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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. Naps and other geographic 
reference materials are available for some types 
of data. Direct access to aggregated information 
is possible through CANSIN, 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 toi 

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

Statistique Canada diffuse las données sous formes 
divarses. Outre les publications, des totalisations 
habituelles at spéciales sont offertes sur imprimés 
d'ordinateur, sur microfiches at microfilms at sur 
bandes magnétiques. Des cartes at d'autres documents 
de référence géographigues sontdisponibles pour cer-
tames sortes de donnees. L'accès direct a des 
données agrégées est possible par le truchement de 
CANSIM, la base de données ordinolingue at ).e système 
d'extraction de Statistique Canada. 

Comment obtenir d'autres renseignements 

Toutes demandes de rensaignements au sujet de cette 
publication ou de statistiques at services connexes 
doivent étre adressóes 1; 

Section du commerce de detail, 
Division de l'lndustrie, 

Statistics Canada, 	Ottawa, K1A 0T6 (Telephones Statistique Canada, 	Ottawa, K1A 0T6 (télCphonet 
951-3551) or to the 	Statistics Canada reference 951-3552) 	ou au 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 est offert, 
and territories, fur urs who reside outsids 	dans toutes lam provinces at dans les territoires, 
the local dialing area of any of the regional 	aux utilisatsurs qui habitent a lbextérieur des zones 
reference centres. 	 do co..uniaatioa local@ des centres régionaux 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 
Yuion and Northern B.C. 	(area 

served by NorthwesTel Inc.) Zenith 08913 
Northwest Territories 

(area served by 
NorthwesTel Inc.) 	Call collect 403-495-3028 

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, 
K1A 0T6. 

Tarre-Neuva at Labrador 1-800-563-4255 
Nouvelle-Ecossa, Nouveau -Brun swi ck 
at tle-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 lAlberta 1-800-472-9708 
Colombie-Britannique 

(sud at centrale) 1-800-663-1551 
Yukon at nord de la C.B. 	(territoire 
desservi par la NorhtwesTel Inc.) Zenith 08913 

Territoires du Nord-Ouest (territoire 
dasservi par la NorthwesTel 
Inc.) 	Appelez I frais virés au 403-495-3028 

comment commander lee publications 

On peut se procurer cette publication at las autres 
publications de Statistique Canada auprés des agents 
autorisés at des autres librairies locales, par l'en-
tremisa des bureaux locaux de Statistigue Canada, ou 
an écrivant I la Section des vantes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

1(613)951-7277 	 1(613)951-7277 

Facsimile Number 1(613)951-1584 	Numéro du télécoplaur 1(613)951-1584 

National toll free order line 1-800-267-6677 	Commandas 1-800-267-6677(sans frais partout au Canada) 

Toronto 
	

Toronto 
Credit card only (973-8018) 
	

Carte de credit seulament (973-8018) 
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SYMBOLS 	 STONES CONVENTIONNELS 

The following symbols are used in this 	Les signes suivants sent .mployes uni -formImenk 
Statistics Canada publication: 	dans cette publication de Statistiqu. Canada: 

figures not available. 	 .. no.bree indi.portibl.s. 

figures not appropriate or not applicable. 	... n'ayant pas lieu de figurer. 

- nil or zero. 	 - náant ou zóro. 

-- amount too small to be expressed. 	-- noabrea irrf i.e.. 

x confidential to most secrecy requirements 	x confidentiel on v.rtu des dispositions de la Loi 
of The Statistic. Act. 	 sur la stetistique rulatives au secret. 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANS IN 

All current and historical statistics on 
Retail Trade (Matrix No.. 2299, 2398-2417), as 
well as many other series, are available to the 
public from Statistics Canada's computerized 
data bank CANSIM (Canadian Socio-Economic 
Information Management System) via terminal on 
computer printouts, or in machine readable 
form. For further information, contact the 
Cansim staff, Statistic. Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared und.r the 
direction of: 

• P.M. Triandafillou, Director, 	Industry 
Division 

• B. Nuis, Assistant Director, Distributive 
Trade Sub-division, Industry Division 

• B. TMriault, Chief, Analysis, Development 
and Special Surveys Section, Distributive 
Trades Sub-division, Industry Division 

• S. Dessrs, Senior Economist, Retail Trade 
Section, Distributive Trades Sub-division, 
Industry Division 

NOTA 

Lea chiffres ayant ó*ó arrondis, lea totaux no 
correspondent p.s toujours. 

NOTE MI S*JJET BE CANSIN 

La banque de donnies infor.ati.See di Statiatique 
Canada CANSDI (système canedien d'information socio-
ócono.ique) fourriit au public teutes les statiatiques 
actuelles at historiquss sur le Comusrce de ditail 
(metric. nos 2299, 2398-2417), at sur de nombreuses 
autres sines, par le biais d'un terminal, d'i.primis 
dordinateur ou de supports ordinolingues. Pour plus 
ds renseignement., sadreeser au personnel di CANSIM, 
Statistique Canada, Ottawa, K1A 0Z8 (tiliphone 
613-951-8200), ou aux conseillers rigionaux des 
bureaux di Statistique Canada situis è travers 1. 
Canada. 

Cette publication a iti ridigie sous 1e dir.ction de: 

e P.M. Triw,dafillou, directeur, 	Division de 
lindustri. 

• B. N.ess, 	directeur edjoint, Sous-division die 
cou•erces di 	distributions, Division 	di 
l'indu.*ris 

e B. Thirlault, chef, Section de lanalyse, du 
diveloppement at d.nquête. .picialee, Sous-
division des comuercea di distributions, 
Division de l'indu.*ri. 

• S. Basin, 	dconomisto principal., Section du 
commerce de di*ajl, Sous-divi.ion des comuerces 
de distributions, Division de l'indus*ri. 

The paper used in this publication meets the minimum 	Le papier utilisé dans Ia presente publication répond aux 
requirements of American National Standard for 	exigences minimales de "American National Standard for 
Information Sciences. Permanence of Paper for 	Information Sciences' - 'Permanence of Paper for Printed 
Printed Ubrary Materials, ANSI Z3948 - 1984. 	Library Materials', ANSI Z39.48. 1984. 
0 	 0 	 0 
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FAITS SAILLANTS 

Seasonally Adjusted Sales in Current Dollars 

Preliminary estimates indicate that retail 
sales fell 1.7X in October to $14.7 billion. 
However, excluding recreational and motor 
vehicle dealers, retail sales decreased a 
more moderate 0.3 in October, following a 
decline of 0.57 in September and a gain of 
0.4 in August. 

Sizeable sales fluctuations by motor vehicle 
and recreational vehicle dealers over the 
last three months have dominated the 
movement of retail sales. The 7.0Z drop of 
motor vehicle and recreational vehicle 
dealers reported in October followed a gain 
of 3.8Z in September and a sharp decline in 
August (-7.4X). 

Ventes désaisonnalisées an dollars oourants 

Les estimations próliminaires indiquent qua 
lea ventas au dótail ont chutó de 1.7, an 
octobre pour totaliser $14.7 milliarde. 
Toutefois, an excluant las concessionnaires 
de véhicules automobiles at récróa±ifs, las 
ventes au detail ont .nregistré une baisse 
plus modórée de 0.3Z an octobre faisant 
suite a une diminution de O.SX an septembra 
at a une hausse de 0.4Z an ao(t. 
Au 	cours des trois 	derniers mois, le 
mouvement des ventes du commerce de dtail a 
4*6 domine par lee fluctuations importantes 
des concessionnaires de véhicules 
automobiles at rócróatifs. La diminution da 
7.0Z dclarCe par las concessionnaires de 
véhicules automobiles at r6cr6atifs an 
octobre 	fait 	suite è une augmentation 
de 3.8Z at I un repli important an aout 

Excluding motor vehicle and recreational 
vehicle dealers, retail sales have shown a 
mildly declining trend since March 1991. The 
weak level of sales is broadly based with 11 
of 15 trade groups recording lower sales. 
The most significant sales decreases, in 
order of dollar impact, were reported by 
household furniture and appliance stores 
(-2.7Z), supermarkets and grocery stores 
(-0.41) and other durable goods stores 
(-3.9Z). Partly offsetting these decreases 
were gains by all other retail stores 
(+3.1Z) and automotiv, parts, accessories 
and services (+1.7Z). 

Household furniture and appliance stores 
recorded a ai.ilar monthly drop to the 
previous month (-2.4Z). The decrease for 
supermarkets and grocery stores was the 
sixth decline in the last seven •onths. All 
other retail stores have shown a mixed 
pattern over the last four •onths. The 
increase in sales of auto.otive parts, 
accessories and services followed a 0.77 
decrease in September. 

All provinces registered lower sales in 
October, ranging from -5.4Z in Alberta to 
-0.7Z in New Brunswick. However, sales 
advanced in the Northwest Territories (0.7Z) 
and the Yukon (O.5Z). 

En excluant 	las 	concessionnaires 	de 
váhicul.s automobiles at rcráe*ifs, les 
ventes su d6tail ont dómontr6 une tendance 
dócroiss.nte modr6o depuis mars 1991. Le 
niveau faible des yentas eat gnéralis6 
alors qua des 15 groupes de commerce, onze 
ant d6claró une diminution de laura ventes 
Par ordre dimportance an dollars, lee 
baisses las plus significatives furent 
signalées par 	las megasins de meublas 
at dapparails 	mónagers 	(-2.7k), 	las 
supermarchós dali.en*ation at ópiceries 
(-0.4Z) at lee autres magasins de produits 
durables (-3.9Z). Can diminutione ont 6t4 
pertiellee.nt contrebalanc6es par las gains 
des autres •agasins de yenta au dtail 
1+.1Z) at lee magesins de pièces at 
daccessoires de v4hicules automobiles at 
services (+1.7Z). 

La di.inution .ensuelle des magasins de 
.eubl.s at dapparails •nagars eat 
si.ilaire a c.11e du ,uois passé (-2.4Z). Las 
supermarchéa dalimentation at epicene. ont 
•nregistrC une sixilme baisse au cours des 
sept derni.rs .oie La niveau des ventes des 
"autres magasins de v.nte au detail" a 
fluctué au cours des quatre darniers mois. 
La hausse signalée par las magasins de 
pièces at daccessoires de vChicules 
auto.obiles at services fait suite I un 
repli de 0.7X an sept..bre. 

Las yentas ont diminuC dans tout.s lee 
provinces, sóchelonn.nt de -5.4Z on Alberta 
I -0.7Z au Nouveau-Brunswick. Toutafois, des 
aug.antat ions ont CtC observCes dans las 
Territoires du Nord-Ouest (0.7X) at au Yukon 
(0.5Z). 



Trends 

As illustrated in Chart 2, after declining 
sharply from April 1990 to March 1991 and 
then rising slightly between March and June, 
the trend for total retail trade has been 
decreasing. Total r.*ail sales excluding 
recreational and motor vehicle dealers also 
have a declining trend, but at a slower 
rate. 

Year -to -Date 

• Cumulative retail sales in current dollars 
for the first 10 months amounted to $145.9 
billion, down 2.2Z from the corresponding 
period in 1990 (after removing federal sales 
tax from 1990 data). Last month, cumulative 
sales were also 2.27 lower than in the same 
period of the previous year. 

Tendancas 

Comm. 	an témoign. 1. 	graphique 2, la 
tendance des ventes des vent.s totales au 
d6tail diminue après 	une forte 	baisse 
davril 1990 a mars 1991 at une lógôre 
hausse de mars a juin. Las ventes totalas du 
commerce do dótail excluant las 
concessionnaires de véhicules automobiles at 
rócréatifs ont aussi une tendance I Is 
baisse mais I un rythme plus lent. 

cu1atf 

Las ventes se chiffrent I $145.9 milliards 
on dollars courants depuis 1s debut de 
lannCe, an baisse de 2.2Z par rapport aux 
dix premiers mois de l'annCe derniIr. (aprIs 
suppression do Is taxe de vente fédérale das 
donnéas 1990). En septembre, lea vantes des 
neuf premiers mois de l'année étaierit aussi 
2.2% plus faibles quo celles d.c neuf 
premiers mois do l'annóo passé.. 

vi 
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TABLR 1. Retail Sales, Seasonally Adust.d, by Trad. Oroup and by Region (Current P.riods)a 

No 

Change from 
Sales 	 previous month 

Year-to- 
Ventes 	 date Variation p. r. 

au mois précédent 
1991 

	

October Septeaber 	August 	July 	 October Septepéer 
1991 	1991 	1991 	1991 Culatif 	1991 	1991 

	

Octobre Septeabre 	AoOt Juillet 	 Octobre Sapteithre 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supersorkets and grocery store. 3,569.9 3,585.5 3,576.4 3,585.6 35,888.1 -0.4 0.3 

2 All oth.r food stores 291.6 296.6 298.0 300.8 3,044.2 -1.7 -0.5 

3 Drugs and patent medicine stores 759.5 752.2 744.6 736.8 7,489.9 1.0 1.0 

4 Sho. stores 122.5 129.6 129.3 130.2 1,305.6 -5.5 0.2 

5 Mans clothing stores 130.9 140.8 146.9 144.5 1,428.5 -7.1 -4.1 

6 4oeens clothing store. 298.5 303.5 300.3 304.0 2,971.6 -1.6 1.0 

7 Other clothing stores 306.4 311.9 310.0 309.4 3,098.0 -1.8 0.6 

8 Household furniture and appliance 598.2 614.6 629.9 624.6 6,022.5 -2.7 -2.4 
stores 

9 Household furnishings stores 183.5 180.8 178.5 177.9 1,709.9 1.5 1.3 

10 Motor vehicle and recreational 2,899.0 3,118.6 3,003.2 3,244.8 30,652.4 -7.0 3.8 
vehicle dealers 

11 Gasoline service stations 1,149.8 1,156.9 1,176.2 1,181.5 11,899.7 -0.6 -1.6 

12 Automotive parts, accessories 887.3 872.9 878.6 877.3 9,005.9 1.7 -0.7 
and services 

13 General merchandise stores 1,718.3 1,719.1 1,766.0 1,757.4 17,294.0 -0.1 -2.7 

14 Other se.i-durable goods store. 501.3 502.9 503.5 501.1 5 1 158.1 -0.3 -0.1 

15 Other durable goods stores 407.7 424.1 409.1 400.9 4432.7 -3.9 3.7 

16 Other retail stores 875.5 849.5 853.5 825.5 81.424.7 3.1 -0.5 

17 Total, all stores 14,699.8 14,959.6 14,904.2 15,102.3 149,423.7 •1.7 0.4 

Regions 

18 Newfotidland 282.2 286.9 289.7 284.5 2,838.3 -1.6 -1.0 

19 Prince Edward Island 58.5 59.8 60.7 59.2 601.1 -2.2 -1.5 

20 Nova Scotia 472.9 464.0 479.8 479.2 4,836.7 -2.3 0.9 

21 New Bru,swick 377.5 380.1 390.2 390.1 3496.0 -0.7 -2.6 

22 Quebec 3,608.6 32666.1 3,679.8 3,749.1 36,889.9 -1.6 -0.4 

23 Ontario 5,380.0 5,529.6 5,464.3 5,587.5 54,851.8 -2.7 1.2 

24 Manitoba 496.1 508.5 507.9 509.4 5,132.9 -2.4 0.1 

25 Saskatchewan 425.3 446.7 433.5 432.9 4,375.1 -4.8 3.0 

26 Alberta 1,524.4 1,610.9 1,576.1 1,588.7 15,741.2 -5.4 2.2 

27 British Coluabia 1,974.3 2,030.7 1,977.0 22012.1 19,756.8 -2.7 2.7 

28 Yicon 14.4 14.3 14.7 15.2 148.0 0.5 -2.5 

29 Northwest Territories 29.5 29.3 30.4 30.7 299.2 0.7 -3.6 

See footnote at and of tables. 
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TABLEAU 1. V.nt.s au détal, désasonnaliséea, asian is groups ds onimmeras at in rgon 0 	(périadss courantes)a 

Change from 
previous month 	 Change from previous year 

Variation p. r. 	Variation par rapport I l'aiwióe précédente 
au mois précédent  

• 	 Year-to- 
August 	July October Septeeóer 	August 	July 	date 

1991 	1991 	1991 	1991 	1991 	1991 	1991 

	

Aoüt Juillet Octobre S.ptere 	Aolt Juillet Cu..ilatif 

Per cent - pourcontage 

Oroup. ds cosrcs • Canada 

N o  

1.31 

-8.3 

0.5 

-14.0 

-17.4 

-11.3 

-7.0 

-16.4 

-21.9 

-11.4 

-5 • 8 

-12.? 

-2.3 

-12.1 

- 11.71 

-2.5 

-6.5 

-0.3 	-0.4 	-0.1 	-0.6 	0.3 	0.31 

-0.9 -3.9 -8.1 -10.0 -9.8 -9.0 

1.1 -0.3 -0.8 -1.4 -1.4 -2.9 

-0.7 -3.8 -15.9 -13.6 -15.6 -13.8 

1.7 -2.7 -23.4 -14.7 -17.1 -17.8 

-1.2 1.2 -5.6 -6.5 -8.2 -8.0 

0.2 -1.3 -8.0 -6.9 -7.7 -6.8 

0.9 0.9 -13.7 -12.6 -10.6 -11.8 

0.4 6.6 -10.4 -13.2 -18.4 -17.0 

-7.4 -1.5 -10.7 -7.6 -12.4 -5.9 

-0.4 2.7 -16.6 -8.0 -8.2 -6.4 

0.2 0.1 -12.8 -14.5 -16.6 -13.5 

0.5 1.3 -4.1 -2.9 -2.1 -2.9 

0.5 -1.9 -11.8 -12.1 -12.4 -14.6 

2.0 2.3 -11.4 -8.7 -11.1 -11.0 

3.4 -1.2 0.2 -2.4 0.1 -0.9 

-1.3 -0.2 -7.3 -6.0 -7.0 -5.5 

Superivarchés d'alimsntation at I 
epicene. 

Tous lea autres wagasins 2 
d'ali.enta*ion 

Pharw.cies at magasins de 3 
módica.en'ts brav.tás 

Magas ins do chaussuras 4 

Hagas ins do vIte.ents pour hommes 5 

Hag.. ins do vCtsasnts pour dames 6 

Autr.s ugas ins do vIts.snts 7 

Magasins do moublas at dapparails 8 
.ánagart 

Magasins d'acc.ssoir.s d'ame,âleasnt 9 

Conc.ssionnair.s do véhicules 10 
automobiles at rácrIatifs 

Stat ions-service 11 

Magasins do pilces at daccauoir.s 12 
pour automobiles at services 

Magasins do marchandises div.rs.s 13 

Autr.s..gasins do produits 14 
semi -durable. 

Autres magasins do proéiits 15 
dur.blaa 

Autres magasins do vents su dótail 16 

Total, ensemble des .agasins 17 

Regions 

1.8 -0.1 -4.5 -2.8 -4.5 -3.5 

2.5 -1.6 -10.0 -10.7 -6.8 -11.1 

0.1 -0.5 -7.0 -2.5 -7.0 -7.4 - - -1.6 -7.4 -7.1 -4.5 -5.9 

-1.8 1.1 -8.8 -7.9 -7.5 -5.3 

-2.2 0.4 -8.2 -6.7 -8.4 -5.9 

-0.3 -1.4 -8.6 -6.6 -8.8 -9.3 

0,1 -1.0 -9.4 -5.7 -10.8 -9.0 • 
-1.0 0.7 -5.1 -2.2 -2.6 

Voir nots 1 1e fin des tableaux. 

-2.9 T.rr.-N.uv. 	 18 

-9.8 tle-j-Princ.-Edouard 
	

19 

-4.8 Nouv.11e-tcoss. 	 20 

-5.1 Nouvaau-Braswick 
	

21 

-7.5 Québ.c 
	

22 

-7.8 Ontario 
	

23 

-6.6 Manitoba 	 24 

-6.6 Saskatchewan 	 25 

-5.0 Alb.rta 
	

26 

-3.3 Coloio-Britanniqus 
	

2? 

-6.2 Yukon 
	

28 

-4.7 Tarritoires du Nord-a.st 
	

29 
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No 

TABLE Z. Retail Sales, Not Sensonally Adjusted, by Trade Group and by Rsgon (Current 
Periods)s 

Sales 

Ventes 

	

October Sopteeber 	August 	July Year-to-date 
1991 	1991 	1991 	1991 	1991 

	

Octobre Septeebre 	Aot 	Juillet 	Cu.jlatif 

millions of dollars - millions de dollars 

Trade Group Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Ho.en's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle 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 

3,579.5 3,417.2 3,866.0 3,613.9 

287.4 284.2 317.4 316.2 

786.4 725.3 747.3 713.8 

135.6 138.6 136.1 114.2 

140.2 134.1 129.0 115.6 

310.6 323.5 300.8 279.6 

327.3 318.5 319.3 258.8 

633.8 618.6 666.5 626.0 

200.7 182.2 189.2 183.3 

2,999.2 2,985.6 2,986.5 3,622.2 

	

1087.2 	1,153.3 	19277.0 	12265.2 

	

938.2 	842.0 	893.6 	941.6 

1 1810.5 1,646.0 1,749.3 1 1590.5 

484.3 484.1 519.1 504.9 

378.2 405.2 419.6 382.1 

839.1 805.5 974.2 893.9 

13,038.0 	14 1444.0 	13,490.9 	130421.1 

35,699.1 

3,007.4 

7,290.9 

1,229.0 

1,248.0 

2,821.0 

2,810.5 

5,738.3 

1,655.4 

31,585.2 

11,819.0 

8,853.4 

15,624.5 

4,854.1 

3,632.0 

7,997.6 

145,865.3 

Regions 

18 Newfot,dland 

19 Prince Edw.rd Island 

20 Nov. Scotia 

21 New Brtaiswick 

22 Quebec 

23 Ontario 

24 Men itob. 

25 Saskatchewan 

26 Albert. 

27 British Colia 

28 Ycon 

29 Northwest Territories 

281.1 

58.2 

478.3 

384.8 

3,743.2 

5,514.3 

511 .9 

446.8 

1 ,584. 3 

1,990.0 

15.0 

30.0 

270.3 

57.8 

462.0 

361.6 

3,562.6 

5,289.2 

494.1 

427.3 

1,557.1  

1,938.9 

14.8 

28.4 

308.2 

69.2 

506.7 

409.5 

3,861.3 

5,586.2 

521.9 

453.3 

1,633.9 

2,091.5 

17.3 

31.9 

295.3 

68.3 

490.7 

404.3 

3,840.9 

5,636.2 

507.9 

440.9 

1,603.5 

2,083.6 

17.9 

32.4 

2,754.2 

588.0 

4,684.0 

3,783.9 

36,445.5 

53,259.5 

6,986.7 

4,255.2 

15,352.5 

19,317.4 

146.7 

291.6 

Se, footnote at and of 1:ablas 



2.8 -4.9 3.2 2.0 

-6.3 -11.7 -9.7 -9.2 

1.4 -0.9 -2.2 -2.2 

-15.4 -16.7 -11.5 -13.1 

-23.0 -16.8 -8.0 -15.6 

-3.8 -9.3 -5.3 -6.6 

-6.4 -8.7 -5.0 -8.0 

-13.2 -13.3 -8.0 -9.0 

-8.4 -13.4 -17.7 -16.0 

-12.2 -1.5 -14.8 1.9 

-15.0 -7.9 -8.4 -7.1 

-11.3 -14.1 -16.7 -12.1 

-2.9 -5.4 1.0 0.8 

-10.8 -13.0 -12.1 -14.0 

-8.4 -9.0 -9.5 -10.3 

3.6 -4.4 2.0 -1.6 

Supor.archIs dali.sntation at ápicari.s 1 
Iou. 1.a autr.s magasins dali..ntation 2 

Ph.rci.. at magasins de uuódic.n*s br.v.tIs S 

Pgas ins do chussuros 4 

bgas ins do v8teaonts pour hois 5 

Magas ins do vêt..snts pour da.ss 6 

Autr.s magasins do vâtoi..nts 7 

Magasins do moubl.s at dappareils imónagers 8 

M.gasins daccassoiros d.ublo..n* 9 

Concessionnaires do véhicules auto.obil.s 10 
at rócrCat ifs 

Stations-earvic. 11 

Magasins do piIc.s at d'acc.ssoir.s pour 12 
autoi.obil.s at s.rvic.s 

Magasins do •srchandis.s divers.. 13 

Autres magazine do produits se.i-dorabl.s 14 

Autres uu.geaine do produit. durables 15 

Autros m.gasins do yenta au dótail 16 

. 

1.6 

-7.6 

0.5 

-14.1 

-16.9 

-10.3 

-7.1 

-16.2 

-21.4 

-10.9 

-6.3 

-12.7 

-12.1 

-11.4 

-2.0 
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6 TABLEAU 2. Ventas au ddtal, non.d6saisanna1sê•s, salon Is groups di commerce at Is region 
(pêriod.s oourantss)a 

Change from previous year 

Variation par rapport a lanné. prócód.n*. 

	

October S.p*.iuâ.r 	August 	July Year-to-date 
1991 	1991 	1991 	1991 	1991 

	

Octobr. S.pt.thro 	AOÜ* 	Juillot 	Cu,mjla*if 

Per cent - pourcontag. 

G1 oup. di cosrcs - Canada 

H °  

-6.2 	-6.4 	-6.0 	-2.8 	-6.3 Total, .n...bl. do. .aga.ins 	 17 

Regions 

-3.2 -3.6 -2.6 -2.0 

-8.9 -10.9 -6.0 -8.4 

-5.5 -3.1 -6.5 -5.8 

-7.1 -8.3 -4.6 -3.5 

-7.0 -8.6 -6.7 -2.7 

-6.8 -7.5 -7.0 -3.0 

-7.6 -6.7 -8.4 -7.6 

-8.6 -7.0 -8.7 -6.3 

-6.3 -3.5 -4.7 -2.7 

-1.9 -1.8 -2.2 0.7 

-7.3 -5.7 -4.9 1.4 

-4.7 -6.5 - - -1.6 

Voir note I l.a fin des tableaux. 

-2.9 Terra-Mauve 
	

18 

-9.6 2 lo-du-Princ.-douard 
	

19 

-4.8 Nouv.11.4cos.. 
	

20 

-5.1 P4ouvoau-BNaiswick 
	

21 

-7.1 
	

22 

-7.6 Ontario 
	

23 

-6.6 Manitoba 
	

24 

-6.8 Saskatchewan 
	

25 

-4.8 Alberta 
	

26 

-3.0 Coloab 1.-Br I tann ique 
	

27 

-5.6 YLdcon 	 28 

-4 • 5 Territoirea du Nord-Oue.t 
	

29 

0 
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TABLE 3. R.tal Sales, Not Seasonally Adjusted, by Trade Oroup and by Region (Quarterly 
Estimates )5 

Sales 

Vantes 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1991 1991 1991 1990 1990 

Trimestr. 3 Trimestre 2 Trimestre I Triniestre 4 Trimestre 3 

millions of dollars - millions de dollars 

10 1,897.0 11,005.6 10,217.0 10 2 900.2 10,882.8 

917.8 974.7 827.5 996.9 1,021.6 

2,186.4 2,193.0 21125.1 2,457.1 2426.3 

388.9 423.3 281.2 555.5 451.6 

378.7 437.7 291.5 755.7 438.1 

903.9 933.9 672.6 1077.7 973.7 

896.6 877.2 709.4 1,341.2 966.1 

1,911.0 19749.3 1,444.1 2,585.7 2025.2 

554.7 510.5 389.4 724.5 658.6 

9,594.3 11,298.0 7,693.6 8,903.7 10,091.4 

3,695.5 3,516.6 3,419.7 4,130.1 4,008.9 

2,677.2 2048.1 2,289.9 3,265.6 3,125.0 

4,985.8 42969.3 3,858.9 7,266.0 5,050.0 

1,508.2 1,684.5 1,177.2 2 1019.8 1,734.2 

1,207.0 1,162.6 884.3 1,790.6 1,334.9 

2,673.6 2,523.2 1,961.7 3,032.6 2,706.0 

45,376.7 47,207.6 38,243.0 51,902.8 47,794.4 

255.7 248.2 231.4 246.7 255.6 

57.3 57.2 53.7 62.8 54.6 

5.0 4.9 2.8 6.6 5.0 

4.0 4.3 2.5 9.2 4.6 

12.3 11.1 7.4 17.5 11.8 

6.1 5.1 4.7 9.8 5.8 

133.6 177.0 113.2 126.6 154.8 

105.4 95.4 93.5 107.6 115.7 

41.2 43.0 35.3 55.1 44.4 

135.2 127.8 99.1 187.6 133.9 

24.5 23.2 16.0 31.4 26.6 

12.4 11.6 7.9 19.2 13.2 

26.6 24.4 20.0 36.7 25.8 

873.8 886.1 713.2 977.9 898.1 

Trade Group 

No 

Canada 

1 Suerisarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasolin, 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 wthrea 

Newfoundland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture end appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandis. stores 

14 Other semi-durable goods s*ors 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all wthres 

Sea footnote at end of tables. 



Groups d. coerca 

N °  

Canada 

SupermerchIs dalimentation  at epicene. 1 

lou. 1.t autres magasins d'aliment.tion 2 

Phars.cies at .agasins do médicamente br.v.tC. 3 

lagas ins do chaussuros 4 

Magasins do vóte.onts pour hoiues 5 

M.gasins da vItaesnts pour cIs 6 

Autras megasine d. vôt.aent. 7 

Ilaga.ins do meubles at dapparails mónag.rs 8 

Magasins d.cca.soire. dam.uble.ent 9 

Concassionnairas da vIhicula. automobiles 10 
at rácréat ifs 

Stations-service 11 

Maga.ins do pièce, at daccessoires pour 12 
autosobilas at carvica. 

Magasins do .srchandises divers.. 13 

Mitre. ..ga.ins do produits seal-durable. 14 

Mitres mega.ins do produits durable. 15 

Mitres igasins do vents su dátall 16 

Change from previous year 

Variation par rapport I l'annó. prócád.nt. 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 1991 1990 1990 

Trim.str. 3 .e
1991 

Tri.tre 2 Trimestre 1 Triuie.tra 4 Trimestre 3 

Per cent - pourcontaga 

0.1 2.2 2.1 3.9 3.5 

-10.2 -6.3 -6.8 -4.2 6.4 

-1.8 0.2 3.0 4.3 7.5 

-13.9 -10.5 -18.6 0.1 -2.1 

-13.6 -14.0 -22.0 1.3 1.3 

-7.2 -9.2 -18.0 -2.9 -3.3 

-7.2 -7.0 -7.5 2.8 -0.7 

-10.1 -15.1 -25.2 1.1 -8.6 

-15.8 -25.4 -28.5 3.5 0.6 

-4.9 -6.5 -21.9 -7.2 -1.6 

-7.8 -8.5 1.5 12.2 5.1 

-14.3 -11.1 -13.5 1.5 1.7 

-1.3 -0.9 -4.1 5.4 3.1 

-13.0 -11.0 -12.8 -2.3 -4.5 

-9.6 -9.4 -17.1 -0.6 -1.5 

-1.2 -2.1 -5.1 1.6 -4.4 

S 

S 
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TAALEAU 3 • Vsntsz au detail, non -déaaiwnnalisês*, solon is groups do cn.rc. at Is region 
(estisations tri..strioilss )I 

-5.1 	-5.0 	-9.2 	1.4 	0.7 Total, .nsblo des .agasins 

S 

3.3 	8.5 	5.8' 

5.1 3.7 3.1 2.7 6.0 

-0.3 -1.6 1.5 8.7 15.1 

-12.6 -2.9 -9.0 21.2 26.1 

4.1 -1.9 -13.9 5.0 6.3 

4.9 -3.0 -6.2 -5.0 -16.5 

-13.7 -9.6 -15.3 -2.3 0.2 

-8.9 -10.3 6.8 18.1 16.5 

-7.0 -8.2 -1.9 12.6 4.4 

1.0 1.3 -4.5 2.6 -3.9 

-8.1 -9.4 -3.9 14.0 9.8 

-6.0 -5.6 -13.9 7.9 15.1 

3.0 -1.8 0.6 5.5 7.5 

-2.7 -2.9 -2.9 5.5 4.3 

Terra -Neuvs 
Sup.rearch6a dali..ntation at epicene. 1 

lou. 1.a autres m.ga.ins dali..ntation 2 

Phar.aci.s at m.gaslns do módicnts br.vet6s 3 

tags. ins do chaussur.s 4 

Ptagasins do vits.ants pour hos 5 

Isgasine do vi*...nts pour da... 6 

Autr.s ..ga.ins do vitesant. 7 

Itagasin. do ..tèl.s at dappareils .in.g.rs 8 

Itagasin. dacc.s.oir.. d'a..ubl.a.nt 9 

Conca.sionnairas do váhicules automobiles 10 
at r6crCatif. 

Stations-service 11 

Pbga.ins da pièces at dacca..oires pour 12 
auto.obzles at service. 

Isgasins do m.rchandi... diverse. 13 

Mitre. ..gasins do produit. ...i-durabl.s 14 

Mitre. ..ga.ine do produits durable. 15 

Mitres magesins do vents au detail 16 

Total, .ns..bla des .agasin. 17 

Voir not. 1 is fin do. t.bl.aux. 
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TABLE 3. Retail Sales, Not S.asonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.ates )u 

Sales 

Ventes 

Quarter 3 Quarter2 Quart I Quarter 4 Quarter 3 
1991 	 1991 	 19

er 
 91 1990 	 1990 

Trimestre 3 Trimastre 2 Trimestre 1 Tririestre 4 Trimestre 3 

millions of dollars - millions de dollars 

1.1 1.1 0.5 1.3 1.0 

0.8 1.0 0.8 3.0 1.4 

4.4 3.0 2.1 4.8 3.8 

5.4 5.0 3.6 8.1 6.2 

1.9 2.0 1.4 2.2 1.8 

36.2 44.4 25.7 36.8 41.5 

18.0 15.5 14.2 13.2 14.8 

21.3 19.5 16.6 38.6 27.6 

8.2 6.7 4.6 8.5 10.5 

3.0 2.9 2.1 5.6 4.4 

13.6 9.4 6.8 10.9 13.7 

195.2 138.4 144.0 215.7 213.0 

390.8 392.7 363.7 377.6 397.2 

79.7 79.9 86.7 108.4 89.2 

8.8 9.4 6.6 12.4 9.9 

27.5 27.5 19.7 40.4 27.4 

19.5 18.1 15.9 35.5 23.0 

43.5 38.9 38.6 74.7 51.4 

10.0 9.6 7.9 14.1 11.3 

169.1 167.1 164.5 165.0 162.5 

62.4 72.6 51.7 79.9 74.6 

182.8 179.6 140.9 292.4 192.6 

45.1 43.5 32.1 55.6 48.7 

27.4 26.5 21.1 51.7 30.6 

104.0 93.2 70.1 108.9 108.2 

1,459.4 	1,503.1 	1,243.2 	1,703.6 	1,539.5 	0 

Trade Group 

No 

Prince Iard Island 

1 Supariricets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Sho. stores 

5 Hens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance store. 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and srvices 

13 General merchandise stores 

14 Other sa.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 

1 Superearkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 Men's clothing stores 

6 P4oeen's clothing stores 

7 Other clothing stores 

8 Household furniture and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other ss.i-durabl, goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Sea footnote at and of tables. 
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TABLEAU 3. Vsntos au detail, non-dCsaisonnalisMs, salon In groups ds commerce it Is region 
(sstioations triasstrisllss 1 

I . Chenge f roe previous year 

Variation per rapport I l'année prcédente 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 	1991 	1991 	1990 	1990 

Triestre 3 Trimestrs 2 Trimestre 1 Trimestre 4 Trimestre 3 

Per cent - pourcentage 

Groups d. cosrca 

21e-du-Princs-douard 

N' 

12.4 5.0 -17.6 1.6 -4.6 

-44.6 -27.6 -18.6 7.0 -17.1 

14.6 13.6 -13.4 5.7 -17.9 

-12.8 -20.2 -18.2 22.2 17.3 

2.5 12.9 -19.0 7.2 -17.8 

-12.6 -17.3 -29.8 3.7 3.8 

21.2 	21.9 	41.1 	13.0 	8.3 

-22.6 -24.4 -24.7 -4.0 -8.9 

-21.6 -17.6 -11.1 11.9 7.7 

-30.7 . 	

-0.4 

-15.1 -13.0 -4.0 11.5 

-10.6 -9.1 3.5 -9.6 

-8.3 	-10.2 	-10.8 	3.0 	-0.91 

-1.6 	5.9 	10.7 	9.2 	2.9 

-10.7 -7.2 4.2 5.8 0.4 

-10.9 -11.0 -17.9 -7.0  

0.6 -1.8 -17.9 9.0 -1.6 

-15.1 -14.3 -12.6 5.7 3.8 

-15.5 -22.0 -19.8 0.4 3.3 

-11.4 -14.7 -21.3 4.3 -17.1 

4.1 5.3 25.8 19.4 8.9 

-16.3 -11.8 -17.9 -3.2 -2.2 

-5.1 -3.9 -6.2 2.1 1.0 

-7.4 -1.5 -4.6 3.3 -8.2 

-10.2 -6.0 -12.0 2.1 -9.1 

4.4 -6.5 4.0 -11.4 

-5.2 -4.3 -4.7 3.8 -0.3 

Superiu.rchós d'ali.antation at épic.ries 

Tous les autres usgasins d'ali.onta*ion 2 

Pbariu.ci.s at megasins de médicaments brevetés 3 

Meg.. ins de chaussurss 4 

M.gasins de vit...nts pour hoes 5 

Ifagasins de vête.ents pour dames 6 

Autros usgasins de vâte.ents 7 

M.g.sins do u.etiles at dapp.reils mInagers 8 

Magasins dacc.ssoire. dausublement 9 

Concossionnaires d. váhicul.s .uto.obiles 10 
at récreat if. 

Stat ions-service 11 

Magasins do pièces at d'acc.ssoir.. pour 12 
automobiles at srvzcas 

Magasins do morchaindises divers.. 13 

Autr.s usgasins do produits s..i-dur.bles 14 

Autres ..gasins do produits durthl.s 15 

Autros uegasins do vante au dótail 16 

Total, ensble do. magasins 17 

Iuvelle-&ooss. 

Siç.r..rchás dalintatian at ápiceri.. 1 

Tous 1.5 .utr.s magasins d.li..ntation 2 

Pharuscios at magesins do .ódicn*. brovotós 3 

Meg.. ins do chaussur.. 4 

Meg.. ins do vêts.snts pour home., S 

Meg.. ins do vêt.uents pour da.es 6 

Autras 	gasins do vêtements 7 

Megasins do meal.s at dapparails .kiag.rs 8 

Megasins d.cc.ssoir.s da.esâl.usnt 

Concossionn.ir.s do váhicul.. auto.obilss 10 
at rócrá.tif. 

Stat ions-service 11 

Megasins do pièces at dacc.ssoir.s pour 12 
auto.ob iies at srv ices 

Megasins do .srchandis.s divers.. 13 

Autr.s magasins do produits s..ui-dur.bles 14 

Autr.s ..g.sins do produits dur.bl.s 15 

Autr.s usgasins do vents au d6tail 16 

Total, ensl. do. ..qasins 17 

Voir note 1 1s fin do. tthle.ux. 
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TABLE 3 • Retail Sales, Not Seasonally Adzjusted, by Trade Oroup and by Region (Quarterly 
Estimates IC 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 	1991 	- 	1991 	- 	1990 	1990 

Trimestre 3 Trmestra 2 Trimestre 1 Trimestre 4 Trimes*re 3 

millions of dollars - millions de dollars 

67.7 71.7 68.9 76.7 66.6 

9.1 8.7 5.5 16.6 9.1 

20.0 20.7 14.1 28.8 20.7 

16.7 15.4 11.5 26.9 19.0 

8.1 8.1 6.0 11.2 8.9 

252.2 306.1 190.1 226.5 268.4 

98.8 89.1 90.1 108.1 110.1 

71.3 79.2 54.9 82.7 76.6 

137.6 130.7 99.5 210.8 149.7 

31.0 33.3 21.6 39.5 34.9 

20.0 19.8 13.7 32.6 21.4 

61.7 56.7 42.6 65.5 64.5 

1,175.4 1,234.9 988.8 1,360.8 1,242.6 

22996.2 3,086.5 2,864.8 3,037.8 2,985.0 

539.1 547.6 537.7 613.6 562.6 

136.3 153.6 89.2 211.6 161.0 

97.1 124.8 71.6 182.8 111.8 

237.2 249.9 164.0 292.6 269.1 

291.3 313.9 225.7 419.2 324.8 

484.8 447.1 308.5 638.1 562.2 

148.5 144.3 88.7 170.9 167.4 

2,464.4 2,923.3 1,813.1 1,967.3 2 2 490.9 

864.5 839.5 819.2 1,015.7 977.7 

966.5 990.4 734.4 1,359.5 996.1 

336.1 349.1 261.2 454.3 403.2 

226.4 230.3 172.9 334.2 264.6 

450.1 481.6 337.5 569.1 472.2 

11,268.8 12,053.9 9,383.5 12,553.3 11,984.7 

Trade Group 

No 

New Brunswick 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

S lien'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 

11 Gasoline service stations 

12 Automotive parts, accessories and srvices 

13 General merchandise stores 

14 Other se.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

S Men'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 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other sa.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

See footnote at and of tables. 



-11- 

TABLEAU 3. V.nt.s mu detail, non-désaimonnalis.s, salon Is groups da oosra. at 1. régon 
(ostitons trasstri.11.s a 

. Change from previous year 

variation par rapport I lwnáe prócód.nte 

Quartar 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 	1991 	1991 	1990 	1990 

Trimestr. 3 Trimestre 2 Trimestra 1 Trimestre 4 Tri..stre 3 

Groups do coerc. 

N o 

. 

Per cant - pourc.ntag. 

1.6 	7.8 	6.2 	6.9 	0.8 

-3.8 	4.7 	4.2 	1.3 

tuv.au -Brunswick 

Supermarchés dalimentation at epicene. 1 

Tous lee autrea magasins dalimentation 2 

Pharmacies at msgasins de módic..ents bravatCs 3 

Magm. ins do chaussures 4 

liagmains do vItements pour hoi.s 5 

Piagasins 4o vêtaments pour dames 6 

Autras magazins do vIteaents 7 

Magasins do m.âl.s at dappar.ils .ónagers 8 

Magasins daccassoires dameublement 9 

Concessionnairas do véhiculas automobiles 10 
at récréatifs 

Stat ions-s.rvic. 11 

Magasins do pièces at d'acc..soir.s pour 12 
automobiles at service. 

Magasins cio marchandis.. divers.. 13 

Autras magasins do produits semi-durable. 14 

Autras mogasins do produita durables 15 

Autres magasins do vents au detail 16 

Total, emseubis dos •agasins 	 17 

-0.4 -14.8 -23.1 -1.1 -4.4 

-3.5 -0.8 -15.8 7.1 -1.0 

-11.7 -13.0 -22.5 -5.6 -10.1 

-9.5 -10.3 -19.3 7.9 -9.1 

-6.0 -9.0 -23.1 -4.3 2.4 

-10.2 -6.1 4.2 10.0 4.3 

-6.8 0.3 -5.0 10.7 14.4 

-6.1 -7.8 -12.2 -1.1 -7.1 

-11.1 -8.1 -13.1 -0.9 1.5 

-6.8 -12.2 -24.3 -3.7 -2.9 

-4.4 -6.9 -1.3 2.5 -0.8 

QuOso 

	

3.0 
	

2.1 

	

9.1 
	

10.2 

	

3.3 
	-6.0 

	

3.2 
	

-4.3 

	

-5.1 
	-3.4 

6.4 

	

-10.4 	-22.0 

	

-2.2 	-8.0 

	

-10.0 	-6.4 

	

12.9 	12.3 

8.9 9.0 

-2.9 -2.8 

2.1 -4.7 

-6.1 -12.3 

0.6 	-0.9 

Superirchás dalimentation at epicene. I 

Tous lea autra. .sgasins d.limentation 2 

Pharmacies at ..gasins ci. .édic.mants brevetCs 3 

Magma ins de ch.ussures 4 

Magas ins cio vIt..snts pour homess 5 

Magas ins cia vItements pour dames 6 

Autres ..gasins ci. vêteaents 7 

lagasins ci. .ethl.s at dapp.r.ils .én.gars 8 

Il.gasins d'acc.ssoir.s dameubleaent 9 

Concssionnaires cio véhicul.. automobiles 10 
at rócréat ifs 

Stat ions-service 11 

Magasins cio pièces at d'accassoir.s pour 12 
automobiles at serVices 

Magasins cio marchandises divers.. 13 

Autres magasins cio produits s..i-dur.ble. 14 

Mitres magasins do produit. durable. 15 

Autres ..gasins cio vents mu dátail 16 

Total, ensemble des ..gasins 	17 

	

0.4 
	

4.7 
	

3.0 

	

-4.2 
	-1.3 
	

2.6 

	

-15.4 	-11.4 
	-20.7 

	

-13.1 
	-17.4 
	

-27.2 

	

-11.9 
	

-17.0 
	

-25.7 

	

-10.3 
	-6.9 
	

-8.5 

	

-13.8 	-24.8 	-41.2 

	

-11.3 
	-24.5 	-34.2 

	

-1 . I 
	-5.0 
	-19.3 

	

-11.6 
	-13.5 	-1.9 

S 

-3.0 

-16.6 

-14.4 

..4 7 

-6.0 

-1.4 

-19.4 

-12.5 

-4.4 

-5., 

-4.9 

-18.3 

-17.4 

-12.0 

-9 • 9 

Veir not. 1 1a fin ci.. tablosux. 
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TABL! 3. Retail Sales, Not Seasonally Adjusted, by Trade Oroup and by Region (Quarterly 
E.stiaatu )i 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 1991 1991 1990 1990 

Trimestre 3 Trimestre 2 Trimestra 1 Trimostre 4 Trimestre 3 

millions of dollars - millions de dollars 

3,632.0 3,695.7 3,444.3 3,725.0 3,726.8 

801.3 807.8 786.6 863.6 796.2 

143.7 158.0 110.4 200.4 168.1 

155.8 176.0 118.9 305.1 178.0 

343.3 367.6 259.8 477.3 379.3 

289.6 265.5 225.9 463.3 312.8 

779.7 714.6 622.5 1,076.9 871.4 

229.2 200.2 165.5 322.2 283.6 

3,340.0 3090.8 2,713.9 3,328.1 3,493.6 

1,269.0 1,208.2 1,193.3 1,420.7 19361.0 

1,810.8 1410.7 11.366.4 2,717.7 1447.5 

570.1 706.5 483.3 842.4 702.4 

509.6 475.1 366.0 768.0 557.1 

1,260.4 1,141.9 892.4 1,402.2 1,256.1 

	

16,511.6 	17,234.0 	13,999.7 	19,554.5 	17,5.1 

	

403.1 	419.2 	394.9 	431.2 	452.5 

9.5 10.8 7.1 14.3 11.2 

11.4 14.2 9.8 26.8 13.8 

32.2 35.1 28.5 45.8 35.4 

30.3 31.6 24.4 44.0 29.2 

53.2 46.2 39.6 67.4 52.6 

11.6 11.1 7.8 13.3 13.0 

319.2 369.2 267.5 315.9 362.9 

158.0 152.6 145.3 174.5 161.9 

82.9 92.1 64.3 95.8 89.4 

203.5 210.4 162.3 306.6 205.3 

43.1 53.7 33.8 61.7 48.0 

38.9 36.5 29.7 62.4 44.6 

56.9 60.2 50.8 77.2 60.3 

1,523.9 	1,63.3 	1,333.4 	1 1810.3 	1,648.5 

Trade Group 

No 

Ontario 

1 Supersorkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Hoaens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Autootive parts, accessories and services 

13 General merchandise stores 

14 Other seei-durable goods stores 

15 Other durable goods store. 

16 Other retail stores 

17 Total, all stores 

Manitoba 

1 Supernarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Hoson's clothing stores 

7 Other clothing stores 

8 Household furniture and applianc, stores 

9 Household furnishings stores 

10 Motor vehicl, and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Autoeotive parts, accessories and services 

13 General merchandise stores 

14 Other s.ei-dur.ble goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthrs 

Sea footnote at and of tables. 
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TABLMU 3 • Vantie au detail, non -désaisannalisé.e, salon Ii groups do oo.rca at 1a rég ion 
(estloations trioastrielles)M 

S Chwge from previous year 

Variation per rapport I 1n6e prIcód.nt. 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 	1991 	1991 	1990 	1990 

Tri.estra 3 Tri..str. 2 Trimestre 1 Trimestra 4 Trimestre 3 

Groups do coerce 

Per cent - pourcentage 

-2.5 	0.3 	-0.5 	4.7 	4.4 

-6.8 	-7.7 	1.8 	8.7 	0.3 

Ontario 

Superirchés d'alimen*ation at ópiceries 1 

Tous los autrs. ..gasin. d'alimantation 2 
Ph.rmecias at magasins da médicnts brevetCs 3 
lag.. ins do chaussures 4 

Ilagasins do vêtements pour homes. 5 

Meg.. ins do vêt..onts pour ds 6 

Autres ..gasins do vitsasnts 7 

Megasins do .sublos at dappareils m6nagers 8 

lag.. ins d • accasso iros 	uble.ent 9 

Concessionnaires do véhicules automobiles 10 
at recriat ifs 

Stations-service 11 

Magasins do pièces at d'accossoir.s pour 12 
au*o.obilos at services 

M.g.sins do marchandis.s divers.. 13 

Autras i.agasins do produit. somi-durablas 14 
Autros ..gasins do produits durable. 15 

Autras magasins do vonto su detail 16 

0.6 3.9 10.1 6.7 7.6 

-14.5 -9.3 -14.1 2.6 4.8 

-12.5 -11.1 -19.5 -0.9 4.5 

-9.5 -9.7 -21.8 -6.1 -6.3 

-7.4 -11.3 -12.4 -0.8 -0.7 

-10.5 -14.1 -21.9 4.7 -9.1 

-19.2 -30.6 -26.1 7.5 5.5 

-4.4 -8.0 -27.5 -11.4 -4.8 

-2.0 -2.1 -6.5 2.9 1.4 

-18.8 -11.9 -15.0 -4.4 -8.9 

. 	-8.5 -11.6 -20.4 -4.8 -8.8 

0.3 -1.4 -2.8 6.0 -0.6 

-5.8 	-4.0 	-11.5 	-0.1 	-0.8 Total, sns..ble die sagasins 	17 

1.4 -10.9 	-11.1 	-5.2 	-4.0 

-14.8 -15.4 -21.9 -7.1 

-17.3 -14.0 -21.6 -0.5 

-9.1 -6.0 -1.0 2.3 

3.7 6.4 0.1 4.8 

1.1 -6.3 -16.0 1.6 

-8.8 -14.7 -28.2 -2.9 

-12.0 -5.3 -13.4 -5.5 

-2.4 -2.5 4.0 10.6 
-7.2 -4.2 -9.9 -1.1 

-0.9 0.6 -1.0 7.0 

-10.1 -7.9 -6.2 0.5 
-12.7 -15.3 -18.1 5.1 

. -2.3 -3.5 -3.2 0.2 

-7.6 -5.8 -4.1 0.3 

Voir note I l.a fin dos tableaux. 

Manitoba 
S.rmerchás daliment.tjon at 6picaries I 

Tous las .utr.s u..ga.ins dali..ntation 2 

Pharmacies at magesins do .ódic..ent. brevetCs 3 

lagas ins do chaussur.s 4 

M.gas ins do vIto.ants pour hos 5 

Maga. ins do vêto.ents pour ds 6 

Autr.. .sgesins do vite.ant. 7 

Plagasins do .etàlss at dapp.reil. .énag.rs 8 

Plagasins d'acco.soiro. dameublomont 9 

Concessionnairas do véhicules auto.obiles 10 
at récréat ifs 

Stat ions-s.rvic. 11 
M.g.sins do piIc.s at dscco.soir.. pour 12 

automobiles at srvices 
lagasins do ..rch.ndis.. divers.. 13 

Autr.s ..gasins do produits seal-durable. 14 
Autras magasins do produits dur.blos 15 
Autres megasins do yenta au detail 16 

Total, •nsaubls des .aga.ins 17 

-7.8 

1.9 

-3.4 

-2.0 

-9.2 

-9.4 

0.5 

-0 • 4 
1.4 

0.4 

7.3 
8.7 

-0.1 

0.5 
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TABL! 3. Rutal Sales, Not Seasonally Adjust.d, by Trade Group and by Region (Quarterly 
Estimates)a 

Sales 
Ventes 

	

Quarter3 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1991 	1991 	1991 	1990 	1990 
Trimestre 31, Trimestre 2 Trimestre 1 Trimestre 4 Trimetre 3 

millions of dollars - millions de dollars 

	

322.4 	326.5 	295.5 	309.5 	299.0 

	

65.3 	64.2 	64.1 	81.8 	69.4 

	

7.0 	7.8 	5,8 	9.8 	8.4 

	

10.5 	11.4 	9.0 	25.9 	15.0 

	

25.7 	25.0 	19.8 	31.2 	24.1 

	

24.4 	26.2 	25.1 	44.6 	29.4 

	

34.2 	31.0 	30.3 	50.2 	39.1 

	

132.7 	122.4 	110.9 	133.6 	139.3 

	

90.4 	102.9 	79.2 	112.6 	121.2 

161.5 165.9 136.5 247.9 175.4 
40.7 49.1 35.0 59.5 46.6 

34.6 34.7 26.8 54.9 37.8 

61.2 59.7 50.8 68.6 66.2 

1 1321.5 1,358.4 1,128.5 1,552.5 1 1 426.6 

1,074.2 1,064.2 966.8 1,004.0 1009.9 

229.6 226.5 216.8 270.3 239.5 

30.1 30.3 23.2 37.7 32.8 

41.2 46.1 36.0 87.9 49.3 

96.9 91.9 77.2 112.1 95.2 

92.0 89.8 75.5 123.0 90.0 

1 1 009.8 	1,157.1 	875.3 	1004.6 	1 1 126.5 

368.5 335.6 316.2 408.0 380.2 

295.4 310.7 244.8 344.1 339.8 

667.1 667.1 556.5 933.5 654.6 

194.2 206.4 130.4 218.7 190.3 

137.1 139.3 108.5 212.8 161.6 

269.9 259.1 210.3 314.3 276.1 

4,794.5 4,898.2 4,075.5 5,440.2 4,976.0 

Trade Group 

No. 

Saskatchewan 

1 Supermarkets and grocery stores 
2 All othar food stores 
3 Drugs and patent .edicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 fr4omen's clothing stores 
7 Other clothing stores 
8 Household furnitur, and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Auto.otive 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 

Alberta 

1 SeresrIce*s and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mans clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 
8 Household furnitur, and appliance stores 

9 Household furnishings stores 

10 Motor vehicle 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 

See footnote at and of tables. 



Per cent - pourcentag. 

7.9 	9.9 	6.2 	2.1 	-2.0 

-5.8 -8.3 -7.4 0.3 -0.4 

-17.1 -11.8 -16.9 3.1 -1.0 

-29.8 -29.3 -28.7 2.4 5.9 

6.5 1.6 -0.4 9.5 -1.7 

-17.2 -16,1 -14.9 - - -10.2 

-12.4 -11.7 -15.8 3.2 -2.0 

-4.7 -11.1 -6.6 3.0 -2.6 

-25.4 -18.7 -20.6 -2.9 0.3 

-7.9 -6.2 -3.2 7.0 -3.1 

-12.7 -9.6 -14.7 -2.4 -3.8 

-8.5 -8.4 -12.8 1.4 6.0 

-7.5 -1.8 3.6 -5.8 -12.1 

-7.4 	-LB 	-6.5 	3.8 

6.4 	3.0 	4.2 	3.6 	2.6 

-4.1 -3.5 -3.6 0.5 4.9 

-8.2 -8.5 -17.0 -10.9 -8.7 

-16.4 -12.5 -17.4 7.6 4.2 

1.8 -3.0 -4.7 2.5 -1.5 

2.2 6.5 6.9 6.9 -4.7 

-10.4 	-12.0 	-20.5 	-5.4 	1.5 

-3.1 -2.8 -0.1 22.8 13.6 

-13.1 -10.6 -5.0 9.9 13.9 

1.9 3.8 3.6 11.0 7.2 

2.0 3.6 -8.8 -7.4 -4.9 

-15.2 -5.6 -12.2 1.6 6.4 

-2.3 -2.2 -5.9 -0.6 -5.1 

-3.8 	-3.9 	-4.6 	4.0 	4.9 

Voir note I la fin di. tableaux. 

. 
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TABLEAU 3 • V.ntss au detail, non -désaisonnaliséss, salon ii groups da oomwmrae it la rCgion 
(sstiaations tri.astrisflss a 

I Change from previous year 

Variation par rapport A l'annóe précédente 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 	1991 	1991 	1990 	1990 

Tiiumstr. 3 Trimestre 2 Trimestre I Trimestre 4 ITrimostro 3 

Groups di comeerce 

N' 

Saskatchewan 

SupermerchIs d'alim.nt.tion at ápic.ries 1 

Tous 1.a autres m.gasins d'.limenta*ion 2 

Ph.rm.cj.s at ..g.sins cio módicam.nts breveté. 3 

Magas ins do chsussur.s 4 

Magasins do vêta..nts pour ho..s 5 

Magasins do vêtew.n*s pour dames 6 

Autres magasins ci. vât...n*s 7 

Magasins do m.ubl.s at dappareil. mónag.rs 8 

hag.. ins d 'accesso iris ci • a..ubl...nt 9 

Concea.ionnair.s do véhicul.. automobile. 10 
at récréct ifs 

Stations-service 11 

Magasins do piIc.. at d'acc.s.oir.s pour 12 
automobiles at services 

Magasins do merchandise, divers.. 13 

Autr.s magasins do produits semi-durable, 14 

Autr.s m.gasins do produits tharabl.s 15 

Autres m.gasins do vents au detail 16 

Total, sns..bl. d.s .agasins 17 

A3,b.rta 

Stç.riu.rcM. dali..ntation at ápic.ri.s I 

Tous 1.. au*rs ..g.sins d'ali..ntat ion 2 

Ph.rm.ci.s at magacins do .ódica..n*s br.v.tCs 3 

Maga. ins do chaussures 4 

Msgasine, do vêt.ments pour hos S 

Magasins do v.t.nts pour dam.. 6 

Autr.s .agasins do vôt...nts 7 

M.ga.ins do ..tthl.. at d'app.r.il. .ón.gors 8 

Magasins daccassoir.. dam.,âle.ent 9 

Conce.sio,vi.ir.s do vIhicules .uto.obil.s 10 
it ricré.t ifs 

Stat ions-service 11 

Mageains do piôc.s at d.cceuoir.. pour 12 
automobiles at services 

Magasins do marchandises diverse. 13 

Autr.s magasins cio proá.iit. se.i-dur.bl.s 14 

Autras magasins di produits durable. 15 

Autr.. .agasins cio vents au dá*.il 16 

Total, snsssbls dss •agasins 17 
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TABLE 3. Retail Sales, Net Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estioat•s a 

S Sales 

Ventus 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 1991 1991 1990 1990 

Trimestre 3 Trimestre 2 Triniestre I Trimestre 4 Trimestre 3 

millions of dollars - millions do dollar. 

1,423.7 1,362.2 1,266.1 1,339.3 1,352.6 

273.4 265.9 242.3 300.9 275.6 

41.2 40.3 31.4 52.0 46.8 

39.9 41.6 31.3 78.4 45.3 

102.6 99.2 78.8 125.9 102.9 

112.7 98.1 91.6 148.0 114.1 

256.9 225.4 193.5 322.5 251.9 

83.1 74.6 62.4 102.9 96.8 

1,472.9 13,684.3 1,265.4 1,344.5 1,532.6 

501.3 482.8 465.5 574.7 574.0 

298.7 297.3 270.2 328.7 330.1 

655.2 621.9 492.2 921.3 625.8 

208.5 205.2 154.8 241.0 215.8 

194.2 182.9 131.5 245.3 196.2 

358.2 328.6 273.8 370.0 354.2 

6,113.9 6,095.1 5,113.6 6,578.0 6,183.4 

27.3 25.7 21.0 24.9 26.0 

1.7 1.7 1.1 1.4 1.5 

6.6 6.3 6.3 9.2 8.3 

	

0.9 	0.8 	0.6 	1.3 	1.2 

	

2.9 	2.2 	2.2 	3.4 	3.2 

	

1.4 	1.0 	0.9 	1.5 	1.0 

	

44.3 	45.2 	34.7 	50.2 	41.5 

	

6.7 	5.9 	4.1 	7.2 	7.1 

9.1 8.3 6.6 9.1 8.8 

142.7 139.9 110.8 154.0 146.7 

Trade Group 

No 

British Coli.bia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stor.s 

4 Shoe stores 

5 Men's clothing stores 

6 Hoen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle 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 good. stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Morthwest Territories 

1 Sera.rkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 Ilon's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandis. stores 

14 Other semi-durable goods stores 

15 Other durable goods store. 

16 Other retail stores 

17 Total, all stores 

S.e footnote at and of table.. 



Change from previous year 

Variation par rapport I Panná. pr&cádant. 

Quarter 31 Quarter 2 Quarter 1 Quarter,  4 Quarter 3 
1991 1991 1991 1990 1990 

Tri.estr. 3 Trimastro 2 Trim.stre 1 Trims.tre 4 Trimestra 3 

Per cent - pourcentage 

5.3 3.2 2.3 2.2 6.8 

-0.8 -2.2 -7.1 -5,5 12.0 

-11.9 -12.1 -27.9 -8.4 -4.2 

-11.9 -10.5 -19.8 -0.3 1.0 

-0.3 3.0 -5.9 -0.3 1.7 

-1.2 -0.8 5.6 4.4 5.4 

2.0 -4.7 -17.6 5.6 1.6 

-14.1 -21.3 -29.6 -0.8 6.5 

-3.9 1.8 -15.4 2.1 6.2 

-12.7 -10.5 0.2 13.2 1.8 

-9.5 -13.9 -13.3 -0.8 1.0 

4.7 2.3 -1.4 5.8 4.3 

-3.4 -7.9 -1.2 7.8 3.0 

-1.0 -0.5 -11.7 5.0 19.3 

1.1 -1.7 -5.0 1.0 -3.3 

-1.1 	.1.4 	-7.2 	3.0 	4.7 

. 

5.0 3.4 -0.1 3.8 1.0 

14.7 17.1 -2.4 -13.9 -8.1 

-21.0 -23.0 -15.3 9.6 6.7 

-30.3 -36.5 -47.6 -14.8 1.6 

-9.7 -24.6 -28.0 -20.6 12.8 

37.2 2.1 2.8 41.4 0.1 

6.7 3.8 -5.6 -4.1 -9.7 

-5.5 -16.8 -13.9 7.3 8.4 

3 .. -5.1 -0.8 3.5 -5.7 

-2.8 	 -3.2 	 90 	 4.2 	 1.2 

Voir not. 1 1e fin ci.. tableaux. 
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TABLEAU 3 V.nt.s au detail, mon -ddeasonna1iades, slon Is groups da oaaroe at la region 
(estisations trimastri.Iles)a 

Groups d. comeerce 

Coleabie -Britannique 

SupermarchIs dalimentation at ápicarias 1 

Tous las autras rmg.sins dalimantation 2 

Pharmacies at luagasins de médicasents br.v.tIs 3 

Hag.. ins d. chaussures 4 

Hag., ins do vIta..nts pour hoas S 

Hag.. ins do vêtemants pour da... 6 

Autres meg.. ins do vête.en*s 7 

M.gasins do m.tthl.s at dapparsils managers 8 

Hagasins dacc.ssoiras da.auble.ent 9 

Concessionnaires de véhicules automobiles 10 
at rócráat ifs 

Stations-service 11 

Hagasins do pièces at dacc...oir.s pour 12 
.u*o.ob ii.. at services 

Hagasins do merchandises diverse. 13 

Autr.s megasins do produits sosi-durables 14 

Autres aagasins do produits durable. 15 

Autras magesins de yenta au detail 16 

Total, .ns1. des .agesins 17 

Yon at T.rrit.ir.s du Nord-Ou.st 

Superluarchés d'ali.entation at epicene. 1 

Tous las autres ..g.sins dali.ant.tion 2 

Pharivacies at uuagasins do módica.ants br-.ve*Cs 3 

Hag.. ins cia chaussuras 4 

Il.g.. ins de vêt..ents pour haas 5 

Hag.. ins do vête.ents pour ds 6 

Autr.s magesins do vâta.ants 7 

M.ga.ins do .aól.s at dapparails .Inagers 8 

Hagasins daccessoires diAle.ent 9 

Concessionnaires cia vóhicules automobiles 10 
at rácrástifs 

Stations-service 11 

Hagasins de pièces at daccessoire. pour 12 
autosobilas at services 

Hag.sins do me.cImdises diverse. 13 

Autr.s ..g.sine do produits s..i-thir.bl.s 14 

Autres megasins do produits durable. 15 

Autr-.s meg.. ins do vents ou dótsil 16 

Total, .ns..bl. des .agasin. 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates Je 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 

	

1991 	1991 	1991 	1990 	1990 
Trimestra 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestra 3 

millions of dollars - millions de dollars 

	

11.1 	9.9 	7.6 	9.5 	10.3 

	

x 	x 	x 	3.5 	3.2 

	

x 	 x 	 x 	 x 

	

x 	 x 	 x 	 X 	 X 

	

x 	x 	x 	x 

	

x 	X 	 X 	 X 	 X 

	

1.0 	0.7 	0.6 	1.1 	0.9 

	

x 	x 	x 	X 	 X 

	

7.9 	10.8 	6.8 	9.3 	10.6 

x x x x 

x x x x 

50.0 48.0 33.7 49.6 51.5 

16.2 15.8 13.4 15.4 15.7 

1.5 1.6 1.0 1.1 1.3 

x x x 5.8 5.2 

x x x x x 

x x x 

x x x x x 

x x K K K 

1.9 1.5 1.5 2.3 2.3 

x K K K K 

2.9 2.7 3.1 3.6 3.8 

K K K K K 

3.3 3.2 2.2 3.9 3.9 

x K K X 

92.7 91.8 77.1 104.4 95.2 

Trade Gro.. 

No 

Yukon 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mans clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline srvice 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 

Nortiwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Mans clothing stores 

6 Homan's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline srvice 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 

See footnote at end of tables. 
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TABLEAU 3 • V.nt.s au detail, non -désaisonnaliséss, solon is groups di cosrcs it ii region 
(.sti.ations tr1u.str1.12.$). 

	

K 	 X 	 K 	 K 	 K 

. 	 K 	 K 	 K 	 K 	 K 

	

-3.0 	-2.2 	-12.6 	-2.2 	-5.5 

3.5 2.1 0.6 -0.1 -1.1 
14.8 19.3 -1.6 -6.2 3.0 

K x x 8.9 6.9 

K K K K K 

K K K K K 

K K K K K 

K K K K K 

-16.4 -19.6 -23.4 -17.4 20.9 
K K K K K 

-23.6 -19.1 -10.5 15.7 17.1 

K K K K K 

-13.4 -24.1 -22.1 2.2 -1.1 

K K K X K 

-2.7 -3.8 -7.4 7.5 5.3 

Groups di coumiarca 

N 

Yukon 

Sup.raurchs d'alimentation it epicene. 1 

Tous las autres nogasins d'alii.snta*ion 2 

Pharoncies at .agasins do mfidicamants brovatés 3 

Magas ins d. chaussures 4 

Magas ins do vêt.usnts pour hors,.. 5 

Magas ins di vât..ents pour dames 6 

Autras magasins do vêt.asents 7 

Magasins do meubles it d'appar.ils mónag.rs 8 

M.gasins daccassoiras d'ametóle.ent 9 

Concassionnairas di véhicules auto.obilas 10 
at rIcrI.tifs 

St.tions-s.rvic. 11 
Pbgasins di piôcas at daccessoiras pour 12 

au*o.obil.s it srvices 

Magasins di worchandisse divans.. 13 

Autras magasins di produits soni-dur.blas 14 

Autres magasins di produits durable. 15 
Autr.s magesins di vents au dtail 16 

Total, .n..l. d.s .ag.sin. 17 

T.rrgtoir.. dii NDrd-0u.st 
Sup.r..rch6s d'ali..ntation it ápic.ri.s 1 
Tous 1.. autr.s .sgasins d.li..nt.tion 2 

Pharmacies it ..gasins di .èdica.snts bravetCs 3 

Hag., ins di chaussur.. 4 
M.ga.ins di vCt...nts pour ho. S 
Pg..ins di vô*ent. pour di... 6 
Autris ..g..ins di vi*e.eMs 7 

M.g..in. di .itárl.s at dapparsils minagers 8 
Magasins d'acc.s,.oir.s d'a.eiâl.u.nt 9 
Conc..,jonn.ir., di vihicul.s auto.obil.s 10 

at ricráat ifs 
Stat ions-..rvic. 11 
Maga.ins do piIces at d'acc.ssoir.s pour 12 

auto.obal.. it .arvics 
M.ga.in. di ..rchandis.. divers.. 13 
Autr.s magesins di produits saul-durable. 14 
Autras nogasins di produits durable. 15 
Autn.s magasins di yenta su detail 16 

Total, .nsble des uagasios 	 17 

S 	Change from previous year 

Variation per rapport i l'wná. prócódin*. 

Quarter 3 Quarter 2 Quarter1 Quartar 4 Quarter 3 

	

1991 	1991 	 1991 	1990 	1990 
Triasatre 3 Trimestre 2 Trim.s*r. I Tri..str. 4 Tri.e,tr. 3 

Per cent - pourcentag. 

	

7.3 	5.6 	-1.3 	10.9 	4.2 

	

K 	 x 	x 	10.9 	6.5 

	

K x 	 K 	 K 	 K 

	

K 	 K 	 K 	 K 	 K 

	

K 	 K 	 K 	 K 	 K 

	

K 	 K 	 K 	 K 	 K 

	

7.0 	-34.1 	-37.1 	-26.6 	-3.6 

	

K 	 K 	 K 	 K 	 K 

	

-25.7 	-13,3 	-23.0 	-13.1 	3.0 

Voir note è Is fin die tableaux. 
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No 

TABLE 4. Retail Trade Sple Response Fraction and Coet-fioient of Variation (Current 
Periods ) 

Response fraction 

Fraction do répons. 

	

October 	September 	 August 	 July 

	

1991 	1991 	1991 	1991 

	

Octobre 	Septe.thro 	 AoQt 	 Juillot 

Per cent - pourcerFtage 

Trade Groi - Canada 

1 Si..rnerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

S Mona clothing stores 

6 Masons clothing stores 

7 Other clothing stores 

8 Household furnitur, and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, acoessories and Services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthrem 

92.0 95.1 92.8 91.7 

89.6 93.1 90.2 92.7 

89.0 89.8 94.3 91.3 

98.4 96.8 98.4 98.6 

93.6 95.8 94.9 93.6 

90.1 95.4 95.4 93.3 

94.7 96.6 94.5 95.1 

95.8 97.1 95.0 95.9 

94.8 94.8 93.7 94.7 

94.8 96.9 95.0 96.2 

94.2 96.5 95.7 96.3 

94.8 95.8 94.6 94.8 

99.0 99.4 99.3 99.1 

91.7 95.5 94.9 93.4 

95.2 96.4 94.4 95.0 

79.5 97.8 98.2 97.7 

93.2 96.2 95.1 95.0 

96.2 97.1 96.3 97.1 

92.1 94.3 94.3 94.4 

97.4 96.5 98.1 97.2 

96.3 96.2 95.8 94.1 

95.9 97.0 92.4 94.4 

89.0 95.2 95.3 94.3 

97.5 97.9 97.7 97.0 

98.4 99.3 99.0 98.8 

92.5 94.5 94.7 94.6 

96.2 97.2 97.2 96.2 

86.2 89.8 90.0 88.7 

92.0 93.7 93.4 95.6 

R.gions 

18 N.wfotwdland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brtaiswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colia 

28 Vi.âcon 

29 Northw.st Territories 



Coefficient of variation 

Coefficient do variation 

October Saptsaiber 	August July 
1991 1991 	1991 1991 

Octobre Sopteabra 	AoOt Juillet 

Per cent - pourcentage 

4.3 4.2 	4.3 4.2 

14.5 12.8 	13.4 13.5 

5.5 5.5 	5.3 5.5 

6.8 7.8 	4.8 5.9 

5.8 4.6 	5.1 5.6 

3.6 3.8 	3.4 3.7 

5.7 5.4 	4.2 5.0 

5.5 6.3 	5.9 5.7 

7.6 6.9 	6.6 6.4 

5.6 5.2 	5.0 5.5 

4.9 4.6 	5.1 4.6 

4.2 3.9 	3.9 3.7 

. 	 3.1 3.0 	2.0 2.1 

5.7 6.4 	5.7 6.1 

6.7 6.8 	5.3 5.3 

2.7 2.6 	2.2 2.7 

1.7 1.7 	 1.6 1.8 

4.4 4.4 	4.1 4.1 

5.9 5.5 	4.5 3.7 

4.1 4.2 	4.2 4.9 

6.9 6.3 	8.0 6.1 

3.7 3.5 	3.5 3.7 

3.7 3.5 	3.4 3.8 

2.7 2.6 	2.4 2.4 

3.9 4.9 	4.3 4.3 

3.2 3.0 	3.1 3.1 

3.5 3.7 	3.5 3.8 

1.0 1.4 	 1.1 0.8 

3.3 3.7 	3.2 3.7 

No  

Oroupo do coros Canada 

S.ra.rchós dalimantation at epicene. 1 
Tous 1.. .u*ras magazine d'ali.aMation 2 

Ph.ri,.cies at magazine do oédic..snts brev.tCs 3 

Magasins do chaussuras 4 

Magasins do vêt...nts pour hoiu.. 5 

Magas ins do vitaents pour ds 6 

Autres m.gasins do viteaents 7 

Magasins da .,.ubl.s at dapparails ménagars 8 
Plagasine dacce..oir.. daatle.nt 9 

Concessionnairec do véhicule. autai.obiles 10 
at rócréatifs 

Stat ions-service 11 

Il,gasins do pièces at dacca..oira. pour 12 
auto.obiles at services 

Nag.. ins do ..rchend is.. divers.. 13 

Autr.s magazine do produit. seal-durable. 14 

Autr.s magazine do produit. durable. 15 

Autr.s magasins do v.nts au detail 16 

Total, ensla dea ,..g.sins 	 17 

"glen. 

Terre-Mauve 18 

fle-du-Princ.-Edouard 19 

Nouv.11.-Ecoss. 20 

Nouve.u-8rwswick 21 

Québec 22 

Ontario 23 

M.nitoba 24 

S.sk.tch.w.ri 25 

Alberta 26 
Coloabi.-Brita.wiiqu. 27 

Yiicon 28 

Territoiras du Mord-Ou..+ 29 

-21- 

0  TABL!AU 4. Coinserce do dtai1, fraction do réponse do l'échantillan at oof-ficiont do variation (périodes courants) 

9 
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TABLE S. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Esti.ates )a 

	

October Septemberl 	August 	July 	June 	May 	April 
1991 	1991 	1991 	1991 	1991 	1991 	1991 

No. 	 Octobre Septeebre 	AoQt 	..Juillet 	Juin 	Mai 	Avril 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent .edicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 4oesn's clothing stores 

7 Other clothing stores 

B Household furniture and 
appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline srvice stations 

12 Auto.otive parts, accessories 
and service 

13 General merchandis. stores 

14 Other sa.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Region. 

18 Newfotadland 

19 Prince Edw.rd Island 

20 Nov. Scotia 

21 New Brt.,swick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluebia 

28 Yu.ãcon 

29 Northwest Territories 

See footnote at end of tables. 

3,569.9 3,585.5 3,576.4 3,585.6 3,599.2 3,608.2 3,610.2 

291.6 296.6 298.0 300.8 313.1 320.8 298.5 

759.5 752.2 744.6 736.8 739.2 758.1 750.7 

122.5 129.6 129.3 130.2 135.4 135.1 131.8 

130.9 140.8 146.9 144.5 148.6 148.5 145.7 

298.5 303.5 300.3 304.0 300.4 305.6 303.0 

306.4 311.9 310.0 309.4 313.3 316.8 310.4 

598.2 614.6 629.9 624.6 618.8 614.6 626.0 

183.5 180.8 178.5 177.9 166.9 171.9 171.1 

2 1899.0 3,118.6 3,003.2 3,244.8 3,292.7 3065.6 3040.6 

1,149.8 1,156.9 1,176.2 1081.5 1050.2 1,166.8 1,184.9 

887.3 872.9 878.6 877.3 876.2 912.4 917.8 

1,718.3 1,719.1 1,766.0 1,757.4 1,734.4 1,765.2 1,730.1 

501.3 502.9 503.5 501.1 510.9 554.5 526.6 

407.7 424.1 409.1 400.9 391.9 412.9 407.9 

875.5 849.5 853.5 825.5 835.2 833.1 834.9 

14,699.8 14,959.6 14,904.2 15,102.3 15,126.4 15,190.2 14,990.2 

	

282.2 	286.9 	289.7 	284.5 	284.7 	282.8 	277.4 

	

58.5 	59.8 	60.7 	59.2 	60.2 	59.9 	60.2 

	

472.9 	484.0 	479.8 	479.2 	481.7 	492.1 	489.1 

	

377.5 	380.1 	390.2 	390.1 	396.6 	397.3 	394.7 

	

3,608.6 	3,666.1 	3,679.8 	3,749.1 	3,709.8 	3,775.2 	3,714.9 

	

5,380.0 	5,529.6 	5,464.3 	5,587.5 	5,565.3 	5,577,4 	5,443.1 

	

496.1 	508.5 	507.9 	509.4 	516.3 	516.6 	515.9 

	

425.3 	446.7 	433.5 	432.9 	437.2 	440.7 	432.4 

	

1,524.4 	1,610.9 	1,576.1 	1,588.7 	1,596.3 	1,580.2 	1,587.8 

	

1,976.3 	2030.7 	1077.0 	2,012.1 	1,972.7 	2,009.8 	1,974.7 

	

14.4 	14.3 	14.7 	15.2 	14.9 	15.6 	15.2 

	

29.5 	29.3 	30.4 	30.7 	30.5 	30.3 	29.8 



3,632.5 3,569.8 3,550.7 3,553.0 3,564.1 3,572.0 

319.0 309.7 296.2 312.0 317.3 317.3 

751.2 777.8 719.7 729.6 751.7 765.6 

133.1 134.3 124.2 156.3 144.3 145.7 

148.8 146.3 127.6 174.5 166.0 170.8 

300.8 299.9 255.7 334.5 315.7 316.2 

321.4 327.4 271.0 351.3 333.6 332.9 

617.1 591.0 487.7 809.1 686.8 693.1 

169.9 166.8 142.7 222.3 200.1 204.8 

2,949.0 2,959.9 2,979.0 3081.3 3,208.1 3,248.0 

1,156.8 1,251.3 1,325.2 1,325.3 1,365.8 1,378.8 

903.9 935.4 944.1 1,001.5 1,025.9 1,017.4 

1,733.5 1,733.0 1,636.9 1,860.0 1,787.5 1,792.2 

529.4 528.8 499.1 566.8 560.1 568.4 

395.0 405.0 378.1 458.0 446.0 459.9 

852.2 849.4 815.9 866.9 874.7 873.8 

Sup.rrchCs dalimentation at epicene. 1 

Tou. 1.e autres naga.ins dalimen(a*ion 2 

Pharmacies at imega.ins do módicn*e brovatI. 3 

Maga.ins do chau..ures 4 

Maga.ins do vêtemants pour homees 5 

Mag.. ins do vâtements pour dames 6 

Autros meg.. ins do vêtom.n*s 7 

Pbgasins do incubi.. at dapparsils uuánag.r. 8 

Magasins dacca.soire. d'ameuble..nt 9 

Concessionn.iras do vóhicuios automobile. 10 
at nicréatifs 

Stations-service 11 

Msga.ins do piôcos at dacc..soires pour 12 
autoaob ii.. at services 

Msg..ins do merchandises divers.. 13 

Autros m.g.sine do produits sai-durablo. 14 

Autres magasins do produits durable. 15 

Autres m.g..ins do vents au dátaii 16 
. 
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TASLEAU 5 • Vontoc au detail, désaisonnalisé.s, salon I. groups do co.roo at la region 
(estimations historiquos)in 

March February January Docoaber Noveaber October 
1991 	1991 	1991 	1990 	1990 	1990 
Mars FCvrior Janvier Déceabre Novoabre Octobre 	 N' 

•illiona of dollars - •illions do dollars 

Groups d. ca.ro. • Canada 

14,913.5 14,985.8 14,553.5 15,802.7 15,747.8 L5,as. Total, .ns.la des ..g.sin. 	17 

Regions 

275.8 290.0 284.4 296.9 301.8 295.6 

60.0 62.4 60.2 68.7 68.2 65.0 

483.8 502.2 471.8 522.5 515.0 508.7 

383.2 398.2 388.3 410.9 418.0 407.7 

3,712.4 3,708.6 3,565.4 3,951.7 3024.6 3,955.8 

5,439.1 5,488.6 5,376.7 5,933.9 5,815.4 5,860.6 

514.7 520.4 527.2 553.5 545.5 542.6 

443.6 443.8 439.2 467.6 472.8 469.3 

1,567.1 1,559.1 1,550.7 1,667.5 1,631.2 1,657.5 

1,956.9 1,965.9 1,682.8 2,033.8 22008.4 2,043.3 

14.5 14.6 14.6 15.1 15.7 15.7 

29.6 29.2 29.9 31.0 33.0 31.1 

Terre-Mauve 18 

tie-du-Pr inc.-Edou.rd 19 

Nouv.11e-Ecoui.. 20 

Nouvs.u-BrLxse ick 21 

Quób.c 22 

Ontario 23 

Pianitob. 24 

Saskatchewan 25 

Alberta 26 

Coloabi.-Bri*.rwiiqu. 27 

Ytcon 28 

Torri*oiros du Nord-Oue.t 29 

Vein not. 1 1a f in do. tableaux. 

0 
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TABLE 6. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historioal 
Estimates )m 

October Septeuther August July June May April 
1991 1991 1991 1991 1991 1991 1991 

No. Octobre S.pt.ithre AoCàt Juillet Juin Mai Avril 

millions of dollars - millions de dollars 

Trade Group - canada 

1 Supermarkets and grocery stores 3,579.5 3,417.2 3,866.0 3,613.9 3,714.5 3,879.4 3,411.7 

2 All other food stores 287.4 284.2 317.4 316.2 345.1 347.1 282.5 

3 Drugs and patent medicine 786.4 725.3 747.3 713.8 713.1 765.9 714.0 
stores 

4 Shoe stores 135.6 138.6 136.1 114.2 146.7 148.9 127.7 

S Mans clothing stores 140.2 134.1 129.0 115.6 155.9 152.8 129.1 

6 Honsens clothing stores 310.6 323.5 300.8 279.6 307.1 325.6 301.3 

7 Other clothing stores 327.3 318.5 319.3 258.8 298.6 300.5 278.1 

8 Household furniture and 633.8 618.6 666.5 626.0 602.6 579.2 567.5 
appliance stores 

9 Household furnishings stores 200.7 182.2 189.2 183.3 173.4 175.9 161.2 

10 Motor vehicle and recreational 2,999.2 2,985.6 2,986.5 3,622.2 3,618.0 4,012.8 3,667.2 
vehicle dealers 

11 Gasoline service stations 1,187.2 1,153.3 1,277.0 19265.2 1,182.8 1,218.0 1015.7 

12 Automotive parts, accessories 938.2 842.0 893.6 941.6 954.7 1,054.4 938.9 
and service 

13 General merchandise stores 1,810.5 1,646.0 1,749.3 1,590.5 1,650.8 1,752.6 1,566.0 

14 Other semi-durable goods stores 484.3 484.1 519.1 504.9 555.9 648.4 480.2 

15 Other durable goods stores 378.2 405.2 419.6 382.1 395.1 419.8 347.7 

16 Other retail stores 839.1 805.5 974.2 893.9 890.1 896.3 736.8 

17 Total, all srs 15,038.0 14,464.0 15,490.9 15,421.8 15,704.6 16,677.6 14,825.5 

Regions 

18 Newfoundland 281.1 270.3 308.2 295.3 296.7 315.0 274.4 

19 Prince Edward Island 58.2 57.8 69.2 68.3 65.6 65.4 57.7 

20 Nova Scotia 478.3 462.0 506.7 490.7 493.5 532.4 477.1 

21 New Brunswick 384.8 361.6 409.5 404.3 414.5 436.1 384.3 

22 Quebec 3,743.2 3,562.6 3,861.3 3440.9 3006.2 4,354.3 3,793.3 

23 Ontario 5,514.3 51289.2 5,586.2 51.636.2 5,804.1 6,066.0 5,363.9 

24 Manitoba 511.9 494.1 521.9 507.9 539.6 565.4 510.4 

25 Saskatchewan 446.8 427.3 453.3 440.9 461.2 473.5 423.6 

26 Alberta 1,584.3 1,557.1 1 9 633.9 1,603.5 1,661.4 1,683.9 1,552.9 

27 British Colia 1,990.0 1,938.9 2,091.5 2,083.6 2011.4 2,137.1 1,946.6 

28 Ycon 15.0 14.8 17.3 17.9 17.0 17.2 13.8 

29 Northwest Territories 30.0 28.4 31.9 32.4 33.1 31.3 27.4 

See footnote at and of tables. 
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TABLEAU 4.. Ventas au detagl, non-désaiwnnalséaz, salon Is groups do oo.rc. at In régon 
(.staations flistoriques a 

	

March February January Deceaber Novath.r October 	Year 
• 	 1991 	1991 	1991 	1990 	1990 	1990 	1991 

	

'mrs Fóvr jar Janv jar Dáceabre Noveabra Octobre 	Anneo 

eillions of dollars - millions do dollars 

Groups da come.rc. • Canada 

. 

3)648.5 	3,178.5 	3,390.0 	3,789.4 	3,628.4 	3,482.31 

306.0 262.3 259.3 379.2 311.0 306.7 

721.3 701.2 702.6 918.6 763.1 775.3 

108.4 78.6 94.2 217.2 178.2 160.2 

115.8 81.9 93.7 346.4 227.4 181.9 

275.2 198.5 198.9 507.2 347.7 322.8 

286.1 213.2 210.1 588.8 402.8 349.6 

548.1 458.5 437.5 1072.6 782.7 730.3 

	

150.9 	127.0 	111.5 	275.3 	230.2 	219.1 

	

2,981.2 	2,397.7 	2,314.7 	2,434.9 	3,051.8 	3,616.9 

1,110.3 1,081.5 1,227.9 1,354.5 1,378.7 1,396.9 

797.4 708.5 784.0 1,069.4 1,138.0 1 1 058.2 

1,476.0 1 1,192.7 1 0 190.1 3004.9 2,295.8 1,865.3 

430.3 386.0 360.9 883.6 593.5 542.7 

309.6 281.7 293.0 903.5 474.2 412.9 

770.5 610.2 581.0 19323.9 899.1 809.6 

14,033.3 11,958.1 12,249.4 19,169.3 16,702.6 16,030.71 

S.rmarchás dalimentation at I 
éplcer l5 

Tous las autres magasins 2 
d • ali..n*a* ion 

Pharmacies at ..gasins do .ódica.ant 3 
braveté. 

I'mgas ins do chaussur.s 4 

Magasins do vô*aaents pour homees 5 

Magasins do vê*e..nts pour dames 6 

Autres megas ins de vitaments 7 

Magasins de meubles at d'app.r.ils 8 
mónagers 

Magasins daccessoires d'a.suble.ent 9 

Concs,sionnair.s do vhicu1as 10 
autouobil.s at rcrütifs 

Stations-service 11 

Magasins do puce, at daccessoires 12 
pour 	utoaob ii.s at sorvicos 

Magasins do morchandises div.rsos 13 

Autres m.gasins do produits sami- 14 
durable, 

Autr.s magasins do produits durablas 15 

Autr.s ..g.sins do vents au dátail 16 

Total, .nsl. do. .agasAns 	17 

35,699.1 

3,007.4 

7,290.9 

1,229.0 

1,248.0 

2,821.0 

2,810.5 

5,738.3 

1,655.4 

31,585.2 

11,819.0 

8,853.4 

15,624.5 

4,854.1 

3,632.0 

7,997.6 

143,865.3 

Regions 

2,754.2 

588.0 

4,684.0 

3,783.9 

36,445.5 

53,259.5 

4,986.7 

4,255.2 

15,352.5 

19,317.4 

146.7 

291.6 

	

259.8 	228.5 	224.9 	363.9 	323.6 	290.4 

	

52.2 	46.2 	47.5 	81.8 	70.1 	63.9 

	

452.6 	399.9 	390.7 	642.5 	556.7 	506.3 

	

357.3 	314.9 	316.6 	496.3 	450.2 	414.3 

	

3,539.8 	2,924.2 	2019.6 4,461.4 	4,066.6 	4,025.3 

	

5,085.4 	4,364.6 	4,549.6 	7,361.1 	6,274.4 	5,919.0 

	

476.3 	415.2 	443.9 	666.9 	587.4 	554.0 

	

405.9 	349.2 	373.4 	555.3 	508.5 	488.7 

	

1,487.3 	1 3,262.9 	1 3-325.3 	2,019.5 	1,729.1 	19691.6 

	

1,878.7 	1 1.618.1 	1,621.5 	2,462.7 	2,085.9 	29029.5 

	

12.0 	10.4 	11.3 	17.4 	16.0 	16.2 

	

28.1 	23.9 	25.1 	38.8 	34.2 	31.4 

Voir note A is fin des tableaux. 

Terra-Mauve 18 

!le-du-Princo-gdouard 19 

Nouvalls-Ecoss. 20 

Nouveau-Brunswick 21 

øuáb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabie-Britannique 27 

Yukon 28 

T.rritoir.s du Nord-Oust 29 

L, 



-26- 

TABLE 7. Dapart.ent Store Type Merchandise Sales, not Seasonally Ad:justed, by Region 
(Current Periods)a 

Sales 

Ventes 

	

October Septeaber 	August 	July Year-to-date 
1991 	1991 	1991 	1991 	1991 

	

Octobre Sep*euthre 	Aoü* 	Juillet 	Curslatif 

millions of dollars - millions de dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nov. Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

S.skatchew.n 

Alberta 

British Col.athia 

Yt(on 

Northwest Territories 

Total 

102.5 94.3 106.0 93.2 

18.3 18.4 23.0 21.6 

156.3 148.2 157.6 146.5 

124.3 116.0 125.6 112.7 

1,211.9 1,155.7 1098.9 1008.7 

1,976.3 11898.3 1,945.1 1,789.8 

173.1 164.8 168.6 155.2 

151.7 138.4 143.3 131.7 

603.9 572.9 598.6 551.9 

666.1 647.5 685.9 634.3 

5.3 5.2 5,9 5.6 

17.8 16.6 17.8 17.4 

5,207.4 4,976.2 5,176.3 4,768.7 

892.9 

181.7 

1,425.4 

1,104.8 

10,880.1 

17,820.6 

1,562.4 

1 ,349. 0 

5,477.0 

5,998.6 

48.0 

163.1 

44,903.8 

TABLE S. Doparteont Store Typ• Merchandise Sales, not Seasonally A&justod,  by Region 
(Historical Estimates iM 

	

October S.piaab.r 	August 	July 	June 	May 	April 
1991 	1991 	1991 	1991 	1991 	1991 	1991 

	

Octobro S.ptaobr. 	AoOt 	Juillet 	Juin 	Mai 	Avril 

millions of dollars - millions di dollars 
RsgAcns 

N.wfotgidland 	 102.5 	94.3 	106.0 	93.2 	93.7 	97.6 	86.4 

Prince Edward Island 	18.3 	18.4 	23.0 	21.6 	20.3 	19.8 	16.6 

Nova Scotia 	 156.3 	148.2 	157.6 	146.5 	149.1 	154.4 	138.3 

New Brunswick 	 124.3 	116.0 	125.6 	112.7 	119.0 	123.4 	108.5 

Quebec 	 1,211.9 	1,155.7 	1,198.9 	19108.7 	1,163.9 	1,287.1 	11.100.0 

Ontario 	 1,976.3 	1,898.3 	1,945.1 	1,789.8 	1,910.7 	2,005.2 	1,767.9 

Manitoba 	 173.1 	164.8 	168.6 	155.2 	167.2 	179.5 	158.2 

Saskatchewan 	 151.7 	138.4 	143.3 	131.7 	143.3 	146.4 	135.1 

Alberta 	 603.9 	572.9 	598.6 	551.9 	580.9 	595.0 	551.9 

British Colia 	 666.1 	647.5 	685.9 	634.3 	627.9 	637.8 	589.4 

Yujon 	 5.3 	5.2 	5.9 	5.6 	5.2 	5.2 	4.8 

Northwest Territories 	17.8 	16.6 	17.8 	17.4 	18.1 	18.1 	15.5 

Tota2 _- 	 5,207.4 	4,976.2 	5,176.3 	4,748.7 	4,999.4 	5,269.5 	4,472.6 

S.o footnote at end of tables. 
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TABLEAU 7. Ventus d. •archandisss genr. grand .agasin, non-désaisonnalisé.s, salon Is region 
(priodss oourantas)a 

Change from previous year 

Variation par rapport I l'annóa prócáden*e 

	

October S.pteer 	August 	July Year-to-date 
1991 	1991 	1991 	1991 	1991 

	

Octobre S.pteebr. 	Aot 	Juillet 	Cuoulatif 

Per cant - pourcentage 

Rég ions 

-2.3 

-14.9 

-8.3 

-8.3 

-11.7 

-8.6 

-4.4 

-9.6 

-2.9 

-3.1 

-2.0 

-3.6 

-7.8 

. 

-1.7 -3.2 0.7 0.4 

-16.0 -19.3 -10.2 -13.0 

-11.1 -10.4 -8.5 -5.9 

-7.9 -9.5 -4.1 -6.5 

-6.9 -12.7 -6.9 -8.4 

-6.4 -8.8 -6.0 -8.0 

-4.0 -4.1 -3.8 -3.2 

-10.9 -9.5 -11.4 -6.7 

-4.4 -4.9 -3.9 -3.1 

-1.3 -2.3 1.4 0.3 

-5.7 0.3 8.3 5.7 

-2.1 -4.1 -0.1 1.6 

-6.3 -8.4 -5.1 -6.1 

Terr.-N.uvs 

t le-du-Princ.4douard 

Nouvelle-coss. 

Nouveau-Brunswick 

Ontario 

Manitoba 

Saska*ch.wan 

Alberta 

Coloab 1.-Br Itarwiiqu. 

Yukon 

Terri*oir.s thj Nord-Ouost 

Total 

TABLEAU S. Ventes d. •archandises genre grand •agasin, non -désasonna1isées, s.lon In region 
(estiaations historquea a 

March February January D.c.aber Noveaber OctoberYear 
1991 	1991 	1991 	1990 	1990 	1990 	1991 
Mars Févr icr Janv icr Dóc.abre Noveabre Octobr. 	Anne. 

.illions of dollars - •illions d. dollar. 

. 

. 

892.9 

181.7 

1,425.4 

1,104.8 

10,880.1 

17,820.6 

1,562.4 

1,349.0 

5,477.0 

5,998.6 

48.0 

163.1 

44,903.8 

84.9 70.3 64.0 165.3 135.1 104.3 

15.4 13.7 14.6 38.9 27.0 21.8 

139.5 119.8 115.6 302.8 225.8 175.8 

100.7 87.7 87.1 208.5 166.2 135.0 

1,032.6 815.6 805.7 1 9 912.0 1,433.9 1 9 330.9 
1 9 648.1 1,448.0 1,431.3 3,503.0 2,422.0 2011.9 

147.6 123.1 124.9 304.3 216.8 180.3 

132.3 109.8 116.9 253.3 195.1 170.2 

528.5 442.7 450.7 983.2 701.2 631.4 

572.6 472.4 464.7 1 9 115.5 748.0 674.6 

3.9 3.2 3.5 7.5 5.7 5.7 

15.4 13.1 13.3 23.9 16.8 18.2 

4,421.7 3,719.4 3,492.5 8,818.2 6,295.5 5,560.1 

IégAon. 

T.rr.-N.uvs 

tl.-du-Pr inc.4douard 

Nouv.11.-co.s. 

Nouv.au-Brtrswick 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloab ic-Br itanniqu. 

Yukon 

T.rritoir.s du Nord-Ou.st 

Total 

Vojr not. 1 1a fin do. tableaux. 



Footnote 

Retail sales .sti.at.s exclude the Goods & 
Services Tax (GST). Prior to January 1991, 
sales data included the Federal Sales Tax 
(FST). Due to this change in indirect taxes, 
data for 1991 are not strictly comparable with 
those of previous years. For users interested 
in d.riving comparable data, an estimate of 
the amount of FST included in retail sales for 
1990 is availabl, for Canada. The reliability 
of this estimate does not permit adjustments 
at the provincial or trade group level. 

Note 

Los estimations des ventos au detail excluen± 
is taxe sur las produits at las services 
(TPS). Los données sur los vontes antérioures 
I )anvi,r 1991 incluent la taxe do vent. fédé-
ralo (TVF). D a cc changemant dens lea taxes 
indirectes, las données pour 1991 no sont pas 
tout I fait comparables avec cellos des anné.s 
prócéd.ntes. Pour las utilisateurs intéressés 
I caiculor dos donnó.s comparables, uric esti-
mation du montant de is TVF inclus dans las 
v.nt.s mu detail pour 1990 eat disponible pour 
1. Canada. Cotta estimation nest p.s suffi-
samment fiable pour parmettre des ajustements 
au niveau provincial ou au nivesu des groupes 
do commerce. 
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APP.NDIX I 

Oaf intions 

Retail Trade f or the purpose of this re-
port, is d.fin.d as "the aggr.g.te sales made 
through retail locations (outl.t.). 

A retail location , as defined by Statis-
tics Canada, is a "business locution usually 
a store) in which the principal activity is 
the sale of nerchandise and related services 
to the general public, for household or per-
sonal consumption. Retail trade .stivat.s do 
not includ, any form of direct selling which 
bypasses the retail store, e.g., direct door-
to-door selling) sales made through automatic 
vending machine.; sales of n.wspapers or maga-
zines sold directly by printers or publishers; 
and sales made by book and record clubs. The 
only exception is the nail-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., war.hous.s, 
head offices, etc.; sales of contractors whose 
•ajor activity is not retailing; and retail 
transactions between individuals. 

Total not sales include sales of new and 
used merchandise and receipts from repairs, 
equipment rental, food serving and other ser-
vic, activities, lass returns, adjustments 
and discounts. Total net sales also include: 
trade-in allowances, commissions earned from 
idas of goods owned by others (including com-
missions received for lottery ticket sales), 
proprietors withdrawals of goods for person-
al use (at retail). Non-operating rsvenuss, 
bad debts recovered and sales taxes (provin-
cial sales tax and Goods and Services Tax 
(GST)) collected for remittance to a govern-
ment agency are excluded. 

Dapar.nt sre typ. .erohandias (D$Th) is 
defined as total retail trade minus the fol-
lowing trade groups: sup.r.arkets and grocery 
stores; all other food stores; recreational 
and •otor vehicle dealers; gasoline service 
station.; auto.otive part., accessories and 
services) and all other retail stores (in-
cludes liquor, wine and beer stores; and re-
tail stores, n.e.c.). 

APPENDICE I 

Definitions 

Conoerce de detail signifie, pour las be-
soins de Is present. publication, "l'ansemble 
des vent.& faitea per des points de vente au 
d6tail". 

Un point de vent, au detail, suivant 1s dó-
finition d. Statistique Canada, est un local 
d'affaires (habitu.l].ment un magasin) dont 
lactivitC principal, est Is vente de marchan-
discs at de services connmxas au grand public 
pour Is consommation ménagère ou personn.11e. 
Lea estimations relatives au commerce de dé-
tail no pr.nn.nt pas an compte Icm ventes di-
rectes, cest-è-dire les ventes qui no sont 
pas faites par lintermádiaire dun point de 
yenta au d6tail, per exemple les ventes direc-
tes par démarchage, les vent.s par distribu-
teur automatique, las vent.% de journaux ou de 
revues faites dir.ctem.nt par las imprimeurs 
at Cditeurs, at lea ventes faites par 1.m cer-
des du livre at les clubs da disques. Ii ny 
a quune •xc.ption: lea ventss des grands ma-
gasins faites per 1s poste ou par catalogue, 
qui sont classóes dans Is catdgorie des "maga-
sins de .archandis.. divers..'. En outre, Is 
commerce de detail no comprend pas 1.a vent.* 
au dótail des unitós auxiliaires, per exemple, 
entrepâ*s, sieges sociaux, etc., ni les vent.s 
des entrepreneurs dont lactivité principals 
no relève pas du commerce de dótail, ni 1.m 
opórations de dCtail entre particuliers. 

Las ventas nettes totales couprennent lea 
vent.s de marchandises neuves at doccasion at 
las rec.tt.s provenant da reparations, de lo-
cation de matóriel, de Is vents de repas at 
dautres activit6s de services, mains Is Va-
leur des r.ndus (marchandises retournC..), lee 
ajust.m.nts at les rabais. Las vent.s total.s 
nettes comprennent ógalement; 1s valaur des 
reprise., las commissions sur la vents de mer-
chandises appartenant a autrui (y compris las 
commissions touchCes pour Is vents de billets 
de loterie) at Is valeur au d6tail) des mer-
chandises pr6lev6ea par 1s propriCtaire pour 
son usage personnel. On no prend pas an compte 
lea recettes hors exploitation, les recouvre-
•.nts de mauvaisea crCances at lea taxes de 
vent. (taxe de vents provincial, at Is tax. 
sur 1.m produits at le. services (TPS)) 
persues pour Is compte dun organisue public. 

Las marchandissa du genre da cause venduas 
dane lee grands aagasine (MOON) correspondent 
au total du commerce de dC*ail moms les grou-
pes de commerce suivants: les .up.r.archCs 
dalimentation at 1.. Cpic.ri.sj  tous las au-
tree uagasins dali.entation; lea concession-
naires de v6hicules automobiles at r6cr.tifs; 
lea stations-service; les magasins de pièces 
at daccessoires pour vChicul.s automobil.. at 
services; at lea autres magasins de vents au 
detail (comprend las magasins de spiritueux, 
do yin at de bièra; at les mag.sins de vent* 
au dCtail, ri.c.a.). 

. 
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APPeNDIX II 

MTHODOLDOY 

Cc.ponents of the Unv.rs. 

The new business register or Central Fre 
Data Bas (CFDB) contains the survey universe 
for the Monthly Retail Trade Survey. The CFDB 
was developed as a common central f ram. for 
all business surv.ys, in order to provide 
standardized concepts, and generalized method-
ology and syst.ms. The overall quality of 
business and economic data are improved be-
cause of greater consistency, more accurate 
administrative data and great.r co-ordination 
of systems and proc.dur.s. Ultimately, all of 
Statistics Canadas business surveys will be 
redeveloped to op.r.te within this new envi-
ronment. 

The target population for the Ritail Trad. 
Survey consists of all statistical locations 
on the CFDB that are identified in the retail 
tr.d. sector. Th.se units comprise the sam-
pling f race for the Retail Trade Survey. 

The CFOB 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 r.pr...nts the largest 
component of the frame in terms of sales. The 
IP businesses may be r.pr.sented by several 
levels in their statistical entities which 
enables collection of the full range of eco-
nomic date for larg. organizations. Informa-
cation on these busin.sses is received from 
administrative tax files and the employer 
payroll deduction f 11. from Revenue Canada. 

The non-int.gratad portion r.pr.s.nts smal-
ler single entity businesses whose sales val-
ues iie below a calculated IP boundary. The 
Monthly Retail Trade Survey obtains its sta-
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 Me.. Sple 

The businesses in the target population are 
classified by industry using the four digit 
Standard Industrial Classification Code, based 
on the proportion of sales accounted for by 
each kind of business or by each type of com-
modity sold. The target population is also 
stratified by geographic region. Each indus-
try - geographical combination is divided into 
three sub-strata: take-all, large tak.-so.e 
and small teke-so.e. The take-all business.s 
are self-representing as they are included in 
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NITHODOLOGI! 

Couposantas da l'univers 

Le nouveau registre des entraprises ou Base 
de donnéss dii reelstre central (BDRC) rspr-
sent. luniv.rs de lEnquête mensuelle sur Is 
commerce d. dótail. La BDRC a ótó concue afin 
do servir de base do sondage centrals pour 
toutes los .nquêt.s-.ntr.pris.s, cc qui permat 
di normalis.r las concepts at di gónóraliser 
las methodis at lis systômss. La qualitó 
dens.mble dss donnéos co.m.rciales it cono-
miques est ainsi am6liore: on obtiant uns 
plus grande cohárenc., dos donnóes administra-
tivis plus ixactes at une m.ill.uro coordina-
tion des systôm.s at des procdur.s. Un jour, 
tout.s los .nquêtes-ontr.pris.s di Statistiqu. 
Canada seront rsmaniéss it s'intógrsront A ci 
nouvsau cadre. 

La population cibli di l'Enquêta sur 1@ 
commerce di dótail est formáe de tous los 
emplacements statistiqu.s dens Is BDRC qui 
apperti.nn.nt au sect.ur du co...rce do d-
tail. Ces units& constituent is bass de son-
dage do lEnquôte our In commerce de dtail. 

La base do sondage de Is BDRC eat divisóa an 
deux composant.s: Is parti. intógréa (P1) at 
In partie non int6gr6e (PNI). La premiere 
.nglob. tout.. 1.a entr.pri.es  i.portsntes qui 
ont une structure complexe at constitue Is 
co.posanto Is plus importante de Is bass an ca 
qui a trait aux ventes. L.a .ntr.pris.s de Is 
P1 p.uv.nt Ctre r.présentóes C plusi.urs ni-
veaux C lintórieur du cadre hirarchique do 
l.ntit6 statistiqu., ce qui p.rm.t Is col-
lects de In gamma complCte des donn.s 4cono-
•iques dana 1@ cas des grandis sociótós. Les 
rens.ign...nts sur ces antreprises sont tirós 
des fichiers administratifs des dáclarations 
dimpôt sur 1s revenu at des fichiers des 
co.pt.s do retenues our 1s pay. de R.v.nu 
Canada. 

La partin non in'tgr6m out con.titue des 
.ntrepris.s C antit6 simple de plus petits 
taillo dont is valsur des vent.s est sous In 
limits caicule do la P1. L'EnquCte mensu.11. 
our In com.erce do dótail tire ses .ntits 
statistiqu.s du fichi.r des co.pt.s de ret.-
nues our is pay. de Revenu Canada, cc qui 
p.rm.t dintégrer aux unites d. In PNI de 1s 
base las rensaignements l.s plus récents. 

Nouvel échantillan 

L.a .ntreprises de Is population cible sont 
classCes on fonction des codes C quatre chif-
fres de Is Classification type des industries, 
C partir de In proportion des ven*.s que re-
prósente chaque genre dentreprise ou encore 
chaque genre de marchandises vendues. La 
population cible eat aussi stratifis par 
rCgion góographique. Chaque combinaison bran-
ch. dactivitC - rdgion gCographique .st dlvi- 
5Cc an trois sous-strates: 	un. I tirugs com- 
plet, une 	grand. C tirage partial" at une 
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the sample with certainty. The taka-all sub-
stratum is comprised of designated companies 
such as department stores, companies operating 
in several strata, and companies operating in 
one strata with ruvanue greater than a calcu-
lated threshold. The large take-some and 
small-take-some units are classified by their 
revenue. 

In order to determine the industry by geo-
graphical strata sample sizes, the variance 
and total sales in each sub-stratum are calcu-
lated 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 including 
a sample of population births. In order to 
update the sample, not only to add births but 
also to reduce the burden of individual re-
spondents in the take-so.e strata, the set of 
units in the sampling frame are randomly dis-
tributed across a calculated number of panels 
within each sub-stratum. Panels are created 
so that the selected firms in the take-so.e 
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.um number of occa-
sions that a unit may remain in the sample, 
and the .ini.um nuub.r of occasions it must 
stay out of the sample. Once the original in-
sample panels are selected, sample rotation 
may be performed by periodically dropping a 
panel from the current sample and adding a new 
panel. 

Data callectiDn 

Data 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-
tacted either by mail or telephone, whichever 
they prefer. Data capture and preliminary 
editing 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 
i...diataly. Data and freee updates are trans-
eitted to Ottawa and loaded onto the survey 
data base several times during each cycle.  

"petits a tirag. partiel". Las entreprises de 
Is sous-strate I tirage complet sont autore-
presantatives puisquelies sont forcément 
intógres I 16chantillon. La sous-strate I 
tirage complet englobe les sociót6s dósignóes, 
comma las grands magasins, las sociétés on 
aciivitó dans plusiuurs strates at celles an 
activité dana une strata at ayan* des v.ntes 
supóriauras au suuil calculé. Las unites de 
Is sous-strate "grande I tirage partial" at de 
celia petite I tiraga partial sont ciassées 
selon leurs rec.ttes. 

Afin de determiner Is taille des óchantil-
ions pour les branches dactivité salon Is 
strata gáographique, on calcule Is variance at 
1s total des ventes dans chaque sous-strate at 
on utilise les résultats pour Is repartition. 
Celia-ci se fait suivant una methode qui par-
met da calculer Is nombre dunités I prélever 
dans Is strat. I tiraga partial I partir des 
deux critIres suivants: 1s coefficient de 
variation requis pour Is strate at, bien sür, 
1s nombre total d'unitós d'óchantillonnage de 
l'enquêt.. 

Léchantillon initial a óté prélevé a Is 
fin de 1988 at a été rafraIchi chaqua mois par 
lintroduction dun éch.n*illori de nouveiles 
unités de Is population. Lus unitós de Is 
base de sondage sont rCparties aléatoirement 
entra un nombre ótabli d. panels I l'intórieur 
do chaque sous-strate, C. qui p.rmet non seu-
lament de m.ttre a jour l'échantillon per 
lajout de nouvelles unites mais aussi de 
réduire Is fardaau da Is réponse des unites 
des strates I tirage partiel. La presence de 
panels p.rmst de supprim.r pour un tamps, par 
renouvellem.nt, las .ntreprises sélectionnées 
dans las stratus I tirage partiel at ainsi de 
réduire Is fard.au de Is répons.. L. nombre 
de panels de chaque sous-strate est calculé an 
fonction du teux déchantillonnage, du nombre 
maximal de cycles pendant lesquels une unite 
peut rester I l'intórieur de l'óchan*illon at 
du nombre minimal du cycles pendant lesquels 
ella doit rester a l.xtCrieur de l'échan-
tillon. Une fois las panels retanus dens 
léchantillon initial choisis, Is renouvelle-
cent de ldchantillon peut être effectué p6-
riodiquement par Is suppression dun panel do 
léchantillon courant et per lajout dun 
nouveau panel. 

collecte des damnées 

La collecte des donnCe., Is saisia das don-
nCes, Is verification préli.inaire at 1s suivi 
des non-répondants sont accomplis par las huit 
bureaux régionaux de Statistiqu. Canada. On 
co..unique avec las entreprises Cchentillon-
néas par Is posts ou par téléphone, salon cc 
queues préfIr.nt. La saisie des donnéas at 
Is verification préliminaire sont effactuáes 
an .I.e taeps afin de garantir Is validité des 
données. On fait immCdiatement 1s suivi pour 
les antitCs de collecte qui nont pas répondu 
ou pour callus dont las données contiannent 
des arreurs. Las mises a jour aux données at I 
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S These revised procedures have resulted in much 
improved response rates (approximately 90Z 
response is achieved for preliminary esti-
mates). 

Statistical Edit and Imputation 

Data is analyzed within each trad, group and 
geographic region. Extreme values are listed 
for manual inspections in an order of priority 
determined by the magnitude of the deviation 
from averag, behaviour. Records which fail 
the statistical edit are considered as out-
liers and are not used in calculating imputa-
tion variables such as monthly trends) 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 
includ.j using a monthly or yearly trend, the 
cell mean, annual data divided by twelve, or 
historical values. If there is insufficient 
data for an imputation cell Itrade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

There is an identifiable lag betw.en 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 previous year. Backward 
imputation for births is accomplished using 
inverse monthly trends and produces an im-
proved level estimate for revised data. 

Estimation 

la base sont transmises a Ottawa at elles sont 
entrées dens la base do données de l'enquet. I 
plusieurs reprises au cours de cheque cycle. 
Ces procedures révisées onE eu pour consé-
quence de meilleurs taux da rCponse (on ob-
tient environ 90% de réponses pour los estima-
tions provisoires). 

Vriliaation statistique at imputation 

Les données sont analysées I Pintérieur de 
chaque groups de commerce at region géographi-
qu.. Les valeurs extrôm.s sont inscrit.s sur 
une list., pour quon puisse an faire un con-
*râie manuel, suivant un ordrs de priorité 
qui est fonction de l'ampieur de iócart par 
rapport A Is mayenne. Les enregistrements qui 
sont rejetCs A la vórification statistique 
sont considérds comme des valeurs aberrantes 
at no servent pas au calcul des variables 
dimputation (comme lea tendances merisuell.$) 
utiiisCes par is système dimputation. 

On impute une estimation aux .nregistrements 
d.s .ntr.prises n'ayant pas répondu I temps ou 
dont les vent., déclarC.s ont été r.j.tóes A 
Is verification prCliminaire. Diverse, métho-
des dimputation sent utilisCes, Is choix de 
Is methods etant fait automatiquement par 1s 
système an fonction de Is disponibilite des 
données requises, 1e système peut notamment 
utiliser les tendanc.s mensuelles ou annual-
les, Is moyenne do Is cellul., les donnC.s 
annuelles divisCes par douze ou 1.a veleurs 
historiques. Sil manque des données pour Is 
c.liuie dimputation (groups de commerce par 
region gCographique), celle-ci est autometi-
quem.nt combinCe avec des caliules se.blabi.s. 

Ii y a un décalage p.rceptibl. .ntre 1s 
mo.ent øü lentreprise ouvre ses porte, at 
c.lui oQ die figure dana Is been de len-
quote. Afin do compenser leffet d. co r.tard 
our lea estimations mensuelles, on impute A 
rebours, jusqul Is date de cróation de Is 
nouvelle unite ou jusquau ddbut do lannáe 
précédente (selon 1s plus lointaine des deux 
dates), les ventea des nouv.11es unitCs de 
lCchantillon. Limputation A rebours des 
nouveiles unitóa repose sur les tendanc.s 
m.nsu.11es inverses at produit une estimation 
da meilleur niveau pour isa donnCes rCvisóes. 

Estimation 

Total retail sales are estimated by increas-
ing the in-sample sales results by an estima-
tion weight. An initial weight equal to the 
inverse of the original probability of selec-
tion is assigned to each entity. The weights 
are subsequently adjusted for achieved sample 
size, in order to inflate the estimate to 
represent the entire current population. The 
calculated weighted sales values are summed by 
their domain, to produce the total sales esti-
mates by stratum. A doaain is defined as the 
most recent classification values available 
from the CFOB for the statistical entity and 
the survey reference period. These domains 
may differ from the original sampling strata 
because records may have changed in size, 

On .stime is total des ventes au detail on 
affectant dun coeffici.nt dsstimation is* 
chiffr.s des ventes des unitds Cchantiilon-
nC.s. Un poids Cgal A linverse de Is probe-
bilité de selection est attribué au depart I 
cheque entité. Les poids sont ensuite ajustós 
an fonction de 1s taille de lCchantillon 
obtenu, ce qui peraat da gonf let lesti.ation 
pour queue reprCs.nte isns.mble de ia popu-
lation courante. L.a chiffrea des ventes 
pondCrCs ainsi calculés sont additionnCs par 
domains ce qul donne les verttes totales esti-
matives per strate. Par domain., on entend 
1.e valeurs de classification les plus ré-
centes disponibl.s dens Is BDRC pour lentitC 
statistique at Is periode do rCfórence de 
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industry, or location. Changes in classifica-
tion are reflected immediately in the esti-
mates and do not accumulate over time. 

Period-to-period comparisons can reflect 
factors other than a general sales trend, such 
as adjustments to the sample and reclassifica-
tion of sampled firms to different trade 
groups. They should thsrefore be used with 
caution. 

Non -p1oysr Estates 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately 2Z of 
total retail trade, the significance of these 
businesses varies widely by trade group and 
region. Survey estimates are supplement.d by 
esti,u.tes for non-employer businesses which 
were derived from an analysis of incom, tax 
data from 1984 to 1987. There are approxi-
mately 30,000 unincorporated owner operated 
retail businesses in Canada.  

l.nquête. 	Les domaines peuvent être diffó- 
rents de la strata d'óchantillonnage initiale 
lorsque la taille, la brancha dactivitó ou 
1 emplacement des unitós reprós.ntóes per las 
enregistre.ents ont subi des modifications. 
Les changements de classification sa répercu-
tent immódia*euient sur las estimations at no 
saccumulent pas avec 1. temps. 

Las co.paraisons dune periods a lautre 
peuvent traduire des facteurs autres quune 
t.ndance générals des ventes, par example 1; 
modification da léchantillon at la reclassi-
fication des firm.s óchantillonnáes a dautras 
groupes commerciaux. Il faut donc las utiliser 
avec prudence. 

Isti.ations pour lii entrepris.s n 'ayant pas 
da salaries 

Las entr.prises nayent  pas de salariós no 
sont pas reprós.ntó.s dans la partio non inté-
gre. de la BDRC. Elles no constituent qua U 
environ de lensemble du commerce de detail 
mais leur importance vane considérablement 
selon 1e groupe da commerce at la region. Les 
estimations do lenquôte sont complété.s par 
d.c estimations pour les entreprises nayant 
p.s de salaries, qui ont été calculées i par-
tir des donnée, fiscal.s de 1984 1 1987. Il y 
a environ 309000 entreprises de detail non 
constituées an société exploitá.s par l.ur 
propriCtair. au  Canada. 



. 

. 

APPENDIX III 

Data R.1.bI21ty 

The statistics in this publication are esti-
mat.s derived from a sample survey and, as 
such, can be subject to errors. The following 
•.terial is provided to assist the reader in 
the interpretation of the estimates publish.d. 

5p1áng and Non-spling Irrora 

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

Spling 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 estiaation. For exa.ple, 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 proc.dur..) 

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 some general survey 
conditions. The most important feature of 
probability sampling is that the sampling er-
ror can be measured from the sample itself. 

Non -u.p1ng trrors 

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

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

Date r.spons. errol. 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. 

APPENDICE III 

Fiabilité d.c données 

Ce bulletin prósen*e des estimations fondées 
sur une enquê'te per óchantillonnage qui ris-
quent, par consóqu.nt, d'être entachees der-
reurs. La section qui suit vise ê faciliter, 
pour In lecteur, linterprétation des esti.a-
tions qui sont publiées. 

Erreurs d'óchantil]onnage at autros erreurs 

Lea estimations ótablies sur In base dune 
enquête par óchantillonnage sont sujettes ê 
différents types derreurs. On les regroupe an 
deux grand.a catégories: les erreurs qui sont 
dues & ldchantillonnage at celles qui no Is 
sont pa.. 

Erreura d 'éohantillonnag. 

Ce genre derreur exists parce que les ob-
servations portent uniquement sur un échantil-
ion, at non sur lensemble de Is population. 
Lerreur depend de facteurs 'tele que In taille 
de lCchantillon, la variabilitA de Is popula-
tion, Is plan de sendage at la méthode desti-
mation. Pour une taille donnée dCchantillon, 
per exemple, lerreur déchantillonnage sara 
fonction de 1s mCthode de stratification adop-
tee, de l'attribution de l'échantillon, du 
choix des unites sondCes at de 1s mCthode de 
selection. (On peut même, dans 1s cadre dun 
seul plan de sondage, effectuer plusieurs cal-
culs pour arriver a Ia methode destimation la 
plus .fficac..) 

Comma, dans une enquCte p.r Cchantillonnage, 
on tire des conclusions sur lense.ble dune 
population & partir des données conc.rnant une 
partie seule.ent, las rCsultats seront proba-
blement différents de ceux quon aurait obte-
nus an racensant toute In population dans les 
mêmes conditions. La principale caractCristi-
qua des sondages probabilistes, cest qua 
lerreur dCchantillonnage peut être directe-
ment mesurée I partir de léchantillon. 

Err.urs rn lióss 1 1' Achantillonnage 

Ces erreurs se retrouvent tant dans les re-
cense..nts que dans les enquItea per óchantil-
lonnage. Elles sont dues I un ou plusieurs 
facteurs parmi las suivants: 

La ahp aouvert par I'enqult.. Lerreur peut 
résulter dun listage inco.plet at dune cou-
verture insuffisante de In population visé.. 

La rpons.. Ici, lerreur peut Itre attribua-
ble I Is conception du questionnaire at aux 
caractéristiques de In question, I lincapaci-
*6 ou au refus de l.nquItó de fournir des 
r.nseignements exacts, I linterprCtation fau-
tive des questions due I des problImes dordre 
sC.antique, ou aux variations, d'un intervie-
wer I lautre, dans lexplication des ques-
tions ou dana linterprétation des rCponses. 
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Non-response error. Some respondents may re-
fuse to answ.r 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 date 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 rats 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. With regard to the 
estimates of this publication, all attempts 
have been made to minimize the non-sampling 
errorsi units have been defined in a most pre-
cise manner and the most up-to-date listings 
have been usedi 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 questionnair.slj 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 Spling and Non-spling Errors 

Spling 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 some 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 sa.pie, 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 an the value which 
would be obtained if a census enumeration was 
taken under identical conditions of collection 
and processing. An e.ti.ate calculated from a 
sample survey is said to be precise if it is 
near the expected value. 

La non-réponse. Cerkains enquêtós refusent de 
rópondre, tandis que dautr.s an sont incapa-
bl.s ou encore rópondent trop tard. Les don-
noes relatives aux non-rOpondants peuvent ôtre 
imputOes a partir des chiffres fournis par lea 
rOpondants ou a 1 aide des statistiques antO-
rieures sur les non-rOpondants, lorsque ccl-
les-ci existent. On no connalt gOnOralemant 
pas avec prOcision limportance de lerreur 
dimputationi celle-ci vane beaucoup selon 
lea caractOristiques qui distinguent lea rO-
pondants des non-rOpondants. Comme cc type 
d'srr•ur prend habituellement de lampleur a 
mesure que di.inue is taux de réponse, on 
s'efforce d'obtenir 1s meilleur taux do rOpon-
se possible. 

Le trait..ent. Lerreur peut se produire bra 
des diverse. Otap.s du traitement, telles que 
Is codage, lentrOe, 1s verification, Is pon-
dOration at Is totalisation, etc. 

Il est difficile de mesurer lea erreurs non 
hOes a lOchantillonnage. 0o plus, il faut 
les cerner a un niveau oCi elles no nuisent pas 
a lutilisation ou a linterprOtation des 
chiffres d6finitifs. Quant aux estimations du 
prOsent bulletin, tout a 6t4 mis on oeuvre 
afin de minimisar lea erreurs non hOes I 16-
chantillonnage. Ainsi, lea unites ont OtO dO-
finies avec beaucoup de prOcision, au moyen 
des listes l.a plus I jourl les questionnaires 
ont OtO consus avec soin afin de rOduire au 
minimum lea diffOrentea interprOtations possi-
bles (on a d.mandO aux interviewers do poser 
lea questions tell.* quelles figurent aux 
questionnaires)J les div.rse. Otapea de vOn-
fication at de traite.ent ont fait lobjet de 
contrôles dacceptation d6taillOs on na ab-
solument rien nOgligO pour que be taux do non-
rOponse at Is fardeau do rOponse soient fai-
bles. 

&valuation de I 'errsur d 'Ochantil]onnage at de 
I'erreur non hOe * l'Ochantihlonnage 

tvaluation ds 1 'sri-our d 'Ochantillonnags 

LOchantillon utilisO aux fins de Is prOsen-
te •nquIte est un d.a nombreux Ochantillons de 
même taille qui aur.ient Pu Itre choiais salon 
is même plan at lea mômes conditions. Si cha-
que Ochantilbon pouvait fairs lobjet dune 
enquâte menOs essentiellement dana lea .ê.es 
conditions, ii faudrait sattendre a cc que 
leatimation calcul6m vane dun Ochantilbon a 
lautre. On no..e valour probable l.stima-
tion moyenne obtenuo de tous lea Ochantillons 
possiblas. Autre.ant dit, Is valeur probable 
eat calls quon obtiendrait on recensant toute 
1* population dane des conditions identiques 
de collects at de traitemunt. Uns estimation 
calculCe a partir dune enquIte per Ochantil-
bonnage not dite précise borsqu.hle sap-
proch. da 1s valeur probable. 
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Sa.ple estimates 	may 	differ from this 
expected value of the estimates However, 
since the esti.ate is based on a probability 
sample, the variability of the sample estimate 
with respect to its .xp.cted value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the averag., over all possible sam-
ples, of the squared difference of the •sti-
mate from its expected value. 

Once the sa.ple estimate and the variance of 
the sample estimate are derived, other me.-
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 co.ffiajent 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, les estimations fondóes cur un óchantil-
lon peuvent no pas correspondre I Is valeur 
probable. Cependant, comae les estimations 
proviennent d'un áchantillon probabiliste, il 
est possible den mesurer Is variabilit6 per 
rapport I leur valeur probable. Ainsi, In va-
riance dune estimation, qui an luesure Is pr4-
cision, cc dófinit comme Is moyenne, parmi 
tous lea echantillons possibles, des carrós de 
Is diffrence entre lestimation at Is veleur 
probable. 

Une lois qu'on a calcul6 lestimation at sa 
variance, il devient possible de mesurer Is 
prócision autrement. Per exemple, I'erreur-
type, soit In racine carróe de Is variance, 
mesure lerreur déchantillonnage dans Is même 
unit6 que lestimation len dollars, notam-
menU. Autrement dit, l'erreur-type mesure Is 
prócisjon an tarmes absolus. Par contre, In 
ocefficient de variation , cast-I-dire icr-
reur-type divisáe par leatimation, mesure In 
precision an termes relatifa. Ainsi, l'amploi 
du coefficient de variation facilite Is compa-
raison de lerreur dCchantillonnage de deux 
estimations. 

Dane cette publication, on utilise Is coef-
ficient de variation pour Cvaluer lerreur 
dóchantillonnage des estimations. Cependant, 
puisque 1s coefficient de variation publiC 
pour cette enquêts ast calculC I partir des 
rCponses des unites, ii mesure aussi une cer-
tame erreur non liCe I l'Cchantillonnage. 

Voici Is formule utilisCe pour calculer lea 
coefficients de variation du tableau 3 

SIX) 
	

S(X) 
CVI X) 
	

CVIX) = 
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 esti..te of *12,000,000 has a coefficient 
of variation of 10?., the standard error will 
be $1,200,000 or the estimate •ultiplied 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 $10,800,000 and 
*13,200000. Or, it can be stated with 95Z 
confidence that the expected value will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
between $9,600,000 and $14,400,000.  

dans laquelle X eat lestimation at SIX) eat 
iCcart-type de X. 

Lerreur de X eat exprimCe on pourcentage 
dana cc bulletin. 

Lastimation at Is coefficient de variation 
nous permettent de construire des intervalles 
de confiance autour da iestiaation. Ainsi, 
pour notre Cchantillon, on peut affirmer qua-
vec une confiance donnCe, Is valeur probable 
out comprise dane lintervalle de confiance 
construit autour de lestimation. Per exemple, 
si Is coefficient de variation dune estima-
tion de $12,000,000 est Cgal I 10Z, lCcart-
type sera de *1,200,000, soit lestimation 
aultipliCe per Is coefficient de variation. 
Alors, on peut affirmer avec une confiance de 
68% que Is valeur probable aera contenue dens 
lintervalle dune longueur égale I un Ccart-
type autour de lestiaation, soit entra 
*10,800,000 at $13,200,000. Ou encore, on peut 
affirmer avec une conf lance de 95Z que Is va-
leur probable sera contenue dana lintarvalle 
dune longueur da deux Ccart-typea autour de 
lestimation, soit entre $9,600,000 at 
$14, 400 , 000 
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Non - spling Error M.asuras 

The exact population valu, 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 blais. 
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 80Z. 

Joint Interpr.tation of Neasursa of Error 

The measure of non-response error as well as 
the coefficient of variation must be consid-
.red jointly to have an overview of the quali-
ty of the estimates. The lower the coefficient 
of variation and the higher the r.sponse frac-
tion, the b.tt.r will be the published as-
t i mats.  

tvaluation da l'srrsur non 2ids a 1 06ohant1-
2onnag. 

Lenquête par 6chantillonnage at In r.cmnse-
•ant charch.nt tous deux I determiner la 
valeur axacte de lansambl.. Lastimation est 
dite précism si ella se rapproche da catta 
valour. Bian quil sagisse dune valeur sou-
haitabla, ii nest pas réalista da supposar 
qua Is valeur exacts de chaqus unite de lan-
semble ou da lechantillon peut êtra obtanue 
at traitCe sans arraur. La diffór.nc. .ntre Is 
valaur probable at Is valsur .xac*a da len-
sambla sappella Is biais . On no paut calcu-
lar las biais systómatiqu.s dus donnéas an ra-
courant aux masuras da probabilitó de lerreur 
déchantillonnaga dócrit.s plus haut. La prC-
cision duns estimation est dtsrminóe par 
1sf fat conjuguá des erraurs d'óchantillonnaga 
at des arr.urs non hess I lechantillonnage. 

Una source derraur non lie. I lóchantii-
lonnaga, ast larr.ur due I Is non-róponse. Le 
tableau 3 prCsente lus fractions de réponsa 
afin daider lutihisataur I evalusr as genre 
darraur. La fraction da réponse est Is taux 
de rCponse des donnCss, cast-I-dire ha pro-
portion da lastimation da léchantillon qui 
ast fondés sur dss données déclaré.s. Per 
.xempl., 1s taux de réponse duns cehlule co.-
portant un dchantillon da 20 unites dont cinq 
répondent lors dun mois donné att.indrait 
25Z. Cepsndant, si las cinq unites déclarantes 
r.prCsentsnt $8 millions sur lastimation glo-
bal. d. $10 millions, Is fraction de rCponsa 
s611v.rait I 80Z. 

Interpretation sioultanée dam ..sur.s d'err.ur 

Il faut tenir compte simultanément de Is 
assure d'.rreurs non hié.s I léchantillonnage 
ainsi qus du coefficient de variation pour 
avoir un ap.rcu do Is quahité des estimations. 
Plus is coefficient de variation sara bas at 
qua Is fraction da répons. sara ClavCe, •sil-
laura sera lastimation pubhiCe. 
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APPENDIX IV 

Seasonal Adjus.nt 

Economic time series contain the elements 
essential to the description, explanation and 
forecasting of the behaviour of an economic 
ph.nom.non: "They are statistical records of 
the evolution of economic process.s 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-
iat.d 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 
quslity, 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 and of the 
original series before it is seasonally ad-
justed per se The esti.ated data Cr. derived 
from forecasts using ARIMA (Autoregressive In-
tegrated iloving 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 
s.00th 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- 

APPENDICE IV 

Désaisonnalisation 

Les sóries óconomiques temporelles ou chro-
nologiques comportent las óláments essentiels 
I la description, l'axplication at Is prévi 
sion du comportement d'un phónomIn. économi- 
qua. "Co sont des dossiers statistiques de 
l'volution des processus áconomiques dans 1. 
temps"(l). L'observation par les ócono.istes 
at las statisticiens de i'activitó óconomique 
a laids des sries te.por.11.s a donc permis 
de distinguer quatra composantes principales 
du comporternent des sries temporelles: la 
tendance I long terms ou trend, le mouvement 
cycliqu., les variations saisonniIr.s at las 
fluctuations irrógulièr.s ou accidenteiles. 
Ces mouvements sont causs par diffórents 
facteurs, soit 6conomiques, climatiqu.s ou 
institutionnels. Les variations saisonniIr.s 
sont las fluctuations póriodiques plus ou 
moms reguliIres qui se produisent au cours 
dune annes an raison du cycle mótóorologique 
normal, des congCs fixes at dau*r.s Cvóne-
ments qui an répôtent A intervalles avec une 
certaine rógularitó pour influencer de fsgon 
significative In taux d'sctivitC. 

Afin de favoriser l'in*erprCtation exacts de 
i'Cvolution fondamantale d'un phCnomAne Ccono-
mique at de produire une meilleur. prCdic*ion, 
Statistique Canada rajuste lea sóries tempo-
relies au moyen de is móthode de d6saisonnali-
sation X-11-ARMMI(2) afin de juste.ent minimi-
ser l'impact des variations saisonniAres sur 
les sCries. Cette technique consist. essen-
tiellement I ajouter lea estimations dune 
annCe de donnCes bru*.s I l'extrCmitd de is 
aCne irtitiale avant de procCder A is dCsai-
sonnalisation propr...nt dite. Las donnCes 
estimatives proviennent d'.xtrapoiations pros-
pectives róalisóes per des modèl.s ARMMI mo-
dIles autorgressifs I aoyennes mobiles int'-
grCes) du type Box-Jenkins. 

La partie X-11 du program.. X-11-ARMNI fait 
surtout appei A ia mCthode de rapport eux 
.oyennes mobiles pour at fectu.r 1e lissage de 
is sCrie modifiCe at obtenir une estimation 
provisoire de is *endance-cycle, calculer lea 
rapports de 1a sCri. initial. (ajustC.) aux 
estimations de la tendance-cycie, at estimer 
les facteurs saisonniers A partir da c.s dits 
rapports. Las fact.urs saisonniers dCfinitifs 
no sont produits que iorsque ces opCrakions 
ont CtC exCcu*Ces A plusieurs reprises. Ces 
Ctapes dCt.ruinant ies facteurs saisonniers 
nCcessaires au calcul des donnea dCsaisonna- 

fl 

. 

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

2 For further information see the X-21-A5D4A 
Seasonal Adjus.nt Method, by Estelia Bee 
Dagum, Statistics Canada,Ca*aiogu. 12-564E, 
Occasional. 

I La dCsaisonnalisation des sCries t..por.iles 
Cconomiqu.s: qu.lques r.marqu.sJ tir6 d. is 
Revue statistique dii Canada, coOt 1974. 

2 Pour de plus ampies informetions voir La 
êthode de désaisonnalisatisn X-ll-ARII, 
par Estella Be. Dagum, Statistique Canada, 
no 12-564F su catalogue, hors sCrie. 
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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 months 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 movementsi to 
get a better idea of the underlying trend, 
users should examine several months of the 
se.son.11y adjusted series. 

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

lisóes finales sont exécutóes a chaque mois. 
Cette approche garantit qua la série non-dé-
saisonnalisé., a partir do laquelle sont cal-
culées los estimations dos factours saison-
fliers, inclut toutes lea donnó.s lea plus ré-
centes r.lative.ent I ladite srie, c.-I-d., 
lea donnóes qui portent sur le mois courant at 
lea données róvisóes du isois précédent. 

Bien quo la d6saisonnalisation permette do 
mieux comprendre Ia tendance-cycle fondamenta-
1e d'une s6rie, Ia sórie d6saisonnalis6e n'en 
contient pas mains une composante irrógulière. 
Do lágères variations d'uri mois i l'autre dana 
1a s6rie d6saisonnalis6. pauvont n'être quo do 
simples mouvements irróguliersj pour avoir une 
.oilleure idóe do la tendance fondamentale, 
lea utilisateurs doivent donc examiner lea 
sóries dósaisonnalisóes d'un certain nombre do 
mois. 

Lo total d6saisonnalis6 au niveau du Canada 
est dórivó do "facon indirecte" on faisant la 
somme des genres do commerce désaisonnalisés 
séparémont au préalable. 
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APPENDIX V 

TRADE GROUP COVERAGE 

010 Srearkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except superrk.ts) 

020 All Other Food Stereo 

6013 Bakery products stores 
6014 Candy and nut stores 
6015 Fruit and veg.table stores 
6016 Most markets 
6019 Other specialty food stores, n.e.c. 

030 Drugs and Patant Med ioine Stares 

6031 Pharcies  
6032 Patent medicine and toiletries stores 

040 Shoe Stares 

6111 Shoe stores 

030 Men's Clothing Stores 

6121 Mans clothing stores 

040 	s.n's Clothing Stores 

6131 Nomens clothing stores 

070 Other Clothing Stores 

6141 Childr.ns clothing stores 
6142 Fur goods stores 
6149 Other clothing stores, n.e.c. 
6151 Fabric and yarn stores 

080 Mausahold Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

6213 Furniture 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 Ibusehold Furnishings Stor.s 

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

100 Motor Vehiol. and Recreational V.hiola 
Dsalars 

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

6322 Boats, outboard .otors and boating 
accessories dealers 

6323 Motorcycle end snowmobil, dealers 

6329 Other recreational vehicl, dealers 

APPENI3ICE V 

OGJVERTtJIE DES GROUPES 0! COI9ERCI 

010 $upersarchês d'aliaentation at épiceri.s 

6011 upermerchés dalimentation 
6012 Epiceries (sauf les sup.rmsrchás) 

020 Tous leo autr.s .aguins d'aliasntatinn 

6013 Boulangeries-pItisseries 
6014 Confiserias at magasins de noix 
6015 Magasins d, fruits at lógumes 
6016 Marches de viande 
6019 Autres magasins d'ali.entation 

spécialises, n.c.a. 

030 Pharmacies at sagas ins de .édic.nts 
bresetSs 

6031 Pharmacies  
6032 Magasins de médicaments br.v.tós at do 

produits d. toilette 

040 Magasins da chaussurss 

6111 Magasins cia chaussures 

050 Piagasins de v8tesents pour home.. 

6121 Magasins do vêtements pour hoes 

040 Magasins de v8t...nts pour dames 

6131 Plagasins do vátements pour dames 

070 Autres .agasins de v8ts..nts 

6141 Plagasins cio vê*ements pour enfants 
6142 Magasins ci. fourrures 
6149 Autres magasins da vâte.ents, rica. 
6151 Magasins de tissus 

at 
 ci. files 

080 Plagasins de oeubles at d'appareil.s 
.énag.rs 

6211 M.gasins de meubles cia maison 
(avec appareils managers at accassoires 
dameubiement) 

6212 Magasins de meubles cia saison 
(sans appareils sénagers ni accssoires 
dameublement)  

6213 Ateliers de reparation de macthles 
6221 Ilagasinsdapp.reils mónagers, de pastes 

do television e-t cio radio at dappareils 
stCréophoniqu.s 

6222 M.gasins cio postes cio tClCvision at cio 
radio at dapparalls stéréophoniques 

6223 Ateliers cio reparation dapparsils 
t agers, cio post.. cio tClivision at do 
dio at dappareils stCréophoniques 

090 Plagasins d' aoa.sseires d 'eil..ent 

6231 Megasins de r.vCtements do sol 
6232 Megasins ci. tentures  
6239 Autres magas ins d accessoires d a.eublanent 

100 conc.ssionnaires de vAhicul.s wbiles 
at rdordatifs 

6311 Concessionna ire. d automobiles rpeuvos 
6312 Concessionnaires dauto.obilos d'occasion 
6321 Marchands da roulottas motorisá.s at cio 

roulottes do voyage 
6322 M.rcharids cio bateaux, d..oteurs hors- 

bard at dacessoires pour batoaux 
6323 Marchands do motocyclettes at do 

.o*one iges 
6329 Autras marchands ci. véhicules do loisir 



110 Gasu line Service Stations 

6331 Gasoline service stations 

120 Auto.otive Parts, Accessories and 
Services 

6341 Ho.e and auto supply stores 
6342 Tire, battery, parts and accessories 

store. 
6351 Garages (general repairs) 
6352 Paint and body repair shops 
6353 Muffler replacement shops 

6354 Motor vehicle glass replacement shops 

6355 Motor vehicle transmission repair and 
replacement shops 

6359 Other motor vehicle repair shops 

6391 Car washes 
6399 Other motor vehicle services, n.e.c. 

130 General Merchandise Srss 

6411 Department stores 
6412 General stores 
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Se.i-Durable Goods Sthres 

6511 Bookend stationery stores 
6521 Florist shops 
6522 Lawn and garden centres 
6531 Hardware stores 
6532 Paint, glass and wallpaper stores 

6581 Toy and hobby stores 

6582 Gift, novelty and souvenir stores 

150 Other Durable Goods Stor.s 

6541 Sporting goods stores 
6542 Bicycle shops 
6551 Musical instrument stores 
6552 Record and tape stores 

6561 Jowellery stores 
6562 Match and )ewellery repair shops 

6571 Camera and photographic supply store. 

160 Dth.r Retail Sras 

6021 Liquor stores 
6022 Mine stores 
6023 Beer stores 
6591 Second-hand merchandise stores, n.e.c. 

6592 Opticians shops 
6593 Art galleries and artists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and toobstono dealers 

6596 Pet stores 
6597 Coin and staap dealers 

6598 Mobile home dealers 
6599 Other retail stores, n.e.c. 

110 Stations -service 

6331 Stations-service 

120 Magasins de pièces at d'acc.ssoires pour 
véhicules autmeobiles at services 

6341 Magasins de fournitures pour Is rmison at 
pour lautomobile 

6342 Ma9asins de pneus, d'accumulateurs, do 
pieces at daccessoires 

6351 Garages (reparations génCrales) 
6352 Ateliers de peinture at de carosserie 
6353 Ateliers do reeplacement de silencieux 

6354 Ateliers de repplacement do glaces pour 
véhicules automobiles 

6355 Ateliers do reparation at de 
reilacemen* do boI±es do vita..e do 
véhiculas automobiles 

6359 Autros ataliers do reparation do 
véhicules automobiles 

6391 Lava-autos  
6399 Autres services pour véhicules 

automobiles, n.c.a 

130 Magesins do marchandises divorces 

6411 Magasins è rayon. 
6412 Magasins génáraux 
6413 Autres magasins de merchandises diverses 

(bazars at rmgasins do merchandises 
diverses) 

140 Autr.s .agasins do produits s..i-durable. 

6511 Librairies at p.peteries 
6521 Fleuristes 
6522 Centres de ardinage 
6531 Quincailleries 
6532 Magasins do peln*ura, do vitro at do 

papier point 
6581 lagasins do jouets at darticles do 

loisir  
6582 Magasins do cade.ux, darticles do 

fantaisie at do souvenir. 

150 Autres aagasins do produits durables 

6541 Magasins darticles do sport 
6542 Magasins debicyclettes 
6551 Magasins dinstruments do imasique 
6552 Magasins do disques at do bandes 

megnétiques 
6561 Bijouterios 
6562 Ateliers do reparation do .ontres at do 

bl)oux 
6571 Magasins dappareils at do founitures 

photographiques 

160 Autres .agasins do vents au detail 

6021 Magasins do spirituoux 
6022 Megasins do yin 
6023 Maga.ins do bier.  
6591 Magasins do merchandises doccasion, 

n.c.a. 
6592 Opticiens 
6593 Calories dart at megasins do 

fournitur.s pour artiste. 
6594 Magasins do bagag.s at do meroquinerie 
6595 Magasins do monuments funéraires at do 

pierre. tothalos 
6596 Magasins danimaux do naison 
6597 Marchands do pièces do moivaie at do 

t iidres 
6598 Morchands dom.isons mobiles 
6599 Autres m.gasins do vente au detail, 

nc... 
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PRODUCTS SHIPPED BY CANADIAN 
MANUFACTURERS is the most com-
prehensive hsting of the values and quan-
tities of over 4500 commodities shipped 
by Canadian manufacturing firms. 

The report provides a comparative 
analysis of all products manufactured in 
Canada for the years 1984, 1985, and 
1986. It enables manufacturers, research 
consultants, trade and other organizations 
to evaluate their competitive position in 
the market place as well as to obtain an 
overview of the manufacturing sector. 

Commodities listed range from hydraulic 
turbines to plastic drinking straws to 
pasta. 

This is the last issue to use the Industrial 
Commodity Classification and includes 
provincial data for 1986. 

Order your copy of PRODUCTS SHIPPED 
BY CANADIAN MANUFACTURERS 
(Cat. No. 31-21 1), $60 in Canada and 
US $72 in other countries, by writing to: 

Publication Sales 
Statistics Canada 
Ottawa, Ontario 
K1A 0T6 

or contact your nearest Statistics Canada 
Reference Centre. For faster service, call 
toll-free and use your VISA or Master-
Card. 1 -800-267-6677 

La publication intitulée PRODUITS 
LIVRES PAR LES FABRICANTS 
CANADIENS constitue Ia liste Ia plus ex-
haustive de Ia valeur et de Ia quantite de 
plus de 4 500 produits expédiés par les 
entreprises de fabrication canadiennes. 

Le rapport fournit une analyse comparée 
de tous les produits fabriqués au Canada 
en 1984, 1985 et 1986. II permet aux 
fabricants, aux experts-conseils en re-
cherche et aux organismes commerciaux 
et autres d'évaluer leur place concurren-
tielie sur les marches ainsi que dobtenir 
un aperçu du secteur manufactuner. 

Les produits énumèrés vont des turbines 
hydrauliques aux pates alimentaires, en 
passant par les pailles en plastique. 

II s'aglt du demier numéro a se servir de 
Ia classification des produits industriels; II 
comprend des données provinciales pour 
1986. 

Pour commander votre exemplaire de 
PRODUITS LIVRES PAR LES 
FABRICANTS CANADIENS (n° 31-211 
au catalogue), a raison de 60 $ au 
Canada et de 72 $ US dans les autres 
pays, veuillez écnre a: 

Vente de publications 
Statistique Canada 
Ottawa (Ontario) 
K1A 0T6 

Vous pouvez également communiquer 
avec le Centre regional de consultation 
de Statistique Canada le plus proche. 
Pour un service plus rapide, composez 
sans frais le 1-800-267-6677 et servez-
vous de votre carte VISA ou MasterCard. 
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YourFifle to 
unflerstandi'O ng 
cafladflos  
er000my  

The structure of Canada's economy can seem 
difficult to understand. What do we produce? 
Now do we produce If? Who buys It, 
and who sells it? Statistics Canada's 
new publication, the GUIDE TO THE 
INCOME AND EXPENDITURE ACCOUNTS 
addresses these puzzling Issues and 
explains how the Income and Expondi 
lure Accounts (IEA) will enrich your 
understanding of our economic 
system. 

At the ceIn ui flhFuLLuIh)iUI: iiUU\ H dflU pucv-niakInU 
in Canada, the lEA show how various groups like house-
holds. businesses and governments raise revenue and 
expend it to purchase goods and serves. Together the 
lEA afford an opportunity to assess the performance of the 
national and provincial economies. 

Developed for both economic specialists and general users, the (uide is 
the first in a series that will fulls' document Canadas system of national and 
provincial accounts. In four concis chaplers, the Guide examines a compre-
hensive range of topics. including: 
• Who uses the LEA and for vht ::qs 
• The role of the LEA within Canadds System of National Accounts (SNA) 
• The impact of the Historical Revision of 1986 
• Why GDP. rather than GNP. is the central aggregate of the system 
• The significance of the Sector Accounts to understanding how a modern 

economy functions 
• The importance of Constant Price Estimates to both the lEA 

and the SNA 
• How the GDP estimates are calculated 
• How the quality and reliability of the lEA estimates are assessed 

The Guide also presents dozens of tables to clearly illustrate theoretical 
examples and to help you fully understand technical aspects of the lEA. 

For business strategists, students, economic analysts and current users of SNA 
data. the Guide is a must. Order the Guide to the Income and Expenditure Accounts 
(Cat.# 13-603E. No.1) for only S35 in Canada. US$42 in the United States and USS49 
in other countries. Call toIl-free 1-800-267-6677 and use your Visa or MasterCard, 
Fax your order to 1-613.951-1584. or write to: 
Publication Sales, Statistics Canada, 
Ottawa, Ontario K! A 0T6 
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La structure de I'écon.mie canadienne peut 
sembler dlfficile a comprendre. Que 
produisons_nous  Comment produlsons-nous' 
Oui achète noire production et qui In vend? La 
nouvelle publication de Statistique Canada, 
GUIDE DES COMPTES DES RE VENUS ET DEPENSES, 
repond a ces questions difficiles .1 explique 
comment les corn ptes des revenus et dopenses 
(CRD) vous aideront a mieux compr.ndre notre 
système économique. 

Les CRD se trouvent au cueur de Vanaksv macroecunomique et des prises de 
decisions au Canada et montrent coinnwnl différents groupes, tels que les 
ménages, les entreprises et les administrations. se  procurent leurs recettes et 
les depensent en bieris et en services. Its permettent ainsi d'évaluer les 
résultats des economies nationale et provinciales. 

Destine aux specialistes de l'économie comme au grand public. ce Guide 
est le premier ouvrage dune série qui traite a fond du système de comptabilité 
nationale du Canada et des provinces. En quatre chapitres concis, le Guide 
aborde un éventai] complet de sujets, dont 
• L'identification des personnes qui utihisent les CR1) 

et dans quels buts 
• Le role des CR1) dans le système de comptabilitd nationale 

do Canada (SCN) 
• 1.incidence de Ia revision historique de 1986 
• Le remplacernent du PNB par le FIB 

a 	Limportance des comptes sectoriels pour 
comprendre le fonctionnement dune économie 
moderne 

• L'importance des estimations en prix constants pour 
les CRD et le SCN 
Le calcul des estimations du PIB 

a L'dvaluation de Ia qualite et de Ia fiabi]ité de.s 
estimations des CR1) 
Le Guide contient également des dizaines de tableaux atm 

d'illustrer clairement des exemples théoriques et de vous aider 
comprendre parfaitement les aspects techniques 

es CR1). 
Pour les stratégistes des entreprises, les étudiants, les analystes de 

:onomie el les utilisateurs actuels des donnécs du SCN. le Guide est 
.iclure qui s'impose. Commandez le Guide des comptes des 

rvenus et dépenses ( N1  13-603F, Ni au catalogue) pour 35 S seulement 
au Canada, 42$ US aux Etats-Uni.s of 49$ US dans les autres pays. Composez sans 
frais le 1-800-267-6677 et utilisez cotre carte VISA ou 

MasterCard, télécopiez votre commande au 
1-613-951.1584, 011 écrwez a: 
Vente des publications, Statistique Canada, 
Ottawa, (Ontario) K1A 0T6 	 Pour 

romprpnflre 
eroflomie I 
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