce - Canada 

. 

4.1 4.6 4.5 4.3 

15.1 11.7 9.7 11.0 

7.1 5.4 4.7 4.5 

4.6 4.3 4.7 4.3 

3.3 3.2 4.1 4.5 

2.6 2.6 2.7 2.8 

7,0 5.5 5.3 2.8 

5.0 4.9 5.5 4.8 

6.0 4.7 4.9 4.6 

4.3 4.3 4.1 4.6 

4.2 4.5 4.0 4.3 

3.0 3.2 3.2 3.1 

0.8 1.0 1.1 1.0 

8.5 8.4 7.2 8.3 

4.6 4.7 4.4 4.2 

2.1 2.5 2.5 1.4 

SupermarcMs d'alimontation of 6picaries I 

bus los autros magasins dalimontation 2 

Pharmacies at magasins do médicaments brevetés 3 

Magas ins do chaussuros 4 

tiagas ins do vfemonts pour hommes 5 

tiagas ins do vêfamen'Is pour dames 6 

Aufres magasins do vfements 7 

Magasins do moublos of dappar.ils ménagere 8 

Magasins dacc,ssoiros cI'ameublemenf 9 

Concessionnaires de véhicul.s automobiles ID 
of 

Stat ions-serv ice 11 

Magasins de pièces at dacoessoires pour 12 
automobiles of services 

Plagasins do marchandises divers.s 13 

Autres usagasins do produits somi-durables 14 

Aufres magasins do produits durables IS 

Autres magasins do vents au detail 16 

1.3 	1.5 	1.5 	1.5 Total, ensomble des •agsslns 	17 

Regions 

2.7 2.7 3.0 

3.5 3.3 3.2 

3.0 2.9 3.1 

3.3 3.0 3.7 

3.4 3.7 3.6 

2.3 2.7 2.8 

3.5 3.8 4.1 

2.4 3.0 3.1 

2.7 2.9 3.2 

3.4 3.8 3.4 

1.8 1.9 2.1 

0.4 0.5 0.6 

2.9 3.1 3.3 

3.1 Terre-Nouve 

3.6 !10-du-Prince-douard 

3.1 Nouve1le-coso 

4.0 Nouveau-Brunswick 

3,6 Quebec 

2.9 Ontario 

4.8 Manitoba 

3.2 Saskatchewan 

2.9 Alberta 

3.4 Colombie-Brifannique 

2.2 Yukon at Torritoires du Nord-Ousat 

	

0.4 	Yukon 

	

3.5 	TerriLoires du Nord-OuasL 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

0 
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TA8LE 4. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Esticatas) 

December 
1990 

November 
1990 

October 
1990 

September 
1990 

August Jul, June 

No. Décembre Novembre Octobre Septembre 
1990 
AoQt 

1990 
Juillet 

1990 
Juin 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,532 3,516 3,527 3,564 3,536 3,545 3,478 

2 All other food stores 299 295 294 295 301 299 308 

3 Drugs and patent medicine stores 834 834 838 831 818 818 812 

4 Shoe stores 175 165 163 165 168 168 169 

5 Men's clothing stores 189 184 184 175 192 186 182 

6 Women's clothing stores 358 338 333 343 342 346 352 

7 Other clothing stores 389 365 368 374 370 369 376 

8 Household furniture and 850 751 744 757 727 740 746 
appliance stores 

9 Household furnishings stores 219 196 202 201 205 206 205 

10 Motor vehicle and recreational 3,238 3,276 3,301 3,409 3,468 3,537 3,566 
vehicle dealers 

Ii Gasoline service stations 1,284 1,304 1,293 1,168 1097 1,190 1,177 

12 Automotive parts, accessories 1,002 1014 997 996 1010 980 974 
and service 

13 General merchandise stores 1,775 1,744 1,756 1,743 1,735 1,737 1,718 

14 Other semi-durable goods stores 608 607 615 630 643 651 659 

15 Other durable goods stores 478 476 475 477 476 468 468 

16 Other retail stores 989 11021 1 1 020 1,030 999 999 987 

17 Total, all stores 16,220 16,085 16,110 16,137 16,188 16,238 16,177 

Regions 

18 Newfoundland 310 307 301 302 307 300 297 

19 Prince Edward Island 69 68 65 66 64 66 65 

20 Nova Scotia 542 540 532 524 534 546 535 

21 New Brunswick 418 417 399 409 408 415 419 

22 Quebec 4,000 3034 3,896 3,926 3,953 3,923 39958 

23 Ontario 6,064 6,028 6,031 6,057 6,070 6,084 51986 

24 Manitoba 584 576 570 577 580 597 585 

25 Saskatchewan 538 538 533 531 537 535 525 

26 Alberta 1,669 1,624 1,643 1,653 1,640 1,643 1,636 

27 British Columbia 2,100 2,037 2 1 088 2,084 2,077 2,103 2,071 

28 Yukon and Northwest Territories 44 45 45 43 44 43 45 



May Aprill March February January December 
1990 1990 1990 199b 1990 1989 
Mai Avril Mars Février Janvior I Dkethre 

millions of dollars - millions do dollars 

3,471 3 1 509 3,451 31491 3,477 3,451 

300 306 301 300 299 299 

802 792 774 763 763 744 

161 169 171 173 172 166 

181 181 181 186 184 186 

342 348 351 545 344 340 

373 379 383 368 573 377 

755 755 771 774 794 773 

211 211 218 209 213 193 

39505 3,512 3,744 3,610 3,768 3,671 

1,195 1,187 1,206 11200 1 1 189 1,212 

982 993 1,029 1,052 10033 981 

1,686 1,731 1,721 1,741 1,737 1,727 

660 672 658 660 638 638 

469 468 476 480 460 500 

959 1,006 11013 1,028 1,022 985 

N o  

Groupo do commerce - Canada 

Supermarchés d'alimen*ation at 6picaries I 

bus los autres magasins d'ali..ntstion 2 

Pharmacies at magasins do médicaments brevetós 3 

Magas ins do chaussures 4 

Magas ins de vtoments pour hoimuos 5 

Magasins do v8temonts pour dames 6 

Aukros magasins do v6tomen+s 7 

tiagasins do meublos of dappareils ménagors 8 

liagasins d'accessoires d'amethlement 9 

Concessionnaires do véhicules automobiles 10 
of récréatifs 

Stations-service 11 

tiagasins d 	pieces of daccossoirse pour 12 
automobiles of services 

Magasins do marchandises divorces IS 

Aufres magasins do produits semi-durablos 14 

Autros magasins do produits durables 15 

Aufres magasins do venfo au detail 16 

-9- 

TARLEAU 4. Ventes au detail, dCsaisonnalisCes, salon ]e groupe de coerce at Ia rCqion 
(esti.ations historiques) 

16,052 	16,220 	16,446 	16,380 	16,447 	16,244 Total, ensemble des utagasins 	 17 

Regions 

286 296 300 304 299 300 

65 66 68 68 67 68 

521 530 544 550 540 540 

412 410 416 410 408 404 

3,915 3,957 4,031 4,064 4,077 4,030 

6,016 6,038 6,156 6,049 6,145 6,081 

583 584 584 591 585 582 

505 520 517 514 540 512 

1,605 1,638 1,646 1,642 1,677 1,628 

2,084 2,107 2,135 2094 2,091 2,057 

46 46 46 45 47 45 

Torro-Nouve is 

le-du-Pr inco4douard 19 

Nouvollo-cosso 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Brifanniquo 27 

Yukon of Territoiros du Nord-Ou.st 28 
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TABLE S. Retail Sales, not Seasonally Adjustmd by Trade Group and by Region (Historical 
Esti.ates) 

Decether Hovembor] October Sep 	mbrAugusfJ 
1990 1990 

July 
1990 

June 
1990 

No 
1990 

Dcembre 
1990 

Novembre 
1990 

Octobre Sgptembro AoOt Juillet Juin 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,744 3,555 3,437 3,552 3,727 3,516 3,742 

2 All other food stores 371 288 281 289 317 307 328 

3 Drugs and patent medicine 1035 849 848 794 827 785 805 
stores 

4 Shoe stores 236 197 178 182 171 148 180 

5 Mon's clothing stores 366 236 188 170 156 148 195 

6 l4omen's clothing stores 537 367 339 374 328 307 363 

7 Other clothing stores 643 437 387 389 374 309 364 

8 Household furniture and 1,143 836 772 755 749 716 755 
appliance stores 

9 Household furnishings stores 266 219 211 201 217 211 220 
10 Motor vehicle and recreational 2,477 3,074 3,438 3051 3,514 3,699 4,042 

vehicle dealers 

ii Gasoline service stations 1,292 1,304 1,307 1,163 1,293 1,276 1,244 

12 Automotive parts, accessories 1,054 1,117 1,041 953 1,035 1,022 11095 
and service 

13 General merchandise stores 2,999 2,233 1,823 1,705 1,685 1,521 1,692 

14 Other semi-durable goods stores 963 648 588 604 648 640 715 

15 Other durable goods stores 948 494 420 457 474 432 475 

16 Other retail stores 1,441 1,055 959 989 1,113 1,072 1008 

17 Total, all stores 19,514 16,910 16,219 15,629 16,627 16,110 17,322 

Reqions 

n 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluabia 

28 Yukon and Northwest Territories 

29 	Yukon 

30 	Northwest Territories 

379 328 295 288 323 305 316 

83 70 64 63 72 73 74 

672 577 529 499 562 546 564 

496 448 408 393 428 419 457 

41505 4 1026 3,936 3,827 4066 3,880 4 1 280 

7,445 6,411 6,082 5 1839 6,128 5,997 6,454 

709 618 583 561 594 577 624 

633 571 550 509 554 525 573 

2 1 002 1 1 695 1 2 659 1,592 1,681 1,619 1,749 

2,539 2,120 2,068 2013 2072 29123 2 1 180 

52 46 45 44 47 46 50 

21 20 20 19 22 20 22 

31 26 25 25 26 26 28 

0 



mm 

TABLEAU 5. Vontes au detail, non-dCsasonnalsCes, salon I. qroupa de cou.aerca at is ,-Cqian 
(esti.ations historiques) 

May 	April 	March February January December 	Year 
19911 	1990 	1990 	19911 	19911 	1989 	1990 
Hei 	Avril 	Mars Févrior Janvier Décembre 	Année 

millions of dollars - millions de dollars 

N' 

3,623 	3,286 	3,613 	3,124 	3,207 	3,836 

312 295 289 256 255 375 

800 747 761 693 743 944 

173 159 148 104 134 223 

188 160 152 113 134 356 

355 333 330 232 267 517 

359 348 351 243 286 626 

721 669 721 621 722 1,050 

219 194 198 164 171 241 

4,412 4,088 4,213 2,928 3,022 2,862 

1,255 1,141 1,169 1039 1 1082 1,220 

1,121 990 944 794 858 1,041 

1,672 1,549 1,534 11208 1,251 2,909 

747 606 544 490 470 1,021 

462 386 393 356 367 990 

1,025 895 922 759 736 1,502 

17,443 	15,845 	14,281 	13,124 	13,706 	19,713 

Groups do coumorc• 	Canada 

Supermarchés d'alim.ntation at 1 
6piceries 

Tous los autras magas ins 2 
d • alimentat ion 

Pharmacies at magasins d. módicam.n+ 3 
breve6s 

Magasins do chaussuros 4 

Magasins do v6tomen+s pour hommes 5 

Plagasins do vêtemen+s pour dames 6 

Autres magas ins do vêt.men+s 7 

Magasins do meubles at dapparoils 8 
mónagors 

Magasins daccossoiros dameublomont 9 

Concossionnaires do véhicuiss 10 
automobiles at récróa* ifs 

Stations-service 11 

ilagasins do picos at daccossoiros 12 
pour automobiles at services 

liagasins do merchandises diverses 13 

Aufres magasins do produi+s semi- 14 
durab los 

Autres magasins do produits durables 15 

Autres magasins do vente su dótail 16 

Total, ensemble des •agasns 17 

42,127 

3,587 

9,688 

2 1 010 

2,206 

4,132 

4,491 

9,181 

2,491 

41,958 

14,565 

12,024 

20,874 

7,661 

5,663 

12,072 

194,731 

Regions 

3,609 

797 

6,428 

4,943 

47,577 

72,745 

6,986 

6,350 

19,713 

25,046 

538 

227 

310 

317 288 292 240 237 373 

71 63 61 50 52 81 

561 510 530 438 441 678 

444 395 399 324 331 489 

4,464 4,053 4,040 3,213 3,287 4,584 

6,469 5,821 6074 4,862 5,164 79633 

623 574 562 474 487 719 

548 507 503 418 460 612 

1,718 1 1589 1,634 1 1 355 1,420 1,970 

2,179 2,005 2,144 1,715 1,788 2,520 

49 42 43 36 37 55 

21 17 17 13 IS 23 

28 25 26 23 22 32 

Terra-Mauve 18 

t lo-du-Pr ince-douard 19 

Nouvol10-cosse 20 

Nouveau-Brunswick 21 

Qu6boc 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon at Terri+oir.s du Nord-Ouest 28 

Yukon 29 

Territoires du Nord-Oues'c 30 

S 
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TABLE 6. Department Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 

Sales 

Ventes 

	

December 	November 	October September Year-to-date 

	

1990 	1990 	1990 	1990 	1990 

	

Décembre 	Novembre 	Octobre Septembre 	Cumulatif 

millions of dollars - millions cIa dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

Now Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon and Northwest Territories 

Yukon 

Northwest Territories 

Total 

174 138 107 103 

43 29 23 23 

329 246 192 180 

224 179 144 136 

1,956 1,440 1,321 1,322 

3,595 2,498 2081 21148 

324 233 196 188 

271 206 182 162 

1,003 728 662 636 

1,188 795 723 711 

31 25 24 22 

9 7 7 6 

21 17 17 16 

9,138 6,517 5,755 5,631 

1,266 

297 

2,280 

1,681 

15,648 

26,151 

2,376 

2,079 

7,698 

8,650 

271 

76 

195 

68,397 

TABLE 7. Department Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Historical Estimates) 

	

December November October September 	August 	July 	June 
1990 	1990 	1990 	1990 	1990 	1990 	1990 

	

D6cembro Novembre Octobre Septembre 	AoOt Juillet 	Juin 

millions of dollars - millions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon and Northwest Territories 

Yukon 

Northwest Territories 

Total 

174 138 107 103 110 98 100 

43 29 23 23 27 26 26 

329 246 192 180 188 172 182 

224 179 144 136 139 129 142 

1,956 1,440 1,321 11322 1,273 1 1 171 1,359 

31595 2,498 2,181 2,148 2,136 11998 2,206 

324 233 196 188 194 178 200 

271 206 182 162 172 153 175 

1,003 728 662 636 646 591 644 

1 1 188 795 723 711 720 679 708 

31 25 24 22 23 22 23 

9 7 7 6 6 6 6 

21 17 17 16 16 16 17 

9,138 6,517 5,755 5,631 5,628 5,217 5,764 
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TABLEAU 6. Ventes do merchandises genre grand magasin, non-dCsaisonnalisCps, scion In region 
(pCrodes courantes) 

Change from previous year 

Variation par rapport i l'annêe précédente 

	

December 1  November 	October September Year-to-date 
1990 	1990 	1990 	1990 	1990 

	

Décembre Novembre 	Octobre Septembre 	Cumulak if 

Per cent - pourcentage 

Regions 

. 

2.1 7.7 6.3 0.5 

2.2 5.0 -0.6 -6.5 

1.3 6.6 4.2 -2.1 

1.9 7.4 0.2 -2.8 

3.8 -2,2 -2.9 -5.6 

2.6 -2.3 0.1 -3.2 

3.5 -1.5 - - -4.3 

4.0 1.0 8,3 -3.7 

4.2 3.1 7.9 4.2 

2.0 1.6 5.1 4.6 

-5.2 -1.5 -0.2 -9.0 

-14.1 -2.5 -3.1 -18.0 

-0.8 -1.1 1.1 -4.8 

2.9 -0.3 1.3 -2.1 

'rerro-Neuve 

:le-du-Pr ir,co-dou.rd 

Ilouvelle-Ecosse 

t'Iouveau-Brunsw ick 

')ubec 

i)nlario 

lanitoba 

Saskatchewan 

#lberta 

Colomb ie-Br itannique 

Yukon at Territoires du Nord-Ou.st 

Yukon 

Territoires du Nord-Ouast 

Total 

4.6 

0.4 

4.5 

2.2 

-0.7 

0.7 

1.3 

2.9 

6.4 

6.4 

-1.5 

-10.4 

2.4 

2.0 

TABLEAU 7. Vantes de merchandises genre grand magasin, non-désaisonnalisées, salon In region 
(esti.ations historiques) 

May 	April 	March February January December 	Year 
1990 	1990 	1990 	199 	199b 	1989 	1990 
Plai 	Avril 	liars Février Janvior Décembre 	Année 

millions of dollars - millions de dollars 

. 

100 93 93 76 75 170 1,266 

24 21 21 17 18 42 297 

178 162 165 138 149 325 2,280 

138 121 121 100 107 220 1 1 681 
1,391 1,223 1,209 952 1,030 1,884 15,648 

2,141 1,951 1030 1,619 1,749 3,503 26,151 

198 185 178 146 155 313 21376 

168 158 154 132 146 261 2079 

625 570 583 492 518 962 7,698 

710 645 657 535 580 1 ,166 - 8,650 

24 21 21 18 18 32 271 

6 5 6 5 5 ii 76 

15 16 13 13 22 195 

5,695 5,151 5,132 4 1 225 4,545 8,877 68,397 

Regions 

Torre-Neuve 

f le-du-Pr ince-Cdouard 
Nouvelle-Ccosse 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colombia-Br itanniqu. 

Yukon at Territoires du Nord-Ouest 

Yukon 

Territoires du Nord-Ouest 

Total 
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Definitions 

Retail Trade for the purpose of this re-
port, is defined as the aggregate sales made 
through retail locations (outlets)". 

A retail location , as defined by S'catis-
tics Canada, is a business location (usually 
• store) in which the principal activity is 
the sale of merchandise and related services 
to the general public, for household or per-
sonal consumption". Retail trade estimates do 
not include any form of direct selling which 
bypasses the retail store, e.g., direct door-
to-door selling, sales made through automatic 
vending machines; sales of newspapers or maga-
zines sold directly by printers or publishers; 
and sales made by book and record clubs. The 
only exception is the mail-order and catalogue 
sales activities of department store busi-
nesses, which have been classified to the 
"general merchandise store' category. In addi-
tion, retail trade excludes: retail sales 
through ancillary units, e.g., warehouses, 
head offices, etc.; sales of contractors whose 
major activity is not retailing; and retail 
transactions between individuals. 

Total net sales include sales of new and 
used merchandise and receipts from repairs, 
equipment rental, food serving and other ser-
vice activities, less returns, adjustments 
and discounts. Total net sales also include: 
trade-in allowances, commissions earned from 
sales of goods owned by others I including com-
missions received for lottery ticket sales), 
proprietor's withdrawals of goods for person-
al use (at retail). Non-operating revenues, 
bad debts recovered and sales taxes collected 
for remittance to a government agency are ex-
cluded. 

Departeent store type aerchandise (DSTII) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
stores; all other food stores; recreational 
and motor vehicle dealers; gasoline service 
stations; automotive parts, accessories and 
services; and all other retail stores (in-
cludes liquor, wine and beer stores; and re-
tail stores, n.e.c.. 

Définition 

Ci,uw,erce do detail signifie, pour les be-
soins de Is prósente publication, l'ensemble 
dna ven'cms faites par des points de yenta au 
det;il". 

Un point do vente au detail, suivant 1e d-
finition de Statistique Canada, eat un local 
d'affaires (habituellement un magasin) dont 
l'activit4 principale est Is yenta de marchan-
disas at de services connexos au grand public 
pou' la consommation m4nagAre ou personnelle. 
Les estimations relatives mu commerce de dC-
tail no prennent pas an compte lea ventes di-
rectes, cast-A-dire les ventes qui ne sont 
pas faites par l'intermediaire d'un point de 
yenta au dta1l, par example lea ventes direc-
tes par demarchage, lea ventes per distribu-
teur automatique, lea ventes do journaux ou de 
revjes faites directement par lea imprimeura 
at 6diteurs, at lea ventes faitea par las car-
des du livre at lea clubs de disques. Il n'y 
a quune exception: los ventes des grands ma-
gasins faites par la poste ou per catalogue, 
qui sont classées dana la cat6gorie des "maga-
sins do marchandises diverses". En outre, 1e 
commerce de detail ne comprend pas lea ventes 
au dtail des unites auxiliaires, par example, 
entrepôts, siAges sociaux, etc., ni lea ventes 
des entrepreneurs dont l'activitC principale 
no relAvo pas du commerce de d6t.il, ni lea 
operations do detail entre particuliera. 

Las vontes nettas totales comprennent lea 
ventes do marchandises neuvss at d'occasion at 
lea recettes provenant do rparations, de lo-
cation do maL4riel, do la venle do repas at 
dautres activits de services, noins la Va-
leur des rendus (marchandises retourn6es), lea 
ajustements at lea rabais. Lea ventes totales 
nettes comprennent egaloment; Is valour des 
reprises, los commissions sur le yenta do mar-
chandises appartenant & autrui (y compris lea 
commissions touch6es pour la vente de billets 
de loterie) at la valour (au d4tail) dos mer-
chandises preleveas par le propritaire pour 
son usage personnel. On no prend pas on compto 
lea recettes hors exploitation, lea recouvrs-
cents do mauvaises cr4ances at les taxes da 
yenta pergues pour le compte d'un organiame 
public. 

Las isarchandises du genre de celles vendues 
dars lea grands .agasins tMOG1 correspondent 
au total du commerce do detail moms lea grou-
pea de commerce auivsnts: lea supermarch6s 
dalimontetion at lea ópiceries; tous lea au-
tras magasins d'alimantation; lea concession-
naires do véhicules automobiles at rócróatifs; 
1a5 stations-service; lea magasins do pièces 
at d'accassoires pour véhicules automobiles at 
services; at las autros magasins do vente au 
déiail (comprend lea magasins do spiri+ueux, 
de yin at do bière; at las magasins do yenta 
u dtail, n.c.a.). 
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METHODOLOGY 

Components of the Universe 

The new business register or Central Frame 
Data Base (CFDB) contains the survey universe 
for the Monthly Retail Trade Survey. The CFDR 
was developed as a common central frame for 
all business surveys, in order to provide 
standardized concepts, and generalized meth-
odology and systems. The overall quality of 
business and economic data are improved be-
cause of greater consistency, more accurate 
administrative data and greater co-ordination 
of systems and procedures. Ultimately, all of 
Statistics Canada's business surveys will be 
redeveloped to operate within this new envi- 
ronment. 

The target population for the Retail Trade 
Survey consists of all statistical locations 
on the CFDB that are identified in the retail 
trade sector and have a gross business income 
greater than or equal to $25,000. The units 
that qualify under both of these constraints 
comprise the sampling frame for the Retail 
Trade Survey. 

The CFDB sampling frame is allocated into 
two components: the integrated portion (IP) 
and the non-integrated portion (NIP). The 
integrated portion encompasses all large and 
complex businesses and represents the largest 
component of the frame in terms of sales (ap-
proximately 70Z of the total). The IP busi-
nesses may be represented by several levels 
in their statistical entities which enables 
collection of the full range of economic data 
for large organizations. Information on these 
businesses is received from administrative 
tax files and the employer payroll deduction 
file from Revenue Canada. 

The non-integrated 	portion 	represents 
smaller single entity businesses whose sales 
values lie below a calculated IP boundary 
(yet are above the $25,000 minimum). The 
Monthly Retail Trade Survey obtains its s+a 
tistical entities from the employer payroll 
deduction file at Revenue Canada. This allows 
for the most up-to-date information to be 
passed onto the NIP units on the frame. 

The New Sample  

M11I0DOLOGIE 

Co,.ip'osantes do l'univers 

La nouveau registre des ontreprises ou Base 
de donnéms du registro central (BDRC) repr-
sente l'univers de i'Enquêke mensuelle sur 1s 
commerce do dtail. La BDRC a AtA conçue afin 
do servir de base do sondage centrale pour 
toutes les enquies-en(reprises, Ce qui permet 
do normaliser las concepts at do g4n6raliser 
las méthodes at los systèmes. La qualit den-
senble des donnes commercialos at óconomiques 
est ainsi amlior6e: on obtierit Une plus gran-
de cohrence, des donnes administrativos plus 
exactes at une meilleure coordination des sys-
taes at des procedures. Un jour, toutes las 
encutes-entreprises do Statistique Canada so-
rort remaniéas at s'in+egreront A ca nouveau 
cadre. 

La population cible do l'Enqute sur la com-
merce de detail eat formee do tous los empla-
cements statistiques dans Is BDRC qui appar-
tiEnnent au secteur du commerce do d4tail at 
dont le revenu brut d'entroprise est egal ou 
superieur A $25,000. Las unit4s qui repondent 
c:es deux crit.res constituent Is base do 

soridage do l'Enquête sur le commerce do dé-
t a i. 1. 

l.a base do sondage do Is BDRC ost divise on 
deux composantes: is partie integree (P1) at 
1s partio non integreo (PNII. La premiere on-
globe toutes las entreprises importantes qui 
oni une structure complexe at constitue Is 
coiposante la plus importante do is base on ce 
qui a trait aux ventes (environ 70Z du total). 
La; ontreprisos do is P1 peuvant être repré-
sei-itées è plusiours niveaux I l'int6rieur du 
cadre hiCrarchiqua de l'ontité statistiqu., cc 
qui permet la collect, do is gamme compilta 
do; donneos economiques dana 1s cas dos gran-
des societes. Los renseignemonts sur ces en-
treprises sont tir6s des fichiers administra-
tifs des declarations d'impôt sur 1s revenu at 
des fichiers des comptes de retenues sur Is 
paye de Revenu Canada. 

La parkio non integree est constituee des 
ontreprises I entite simple de plus petite 
taille dont Is valour dos ventes est sous is 
unite calculee de Is P1 (mais est tout de 
mIme supCrieure au minimum do $25,000). LIEn-
quIte mensuelle sur Is commerce do d4tail tire 
sea entits statistiques du fichier des comp-
tea de retenues sur is paye do Revenu Canada, 
ce qui permet d'integrer aux unites de Is PNI 
do la base les renseignements los plus ró-
cents. 

Ncuvel Cchantillom 

	

The businesses in the target population are 	Los entreprises do Is population cible sont 

	

classified by industry using the four digit 	classées on fonction des codes I quatre chif- 
. 	Slandard Industrial 	Classification 	Code, 	fres de Is Classification type des industries, 

	

based on the proportion of sales accounted 	& partir do is proportion des ventos quo re- 
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for by each kind of business or by each type 
of commodity sold. The target population is 
also stratified by geographic region. Each 
industry-geographical combination is divided 
into three sub-strata: fake-all, large take-
some and small fake-some. The fake-all busi-
nesses are self-representing as they are in-
cluded in the sample with certainty. The 
fake-all sub-stratum is comprised of desig-
nafed companies such as department stores, 
companies operating in several strata, and 
companies operating in one strata with rave-
flue greater than a calculated threshold. The 
large fake-some and small fake-some units are 
classified by their revenue, however NIP 
units may only be allocated to the small 
take-some stratum whereas the IP units are 
allocated to any one of the three strata. 

In order to determine the industry by geo-
graphical strata sample sizes, the variance 
and total sales in each sub-stratum are cal-
culated and applied to an allocation method. 
This allocation method calculates the number 
of units to be sampled in the take-some 
strata under the following two constraints: 
the coefficient of variation required for the 
stratum and inevitably the total number of 
sampling units in the survey. 

The initial sample was selected in late 
1988 and has been refreshed each month by in-
cluding a sample of population births. In 
order to update the sample, not only to add 
births but also to reduce the burden of indi-
vidual respondents in the take-some strata, 
the set of units on the sampling frame are 
randomly distributed across a calculated num-
ber of panels within each sub-stratum. Panels 
are created so that the selected sample in 
the take-some strata may rotate out of the 
sample for a specified time period in order 
to reduce the response burden. The number of 
panels in each sub-stratum is calculated in 
accordance with the sampling rate, the maxi-
mum number of occasions that a unit may re-
main in the sample (2 years), and the minimum 
number of occasions it must stay out of the 
sample (1 year). Once the original in-sample 
panels are selected, sample rotation will be 
performed by periodically dropping a panel 
from the current sample and adding a new 
panel. 

Data Collection 

Date collection, data capture, preliminary 
edit and follow-up of non-respondents are all 
performed in the eight Statistics Canada re-
gional offices. Sampled companies are con- 

présente chaque genre dentreprise ou encore 
cheque genre do merchandises vendues. La popu-
lalion cible est aussi stratifióe par rgion 
géographique. Chaque combinaison branche d 1 ac-
tivit6 - rgion gographique est divis6e on 
trois sous-strates: uno A tirage complet, une 
"graride A tirage partial" at une "petite A ti-
rage partial". Las antroprises do Is sous-
strata 5 tirage complet sont aukoropr6sentati-
yes puisqu'elles sont forcément intgres a 
l'chantillon. La sous-strate & firage complet 
englobe las socits désignóes, comma las 
grands magasins, las sociéts an activit6 dens 
plusieurs strafes at calles on activitA dens 
une strafe at ayant des ventes supriaures au 
seuil calcul. Los unites do 1. sous-strate 
"grande a tirago partial" at do cello "petite 
& firage partial" sont classóes salon leurs 
recettes. Toutefois, los unik6s do Is PNI peu-
vent uniquement &tre incorpor6es & Is strata 
"petite & tiraga partial" alors que los uni16s 
do la P1 pauvant &tre integrees & n'importa 
laquelle des trois strates. 

Afin do dótarmjner Is tailla des 6chantil-
ions pour los branches d'activite solon Is 
strata geographique, on calcula Is variance at 
1e total des ventes dens cheque sous-strate at 
on ufilise les resultats pour Is repartition. 
Celle-ci so fail suivant une methode qui per-
met de calculer la nombre d'units a prlever 
dans la strate A tirage partial i partir des 
daux critares suivants: Is coefficient de va-
riation raquis pour Is strata at, bien sOr, le 
nombre total dunit6s d'chantil1onnage do 
1• enqu&te. 

Léchantillon initial a ete pr6i.v6 & Is fin 
do 1988 of a 6t6 rafraichi chaque mois par 
l'introduction dun 6chantillon do nouvelles 
units do la population. Los unitós do la base 
do sonclage sont reparties aleatoirement ontro 
un nombro etabli do panels A l'interieur do 
chaque sous-sirate, ce qui permet non seule-
ment do mettre & jour 1'4chankillon par la-
jouf do nouvelles unites mais aussi do r6duire 
Is fardeau do Is réponse des unites des stra-
fes & tirage partial. La presence do panels 
permat do supprimer pour un temps, par ranou-
vehement, lchantillon selectionne dens los 
strafes & tirage partial of ainsi do réduire 
le fardeau do la réponse. Le nombre de panels 
tie chaque sous-strate est calcule an fonction 
du faux d'6chantillonnage, du nombre maximal 
de cycles pendant lesquels uno unite pout res-
ter & l'interieur do l'echanfillon (2 ens) at 
du nombre minimal do cycles pendant lesquels 
ella doit raster & l'extórieur do lechantil-
lon (1 an). Une fois las panels retenus dens 
1chanti1lon initial choisis, Is renouvelle-
ment de l'echantillon ast offectu6 periodique-
mont par Is suppression dun panel do ló-
chantullon courant of par lajout dun nouveau 
panel. 

Collocte des donnCes 

La collecte des donnees, la saisie des don-
noes, Is vOrificafion prOliminaire at 1s suivi 
des non-rOpondants sont accomplis par las huit 
bureaux rOgionaux de Sfatis+ique Canada. On 
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kacted either by mail or telephone, whichever 
they prefer. Data capture and preliminary ed-
iting are performed simultaneously to ensure 
the validity of the data. Collection entities 
from which no response has been received or 
whose data may contain errors, are followed 
up immediately to obtain the information. 
Data and frame updates are transmitted to 
Ottawa and loaded onto the survey data base 
several times during each cycle. These re-
vised procedures have resulted in much in-
proved response rates (approximately 80% re-
sponse is achieved for preliminary esti-
mates). 

Statistical Edit and Imputation 

Data is analyzed within each trade group 
and geographic region. Extreme values are 
listed for manual inspections in an order of 
priority determined by the magnitude of the 
deviation from average behaviour. Records 
which fail the statistical edit are consid-
ered as outliers and are not used in calcu-
lating imputation variables (such as monthly 
trends P used by the imputation system. 

For records which do not respond on time or 
whose reported sales fail preliminary edits, 
an estimate is imputed. A variety of imputa-
tion methods are available and the selection 
of the method is done automatically by the 
system depending on the availability of the 
required data. Methods within the system in-
dude) using a monthly or yearly trend, the 
cell mean, annual date divided by twelve, or 
historical values. If there is insufficient 
data for an imputation cell (trade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

There is an identifiable lag between the 
time a business opens and its appearance on 
our survey frame. To compensate for the ef-
fect this time lag has on monthly estimates, 
sales for sample births are imputed back to 
the later of the actual date of birth or the 
beginning of the current year. Backward impu-
tation for births is accomplished using in-
verse monthly trends and produces an improved 
level estimate for revised data. 

Estimation 

Total retail sales are estimated by in-
creasing the in-sample sales results by an 
estimation weight. An initial weight equal 
to the inverse of the original probability 
of selection is assiqoed to each enfity.  

communique avec las entreprises échantillon-
née; par Ia posta ou par téléphone, salon ce 
qu'alles prófrent. La saisie des données at 
Is v6rification préliminaire sont effectuées 
on mime temps afin de garantir Is validité des 
donnóes. On fait immédiatement Is suivi pour 
las antités de collacte qui n'ont pas répondu 
ou pour cellos dont las données contiennent 
des erreurs, afin d'obtenir las ranseigne-

marts. Las mises i jour aux données at i Is 
base sont transmises a Ottawa at dies sont 
entrées dans Is base de donnóes do l'enqute 
plt.msieurs raprises cu cours do cheque cycle. 
Ces procedures róvisées ont eu pour conséquan-
cc de meilleurs taux do réponse (on obtiont 
environ 80% do réponses pour las estimations 
provisoires) 

Véiification statistique at imputation 

r.es donnes soot analys6es i Pintérieur do 
chaque groupe do commerce at rógion geographi-
qus. Los velours extremes sont inscritas sur 
une listo, pour quon puisse an faire un con-
trle manuel, suivant un ordro do priorite qui 
eat fonction do lampleur do l'écart par rap-
port 5 la moyenna. Les enrogistrements qui 
sont rejetés C Is verification statistiqua 
sont considérés comma des velours eberrantes 
at no servant pas au calcul des variables 
d imputation (comma los tendancos mensuelles) 
utilisCes par le système dimputation. 

On impute une estimation aux enrogistroments 
des antreprisos neyant pas rópondu C temps ou 
dcnt los ventos doclareos ont 4t6 rejetóes C 
le verification préliminairo. Diverses métho-
dos d'jmputation sont utilises, 1s choix de 
In mthode 6tant fait automatiquemont par Is 
s,stèmo an fonction do Is disponibilit6 des 
d3nn4es requises. La système pout notammont 
uliliser los tondancos monsuolles ou annuel-
las, la moyonne do Is collule, lea donnes an-
nelles diviseos par douze ou los velours his-
toriques. Si1 manquo des donneas pour Is ccl-
lule d'imputation (groupe do commerce per r6-
gion géographique), celle-ci ost automatiqu.-
mont combinee avec des cellules semblables. 

Ii y a un decalage perceptible entre le Mo-
went o6 l'on+reprise ouvro sos portes at colui 
cu alle figure dans Is base do lenquê(e. Afin 
cia compensar leffet do cc retard sur lea es-
limations mansuelles, on impute C rebours, 
usqu'C la date do creation do Is nouvello 
unite ou jusqu'au debut do 1enn4e an cours 
(solon la plus lointaino des deux dates), los 
,entes des nouvolles unites do lechantillon. 
I.imputation C rebours dos nouvellos unites 
repose sur las tendances mensuellas inverses 
at produit uno estimation do meillour nivesu 
i,our lea donneos reviseos. 

Estimation 

On estime Is total des ventes au detail an 
affactant dun coefficient d'esfimation los 
chiffras des ventos des unites échantillon-
nes. Un poids egal C linvorse de Ta probabi-
1ih de s€5lec:tion est a+tribio5 au cIipark 
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The weights are subsequently adjusted for 
achieved sample size, in order to inflate the 
estimate to represent the entire current pop-
ulation. The calculated weighted sales values 
are summed by their domain, to produce the 
total sales estimates by stratum. A domain is 
defined as the most recent classification 
values available from the CFDB for the sta-
tistical entity and the survey reference pe-
riod. These domains may differ from the orig-
inal sampling strata because records may have 
changed in size, industry, or location. 
Changes in classification are reflected imme-
diately in the estimates and do not accumu-
late over time. 

Non -Ei.ployer Estiatas 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately 2% 
of total retail trade, the significance of 
these businesses varies widely by trade group 
and region. Survey estimates are supplemented 
by estimates for non-employer businesses 
which were derived from an analysis of income 
tax data for 1985, and 1986. There are ap-
proximately 30,000 unincorporated owner oper-
ated retail businesses in Canada. 

BencIarking 

Once the above tabulations have been calcu-
lated, a linkage and benchmarking process is 
applied to the values to produce the final 
estimates. Current trade groups distribution 
is adjusted by factors derived from the rela-
tionship of a backcasted monthly series to 
annual estimates derived from the Annual 
Retail Trade Survey for 1986. The levels of 
monthly estimates prior to January 1989 have 
been adjusted with a minimum disturbance of 
previously published monthly trends.  

chaque entité. Los poids sont ensuite ajusts 
on fonction do Is taille do lchanti1lon oh 
tenu, cc qui permet de gonfler lestimation 
pour quelle représente lensemblo de Is popu-
lation courante. Los chiffres des ventes pon-
dérés ainsi calculés sont additionnés par do-
maine ce qui donne les ventes totales estima-
tives par strate. Par domaine, on entend les 
valeurs de classification los plus récentos 
disponibles dans Is BDRC pour lentité statis-
tique at la période do rférence de 1enqut.. 
Les domaines pouvant Atre différents do la 
strate d6chantillonnage initiale lorsque Is 
laille, la branche dactivité ou lemplacement 
des unites représentées par lea enregistre-
ments ont subi dos modifications. Lea change-
ments de classification so répercutent immé-
diatemen'c sur los estimations at no saccumu-
lent pas avec le temps. 

Estimations pour los entroprises n'ayant pas 
do salaries 

Los entreprises n'ayant pas do salaris no 
sont pas ropr4sent4es dens la partie non int-
gree do la BDRC. Elles no constituent quo 2% 
environ do Pensemble du commerce do dtail 
mais leur importance vane consid6rablement 
selon la groupe do commerce at la rgion. Los 
estimations do l'enquête sont compl4tes par 
des estimations pour los entreprises n'ayank 
pas do salaries, qui ont été calculées & par-
tjr des données fiscalos do 1985, 1986. Ii y a 
environ 30,000 entreprisas do detail non cons-
tituées on sociAt4 exploitécs per leur pro-
priétairo au Canada. 

(telonnage 

Una fois las totalisations precedentos cal-
culées, on procdo au couplage at A létalon-
nage des valeurs afin de produire las estima-
tions définitives. La repartition actuello par 
groupe do commerce est rajustée an fonction do 
facteurs calculés salon le rapport existant 
entre los series mensuolles retrospectives at 
los estimations annuellas *iréos do lEnquête 
annuelle sun le commerce de detail do 1986. 
Los niveaux des estimations mensualles ante-
riaures 5 janvier 1989 ont été rajustés sans 
repercussions importantes sur les tondoncas 
monsuelles publiées auparavant. 

. 

E 

0 
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Data Reliability 

The statistics in this publication are esti-
mates derived from a sample survey and, as 
such, can be subject to errors. The following 
material is provided to assist the reader in 
the interpretation of the estimates published. 

sampling and Non-sampling Errors 

Estimates derived from a sample survey are 
subject to a number of kinds of errors. These 
errors can be broken down into two major 
types: sampling and non-sampling. 

Sampling Errors 

Sampling errors are present because observa-
tions are made only on a sample and not on the 
entire population. The sampling error depends 
on factors such as the size of the sample, 
variability in the population, sampling design 
and method of estimation. For example, for a 
given sample size, the sampling error will de-
pend on the stratification procedure employed, 
allocation of the sample, choice of the sam-
pling units and method of selection. (Further, 
even for the same sampling design, we can make 
different calculations to arrive at the most 
efficient estimation procedure.) 

In sample surveys, since inference is made 
about the entire population covered by the 
survey on the basis of data obtained from only 
a part of the population, the results are 
likely to be different than if a complete cen-
sus was taken under the same general survey 
conditions. The most important feature of 
probability sampling is that the sampling er-
ror can be measured from the sample itself. 

Non-sampling Errors 

These errors are present whether a sample or 
a complet. census of the population is taken. 
Non-sampling errors can be attributed to one 
or more of the following sources: 

Coverag. error. 	This error can result from 
incomplete listing and inadequate coverage of 
the population of interest. 

Data response error. This error may be due 
to questionnaire design and the characteris-
tics of the question, inability or unwilling-
ness of the respondent to provide correct in-
formation, misinterpretation of the questions 
because of definitional difficulties and dif-
ferent tendencies of different interviewers 
in explaining questions or interpreting re-
sponses. 

FiaJilité des données 

Ce bulletin présenta des estimations fondées 
sur une enqute par échaotillonnage qui nc-
quent, par consequent, dêtre entachóes d.r-
reurs. La section qui suit vise • faciliter, 
pour Is lecteur, linterprétation des estima-
tions qui sont pubiiées. 

Erreurs d'échantillonnage at autres erraurs 

Los estimations établies sur 1s base dune 
enquôte par echantillonnage sont sujattes 
différents types derreurs. On les regroupe an 
deLx grandes categories: las arreurs qui sont 
dues A ichantillonnage at celiss qui no is 
sort pas. 

Erreurs d 'Cchantillonnago 

Ce genre derreur exists p.rce qua las ob-
servations portent uniqusment cur un échantii-
ion, at non sur lensamble da Is population. 
Lerreur depend de facteurs tels qua 1s taille 
do lechantillon, Is variabiiité de Is popul.-
tion, 1s plan de sondage at la method. desti-
mal:ion. Pour uris taille donnée déchantiiion, 
par exemple, larreur déchantilionnage sera 
fo,ic+ion de 1s méthode de stratification adop-
tee, do 1 attribution do 1chanti1lon, du 
choix des unites sondó.s at ds Is methods da 
sLection. (On peut mmo, dens 1s cadre dun 
soul plan do sondage, eff.ckusr plusisurs cal-
cuts pour arriver A Is method, destination Is 
plus efficace.) 

Comma, dans une enqut. par Cchantillonn.g., 
on tire des conclusions sur lensemble duno 
poulation A partir des données concernant une 
partie seulement, les résultats seront probe-
biement différents de ceux quon aurait obte-
nus on recensant toute is population dens las 
mmes conditions. La principals caractéristi-
qua des sondages probabilistes, c'est que 
lerreur dechantillonnage peut êtra directs-
mont mesurAe A partir do léchantilion. 

Erreurs non liCas A l'Cohantillonnaga 

Ces erreurs se retrouvent tent dens las ra-
consonants que dens les anquêt.s par échantii-
lcnnage. Elles sont dues i un ou plusieurs 
facteurs parmi las suivants: 

La champ couvert par l'enqut.. 1errsur psut 
rsulter dun listaga incomplet at dune cou-
verture insuffisante de is population visé.. 

Lii rCponss. Ici, lerreur psut être ettribu.- 
ble A is conception du questionnaire at aux 
crnractéris+iques do is question, A lincapaci- 

ou au refus do lenquêté do fournir des 
runseignements exacts, i linterprétalion fau-
ti.ve des questions due Ai des problèmes dordre 
sOmantique, ou aux variations, dun intervie-
wer A lautra, dans lexplication des quas-
4ons ou dans iinterprétation des réponses. 
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Non-response error. 	Some respondents may re- 
fuse to answer questions, some may be unable 
to respond, while others may be too late in 
responding. Data for the non-responding units 
can be imputed using the data from responding 
units or some earlier data on the non-respon-
ding units if available. The extent of error 
due to imputation is usually unknown and is 
very much dependent on any characteristic dif-
ferences between the respondent group and the 
non-respondent group in the survey. This error 
generally decreases with increases in the re-
sponse rate and attempts are therefore made to 
obtain as high a response rate as possible. 

Processing error. These are the errors that 
may occur at various stages of processing such 
as coding, data entry, verification, editing, 
weighting, tabulation, etc. 

Non-sampling errors are difficult to mea-
sure. More important, non-sampling errors re-
quire control at the level at which their 
presence does not impair the use and interpre-
tation of final results. Hith regard to the 
estimates of this publication, all attempts 
have been made to minimize the non-sampling 
errors; units have been defined in a most pre-
cise manner and the most up-to-date listings 
have been used; the questionnaires used in the 
survey have been carefully designed to mini-
mize different interpretations (interviewers 
have been instructed to ask the questions as 
printed on the questionnaires); detailed ac-
ceptance testing has been carried out for the 
different stages of editing and processing; 
every possible effort has been made to reduce 
the non-response rate as well as the response 
burden. 

Measures of Saøpling and Non-saNpling Errors 

Sau,pling Error Measures 

The sample used in this survey is one of a 
large number of all possible samples of the 
same size that could have been selected using 
the same sample design under the same general 
conditions. If it was possible that each one 
of these samples could be surveyed under es-
sentially the same conditions, with an esti-
mate calculated from each sample, it would be 
expected that the sample estimates would dif-
fer from each other. The average estimate de-
rived from all these possible sample estimates 
is termed the expected value. The expected 
value can also be expressed as the value which 
would be obtained if a census enumeration was 
taken under identical conditions of collection 
and processing. An estimate calculated from a 
sample survey is said to be precise if it is 
near the expected value. 

La nan-réponse. Certains enquêtés refusent de 
rpondre, tandis quo dautres an sont incapa-
bles ou encore rpondent trop tard. Los don-
nos relatives aux non-rópondants peuvent Atre 
imputes A partir des chiffres fournis par los 
répondants ou a P aide des statistiques ant4-
rioures cur los non-rpondants, lorsque ccl-
les-ci existent. On ne connat g&iralem.nt 
pas avec precision Pimportance de l'erreur 
dimputation; celle-ci vane beaucoup selon 
les caracteristiques qui distinguent les r6-
pondants des non-repondants. Comme cc type 
d'erreur prend habituellament de lampleur 
mesure qua diminue Is taux de reponse, on 
s'efforce dob+enir Is meilleur taux do repon-
so possible. 

Le traiteent. Lerreur pout so produire ions 
des diverses etapes du traitement, telles que 
Is codage, 1entr4e, ia v6rification, la pon-
dration at la totalisalion, etc. 

Il ast difficile do mesurer los erraurs non 
liees A lchantillonnago. Do plus, ii taut 
los corner a un niveau os dies ne nuisent pas 

Putilisation ou I Pinterprtation des 
chiffres definitifs. Quant aux estimations du 
present bulletin, tout a 46t6 mis an oeuvre 
afjn do minimiser los erreurs non iiees I ió-
chanlillonnage. Ainsi, lea unites ont ete dé-
finies avec beaucoup do precision, au moyen 
des listes los plus I jour; lea questionnaires 
ont été concus avoc coin afin de réduire au 
minimum las différentos intorpr6tations possi-
bles (on a demandé aux interviewers do poser 
los questions telles quelies figurent aux 
questionnaires); les divorces étapes de yen-
fication at do traitement ont fait lobjet de 
contrôles dacceptaf ion d6taill6s; on na ab-
solument non neglige pour quo Is laux de non-
reponse at Is fardeau do rponso Soion* fai-
bloc. 

fvaluation de l'erreur d'chantilIonnage at do 
l'erreur non liée I l'Ictiantillonnage 

Ivaluation do l'prreur d'Ichantillonnaqe 

léchantillon utilis4 aux fins do la presen-
to enquto est un des nombreux 6chantillons do 
mIme taille qui auraient Pu Itre choisis selon 
Is mIme plan at los mImes conditions. Si cha-
quo échantillon pouvait faire lobjet dune 
enqulte menée essentieliement dans los mImes 
conditions, ii faudrait sat+endre I cc qua 
lestimation calculee vane dun échantillon I 
lautro. On nomme valour probable Pestima-
tion ,noyonne obtenue do tous las échan+iilons 
poasiblas. Autrement dit, la valour probable 
est cello quon obtiendrait on recensant toute 
Is population dans des conditions identiquos 
do collecte at de traitement. Una estimation 
calculCe I partir dune enqulte par échantil-
lonnage est dite prIciso lorsquella sap-
proche do Is valour probable. 
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Sample estimates 	may 	differ from this 
e>pected value of the estimates. However, 
since the estimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
pies, of the squared difference of the esti-
mate from its expected value. 

Once the sample estimate and the variance of 
the sample estimate are derived, other mea-
sures of precision can be calculated. For ex-
ample, the standard error, defined as the 
square root of the variance, is a measure of 
the sampling error in the same units as the 
estimate (e.g., dollars). The standard error 
is a measure of precision in absolute terms. 
The coefficient of variation , defined as the 
standard error divided by the sample estimate, 
is a measure of precision in relative terms. 
For comparison purposes one may more readily 
compare the sampling error of one estimate to 
the sampling error of another estimate through 
the use of the coefficient of variation. 

In this publication, the coefficient of 
variation is used to measure the sampling er-
ror of the estimates. However, since the coef-
ficient of variation published for this survey 
is calculated from the responses of individual 
units, it also measures some non-sampling er-
ror. 

The formula used to calculate the published 
coefficients of variation in Table 3 is: 

Or, los estimations fondes sur un échantil-
ion peuvent ne pas correspondre A la valeur 
probable. Ceper,dant, comma los estimations 
proviennent d'un échantilion probabilisk., ii 
est possible den mesurer la variabilit4 par 
rapport A leur valeur probable. Ainsi, 1e va-
riance duno estimation, qui on mesure la pr4-
cision, se dfinit comma is moyenne, parmi 
tous les échantillons possibl.s, des carr6s de 
la diff6rence entre l'estimation at is valour 
probable. 

L'no fois qu'on a calcul6 lestimation at sa 
variance, il deviant possible de unesuror la 
prcision autrement. Par example, I'erreur-
tye, soit is racine carrée de la variance, 
ma.ure lerreur d6chantillonnage dens la memo 
unit6 que loskimation (en dollars, notam-
merit). Autrement dit, lorreur-type mesure la 
precision an termes absolus. Per contre, le 
corfficient do variation , cest-e-dire ler-
reur-type divise par lestimation, mesure 1a 
precision on tomes relatifs. Ainsi, l'emploi 
du coefficient do variation facilite is compa-
ra3.son do lerreur d6chantillonnage de deux 
es:imat ions. 

I)ans cotta publication, on utilise Ic coef-
fieient do variation pour évaluer lerreur 
dchantillonnage des estimations. Cependant, 
pusque le coefficient do variation publi 
pour cetto enquête est calculó & partir des 
rponses des unitós, ii mosura aussi une car-
tame erreur non lid. C lóchan'tillonnage. 

Voici la 'formula utilis4e pour calculer las 
cosfficien'cs do variation du tableau 3 

S( X) 
	

SIX) 
CV) X)= 

	

	
CV(X) = 

X 

. 

where X denotes the estimate and SIX) denotes 
the standard error of X. 

In this bulletin, 	the error of X 	is 
expressed as a percentage. 

Confidence intervals can 	be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possible to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
struted around the estimate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of 10, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68Z confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800000 and 
$13,200,000. Or, it can be stated with 95 
confidence that the expected value will fall 
within the interval whose length equals two 
stariclarc) deviations about the estimate, i.e., 
hi' Itjpp '  Q . t,f' U I  Oil 	nd U 	. ,OO • U 00 

daris laquelle X est lestimation at SIX) est 
l6cart-type do X. 

lerreur do X est exprim4e on pourcentage 
dans cc bulletin. 

Lestimation et le coefficient do variation 
nous permettent do construire des intervalles 
do confiance autour de lastimation. Ainsi, 
pour notre 6chantillon, on peut affirmer qua-
vec une confiance donnee, 1a valour probable 
est comprise dans lint.rvalle cio confiance 
construit autour do lestimation. Per example, 
si le coefficient do variation d'une estima-
tion de $12,000,000 est 6gal I lOX, lócart-
type sera de $1,200,000, sojt lestimation 
multip1i6e par le coefficient ci. variation. 
Alors, on pout affirmer avec une confianca de 
6eZ que la valour probable sara contenue dans 
lintervalle dune longueur égale I un 4cart-
type autour do lestimation, soit entre 
$10,800 2 000 at $13,200,000. Ou encore, on pout 
affirmer avec une confiance do 95X que la va-
ls'ur probable sara contenuo dans lintervalle 
dune longueur do deux 6cart-types autour do 
1es*jmatjon, soit entre $9,600,000 at 
SI 4,400,000. 
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Non-saepllnq Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. He say the estimate is accurate if 
it is near this value. Although this value is 
desired, we cannot assume that the exact value 
of every unit in the population or sample can 
be obtained and processed without error. Any 
difference between the expected value and the 
exact population value is termed the biaja. 
Systematic biases in the data cannot be mea-
sured by the probability measures of sampling 
error as previously described. The accuracy of 
a survey estimate is determined by the joint 
effect of sampling and non-sampling errors. 

One source of non-sampling error is the non-
response error. To assist users in evaluating 
these errors, the response fractions are given 
in Table 3. The response fraction, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25Z. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 807. 

Joint Interpretation of Measures of Error 

The measure of non-response error as well as 
the coefficienf of variation must be consid-
ered jointly to have an overview of the quali-
ty of the estimates. The lower the coefficient 
of variation and the higher the response frac-
tion, the better will be the published es-
timate. 

vaIuation de I'erreur non 11e A I'êchantil-
lonnage 

Lenqute par Achantillonnage et le recense-
mont cherchent tous deux i determiner la 
valeur exacto do l'ensemble. Lestimation ask 
dike precise si elle se rapproche de cotta 
valeur. Bien qu'il sagisse dune valour sou-
haikablo, ii nest pas realiste de supposer 
qua la valeur exacke de cheque unite de len-
semble ou do l'chantillon peut 6kre obtanue 
at kraittSe sans erreur. La difference entre la 
valeur probable at la valeur exacte de lan-
semble sappalle le biais . On no peut calcu-
ler les biais systtSma+iques des donnes an re-
courant aug macurns de probabilike de lerrour 
dechantillonnage decrites plus haut. La pre-
cision dune estimation est dekerminee par 
leffet conjugue des erreurs d6chantillonnage 
at des erreurs non liees A lechankillonnago. 

Une source derreur non li6e A léchantil-
lonnage, est lerraur due a is non-reponse. La 
tableau 3 presente les fractions de reponse 
afin daider lukilisateur i 6valuer cc genre 
derreur. La fraction de réponse est 1e taux 
do reponse des données, cest--dira is pro-
portion de lestimation de lechantillon qui 
est fondee sur des donneas declarees. Par 
example, la taux de reponse dune cellule corn-
portent un óchantillon de 20 unit4s dont cinq 
repondent lors dun mois donn6 atteindrait 
25. Cependant, si las cinq unites declarantes 
representent $8 millions sur l'eskimation gb-
bale do $10 millions, is fraction de r4ponse 
sl?iverajt A 80;'.. 

Interpretation si.ultanCe des nesures d'erraur 

Ii faut tenir compte simultan6ment cia la 
mesure derreurs non ii6es i 14chantiilonnsge 
ainsi qua du coefficient de variation pour 
avoir un aperçu do la qualit6 des estimations. 
Plus le coefficient de variation sara bas at 
qua la fraction do reponse sera elevea, mail-
leure sore lestimation publiée. 
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Seasonal Adjustment 

Economic time series contain the elements 
essential to the description, explanation and 
forecasting of the behaviour of an economic 
phenomenon: "They are statistical records of 
the evolution of economic processes through 
time"(l). In using time series to observe eco-
nomic activity, economists and statisticians 
have identified four characteristic behav-
ioural components: the long-term movement or 
trend, the cycle, the seasonal variations and 
the irregular fluctuations. These movements 
are caused by various economic, climate re-
lated or institutional factors. The seasonal 
variations occur periodically on a more or 
less regular basis over the course of the year 
as a result of seasonal changes in weather, 
statutory holidays and other events which oc-
cur at fairly regular intervals and thus have 
a significant impact on the rate of economic 
activity. 

In the interest of accurately interpreting 
the fundamental evolution of an economic phe-
nomenon and producing forecasts of superior 
quality, Statistics Canada uses the X-11-ARIMA 
seasonal adjustment method(2) to seasonally 
adjust its time series. This method minimizes 
the impact of seasonal variations on the se-
ries and essentially consists of adding one 
year of estimated raw data to the end of the 
original series before it is seasonally ad-
justed per Se. The estimated data are derived 
from forecasts using ARIMA (Autoregressive In-
tegrated Moving Average) models of the Box-
Jenkins type. 

The X-11 part of the X-11-ARIMA program uses 
primarily a ratio-to-moving average method to 
smooth the modified series and obtain a pre-
liminary estimate of the trend-cycle, to cal-
culate the ratios of the original series fit-
ted) to the estimates of the trend-cycle and 
to estimate the seasonal factors from these 
ratios. The final seasonal factors are pro-
duced only after these operations have been 
repeated several times. These procedures, used 
to determine the seasonal factors necessary to 
calculate the final seasonally adjusted data, 
are, executed every month. This approach en- 

Désaisonnalisation 

les series économiques temporelles ou chro-
nologiques comportent les 414ments essentiels 
la description, l'explication at la prévi-

sion du comportement d'un phénomène économi-
qua. "Ce sont des dossiers statistiques de 
l'évolution des processus économiques clans Is 
temps"(l). l'observation par los économist.s 
et les statisticiens de l'ac(ivité óconomique 

l'aide des series temporelles a donc permis 
de distinguer quatre composantes principales 
du comportement des series temporelles: la 
tendance & long terme ou trend, Is mouvemant 
cyclique, les variations saisonnires at las 
fluctuations irrêgulières ou accidentelles. 
Ces mouvements sont causés par différents 
facteurs, soit óconomiques, climatiques ou 
institutionnels. Les variations saisonnières 
sont los fluctuations périodiqu.s plus ou 
moms rguiiras qui se produisent au cours 
d'..ne année an raison du cycle m*orologique 
normal, des congés fixes at dautres événe-
merts qui so repè'tant A intervalles avec une 
certaine r6gularit6 pour influencer de facon 
siçinificafive Is taux d'ectivité. 

Afin de favoriser l'interprétation exacte de 
l'voiution fondamentale d'un phénomne 4cono-
miclue at de produire une meillaur. prédiction, 
Ststistique Canada rajuste las series tempo-
relies au moyen de Is m6thode do désaisonnali-
salion X-11-ARMPII)2) afin de justement mmmi-
ser l'impact des variations saisonnièras sur 
les series. Cotta technique consiste essen-
tiellemant A ajouter las estimations d'une 
anriéo do données brutes A l'extrómité de Is 
s&ie initiale avant do procéder A la déssi-
sonnalisation proprement dite. Las donné.s 
esl:ima{ives proviennent dextrapolations pros-
pectives ralis4es par des modles ARMMI (no-
dôJ.es autorégressifs A moyennes mobiles inté-
gres) du type Box-Jenkins. 

La parkie X-11 du programme X-lI-ARMMI fait 
su,tout appel A Is m6thode de rapport aux 
movennes mobiles pour effectuer Is lissage de 
la série modifiée at obtenir une estimation 
provisoire do la tendance-cycie, calculer los 
rapports de la série initiale (ajustée) aux 
eslimations do la tendance-cycle, at estimer 
las factours saisonniers A partir de ces dits 
rapports. Las facteurs saisonniers définitifs 
ne sont produits qua lorsqua ces operations 
ont été executeos A plusiours reprises. Ces 
étapes determinant los facteurs saisonniers 
nécessaires au calcul des données d6saisonna- 

1 "A Note on 	the Seasonal Adjustment of 
Economic Time Series," Canada Statistical 
Revaw, August 1974. 

2 For further information see the X-ii-ARIMA 
Seasonal Adjustment Method, by Estella Bee 
Dagum, Statistics Canada,Cakalogue 12-564E, 
Occasional. 

ILa dCsaisonnalisation des series 'cemporelles 
conomiques: quelques remarques) tire de is 

Itevuc statistiqun du Canada, aoüt 1974. 
2 Pour do plus amples informations voir La 
iudthode do ddsaisonnalisation X-ll-ARMMI, 
par Estella Bee Dagum, Statistique Canada, 
no 12-564F au catalogue, hors série. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current month's unadjusted 
data as well as the previous month's revised 
unadjusted data. 

Hhile seasonal adjustment permits a better 
understanding of the underlying trend-cycle of 
a series, the seasonally-adjusted series still 
contains an irregular component. Slight month-
to-month variations in the seasonally adjusted 
series may be simple irregular movements; to 
get a better idea of the underlying trend, 
users should examine several months of the 
seasonally adjusted series. 

The Canada seasonally adjusted total is de-
rived "indirectly" by the summation of the in-
dividually seasonally adjusted kinds of busi-
ness.  

lises finales sont excu'ces A cheque mois. 
Cette approche garantit qua la srie non-d-
saisonnalise, A partir de laquelle sont cal-
culéos los estimations des facteurs saison-
fliers, inclut toufes los donnes lea plus r-
centes rolativoment & ladite srie, c.--d., 
los doniios qui portent sur le mois courant at 
los données révisées du mois prcédent. 

Bien quo la dsaisonnalisation permetta do 
mieux comprendre la tendance-cycle fondamenta-
le d'une série, la s6rie d6saisonnalise non 
contient pas moms une composanta irr6guli6re. 
De lgres variations d'un mois A l'autre dens 
la série désaisonnelisée peuvent n'tre quo do 
simples mouvements irréguliersj pour avoir uno 
meilleure ido do la londanca fondamontale, 
las utilisateurs doivent donc examiner los 
srios désaisonrialisóes d'un certain nombro do 
mois. 

La total dAsaisonnalis6 au nivoau du Canada 
est driv6 do "facon indirecte" en faisant la 
somme des genres de commerce d6saisonnaliss 
sparment au pralable. 



Appendix V 

TRADE GROUP COVERAGE 

010 Supermarkets and Grocery Stores 

6011 Supormarkots 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 

P 	 6013 Bakery products stores 
6014 Candy and nut stores 
6015 Fruit and vegetable stores 
6016 Moat markets 
6019 Other specialty food stores, n.e.c. 

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Non's Clothing Stores 

6121 Hens clothing stores 

060 Women's Clothing Stores 

6131 ((omens clothing stores 

070 Other Clothing Stores 

6141 Childrons clothing stores 
. 	142 Fur goods stores 

6149 Other clothing stores, n.e.c. 
6151 Fabric and yarn stores 

080 Household Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

6213 Furnitur, refinishing and repair shops 
6221 Appliance, television, radio and stereo 

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

6231 Floor covering stores 
6232 Drapery stores 
6239 Other household furnishings stores 

100 Motor Vehicle and Recreational Vehicle 
Dealers 

6311 Automobile (new) dealers 
6312 Automobile (used) dealers 
6321 Motor home and travel trailer dealers 

6322 Boats, outboard motors and boating 
accessories dealers 

. 	6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers  

Appendi:o V 

OUVERTLJRE DES GROUPES DE COPSIERCE 

010 Supormarchés d'alimentation at 
ëpiearies 

6011 Suermarch6s dalimenkaf ion 
6012 Epicerios (sauf los supermarch6s) 

020 Tous los autres .agasins d'alientation 

6013 Boulanger ies-ptisseries 
6014 Corfiserias of magasins do noix 
6015 Magasins de fruits of lgumos 
6016 Marchs do viande 
6019 Autros magasins d'alistenta+ion 

sp6cialis6s, n.c.a. 

030 Pharmacies at magasins do médicaments 
brevetés 

6031 Pharmacies 
6032 Magasins do módicaments brevet6s of de 

produits do toilette 

040 Plagasins do chaussuros 

6111 Plagasins do chaussures 

050 tlagasins do vêtessonts pour hc.uuies 

6121 Magasins do vfements pour hommes 

060 (lagos ins do v8tements pour dames 

6131 tiagasins do v6tements pour dames 

070 Autres uiiagasins do v8toments 

6141 Magasins do v6tomonts pour enfants 
6142 Magasins do fourrures 
6149 Autros magasins do vêtements, n.c.a. 
6151 Magasins do tissus at do fil6s 

080 Plegasins do meubles et d'appar.ils 
mnagors 

6211 Magasins do moublos do inaison 
(avoc apparoils n4nagers of aecossoires 
d • amoub lenient) 

6212 Magasins do moubles do maison 
(Eans appareils ménagors ni accessoires 
d • amoub lenient) 

6213 Aieliors do reparation do meubles 
6221 Msgasins d'apparoils ménagers, do postes 

de félévision of do radio at dappareils 
sléréophoniquos 

6222 tlagasins do post as do télévision of do 
radio of dappareils stéréophoniquos 

6223 A1:oliors do réparat ion dappareils 
mEnagers, do posfes do télévision at do 
radio of dappareils stéréophoniquos 

090 Plaigasins d'accessoires d'ameublement 

6231 Magasins do revétements do sol 
6232 Magasins do tonturos 
6239 Autres magasins daccessoires d'emeublomonf 

100 Concessionnaires do véhicules automobiles 
et rcréatifs 

6311 Concossionnairos dautomobiles neuves 
6312 Cuncessionnaires dautomobiles doccasion 
6321 tlarchands do roulotfos motorisées of do 

roulottes do voyage 
6322 Marchands do bateaux, do riofours hors- 

bord of dacossoires pour bafoaux 
6323 Marchands do motocyclotfos of do 

mat one igos 
6329 Autres marchands do véhicules do loisir 
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110 Gasoline Service Stations 110 Stations-service 

6331 Gasoline service stations 6331 Stations-service 

120 Automotive Parts, Accessories and 120 llagasins do pièces at d'accessoires pour 
Services véhicules automobiles at services 

6341 Home and auto supply stores 6341 Magasins do fournitures pour la maison of 
pour l'automobile 

6342 Tire, battery, parts and accessories 6342 tiagasins de pneus, daccumulateurs, do 
stores picos of daccessoiros 

6351 Garages (general repairs) 6351 Garages (réparat ions générales) 
6352 Paint and body repair shops 6352 Atoliors do peinturo of do carossorio 
6353 Muffler replacement shops 6353 Afeliers do remplacemont do silencieux 

6354 Motor vehicle glass replacement shops 	6354 Ateliers do remplacament do glaces pour 
véhicules automobiles 

6355 Motor vehicle transmission repair and 	6355 Ateliers do rparation at do 
replacement shops 	 romplacement do boltos do vitesse do 

véhiculos automobiles 
6359 Other motor vehicle repair shops 	6359 Au'cres atoliers do reparation do 

véhicules automobiles 
6391 Car washes 	 6391 Lava-autos 
6399 Other motor vehicle services, n.e.c. 	6399 Autros services pour véhicules 

automobiles, n.c.a. 

130 General Merchandise Stores 	130 Plagasins do merchandises divorsos 

6411 Department stores 6411 liagasins é rayons 
6412 General stores 6412 Piagasins généraux 
6413 Other general merchandise stores 6413 Autres magasins do marchandises diversos 

(variety and general merchandise stores) (bazars of magasins do merchandises 
diverses) 

140 Other Somi-Durablo Goods Stores 140 Autres magasins do produits semi-durables 

6511 Book and stationery stores 6511 Librairies of papeteries 
6521 Florist shops 6521 Flauristes 
6522 Lawn and garden centres 6522 Centres de jardinage 
6531 Hardware stores 6531 Quincaillerios 
6532 Paint, glass and wallpaper stores 6532 Magasins do peinture, do vitro of do 

papier point 
6581 Toy and hobby stores 6581 llsgasins do jouets at d'art ides do 

loisir 
6582 Gift, novelty and souvenir stores 6582 Magasins do cadeaux, d'articles do 

fantaisie at do souvenirs 

150 Other Durable Goads Stores 	150 Autres magasins do produits durables 

6541 Sporting goods stores 6541 Magasins darticles do sport 
6542 Bicycle shops 6542 Magasins do bicyclottes 
6551 Musical instrument stores 6551 Magasins dinstrumonts do musique 
6552 Record and tape stores 6552 Magasins de disquos of do bandos 

magnet iques 
6561 Jewollory stores 6561 Bijoutories 
6562 Watch and jowollery repair shops 6562 Afeliers de reparation do montres of do 

bijoux 
6571 Camera and photographic supply stores 6571 Hagasins d'appareils of do founitures 

photograph iques 

160 Other Retail Stores 	 160 Autres magasins do yenta cu detail 

6021 Liquor stores 6021 Hagasins do spirituoux 
6022 Wine stores 6022 Magasins de yin 
6023 Beer stores 6023 Magasins do bièro 
6591 Second-hand merchandise stores, n.o.c. 6591 Magasins do merchandises doccasion, 

n.c.a. 
6592 Optieians 	shops 6592 Opticians 
6593 Art galleries and artists 	supply stores 6593 Galerias d'artof magasins do 

fournitures pour arhskos 
6594 Luggage and leather goods stores 6594 Magasins de bagagos of do maroquinorio 
6595 Monument and tombstone dealers 6595 tiagasins do monuments funéraires of do 

piorres tombalos 
6596 Pot stores 6596 Magasins danimaux do maison 
6597 Coin and stamp dealers 6597 Marchands do pieces do monnale of do 

timbres 
6598 Mobile home dealers 6598 Plarchands do maisons mobiles 
6599 Other retail stores, n.e.c. 6599 Autres magasins de vento au detail, 

n.c.a. 
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No other monthly 
report on the Canadian 
Economy has 
tMs much to offer 
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a vous offfir autant 
finformation sur 
I' écononile canadienne 
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Canadian Economic Observer 
The most extensive and timely information source 

people who want objective facts and analysts 

on the Canadian Economy.., every 
month. 

Current economic conditions 
Brief, to the point a current update 
summary of the economy's performance 
including trend analyses on employment, 
output, demand and the leading indicator, 

l.'Obervateur economique canadien 
La 'evue Ia plus complete et Ia plus a jour qui soit 

pour les gens qui désirent des renseignements 
objectifs et une analyse de léconomie 

canadienne... chaque mois, 

Les conditions économiques actuelles 
Résumé bref et incisif de I'actualité economique 
ju mois, comportant I'analyse des tendances 
de I'emploi, de Ia production. de Ia dernande et 
de I'indicateur avancé 

fl 

. 

awre articles  
In-depth research on current business and 
economic issues: business cycles. 
employment trends, personal savings, 
business investment plans and corporate 
concentration. 

Stadstical summary 
Statistical tables, charts and graphs cover 
national accounts, output, demand, trade, labour 
and financial markets. 

Regional analysis 
Provincial breakdowns of key economic indicators 

irnernational overview 
Digest of economic performance of Canada's most 
important trading partners - Europe. Japan and the 
U.S. 

Economic and statistical events 
Each month. CEO also publishes a chronology of current events that will 
affect the economy, and information notes about new products from 
Statistics Canada. 

Consult with an expert 
The names and phone numbers of the most appropriate Statistics 
Canada contacts are provided with each data table in the statistical 
summary: not only can you read the data and the analysis, you can talk 
to the experts about it. 

The Cann Economic Observer 
(Catalogue no. 11-010) is $220 annually in Canada, US$260 in the United 
States and US$3 lOin other countries. 

To order, write Publication Sales, Statistics Canada, Ottawa, Ontario, 
K1A 016 or contact the nearest Statistics Canada Regional Reference 
Centre listed in this publication. 

For faster service, fax your order to 1-613-951-1584. Or call toll free at 
1.800-267-6677 and use your VISA or MasterCard. 

to ftda spitciiales  
Recherche approfondie sur les questions du 
domaine des affaires et de I'économie 
cycles économuques, tendances de 
I'emploi, épargne personnelle, projets 
d'investissement et concentration des 
sociétés. 

L'apercu sudstilique  
Tableaux, graphiques et diagrammes 
englobant les statistiques des 

I 	comptes nationaux, de Ia production, 
de Ia demande, du commerce, de I'emploi 

et des marches financiers. 

L'analyse rgionale 
VertiIation par province des indicateurs èconomiques stratégiques. 

I.e ianvol de leconomle Interna*Ionale 
Un sommaire du rendement de l'économie des partenaires commerciaux 
du Canada, comme 'Europe, le Japan et les Etats-Unis. 

Evtnements cconomlques ci statistlques 
Ch3que mois. L'OEC publie une chronologie des evénements qui 
infuenceront I'économie de même que des renseignements sur les 
noijveaux produits de Statistique Canada. 

Corisultezun expert 
Le; noms et numéros de téléphone des personnes-ressources figurent a 
chaque tableau de l'aperçu statistique; non seulement pouvez-vous lire 
le données et 'analyse, mais vous pouvez de plus discuter du sujet 
avec les experts de Statistique Canada. 

L'C*servaleur econoiniquc canadkn. 
( nc 11-010 au catalogue) coOte 220 $ I'abonnement annuel au Canada, 
261 $ US aux Etats-Unis et 310$ US dans les autres pays. 

Pour commander, veuillez écrire a Vente des publications. Statistique 
Canada, Ottawa (Ontario), K1A 0T6 ou communiquer avec le Centre 
réiiianal de consultation de Statistique Canada le plus près (voir Ia liste 
ficurarit dans Ia présente publication). 

Pur un service plus rapide, commandez par télécopieur au 
1-113-951-1584. Ou composez sans frais le 1-800.267-6677 et utilisez 
votre carte ViSA ou MasterCard. 



What happened to 	Qu'en était-il du 
the cost of living 
last month? 

The Consumer Price Index will tell you. 

Whether you ne9otiate wage settlements, administer COLA 
clauses in labour contracts, assess government policies or 
are involved in renewal contracts, child support or alimony 
payments, you need current and detailed information on 
changes in the cost of living. 

Compiled monthly (and published within 20 days of the 
month's end), The Consumer Price Index gives you a 
precise account of the latest fluctuations in consumer 
pnces. 

This monthly publication covers: 
• transportafion • health and personal care 
• food 	• recreation, reading and education 
• clothing 	• tobacco products and alcoholic 
• housing 	beverages 

Over 400 items, ranging from milk to parking, household 
furnishings to reading material, are included. 

Price indexes are presented nationally and for 18 major 
Canadian cities. In each issue you receive month-to-month 
percentage comparisons and trends over the last five 
years. And each issue analyzes the main causes of 
change. 

Get the facts. 
Subscribe to The Consumer Price Index (Catalogue No. 
62-001) for the authoritative measure of the purchasing 
power of the Canadian consumer dollar. A subscription to 
this monthly is available for $93 in Canada, US$1 12 in the 
United States and US$130 in other countries. 

To order, write Publication Sales, Statistics Canada, Ottawa, 
Ontario, Ki A 0T6. or contact the nearest Statistics Canada 
Regional Reference Centristed in this publication. 

coüt de Ia vie le 
mois dernier? 

indice  des prix a Ia consommatlon repond a votre 
question. 

Que vous ayez a négocier des règlements salariaux, a 
administrer des clauses d'indemnité de vie chère ou a eva-
luer des politiques gouvemementales, que vous vous occu-
piez du renouvellement de contrats, de pensions 
alimentaires ou d'allocations d'entretien, vous avez besoin 
de données récentes et détaillées sur les fluctuations du 
coOt de Ia vie. 

Etabli mensuellement, et publié dans les 20 jours suivant Ia 
fin de chaque mois, L'Indice des prix a Ia consommatlon 
vous renseigne de façon precise sur lea plus récentes fluc-
tuations des prix a Ia consommation. 

Cette publication mensuelle porte sur 
• l'alimentation 
• l'habillement 
• 'habitation 
• le transpo 
• Ia sante et es soins personnels 
• les loisirs, Ia lecture et la formation 
• les produits du tabac et les boissons alcoolisées 

Plus de 400 articles sont inclus, allant du lait au stationne-
ment en passant par l'ameublement de maison et le mate-
riel de lecture. 

Les indices de prix sont donnés pour 'ensemble du pays 
et 15 principales villes canadiennes. Chaque numéro pre-
sente des comparaisons des pourcentages mois après 
mois et les tendances au cours des cinq dernières années. 
En outre, chaque numéro analyse lea principales causes 
de changement. 

Abonnez-vous! 

L'lndlce des prix a Is consommatlon (n° 62-001 au cata-
logue) vous permet d'obtenir une evaluation fiable du pou-
voir d'achat du dollar canadien. L'abonnement a cette 
publication mensuelle coOte 93 $ au Canada, 112 $ US 
aux Etats-Unis et 130 $ US dana les autres pays. 

Pour commander, veuillez écrire a Vente des publications, 
Statistique Canada, Ottawa (Ontario), Ki A 0T6 ou commu-
niquer avec le Centre regional de consultation de Statistique 
Canada le plus pies (voir Ia liste figurant dans Ia présente 
publication). 

For faster service, using 	Pour un service plus rapide. utilisez 
VISA or MasterCard, 	votre carte VISA ou MastrC;ard 
call toll-free, 	 et composez sans fras e 

1w800m267m6677 


