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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Statistics Canada, Ottawa, K1A 0T6 (Telephone: 
951-3552) or to the Statistics Canada reference 
centre in: 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques et services connexes 
doivent être adressëes : 

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

Statistique Canada, 	Ottawa, K1A 0T6 	(téléphone: 
951-3552) ou au centre de consultation de Statistique 
Canada : 

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, for users who rsside outside 	dans toutes les provinces et dans les territoires. 
the local dialing area of any of the regional 	sum utilisateurs qui habitant a lê.xtdrieur dos zones 
reference centres. 	 do co..unication locale 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 
Yukon and Northern B.C. 	(area 

served by NorthwesTel Inc.) Zenith 08913 
Northwest Territories 

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

Terre-Neuve et Labrador 1-800-563-4255 
Nouvelle-Ecosse, Nouveau-Brunswick 
et tle-du-Prince-Edouard 1-800-565-7192 

Québec 1-800-361-2831 
Ontario 1-800-263-1136 
Manitoba 1-800-542-3404 
Saskatchewan 1-800-667-7164 
Alberta 1-800-282-3907 
Sud de l'Alberta 1-800-472-9708 
Colombie-Britannique 

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

Territoires du Nord-Ouest (territ.oire 
desservi par Ia NorthwesTel 
Inc.) 	Appelez a frais virCs au 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 076. 

1(613)951-7277 

Facsimile Number 1(613)951-1584 

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

Toronto 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication at lea autres 
publications de Statistique Canada auprès des agents 
autorisés at des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en Ccrivant a la Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0Th. 

1(613)951-7277 

NumCro du bélinographe 1(613)951-1584 

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

Toronto 
Carte de credit seulement (973-8018) 
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The following symbols are used in this 
Statistics Canada publication: 

figures not available. 

figures not appropriate or not applicable. 

- nil or zero. 

-- amount too small to be expressed. 

x confidential to meet secrecy requirements 
of the Statistics Act. 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANSIN 

All current and historical statistics on 
Retail Trade (Matrix Nos. 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 *srminal, on 
computer printouts, or in machine readable 
form. For further information, contact the 
Cansim staff, Statistics Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared under the 
direction of: 

• P.N. Triandafillou, Director, 	Industry 
Division 

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

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

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

SIGNES CONVENT IONNELS 

Las signes suivants sont employés uniformiment 
dans cette publication de Statistique Canada: 

• - nombres indisponibles. 

n'ayant pas lieu de figurer. 

- niant ou zero. 

-- nombres infimes. 

x confidentiel an verfu des dispositions de la Loi 
sur la statistique relatives au secret. 

NOTA 

Les chi-ffres ayant été arrondis, les totaux no 
correspondent pas toujours. 

NOTE AU SUJET DE CANS IN 

La banque de donnáes informa*isóes de Statistigue 
Canada CANSIM (système canadien d'informa±ion socio-
économiqu.) fournit au public toutes les statistiques 
actuelles at historiques sur le Commerce de detail 
(rnatrice nos 2299, 2398-2417), at sur de nombreuses 
autres sines, par le biais d'un -terminal, d'imprimis 
d'ordina*eur ou de supports ordinolinguss. Pour plus 
de renseignem.nts, s'adresser au personnel de CANSIM, 
Statistique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers rSgionaux des 
bureaux de Statistique Canada situCs I travers 1. 
Canada. 

Cette publication a etC rCdig.e sous ii direction de: 

• 	P.N. Triendafillou, 	directeur, 	Division de 
1' industrie 

• C. Snyder, direct.ur associC, 	Division 	de 
l'industriu, 	Sous-division des commences de 
distributions 

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

• L. Di PiCtro, tconomiste principale, 	Section du 
commerce de dCtail, Sous-division des commercss 
de distributions, Division de l'industrie 
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Note to Users - Changes to Retail Trade 
	Note aux utilisateurs - Change.ents au ccm- 

merce de detail 

. 

The Monthly Retail Trade Survey, one of 
Statistics Canada's most important economic 
surveys, has been r.design.d and is now based 
on a new sample. The survey provides the key 
components used to estimate consumer expendi-
lure on a current basis. It is widely used by 
gov.rnm.nt and by the business community. 

Past astiastes of r.tail trade resulted from 
a monthly surv.y design.d and introduced in 
the early 1970's. In recent years the survey 
underestimated by a significant margin the 
valu, of total sales. The new survey has been 
conducted in "parallel" to the old survey 
for the January 1989 to December 1989 period. 

The major changes are: 

1. The new survey r.li.s on a new and more 
up-to-date list of names and addresses of 
retail businesses. The list is designed in 
such a way that it will enabl, reliable com-
parisons of monthly retail trade data with 
data from other business surveys. 

2. Data collection has been regionalized and 
repsondents have the option of replying to the 
survey by telephone. This has resulted in 
significanlity higher response rates. 

3. Monthly estimates ar* published for 16 
trade groups for Canada and total retail sales 
for the provinces and territories. In addi-
tion, department store type merchandis, totals 
are published for each province and territory. 
Also quarterly estimates of retail trade by 
trade group for all provinces and territories 
are now available. 

4. The new survey is based upon the 1980 
version of the Standard Industrial Classifica-
tion and the 1986 version of the Standard 
Geographical Classification. 

This publication presents monthly and quar-
terly sales estimates for retail locations 
existing in Canada. There are approximately 
160,000 retail employer businesses in Canada, 
of whIch 12,000 have been selected for the 
sample. The Retail Trade Survey has been rede-
signed in order to ensure that the most reli-
able monthly estimates can be produced on a 

L'Eriquête mensualle sur le commerce de dó-
tail - l'une des plus importantes enquêtes 
réalisêes par Statistique Canada - a été rsma- 
floe at s'appuie maintenant sur un nouvel 
Ochantillon. Celle enquête permet d'obtenir 
lea principaux ólém.n*s dont on se sert pour 
•stim.r las dOpens.s des consommateurs sur une 
base courant.. Elle est largement utilisêe par 
las administrations publiques at las entre-
pr i sea. 

Las estimations du commerce de detail pro-
duites dana Is passé ékaient obtenues a partir 
dune enquête mensuelle qui avail Cté concue 
at lancée au debut des années 1970. Ces der-
nières annOes, Is valeur totale des ventes 
mesurOe par l'enquête a 616 considOrablement 
sous-estimée. La nouvella anquête a etC manCa 
an 'parallels" avec l'ancienne .nquôte pour is 
période de janvisr 1989 C dócembre 1989. 

Las priricipaux changements ao prés.nterrt 
ainsi: 

1. La nouvelle enquête s'appuie sur une 
list, nouvelle at I jour do noms at d'adreases 
de détaillants. La list. a 616 concue de tells 
aorta quell, permettra an fin de compte da 
vraiment comparer lea donnIes mensuellas du 
commerce de detail avec celles provanant d'au-
tres enquêtes-entreprises. 

2. La collacte des données relIve des bu-
reaux rógionaux at las répondants ont Is pos-
sibilité de répondre C l'enquIte per *616-
phone. Il an ask résultC des taux de réponse 
sensiblement plus Clevés. 

3. Las estimations m.nsualles sont publié.s 
pour 16 groupas de commerce au niveau du Cana-
da at lea ventes totales du commerce da dC-
tail, au nivaau des provinces at des tern-
tomes. 0o plus, Is total des v.ntes de mer-
chandises du genre de c.11ss vendues dana les 
grands magasins est publié pour chacune des 
provinces at des territoires. fgalement, las 
estimations trimestrielles du 	commerce da 
detail salon 1s groups de commerce pour toutes 
lea provinces at las territoires sont mainte-
nant disponibles. 

4. La nouvella enquI*e eat base. sur Is 
Classification type des industries da 1980 at 
sun Is Classification géographique type de 
1986. 

On trouve dens la prCsente publication l.a 
estimations mensuelles at trimestrialles des 
ventes pour las points de vante au detail au 
Canada. Il y a environ 160,000 entreprises de 
vents au detail cyant des salariós au Canada, 
dont 12,000 ont Cté choisias pour l'óchantil-
lon. L'Enquêta sur is commerce de detail a 6*6 
remaniCe afin de garantir qua des estimations 



timely basis. In order to satisfy both of 
these constraints, the design of the survey 
allows for the revision of monthly estimates 
to account for late response. Therefore, each 
month this publication will contain prelimi-
nary estimates for the current month and re-
vised estimates for the preceding month. 

Period -to -period Ca.parisone 

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 therefore be used with 
caution.  

mensuelles des plus fiables soient produites 
on temps opportun. Dans le but de répondre a 
ces deux critéres, lenquête est concue de 
façon permettr. I Ia revision des estimations 
mansuelles pour tenir compte des réponses 
tardives. En consequence, la publication don-
nera tous les mois les estimations provisoires 
pour le mois en cours at les estimations revi-
sees du mois prócódent. 

Coparaisons d'une période I l'autre 

Les comparaisons dune période a lautre 

peuvent traduire des facteurs autres quune 
tendance générale des ventes, par exemple la 
modification de l'Cchantillon at la reclassi-
fication des firmas echantillonnees I d'autres 
groupes commerciaux. Ii faut donc las utiliser 
avec prudence. 

vi 
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Highlights 

Seasonally Ad3ust.d Sales 

• Preliminary estimates indicat, that retail 
sales increased 0.4% in April to $14.9 bil-
lion. Total sales excluding recreational and 
motor vehicle dealers declined a marginal 
0.1 in April, a slowing from the 0.5Z rate 
of decline in March. 

• In the first four months of 1991, retail 
sales have fluctuated markedly while regis-
tering an average monthly decrease of about 
0.4. Declines in January and March more 
than offset gains in February and April. 

In order of dollar impact, the overall gain 
was primarily due to increases reported by 
motor vehicle and recreational vehicle 
dealers I+2.57), automotive parts, acces-
sories and services stores +3.2Z) and gaso-
line service stations (+2.1Z). Partly off-
setting these increases were declines by 
supermarkets and grocery stores (-1.OZ), all 
other food stores (-5.1Z) and general mer-
chandise stores -O.5X). 

The 3.2Y increase in sal.s reported by auto- 
motive 	parks, accessories 	and services 
stores follows four consecutive monthly 
declines, while gasoline service stations' 
sales increased following two monthly drops. 
The Z.5Z increase in sales posted by motor 
vehicle and recreational vehicle dealers is 
the highest since May 1990. The 1.0 
decrease in sales by supermarkets and 
grocery stores followed a 1.9Z gain in 
March. 

Six provinces posted sales increases in 
April, ranging from 2.7Z in New Brunswick to 
O.2Z in Newfoundland. Sales declined in 
Saskatchewan -2.7Z1, Quebec (-0.8k) and 
Manitoba (-0.2Z), and remained virtually 
unchanged in Prince Edward Island. Toguther, 
the Yukon and Northwest Territories recorded 
a marginal gain of 0.1Z. 

Year -to -Date 

• Cumulativ, retail sales for the first four 
months of 1991 amounted to $53.0 billion, 
down 4.OZ from the corresponding period in 
1990 after removing federal sales tax from 
1990 data). 

Note to Users 

Retail sales estimates exclude the Goods and 
Services Tax 	GST). Prior to January 1991, 
sales data include the Federal Sales Tax 

Faits saillants 

Ventes desaisonnalisées 

• Las estimations préliminaires indiquent qua 
los ventes au detail ont augm.n*é de 0.4 an 
avril pour totaliser $14.9 milliards. En 
excluant las concessionnaires de véhicules 
automobiles at récréatifs, las ventas au 
detail qui avaient diminué da O.5X an mars 
n'ont flóchi qua de 0.1Z 5 Paine an avril. 

Au cours des quatre premiers mois da 1991, 
las ventes au detail ont fluc*uê d'une facon 
marquóe, alors qu'elles ont enragistré une 
baisse mansualla moyanne d'anviron 0.4Z. Las 
déclins observes on janvier at mars ont plus 
qua contrebalancC las gains de févriar at 
cyril. 

Par ordre dimportance an dollars, l'augnan-
tation globale ask dabord attribuabla aux 
gains signalés par las concassionnairas da 
véhicules automobiles at récréatifs (+2.5?.), 
las magasins de pièces at d'accessoires pour 
véhiculas automobiles at services (+3.2Z) at 
las stations-service (+2.1Z). Ces hausses 
ont óté partiellement contrabalancées par 
las replis déclarés par les supermarchés 
dalimentation at épicerias (-1.0X), tous 
las autres magasins d'alim.ntation 1-5.1Z 
at las magasins de merchandises diversas 
(-O.5Z). 

Laugmentation de 3.2% dans lea ventas des 
magasins de pièces at d'accessoir.s pour 
véhicul.s automobiles at services fait suite 
o quatre baisses mansuelles consécutives, 
alors qua las vantas des stations-service 
ont augmentC suite a deux reculs consCcu-
kits. La hausse de 2.5% dCclarée par las 
concessionnaires de véhicul.s automobiles at 
récréatifs est Is plus Cl.vée depuis mci 
1990. La baiss. de 1.0% dens las vantas des 
suparmarchCs dalimentation at Cpicari.s 
fait suite 0 un gain de 1.9% an mars. 

Las ventes ont augmenté dana six provinces 
an avril, las gains séchalonnant da 2.7% au 
Nouveau-Brunswick 0 O.ZZ a Terre-Mauve. Las 
ventes ont diminué an Saskatchewan (-2.7k), 
au Québec (-0.8Z) at au Manitoba (-0.2Z), at 
elles sont demeurées pratiquement inchangées 
0 ]tla-du-Prince-Edouard. Ensemble, 1. 
Yukon at lea Territoires du Nord-Ouest ont 
anregistrC un gain marginal de 0.1?.. 

CiulatiI 

Las ventes se chiffrent I $53.0 milliards 
depuis Is dCbut de lanné., an baisse de 
4.0X par rapport aux quatre premiers mois de 
lannCe derniOre lapr6s suppression de Is 
taxe de yenta fédérale des donnCes da 1990). 

Note aux utilisateurs 

Las estimations des vantes au detail excluent 
la taxe sur las produits at lea services 
(TPS). Las données sur los vantes antérieures 



(FST). Due to this change in indirect taxes, 
data for 1991 are not strictly comparable with 
those of previous years. For users interested 
in deriving comparable data, an estimate of 
the amount of FST included in retail sales for 
1990 is available for Canada. The reliability 
of this estimate does net permit adjustments 
at the provincial or trade group level. 

February 1991 not seasonally adjusted retail 
sales estimat.s have been r.vised. Also, some 
series have been revised back to January 
1990 to incorporate late responses in the 
general merchandise stores series. 

a janvier 1991 incluent Is taxe do vent. fódó-
rale (TVF). DO a ce changement dans los taxes 
indiractes, los données pour 1991 no sont pas 
tout a fait comparables avec cellos des annéos 
précédentes. Pour los utilisateurs intéressIs 
I calculor des données comparablos, une esti-
mation du montant do Is TVF incluse dans los 
ventos au detail pour 1990 .st disporiible pour 
Is Canada. Cette estimation nest pas suffi-
samment fiablo pour permettre des ajustoments 
su niveau provincial ou au niveau des groupes 
do commerce. 

Las estimations des ventes au detail non-dé-
saisonnalisées pour février 1991 ont été révi-
sees. Aussi, cortaines series ont 6t4i révi-
sees a partir do janviar 1990 afin dincorpo-
rer los rCponsos tardivos dans Is sório maga-
sins do merchandises diversos 
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TARLE 1. Retail Sales, Seasonally Adjust.d, by Trade Group and by Region (Current Periods) 	0 
Chang. from 

Sales 	 previous month 
Year-to- 

Vantes 	date Variation p. r. 
au mois précéd.n* 

1991 

	

April 	Iiarch February January 	April 	March 

	

1991 	1991 	1991 	1991 Cumulatif 	1991 	1991 

	

Avril 	Mars FIvrier Janvier 	Avril 	Mars 
No. 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,596.4 3,634.4 3,567.5 3,550.7 14,349.1 -1.0 1.9 

2 All other food stores 303.0 319.1 309.5 296.2 1,227.8 -5.1 3.1 

3 Drugs and patent medicine stores 754.0 752.3 777.9 719.7 3,004.0 0.2 -3.3 

4 Shoe stores 131.6 132.9 134.1 124.2 522.8 -1.0 -0.9 

5 Men's clothing stores 145.1 147.9 146.4 127.6 567.0 -1.9 1.0 

6 Women's clothing stores 297.8 299.6 299.1 255.7 1,152.1 -0.6 0.2 

7 Other clothing stores 316.4 322.6 328.1 271.0 1,238.1 -1.9 -1.7 

8 Household furniture and appliance 623.6 615.8 591.4 487.7 2,318.6 1.3 4.1 
stores 

9 Household furnishings stores 169.9 170.0 166.9 142.7 649.4 -0.1 1.9 

10 Motor vehici, and r.cr..tional 29938.7 2,866.4 2044.3 2,979.0 119728.4 2.5 -2.6 
vehicle dealers 

11 Gasoline service stations 1 9 184.4 1,160.5 1,251.2 1,325.2 4021.3 2.1 -7.3 

12 Automotive parts, accessories 925.7 896.7 937.1 944.1 3,703.5 3.2 -4.3 
and services 

13 General merchandise stores 1 1723.1 1,732.0 1,730.5 1,636.9 6,822.5 -0.5 0.1 

14 Oth.r seal-durable goods stores 522.7 526.6 526.4 499,1 2,074.8 -0.8 - - 

IS Other durabie goods stores 405.0 395.8 403.5 378.1 1,582.4 2.3 1.9 

16 Other retail stores 864.0 863.4 855.6 815.9 3,399.0 0.1 0.9 

17 Total, all stores 14,901.1 14,836.1 14,949.4 14,553.8 59,260.7 0.4 -0.9 

Regions 

18 Newfoundland 276.9 276.2 289.7 284.4 1 3,127.1 0.2 -4.7 

19 Prince Edward Island 60.0 60.0 62.4 60.2 242.6 - - -3.8 

20 Nova Scotia 491.9 484.4 502.5 471.8 1,950.7 1.6 -3.6 

21 New Brunswick 393.1 382.7 397.9 388.3 1,562.0 2.7 -3.8 

22 Quebec 3,668.5 3,696.6 3,698.7 3,565.4 14,629.2 0.8 0.1 

23 Ontario 59427.6 5,412.0 59477.9 5,376.7 21,694.3 0.3 -1.2 

24 Manitoba 513.2 514.1 520.2 527.2 2,074.7 -0.2 -1.2 

25 Saskatchewan 431.2 443.0 443.2 439.2 1,756.7 -2.7 - - 

26 Alberta 1,559.1 1,571.2 1,560.1 1,550.7 6,271.0 1.1 0.7 

27 British Coli,adia 1,956.8 1,943.0 1,963.7 1,882.8 7,746.3 0.7 -1.1 

28 Yukon and Northwest Territories -43.6 43.6 43.6 44.Sj 175.31 0.1 - - 



1.9 -4.2 -6.7 -4.7 -0.7 -0.7 

3.7 -12.4 -9.6 -11.9 -8.6 -9.9 

6.5 -9.7 -2.7 -4.4 -1.6 -6.3 

2.5 -5.5 -3.9 -7.0 -3.4 -3.1 

3.7 -9.8 -8.0 -8.1 -8.1 -11.7 

1.9 -9.4 -8.4 -10.3 -8.5 -12.0 

-1.3 -4.8 -5.9 -6.0 -5.2 -4.5 

019 -6.1 -6.3 -4.2 -3.6 -7.8 . 	0.6 -7.0 -3.5 -5.0 -5.2 -6.3 

4.3 -7.4 -4.7 -5.7 -4.1 -8.8 

-2.0 -3.5 -6.6 -7.8 -8.3 -9.9 

Terro-Neuve 18 

!le-du-Princ.-gdou.rd 19 

Nouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Ycon at T.rritoir.s du Nord-Ou.st 28 

-2.7 

-10.0 

-3.7 

-4.4 

-9.0 

-9.8 

-5.4 

-5.5 

-5.0 

-5.9 

-8.2 

-3- . TABLEAU 1.. Ventes au dêtaAl, désaisonnaliséss, salon ) Is groups de co..sros at la region 
(pCrâodes courantas 

Change from 
previous month Change from previous year 

Variation p. r. Variation par rapport a lannéa précédenta 
au mois précédent 

Year-to- 
February 	January April March February January date 

1991 	1991 1991 1991 1991 1991 1991 
Février 	Janvier Avril Mars Février Janvier Cumulatif 

Per cent - pourcentage N o  

1.7 

-8.9 

3.3 

-15.6 

-19.1 

-16.6 

-7.0 

-21.2 

-26.6 

-17.5 

-0.3 

-11.7 

-3.3 

-12.3 

-13.9 

-4.6 

-8.0 

0.5 -0.1 0.4 3.6 1.3 1.5 

4.5 -5.1 -10.2 -5.1 -8.1 -12.2 

8.1 -1.3 2.1 4.8 7.9 -1.4 

8.0 -20.6 -12.8 -12.7 -10.6 -24.5 

14.8 -26.9 -16.3 -15.0 -19.2 -25.9 

17.0 -23.6 -12.3 -12.5 -13.6 -27.8 

21.1 -22.9 -6.9 -4.6 -0.2 -16.4 

21.3 -39.7 -13.6 -16.9 -20.0 -34.1 

17.0 -35.8 -22.1 -24.0 -23.8 -36.1 • -1.2 -3.3 -11.7 -20.6 -15.8 -21.3 

-5.6 - - -5.6 -7.3 2.5 9.8 

-0.7 -5.7 -9.3 -14.4 -13.3 

5.7 -12.0 -3.8 -1.0 -1.7 -6.8 

5.5 -11.9 -13.2 -8.8 -12.7 -14.7 

6.7 -17.5 -8.8 -14.3 -15.0 -17.3 

4.9 -5.9 -0.8 -2.1 -6.6 -8.6 

2.9 -7.9 -6.4 -7.9 -7.0 -10.6 

Groups de ca.rcs - Canada 
Supermarchés dalimentation at 1 

icer ies 

Tous las autres magasins 2 
dalimentation 

Pharmacies .t magasins de 3 
médicaments brevatés 

liagas ins de chaussures 4 

Magas ins de vétem.nts pour ho.,ui.s S 

Magas ins de vétaments pour dames 6 

Autres magasins de vêtements 7 

Magasins do moubl.s at dappareils 8 
managers 

Magasins daccessoires dameubl..ent 9 

Concessionnaires do véhicules 10 
automobiles at récrIa+ifs 

Stat ions-s.rvic. 11 

Magasins de pieces at dacc.ssoir.s 12 
pour automobiles at services 

Magasins do marchandisas divarses 13 

Autresmagasins de produits 14 
sami-durablos 

Autres magasins do produits 15 
durables 

Autres magasins de vente au detail 16 

Total, .nsbl. d.c •agasins 17 

Regions 



TABLE 2. Retail Sales, Nat Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 

Sales 

Ven*es 

	

April 	March 	February 	January Year-to-date 

	

1991 	1991 	1991 	1991 	1991 
No 
	 Avril 	Mars 	Février 	Janvier 	Cunulatf 

millions of dollars - millions da dollars 

Trade Group - Canada 

1 Supermarkets 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 Gasoline service stations 

12 Automotive parts, accessories and services 

13 G.n.ral merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,380.0 3,648.5 3,178.5 3,390.0 

286.4 306.0 262.3 259.3 

712.2 721.3 701.2 702.6 

127.5 108.4 78.6 94,2 

129.8 115.8 81.9 93.7 

296.0 275.2 198.5 198.9 

287,7 286.1 213.2 210.1 

566.3 548.1 458.5 437.5 

160.0 150.9 127.0 111.5 

3,634.2 2 1 981.2 2,397.7 2,314.7 

1,111.6 1,110.3 1 1081.5 1,227.9 

937.1 797.4 708.5 784.0 

1,563.0 1,476.0 1,192.7 1,190.1 

472.6 430.3 386.0 360.9 

342.2 309.6 281.7 293.0 

767.8 770.5 610.2 581.0 

14,774.1 14,035.5 11,958.1 12,249.4 

13,597.0 

1,113.9 

2,837.3 

408.6 

421.2 

968.6 

997.1 

2,010.4 

549.4 

11,327.7 

4,531.3 

3,227.0 

5,421.9 • 

1,649.8 

1,226.5 

2,729.5 

53,017.1 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluthia 

28 Yukon and Northwest Territories 

29 	Yukon 

30 	Northwest Territories 

274.2 259.8 228.5 224.9 

57.2 52.2 46.2 47.5 

478.9 452.6 399.9 390.7 

382.9 357.3 314.9 316.6 

3,750.0 3,539.8 2,924.2 2019.6 

5,382.1 5,085.4 4,364.6 4,549.6 

505.5 476.3 415.2 443.9 

421.6 405.9 349.2 373.4 

1,554.3 1,487.3 1,262.9 1,325.3 

1,927.6 1,878.7 1,618.1 1,621.5 

39.8 40.1 34.3 36.4 

13.2 12.0 10.4 11.3 

26.6 28.1 23.9 25.1 

987.4 

203.2 

1,722.1 

1,371.6 

13,133.5 

19,381.7 

1,840.9 

1,550.1 

5,629.8 

7,046.0 

150.6 

46.9 

103.7 



Change from previous year 

Variation par rapport a l'année précédento 
April March February January Year-to-date 
1991 1991 1991 1991 1991 

Avril Mars Février Janvior Cumulatif 

Per cent - pourcantage 

1.0 0.4 1.1 5.0 1.8 

-12.8 -4.2 -7.4 -9.1 -8.4 

2.6 1.6 8.1 -0.2 2.9 

-12.0 -18.4 -12.5 -23.2 -16.6 

-14.9 -18.4 -23.8 -24.5 -19.9 

-9.1 -14.5 -13.6 -25.9 -15.5 

-5.4 -7.2 -0.2 -14.2 -6.9 

-10.8 -19.6 -21.5 -34.2 -21.6 

-20.3 -25.2 -24.4 -36.1 -26.3 

-6.9 -26.2 -16.4 -21.4 -17.7 

-7.3 -9.3 2.2 12.9 -0.6 

-7.2 -17,5 -13.4 -9.2 -11.8 

-1.5 -5.1 -1.6 -5.1 -3.4 

-12.2 -11.1 -13.1 -14.5 -12.6 

-7.3 -17.5 -17.6 -16.2 -14.6 

0.9 -2.6 -6.6 -6.9 -3.5 

-4.7 -11.7 -7.0 -8.4 -8.0 

-3.8 -7.9 - - 0.5 -3.1 

-9.0 -14.8 -8.6 -8.4 -10.3 

-1.6 -8.0 -1.0 -4.5 -3.9 

-2.9 -10.2 -3.5 -2.3 -4.9 

-6.6 -11.2 -8.4 -9.9 -9.0 

-5.6 -14.6 -9.0 -10.3 -9.9 

-5.4 -9.3 -5.7 -2.8 -5.9 

-5.2 -7.9 -4.5 -6.7 -6.1 

-1.6 -6.5 -5.9 -5.0 -5.3 

-1.8 -9.7 -3.6 -7.6 -5.8 

-7.5 -10.0 -9.3 -7.7 -8.6 

-4.6 -15.8 -8.4 -12.8 -10.5 

-8.9 -7.3 -9.7 -5.2 -7.8 

Groupa do coemsrce - Canada 

Supormarchés dalimontation at Ipiceries I 

Tous lea autres magasins dalimentation 2 

Pharmacies at magasins do médicanents brevetes 3 

Magas ins do chaussures 4 

Magasins do vêteman*s pour homass 5 

Magas ins do vétements pour demos 6 

Autros sagas ins do vêtonients 7 

Magasins do maublos at dapparails ménagors 8 

Piagasins daccossoires dameublement 9 

Concossionnairas do véhiculos automobiles 10 
at récréatifs 

Stat ions-service 11 

tiagasins do pièces at daccassoires pour 12 
automobiles at services 

Magasins do .archandises diverses 13 

Autres magasins do produits semi-durable. 14 

Autres nagasins do produits durable. 15 

Autros nagasins do vento su detail 16 

Total, ensemble do. magasin. 	17 

Regions 

Terro-Neuvo 18 

fl.-du-Princo-Edouard 19 

Nouvollo-Ecosso 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabie-Britannique 27 

Yukon at Territoires du Nord-Ou.st 28 

Yukon 29 

Torritoires du Nord-Oues* 30 

-5- 

. TABLEAU 2. Ventes au detail, non-dCsaisonnalisCes, salon Is groupe do coumarce at Ia region 
(périodas courantes) 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

V,ntas 

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

Trimestre I Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 

millions of dollars - millions de dollars 

10,217.0 10,900.2 10,882.8 10,769.4 10,008.7 

827.5 996.9 1021.6 1039.8 887.7 

2 0,125.1 2,457.1 2,226.3 2,189.6 2,062.9 

281.2 555.5 451.6 472.9 345.3 

291.5 755.7 438.1 508.9 373.5 

672.6 1,177.7 973.7 1,028.1 820.1 

709.4 1,341.2 966.1 942.8 766.8 

1,444.1 2,585.7 21125.2 2,060.4 1,930.6 

389.4 724.5 658.6 684.1 544.3 

7,693.6 8,903.7 10,091.4 12,082.6 9,854.6 

3,419.7 4030.1 4,008.9 3,841.2 3,369.4 

2,289.9 3,265.6 3,125.0 3,314.4 2,648.0 

3,858.9 7,266.0 5 1 050.0 5,016.9 4,023.0 

1,177.2 21019.8 12734.2 1,893.3 1,350.5 

884.3 1,790.6 1,334.9 1 0282.5 12066.9 

1,961.7 3,032.6 2,706.0 2,578.6 2,067.2 

38,243.0 51,902.8 47,794.4 49,703.5 42,119.5 

231.4 246.7 255.6 250.1 224.1 

53.7 62.8 54.6 55.1 52.1 

2.8 6.6 5.0 5.0 2.8 

2.5 9.2 4.6 4.4 2.8 

7.4 17.5 11.8 11.3 8.6 

4.7 9.8 5.8 5.3 5.0 

113.2 126.6 154.8 195.7 133.7 

93.5 107.6 115.7 106.3 87.5 

35.3 55.1 44.4 46.9 36.0 

99.1 187.6 133.9 126.2 103.7 

16.0 31.4 26.6 25.6 16.7 

7.9 19.2 13.2 12.3 9.1 

20.0 36.7 25.8 24.8 19.9 

713.2 977.9 898.1 912.4 734.3 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

S liens clothing stores 

6 I4omen'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 

Newfoundland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens 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 semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



2.1 3.9 3.5 4.2 5.6 

-6.8 -4.2 6.4 9.5 12.5 

3.0 4.3 7.5 7.1 4.2 

-18.6 0.1 -2.1 -1.1 6.3 

-22.0 1.3 1.3 -2.1 7.6 

-18.0 -2.9 -3.3 0.2 8.4 

-7.5 2.8 -0.7 - - 4.4 

-25.2 1.1 -8.6 -5.7 -1.0 

-28.5 3.5 0.6 5.9 1.3 

-21.9 -7.2 -1.6 -4.5 6.6 

1.5 12.2 5.1 5.7 6.2 

-13.5 1.5 1.7 -0.3 9.5 

-4.1 5.4 3.1 1.4 4.9 

-12.8 -2.3 -4.5 3.6 0.4 

-17.1 -0.6 -1.5 -5.6 1.0 

-5.1 1.6 -4.4 -4.7 5.4 

-7- 

TABLEAU 3. Ventos au detail, non-dCsaisonnalisCes, salon is groups do cou..rae at In region 

S 
	(estisations triasstraelles) 

Change from previous year 

Variation par rapport i l'année précédente 

Quarter 11 Quarter 41 Quarter 31 Quarter 2 Quarter 1 
1991 	1990 	1990 	1990 	1990 

Trimestre 1 Trimostro 4 Trimestre 3 Trimostre 2 Trimostre 1 

Groupe do conrierce 

N °  

Per cent - pourcentage 	
Canada 

r 

3.1 2.7 6.0 13.2 10.9 

1.5 8,7 15.1 11.9 -0.8 

-9.0 21.2 26.1 7.3 13.3 

-13.9 5.0 6.3 4.5 16.7 

-6.2 -5.0 -16.5 -6.5 -8.2 

-15.3 -2.3 0.2 -12.9 2.1 

6.8 18.1 16.5 15.5 7.4 

-1.9 12.6 4.4 -5.0 12.8 

-4.5 2.6 -3.9 -4.3 -1.5 

-3.9 14.0 9.8 2.8 6.7 

-13.9 7.9 15.1 11.8 -2.7 

Gb 5.5 7.5 126 10.3 

Supormarchis dalimentation at épicori.s 1 

bus los autres magasins dalimentation 2 

Pharmacies at magasins de médicasents brovotés 3 

Magasins do chaussuras 4 

Plagas ins do vétoments pour honass 5 

Magas ins de vôtements pour dames 6 

Autros magasins do vê*ainents 7 

Magasins do meubles at dappareils ménagers B 

Magasins daccassoires dameublomant 9 

Concessionnairos do véhiculos automobiles 10 
at récrIatifs 

Stat ions-serv ice 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do marchandisas diverses 13 

Autres magasins do produits s.mi-durables 14 

Autres magasins do produits durables 15 

Autres imegasins do yenta au detail 16 

Total, ensemble des •agasins 17 

Terre - Neuve 

SupermarchCs dalimentation at Cpic.ries 

Tous los autres magasins dalimentation 2 

Pharmacies at magasins do médicaments brevetIs 3 

lagasins do chaussures 4 

Magas ins do vêt.ments pour honunes 5 

Magas ins do vêtements pour dames 6 

Au*r.s .agas ins do vêtements 7 

Magasins de meublos at dappareils ménagors 8 

Magasins daccessoires d'ameublem.nt 9 

Concessionnaires do vehicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autros magasins do produits s.mi-durables 16 

Autres magasins do produits durables 15 

Autros magasins do vents au detail 16 

	

-9.2 	1.4 	0.7 	0.2 	5.5 

	

3.3 	8.5 	5.8 	7.5 	9.6 

S 
-2.9 	 5.5 	 4.3 	 0.6 	 5.0 Total, ensmabl. des .agasims 

	
17 
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TABLE 3 Retail Sales, Not Seasonally Ad3usted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

	

Quarter 1 	Quarter 4 Quarter 3 Quarter 2 Quarter 1 

	

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

millions of dollars - millions de dollars 

0.5 1.3 1.0 1.0 0.6 

0.8 3.0 1,4 1.4 0.9 

2.1 4.8 3.8 2.7 2.4 

3.6 8.1 6.2 6.3 4.4 

1.4 2.2 1.8 1.7 1.8 

25.7 36.8 41.5 53.6 36.6 

14.2 13.2 14.8 12.7 10.1 

16.6 38.6 27.6 25.9 22.0 

4.6 8.5 10.5 8.1 5.2 

2.1 5.6 4.4 3.4 2.4 

6.8 10.9 13.7 10.5 7.5 

146.0 215.7 213.0 210.0 163.7 

363.7 377.6 397.2 371.0 328.5 

86.7 108.4 89.2 86.1 83.3 

6.6 12.4 9.9 10.5 8.1 

19.7 40.4 27.4 28.0 24.0 

15.9 35.5 23.0 21.1 18.2 

38.6 74.7 51.4 49.9 48.1 

7.9 14.1 11.3 11.3 10.0 

164.5 165.0 162.5 158.6 130.7 

51.7 79.9 74.6 82.3 62.9 

140.9 292.4 192.6 186.9 150.2 

32.1 55.6 48.7 44.1 33.6 

21.1 51.7 30.6 28.2 23.9 

70.1 108.9 108.2 89.3 74.9 

1,243.2 1,705.6 1,539.5 1,569.9 1,304.9 

Trade Group 

No 

Prince Edward Island 

1 Supermarkets 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 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 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Womens 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 



Per cent - pourcentaga 

-17.6 1.6 -4.6 -3.0 9.5 

-18.6 7.0 -17.1 -8.0 -0.5 

-13.4 5.7 -17.9 -11.7 -7.5 

-18.2 22.2 17.3 25.8 1.6 

-19.0 7.2 -17.8 -14.4 13.1 

-29.8 3.7 3.8 18,8 14.3 

41.1 13.0 8.3 8.8 5.2 

-24.7 -4.0 -8.9 -8.7 1.1 

-11.1 11.9 7.7 18.3 12.2 

-13.0 -4.0 11.5 15.0 14.8 

-9.1 3.5 -9.6 -3.5 1.8 

-10.0 	3.0 	-0.9 	4.7 	6.2 

4.2 5.8 0.4 4.7 3.3 

-17.9 -7.0 -11.1 -5.5 -1.9 

-17.9 9.0 -1.6 -4.9 12.2 

-12.6 5.7 3.8 7.0 8.1 

-19.8 0.4 3.3 3.0 -11.1 

-21.3 4.3 -17.1 3.9 10.0 

25.8 19.4 8.9 17.5 14.9 

-17.9 -3.2 -2.2 -3.8 5.6 

-6.2 2.1 1,0 0.8 2.4 

-4.4 3.3 -8.2 -10.0 -8.6 

-12.0 2.1 -9.1 -8,5 -2.2 

-6.5 4.0 -11.4 -8.4 5.4 
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TAILEAU 3 • Ventes au detail, non -dCsaisonnalisCas, solon 1s groups de co..•rc. at Is region 

I 
	

(estivations triaestrielles) 

Change from previous year 

Variation par rapport I l'année précédente 

	

Quarter 1 	Quarter 4 Quarter 3 Quarter 2 Quarter 1 

	

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

Groups do conuiierce 

. 

21. -du - Prnc.- Edouard 

Suparmarchés dalimentaIion at ápic.ri.s 1 

bus las autres magasins daliin.n*ation 2 

Pharmacies at magasins cio u,édica.ents brevetés 3 

Magasins do chaussures 4 

Magasins do vê*em,nts pour houuees S 

Magas ins da vItamants pour dames 6 

Autras uuagasins d. vèt.m.nts 7 

Magasins de meubles at d'appar.ils minag.rs 8 

Magasins daccessoires dameublement 9 

Concessionnaires de véhicules automobiles 10 
at récróat ifs 

Stations-service 11 

Magasins de pièces at daccessoires pour 12 
automobil.s at services 

Muigasins cio merchandises diverses 13 

Au*r.s magasins de produits sami-durables 14 

Autres magasins do produits durables 15 

Autres magasins cio vents au detail 16 

Total, .ns.mbl. d.c •agasins 17 

Nouvells-tooss. 

Sup.rm.rchás dalimentation at 6pic.ries 1 

Tous las autres magasins dalimentation 2 

Pharmacies at magasins do midicamenks brev.tCs 3 

Mag.s ins do chaussures 4 

Magasins do vItements pour houimes 5 

Magasins do vItements pour dames 6 

Autres magas ins ci. vItements 7 

Magasins de meubles at dappareils m.n.g.rs 8 

Magasins dacc.ssoir.s dameublement 9 

Concessionnairas de véhicules automobiles 10 
at r.créat ifs 

Stations-service 11 

Magasins ci. pièces at daccessoires pour 12 
automobiles at services 

Ilagasins cio merchandises divars.s 13 

Autres magasins de produits semi-durables 14 

Autres magasins de produits durablas 15 

Autras magasins de vents au detail 16 

10.7 	9.2 	2.9 	-2.6 	-6.4 

I 

S 
-4,7 	3.8 	-0.3 	1.3 	1.6 Total, ensemble d.c sagasins 
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TAbLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estaates) 

Sales 

Ventes 

	

Quarter 1 	Quarter 4 Quarter 3 Quarter 2 Quarter 1 

	

1991 	1990 	1990 	1990 	1990 
Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 Trimestre I 

millions of dollars - millions de dollars 

	

68.9 	76.7 	66.6 	66.5 	64.9 

5.5 16.6 9.1 10.2 7.1 

14.1 28.8 20.7 20.9 16.7 

11.5 26.9 19.0 17.7 14.9 

6.0 11.2 8.9 9.0 7.5 

190.1 226.5 268.4 336.3 247.1 

90.1 108.1 110.1 94.9 86.4 

54.9 82.7 76.6 79.0 57.7 

99.5 210.8 149.7 141.8 113.3 

21.6 39.5 34.9 36.2 24,9 

13.7 32.6 21.4 22.6 18.2 

42.6 65.5 64.5 60.9 43.2 

988.8 1,340.8 1,242.6 1,284.2 1,048.1 

2 1.864.8 3,037.8 2,965.0 2,947.9 2,781.0 

537.7 613.6 562.6 554.6 524.1 

89.2 211.6 161.0 173.4 112.4 

71.6 162.8 111.8 151.0 98.4 

164.0 292.6 269.1 301.2 220.6 

225.7 419.2 324.8 337.1 246.7 

308.5 638.1 562.2 594.2 525.1 

88.7 170.9 167.4 191.2 134.7 

1,813.1 1,967.3 2,490.9 3,077.3 2,246.2 

819.2 1415.7 977.7 970.7 834.8 

734.4 1,359.5 996.1 1,004.8 772.6 

261.2 454.3 403.2 433.3 319.6 

172.9 334.2 264.6 263.2 209.2 

337.5 569.1 472.2 503.8 383.6 

9,383.5 12,553.3 11,984.7 12,804.8 10,417.0 

Trade Group 

No 

Now Brunswick 

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 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 stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen'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 



-23.1 -1.1 -4.4 -11.1 3.8 

-15.8 7.1 -1.0 -3.4 12.4 

-22.5 -5.6 -10.1 -9.4 11.9 

-19.3 7.9 -9.1 -11.8 0.8 

-23.1 -4.3 2.4 9.2 4.3 

4.2 10.0 4.3 2.3 9.6: 

-5.0 10.7 14.4 10.2 16.2 

-12.2 -1.1 -7.1 -7.7 -3.1, 

-13.1 -0.9 1.5 -3.0 -3.3 • 
:::: ::: 

-2:7 

-1 1-. 

TABLEAU 3. Ventos mu detail, non-dCsaisonnalisCss, salon Ia groups do comoorce at Ia region 
(estimations tramostrielles) 

S 

Change from previous year 

Variation per rapport a lannée précCdente 

Quartar 11 Quarter 41 Quarter 3 Quarter 2 Quarter 1 
1991 1990 	 1990 	1990 	1990 

Trimestre 1 Trimestre 4 Trimestro 3 Trimestre 2 Trimestre 1 

Groupe cia corutierco 

N' 

Per cent - pourcentage 

6.2 	 4.9 	 0.8 	 4.5 	 5.9 

Nouveau -Brunswick 

Supermarchés dalimontation at Cpicerios I 

Tous los autras magasins dalimontation 2 

Pharmacies at magas ins de medicaments bravetés 3 

Magas ins cia chaussures 4 

t'tagas ins do vêt.ments pour homees S 

Magas ins do vêtemen*s pour dames 6 

Autras nagasins de vitenonts 7 

Magasins do meubles at dappareils managers 8 

Magasins daccossoiros dameublament 9 

Concessjonnairas cia véhicules automobiles 10 
at récréatifs 

Stat ions-service 11 

Magasins do pièces at d'accessoiros pour 12 
automobiles at services 

Magasins do merchandises div.rses 13 

Autres magasins do produits semi-durables 14 

Autr.s megasins de produits durables 15 

Autres nagasins de vents su detail 16 

-5.7 	 4.2 	 1.3 	 4.0 	 4.4 Total, snemobla dos magasins 
	

17 

3.0 	 3.0 	 2.1 	 3.4 	 6.0  

2.6 9.1 10.2 9.1 5.0 

-20.7 3.3 -6.0 -3.9 6.3 

-27.2 3.2 -4.3 -3.7 11.1 

-25.7 -5.1 -3.4 0.3 6.2 

-8.5 6.4 - - -1.6 -1.4 

-41.2 -10.4 -22.0 -14.2 -11.7 

-34.2 -2.2 -8.0 0.6 1.2 

-19.3 -10.0 -6.4 -4.9 1.0 

-1.9 12.9 12.3 13.3 10.4 

-4.9 8,9 9.0 7.3 9.6 

-18.3 -2.9 -2.8 -2.8 9.0 

-17.4 2.1 -4.7 -9.9 -9.7 

• 

Québec 

SupsrmarchCs dalimentation at Ipic.ries 	 I 

Tous las autr.s magasins dalimen*ation 	2 

Pharmacies at magasins do médicaments brevetCs 3 

Ilagas ins do chaussures 	 4 

Ifagasins do vétamants pour houu.es 	 5 

Megasins do vô*.menks pour dames 	 6 

Autros magasins do vétem.nts 	 7 

Magasins do meubles at dappareils mInagers 	8 

Magasins daccessoiras dameubl.ment 	 9 

Concessionnaires do vChiculos automobiles 	10 
at rCcréa* ifs 

Stations-service 	 11 

jagasins do pièces at daccessoiros pour 	 12 
automobiles at services 

Plagasins do merchandises diversos 	 13 

Au*ros nagasins cia produits sami-durables 	14 

Au*r.s nagasins do produits durables 	 15 

Autr.s magasins do vente mu detail 	 16 

Total, snesoblo doe .agasins 	 17 
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TABLE 3 • Retail Sales, Not Seasonally Ad3usted, by Trade Group and by Region (Quarterly 
Eat isates ) 

Sales 

Ventes 

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

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

millions of dollars - millions de dollars 

3,444.3 3,725.0 3,726.8 3,686.0 3,462.5 

786.6 863.6 796.2 777.3 714.6 

110.4 200.4 168.1 174.1 128,5 

118.9 305.1 178.0 198.1 147.7 

259.8 477.3 379.3 407.1 332.3 

225.9 463.3 312.8 299.4 258.0 

622.5 1,076.9 871.4 831.9 797.0 

165.5 322.2 283.6 288.6 223.9 

2,713.9 3,328.1 39493.6 49336.5 3,742.4 

1,193.3 1,420.7 1,361.0 11309.2 1,172.0 

1,386.4 2,717.7 1,847.5 1,849.1 1,483.2 

483,3 842.4 702.4 804.3 568, 

368.0 768.0 557.1 537.4 462.3 

892.4 1,402.2 1 9 256.1 1,157.9 918.4 

	

13,999.7 	19,554.5 	17,535.1 	18,339.2 	15,822.2 

	

394.9 	431.2 	452.5 	471.5 	416.7 

7.1 14.3 11.2 12.8 9.1 

9.8 26.8 13.8 16.5 12.5 

28.5 45.8 35.4 37.3 28.8 

24.4 44.0 29.2 29.7 24.4 

39.8 67.4 52.6 49.3 47.4 

7.8 13.3 13.0 13.0 10.9 

267.5 315.9 362.9 389.8 308.8 

145.3 174.5 161.9 156.6 139.7 

64.3 95.8 89.4 96.1 71.4 

162.3 306.6 205.3 209.1 164.0 

33.8 61.7 68.0 58.2 36.1 

29.7 62.4 44.6 43.1 36.2 

50.8 77.2 60.3 62.3 52.4 

1,335.4 1,810.3 1,648.5 1,715.2 1,422.4 

Trade Group 

No 

Ontario 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homens 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 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homens 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 stores 

16 Other retail stores 

17 Total, all stores 
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TABLEAU 3. Ventes au détal, non-désaisonnalisées, salon 1s groupa de coumerce at Is rgion 

S 
	(estisations trimestrielles) 

Change from previous year 

Variation par rapport a lannée précédente 

Quarter 11 Quarter 4 Quarter 3 Quarter 2 Quarter 1 
1991 	1990 	1990 	1990 	1990 

Trimestre 1 Trimestre 4 Trimestre 3 Trimostre 2 Trimastra I 

Groups do co.u.erce 

N o  

Per cant - pourc.ntago 	
Ontario 

. 

-0.5 	4.7 	4.4 	3.2 	4.2  

10.1 6.7 7.6 5.0 1.0 

-14.1 2.6 4.8 2.8 3.4 

-19.5 -0.9 4.5 -2.9 3.1 

-21.8 -6.1 -6.3 -2.1 8.8 

-12.4 -0.8 -0.7 2.1 6.5 

-21.9 4.7 -9.1 -9.8 -2.0 

-26.1 7.5 5.5 7.3 -10.1 

-27.5 -11.4 -4.8 -9.2 4.6 

1.8 8.7 0.3 -2.0 -1.1 

-6.5 2.9 1.4 -0.5 3.8 

-15.0 -4.4 -8.9 7.7 -3.2 

-20.4 -4.8 -8.8 -11.3 0.1 

-2.8 6.0 -0.6 -3.1 0.1 

-11.5 -0.1 -0.8 -2.4 3.5 

Sup.rmarchás dalimentation at épic.ries 	1 

Tous las autres magasins d'alimentation 	2 

Pharmacies at magasins do médicaments bravetés 3 

Magas ins do chaussuras 	4 

Magas ins do vêtements pour homiuies 	5 

Ilagasins do vétaments pour dames 	6 

Autres magas ins do vôt.monts 	7 

Magasins do meublos at d'appar.ils ménagers 	8 

Magasins daccossoiros dameublemont 	9 

Concessionnaires do véhiculas automobiles 	10 
at récréa*ifs 

Stat ions-serv ico 	 11 

Magasins d. pièces at daccessoirsa pour 	12 
automobilas at services 

Magasins do merchandises diverses 	13 

Autres magasins do produits semi-durablos 	14 

Autr.s magasins do produits durablas 	15 

Autres magasins do vents au detail 	16 

Total, •nsssble des magasins 	17 

S 

-5.2 	-4.0 	1.4 	2.8 	5.0 

Manitoba 

Suparm.rchás dalimantation at epicerios 1 

bus i.e autres magasins dalimentation 2 

Pharmacies at nagas ins da médicaments brevatés 3 

Magas ins do chaussures 4 

Magasine da vétements pour homes 5 

Magasins de vétamants pour dames 6 

Autres magas ins do vétemonts 7 

Magasins do m..âlas at dappar.ils mInagers 8 

Magasins daccessoires daneublement 9 

Concossionnaires do véhicules automobiles 10 
at rIcrCatifs 

Stations-service 11 

Magasins do pièces at dacc.ssoir.s pour 12 
automobiles at s.rvic.s 

Magasins do merchandises div.rses 13 

Autros megasins do produits semi-durables 14 

Autres magasins do produits durabios 15 

Autros magasins do vents au detail 16 

Total, enemablo doe •agasins 17 

-21.9 -7.1 -7.8 1.2 4.7 

-21.6 -0.5 1.9 -0.5 13.7 

-1.0 2.3 -3.4 0.2 3.1 

0.1 4.8 -2.0 -2.6 1.8 

-16.0 1.6 -9.2 -9.2 2.6 

-28.2 -2.9 -9.4 0.8 0.2 

-13.4 -5.5 0.5 -13.1 0.2 

4.0 10.6 -0.4 5.4 -0.3 

-9.9 -1.1 1.4 4.2 4.1 

-1.0 7.0 0.4 -5.3 -2.1 

-6.2 0.5 7.3 17.6 -7.5 

-18.1 5.1 8.7 -3.5 7.0 

-3.2 0.2 -0.1 -0.6 13.2 

-6.1 0.3 0.5 -2.5 2.0 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiates) 

Sales 

Ventes 

	

Quarter 1 	Quarter 4 	Quarter 3 	Quarter 2 	Quarter 1 

	

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

millions of dollars - millions de dollars 

	

295.5 	309.5 	299.0 	297.1 	278.2 

	

64.1 	81.8 	69.4 	70.0 	69.2 

	

5.8 	9.8 	8.4 	8.9 	6.9 

	

9.0 	25.9 	15.0 	16.1 	12.6 

	

19.8 	31.2 	24.1 	24.6 	19.8 

	

25.1 	44.6 	29.4 	31.3 	29.4 

	

30.3 	50.2 	39.1 	35.1 	36.0 

110.9 133.6 139.3 137.8 118.8 

79.2 112.6 121.2 126.5 99.7 

136.5 247.9 175.4 177.0 141.0 

35.0 59.5 46.6 54.3 41.1 

26.8 54.9 37.8 37.9 30.8 

50.8 68.6 66.2 60.8 49.1 

1 1 128.5 1 1 552.5 1 1 426.6 1 1 442.5 1 1 206.5 

966.8 1004.0 1 1009.9 1,032.7 928.1 

216.8 270.3 239.5 234.7 224.9 

23.2 37.7 32.8 33.1 28.0 

36.0 87.9 49.3 52.9 43.6 

77.2 112,1 95.2 94.7 81.1 

75.5 123.0 90.0 84.3 70.7 

875.3 1,006.6 1,126.5 1,315.6 1,100.4 

316.2 408.0 380.2 345.2 316.5 

244.8 346.1 339.8 347.5 266.2 

556.5 933.5 654.6 642.6 537.1 

130.4 218.7 190.3 199.3 143.0 

108.5 212.8 161.6 147.6 123.6 

210.3 314.3 276.1 265.0 223.4 

4,075.5 5,440.2 4,976.0 5,098.1 4,363.9 

Trade Group 

No 

Saskatchewan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 I4omen ' 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 

Alberta 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Iêomans 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 



-3.6 0.5 4.9 5.8 4.7 

-17.0 -10.9 -8.7 -10.1 1.4 

-17.4 7.6 4.2 1.9 14.5 

-4.7 2.5 -1.5 5.8 9.0 

6.9 6.9 -4.7 0.2 7.3 

-20.5 -5.4 1.5 1.3 15.8 

-0.1 22.8 13.6 13.3 19.7 

-8.0 9.9 13.9 14.6 13.1, 

3.6 11.0 7.2 3.9 7.8 

-8.8 -7.4 -4.9 -3.8 

-12.2 1.6 6.4 -6.1 8.0 

-5.9 -0.6 -5.1 -4.7 7.8 

-6.6 4.0 4.9 4.7 11.1 
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S 
Groups de couuiierce 

TABLEAU 3. Ventes au detail, non -dCsaisonnalisCes, solon le graupe do cou.rce at la region 
(estiactions triosstrielles) 

r 

Change from previous year 

Variation par rapport i l'annéa précédente 

Quarter1 Quarter 4 Quarter 3 Quarter 2 Quarter 1 
1991 1990 1990 1990 1990 

Trimestro 1 Trimestro 4 Trimestre 3 Trimestro 2 Trimestra 1 

Per cent - pourcantaga 

6.2 2.1 -2.0 -4.3 1.6 

-7.4 0.3 -0.4 0.9 5.5 

-16.9 3.1 -1.0 -1.8 12.2 

-28.7 2.4 5.9 -0.5 6.5 

-0.4 9.5 -1.7 -1.7 1.1 

-14.9 - - -10.2 -7.8 15.3 

-15.8 3.2 -2.0 -4.7 -1.4 

-6.6 3.0 -2.6 0.2 4.2 

-20.6 -2.9 0.3 2.4 2.6 

-3.2 7.0 -3.1 -2.6 -5.9 

-14.7 -2.4 -3.8 -3.1 -2.6 

-12.8 1.4 6.0 -1.0 6.8 

3.6 -5.8 -12.1 -11.4 -2.3 

. 

Saskatcheman 

Supermarchés d'alimontation at épiceries 1 

bus las autres magasins dalimentation 2 

Pharmacies at nagasins da médicamonts bravetés 3 

ilagas ins da chaussur.s 4 

Ilagasins do vêtom.n*s pour hommas 5 

Magasins de vitoments pour dames 6 

Autres magasins do vâtmesnts 7 

ulagasins do moublos at dappareils ménagors 8 

Magasins daccossoires da.neubl.m.nt 9 

Concessionnaires do v6hicul.s automobiles 10 
at recreakifs 

Stations-service 11 

Magasins da pièces at dacc.ssoiros pour 12 
autouiobil.s at services 

Magasjns do merchandises divarsos 13 

Autres magasins do produits semi-dursbl.s 14 

Autros magasins do produits dur.blss 15 

Autros luagasins do vento au detail 16 

Total, snsmebl. des •aga.ins 17 

Alberta 

Sup.rmerchés dalimontation at ápicaries 1 

bus los autros magasins dalim.ntation 2 

Pharmacies at magasins de médicaiuusnts bravetCs 3 

Magas ins do chaussures 4 

Magas ins do vétamonts pour homees 5 

Magasins do vCtemonts pour dames 6 

Autros sagasins do vêtam.nts 7 

Magasins do moublos at dapparoils ménagers 8 

Magasins dacc.ssoiras dameublement 9 

Concassionnairas da vChicules automobiles 10 
at récréat ifs 

Stat ions-service 11 

Ptagasins do pièces at daccassoiros pour 12 
automobiles at s.rvices 

Magasins do marchandisas divorsas 13 

Autres sagas ins do produ its s.mi-durablas 14 

Au*r.s isagasins do produits durablas 15 

Autros magasins do vents au detail 16 

Total, onssubls ds .aga.ins 17 

	

-6.5 	 3.8 	 2.6 	 1.2 	 3.6 

	

4.2 	3.6 	2.6 	7.7 	7.4 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

Quarter1 Quarter 4 Quarter 3 Quarter 2 Quarter 1 
1991 1990 1990 1990 1990 

Trimestre 1 Trimestre 4 Trimastre 3 Trimestre 2 Trimestre 1 

millions of dollars - millions d. dollars 

1,266.1 1,339.3 1,352.6 1,320.5 1,237.5 

242.3 300.9 275.6 271.8 260.9 

31.4 52.0 46.8 45.9 43.6 

31.3 78.4 45.3 46.5 39.0 

78.8 125.9 102.9 96.3 83.7 

91.6 148.0 114.1 98.9 86.7 

193.5 322.5 251.9 236.5 234.8 

62.4 102.9 96.8 94.8 88.7 

1,265.4 1,344.5 1,532.6 1,654.5 1,495.2 

465.5 574.7 574.0 539.6 464.7 

270.2 328.7 330.1 345.2 311.5 

492.2 921.3 625.8 608.1 499.2 

154.8 241.0 215.8 222.8 156.7 

131.5 245.3 196.2 183.8 149.0 

273.8 370.0 354.2 334.5 288.1 

5,118.4 6,578.0 6,183.4 6,182.7 5 1514.9 

21.0 24.9 26.0 24.8 21.0 

1.1 1.4 1.5 1.5 1.1 

6.3 9.2 8.3 8.1 7.4 

0.6 1.3 1.2 1.2 1.1 

2.2 3.4 3.2 2.9 3.0 

0.9 1.5 1.0 1.0 0.9 

34.7 50.2 41.5 43.5 36.7 

4.1 7.2 7.1 7.0 4.8 

6.6 9.1 8.8 8.7 6.b 

110.8 154.0 146.7 144.6 121.8 

Trade Group 

No. 

British Colibia 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen ' 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 

Yukon and Northwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 I4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicl, and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotiv, 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 storsa 



Groups do commerce 

N o  

colo.bi.-oritanniqu. 

Supermarchés dalimontation at epicene, 1 

bus los autras megasins dalim.ntation 2 

Pharmacies at magasins de médicaments brevetés 3 

Magasins do chaussur.s 4 

Hag., ins do vétements pour hommes 5 

Magas ins de vêt.menLs pour dames 6 

Autres magasins do vétements 7 

Magasins do moubles at dappareils ménagers 8 

Hagasins d'accessoires dameubleinent 9 

Concessionnair.s do véhicules automobiles 10 
at récréak ifs 

Stat ions-service 11 

Ifagasins do pièces at d'accessoires pour 12 
automobiles at services 

Ifagasins do merchandises diverses 13 

Autres magasins do produits semi-durabl.s 14 

Autras magasins do produits durable, 15 

Autres magasins do vents au detail 16 

-5.6 -4.1 -9.7 -2.4 5.6 

-13.9 7.3 8.4 35.7 28.3 

• :;:: 

3.5 -S.7 9.1 6.4 
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TABLEAU 3. Vantes au detail, non-dCsaisonnaliséas, salon Is groups do coercs at Ia reg,.on 
(estiaations trisastriellas ) 

Change from previous year 

Variation per rapport è lanné. précédente 

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

Trimestre 1 Trimostr. 4 Tri.estr. 3 Tririestre 2 Trimestre 1 

Per cent - pourcontago 

2.3 2.2 6.8 9.9 11.5 

-7.1 -5.5 12.0 12.2 9.5 

-27.9 -8.4 -4.2 0.8 22.7 

-19.8 -0.3 1.0 0.7 6.1 

-5.9 -0.3 1.7 4.8 11.9 

5.6 4.4 5.4 2.0 10.2 

-17.6 5.6 1.6 12.7 14.3 

-29.6 -0.8 6.5 10.3 25.6 

-15.6 2.1 6.2 -0,3 16.7 

0.2 13.2 1.8 5.9 11.0 

-13.3 -0.8 1.0 6.5 21.0 

S 

-1.4 5.8 4.3 3.5 8.6 

-1.2 7.8 3.0 12.1 8.9 

5 	-11.7 5.0 19.3 20.5 21.1 

-5.0 1.0 -3.3 -1.9 17.6 

-7.2 	3.0 	4.7 	5.2 	 13.4 Total, enomable des •agasns 	 17 

-0.1 3.8 1.0 1,1 5.4 

-2.4 -13.9 -8.1 -2.9 5.3 

-15.3 9.6 6.7 -0.4 0.9 

-47.6 -14.8 1.6 -20.7 17.3 

-28.0 -20.6 12.8 15.5 21.3 

2.8 61.4 0.1 14.9 9.3 

Yukon at T.rritoir.s du Nord-Ousst 

SupermarchCs dalimentation at epicene, 1 

Tous los autres magasins dalimentation 2 

Pharmacies at uuagasins de médicaments brevetIs 3 

Ifagasins de chaussures 4 

Magasins do vétements pour ho..es 5 

Magas ins do vétements pour dames 6 

Autr.s magasins do vétements 7 

tiagasins do moubles at dapparoils managers 8 

tiagasins d'accessoires damsublement 9 

Concessionnaires do véhicul.s automobiles 10 
at récréat ifs 

Stat ions-service 11 

Ifagasins do pièces at daccessoir.s pour 12 
automobiles at services 

tiagasins do merchandises diverses 13 

Autres magasins do produits semi-durable, 14 

Autras megasins do produits durable, IS 

Autres magasins do vente au detail 16 

Total, •nseuble do. •agasins 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (quarterly 
Estiaates) 

Sales 

Ventes 

	

Quarter 1 	Quarter 4 	Quarter 3 	Quarter 2 	Quarter 1 

	

1991 	1990 	1990 	1990 	1990 
Trimestre 1 IT  imestre 4 Trimestra 3 Trimestre 2 Trin,es±re 1 

millions of dollars - millions de dollars 

	

7.6 	9.5 	10.3 	9.3 	7.7 

	

x 	 3.5 	 3.2 	 2.9 	 2.7 

	

34 	 34 	 34 	 34 	 34 

	

34 	 34 	 34 	 34 	 34 

	

34 	 34 	 34 	 X 	 34 

	

34 	 34 	 34 	 X 	 34 

	

0.6 	1.1 	0.9 	1.0 	1.0 

	

34 	 34 	 34 	 34 	 34 

	

6.8 	9.3 	10.6 	12.4 	8.9 

34 34 34 34 34 

34 34 34 34 x 

33.7 49.6 51.5 49.1 38.5 

13.4 15.4 15.7 15.5 13.3 

1.0 1.1 1.3 1.3 1.0 

x 5.8 5.2 5.2 4.8 

34 34 X 34 34 

34 x x x 34 

34 34 34 34 34 

34 x 34 34 34 

1.5 2.3 2.3 1.9 2.0 

34 34 34 34 34 

3.1 3.6 3.8 3.3 3.5 

34 34 34 34 34 

2.2 3.9 3.9 4.2 2.8 

34 34 34 34 34 

77.1 104.4 95.2 95.5 83.2 

Trade Group 

No 

Yukon 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIens 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 Automotiv, 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 

Northwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mon'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 semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Change from previous year 

Variation par rapport a l'annIe précédente 

	

Quarter 1 	Quarter 4 	Quarter 3 	Quarter 21 	Quarter 1 

	

1991 	1990 	1990 	1990 	1990 
Trimes*re 1 Trimestre 4 Trimes*ro 3 Trimestre 2 Trimestre 1 

Per cent - pourcentag. 

	

-1.3 	10.9 	4.2 	9.8 	17.9 

	

10.9 	6.5 	-13.0 	-6.7 

	

x 	 x 	 x 	 x 

	

x 	 x 

	

x 	 x 	 x 

	

K 	 X 	 K 	 K 	 K 

	

-37.1 	-26.6 	-3.6 	22.9 	25.3 

	

K 	 K 	 K 	 K 	 K 

	

-23.0 	-13.1 	3.0 	7.6 	15.3 

K K K K K 

K K K X K 

-12.6 -2.2 -5.5 -2.2 1.7 
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TABLEAU 3. V•ntes au detail, non-dCsaisonnalisé.., solon Is groups de co.rce at Ia region 
(.stiaat3ons tramestriellas) 

. 

S 

. 

0.6 -0.1 -1.1 -3.5 -0.6 

-1.6 -6.2 3.0 -0.1 2.6 

x 8.9 6.9 8.5 5.8 

K K K K K 

K K K K K 

K K K K K 

K K K K K 

-23.4 -17.4 20.9 11.9 19.4 

K K K K K 

-10.5 15.7 17.1 21.7 15.6 

K K K K K 

-22.1 2.2 -1.1 30.1 21.1 

K K K K K 

.74 7.5 5.3 5.8 13.0 

Yukon 

Supormarchés d'alimentation at ápiceries 1 

bus las autres magasins dalimentation 2 

Pharmaciu at magasins di médicainents brevatIs 3 

Magas ins di chaussures 4 

Magasins di vétemonts pour honunes 5 

Magasins do vétements pour dames 6 

Autres magasins de vétements 7 

Magasir,s de meubles at d'appar.ils minag.rs 8 

Kagasins d'accossoir.s dameublamont 9 

Concessionnaires do véhicules automobiles 10 
at récréatifs 

Stations-service 11 

Pbgasins do pièces at daccessoires pour 12 
automobiles at services 

Hagasins do marchandises diverses 13 

Autras magasins de produits semi-durable, 14 

Autres magasins de produi*s durable. 15 

Autres magasins de vents au detail 16 

Total, •nsblo doe •agaeins 17 

Tarritoirss du Nerd-Quest 

Sup.rmarchés dalimentation at épic.ries 1 

Tous los autr.s wagazins dalim.n*a*ion 2 

Pharmacies at sagas ins do médicsmonts brevetCs 3 

Magasins do chaussures 4 

Magasins do vétements pour home.s 5 

Magasins do vC*ements pour dames 6 

Autres magasins do vè*...nts 7 

Magasins do m.ubles at dappareils ménagers 8 

Magasins dacc.ssoires dameublement 9 

Concossionnaires do vehicul.s automobiles 10 
at rCcréat ifs 

Stations-service 11 

Pbgasins de piIc.s at dacc.ssoir.s pour 12 
automobiles at services 

Magasins do merchandises div.rs.s 13 

Autres magasins do produits semi-durable. 14 

Autres uiagasins do produits durables 15 

Autres magasins do yenta au detail 16 

Total, •nsmebls des •agasins 17 

S 
Groupo do coimnerce 

N o  
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TABLE 4. Retail Trade Sample Response Fraction and Coefficient of Variation (Current 
Periods) W 

Response fraction 

Frack ion de réponse 

April March February January 
1991 1991 1991 1991 

No. Avril Mars Février Janvier 

Per cent - pourcentage 

Trade Group - Canada 

1 Supermarkets and grocery stores 89.9 94.6 95.6 96.6 

2 All other food stores 93.4 93.9 93.2 92.5 

3 Drugs and patent medicin. stor.s 91.2 91.9 89.0 91.7 

4 Shoe stores 98.8 96.2 95.9 98.2 

S Men's clothing stores 90.7 95.0 93.4 94.3 

6 Nom.n's clothing stores 94.0 95.3 95.7 94.5 

7 Other clothing stores 94.3 97.1 96.1 94.9 

8 Household furniture and appliance stores 96.3 92.9 92.3 96.8 

9 Household furnishings stores 91.3 94.8 92.5 92.7 

10 Motor vehicle and recreational vehicle 95.1 96.3 96.3 95.3 
dealers 

11 Gasoline service stations 93.8 92.2 93.6 95.3 

12 Automotive parts, accessories and services 93.4 94.0 93.9 93.9 

13 General merchandise stores 99.1 99.5 99.4 99.3 

14 Other semi-durable goods stores 95.4 95.8 95.7 96.3 

15 Other durable goods stores 92.3 95.0 94.5 95.7 

16 Other retail stores 90.6 97.4 95.3 97.9 

17 Total, all stores 93.6 95.3 95.2 95.9 

Regions 

18 Newfoundland 96.6 97.5 97.0 97.3 

19 Prince Edward Island 95.7 95.8 95.6 95,9 

20 Nova Scotia 97.5 96.7 96.7 98.7 

21 New Brunswick 95.1 96.1 95.9 95.8 

22 Quebec 91.6 95.7 95.3 96.0 

23 Ontario 93.5 94.5 94.5 96.0 

24 Manitoba 96.1 97.2 96,9 95.9 

25 Saskatchewan 95.0 97.2 94.0 98.0 	+ 

26 Alberta 92.4 93.7 94.3 94.4 

27 British Colu,thia 96.2 96.7 96.6 95.5 

28 Yukon and Northwest Territories 89.9 91.4 90.3 87.7 

29 Yukon 88.0 85.4 87.2 90.5 

30 Northwest Territories 90.9 94.0 91.7 86.5 



 

3.8 

8.4 

4.3 

5.1 

5.3 

3.3 

3.8 

5.6 

5.9 

5.2 

4.2 

3.4 

C 

3.7 

7.7 

4.3 

5.4 

5.2 

3.4 

3.7 

5.2 

6.2 

4.7 

4.0 

3.6 

1.4 

4.2 

3.8 

2.5 

3.5 

8.5 

4.6 

5.5 

4.8 

3.5 

4.0 

5.3 

5.8 

4.5 

3.8 

3.9 

1.4 

4.1 

5.4 

2.5 

3.2 

8.3 

4.8 

5.8 

5.4 

4.0 

5.7 

4.3 

6.0 

4.9 

3.7 

3.7 

1.3 

4.3 

5.7 

2.0 

. 

1.3 

5.8 

5.5 

3.3 

 

1.7 
	

1.5 
	

1.4 
	

1.4 
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. TABLEAU 4. Ca. 	 ff .erce de detail, fraction d• rCpane d• l'échantillon at coeic3.nt de variation 
(pCriodes courantes) 

Coefficient of variation 

Coefficient do variation 

	

April 	MarchFebruary 	January 

	

1991 	1991 	1991 	1991 

	

Avril 	Mars 	Fóvrier 	Janvier 

Per cent - pourcsntag. 

N' 

Groups do cou..rce - Canada 

Supormarchés dalimentation at épiceri.s 1 

Tous Las autr.s magasins dalia.ntation 2 

Pharmacies at magasins de medicaments brevetIs 3 

Plagasins do chaussures 4 

Magas ins do vêtements pour hoiimios 5 

Magasins do vêtements pour dames 6 

Autros magasins do vitemsnts 7 

Magasins do meubles at dappar.ils ménag.rs 8 

Magasins daccessoiros dameubloment 9 

Concessionnaires do véhicules automobiles 10 
at récráatifs 

Stations-service 11 

Magasins do pièces at d'acc.ssoirss pour 12 
automobiles at services 

Magasins do merchandises div.rsss 13 

Autres magasins de produits semi-durabiss 14 

Autr.s magasins do produits durabl.s 15 

Autros magasins do vents au detail 16 

Total, en.bl. doe •egaeine 	17 

Regions 

3.4 3.5 3.8 4.0 

3.4 3.5 4.3 4.5 

5.8 4.0 3.7 3.5 

4.4 4.1 3.8 3.6 

3.5 3.0 2.8 2.6 

3.5 3.3 3.1 3.2 

3.0 2.6 2.5 2.7 

5.7 4.1 3.4 3.7 

2.7 2.6 2.6 2.5 

3.8 2.9 3.2 2.9 

2.3 2.8 2.6 2.4 

0.7 0.8 1.3 3.9 

3.5 4.0 3.7 3.0 

T.rr.-Neuve 18 

fla-du-Princs-douard 19 

Nouv.11o-coss. 20 

Nouveau-Brunswick 21 

uéb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloiieio-Brita,viiqu. 27 

Yukon at Territoiros du Nord-Ou.st 28 

Yukon 29 

Territoiros du Nord-Ouest 30 

0 
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TABLE S. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Estioates) w 

April March February January December November October 
1991 1991 1991 1991 1990 1990 1990 

No. Avril Mars F6vrier Janvier Décenthre Novei,óre Octobre 

millions of dollars - millions de dollars 

Trade Group 	Canada 

1 Supermarkets and grocery stores 3,596.4 3,634.4 3,567.5 3,550.7 3,553.0 3,564.1 3,572.0 

2 All other food stores 303.0 319.1 309.5 296.2 312.0 317.3 317.3 

3 Drugs and patent medicine stores 754.0 752.3 777.9 719.7 729.6 751.7 765.6 

4 Shoe stores 131.6 132.9 134.1 124.2 156.3 144.3 145.7 

5 Hens clothing stores 145.1 147.9 146.4 127.6 174.5 166.0 170.8 

6 $omenss  clothing stores 297.8 299.6 299.1 255.7 334.5 315.7 316.2 

7 Other clothing stores 316.4 322.6 328.1 271.0 351.3 333.6 332.9 

8 Household furniture and 623.6 615.8 591.4 487.7 809.1 686.8 693.1 
appliance stores 

9 Household furnishings stores 169.9 170.0 166.9 142.7 222.3 200.1 204.8 

10 Motor vehicle and recreational 2,938.7 29866.4 2044.3 2,979.0 3,081.3 3,208.1 3,248.0 
vehicle dealers 

11 Gasoline service stations 1 1,184.4 1 2 160.5 1,251.2 1,325.2 1,325.3 1,365.8 1,378.8 

12 Automotive parts, accessories 925.7 896.7 937.1 944.1 1,001.5 11025.9 1,017.4 
and service 

13 General merchandise stor.s 1,723.1 1,732.0 1,730.5 1,636.9 10860.0 1,787.5 1,792.2 

14 Other semi-durable goods stores 522.7 526.6 526.4 499.1 566.8 560.1 568.4 

15 Other durable goods stores 405.0 395.8 403.5 378.1 458.0 446.0 459.9 

16 Other retail stores 864.0 863.4 855.6 815.9 866.9 874.7 873.8 

17 Total, all stores 14,901.1 16,834.1 14,969.6 14,553.8 15,802.7 15,747.8 15,855.9 

Nsgons 

18 Newfoundland 276.9 276.2 289.7 284.4 296.9 301.8 295.6 

19 Prince Edward Island 60.0 60.0 62.4 60.2 68.7 68.2 65.0 

20 Nova Scotia 491.9 484.4 502.5 471.8 522.5 515.0 508.7 

21 New Brunswick 393.1 382.7 397.9 388.3 410.9 418.0 407.7 

22 Quebec 3,668.5 3,696.6 3,698.7 3,565.4 3,951.7 3024.6 3055.8 

23 Ontario 5,427.6 5,412.0 5,477.9 5,376.7 5,933.9 5,815.4 5,860.6 

24 Manitoba 513.2 514.1 520.2 527.2 553.5 545.5 542.6 

25 Saskatchewan 431.2 443.0 443.2 439.2 467.6 472.8 469.3 

26 Alberta 1 3.589.1 1,571.2 1,560.1 1,550.7 1,667.5 1,631.2 1,657.5 

27 British Columbia 1,956.8 1,943.0 1063.7 1,882.8 2033.8 2,008.4 2,043.3 

28 Yukon and Northwest Territories 43.6 43.6 43.6 44.5 46.1 46.7 - 	4.8 



3,608.6 3,566.6 3,573.4 3,482.7 3,530.4 3,582.0 

329.5 330.1 330.5 334.4 328.6 337.5 

763.2 755.0 758.5 761.7 743.6 738.2 

149.9 153.2 151.1 154.4 146.9 150.9 

165.2 177.2 175.8 170.8 169.2 173.3 

324.6 327.2 330.3 337.4 331.0 339.5 

334.9 335.9 332.0 336.2 329.8 339.8 

703.6 704.6 708.2 724.2 730.8 721.8 

	

208.2 	218.7 	214.2 	231.3 	226.9 	218.2 

	

3,373.6 	3,426.5 	3,449.1 	3,660.3 	3,433.0 	3,327.3 

1,257.5 1,281.7 1,262.0 1,255.8 19256.9 1,254.9 

1,021.2 1,053.7 1,014.7 1,002.7 1,013.2 1020.1 

1,770.5 1,803.4 1,810.1 19743.7 1,728.7 1,790.7 

572.1 576.7 586.7 594.5 607.5 602.0 

464.3 460.3 450.4 446.0 447.8 444.2 

870.4 852.4 832.7 832.5 821.2 871.2 
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TABLEAU 5. Ventos au detail, dCsaisonnaiisé.s, salon Is groups do co.rce at Ia region 
(astiations flastoriquas) 

	

Septenthar 	August 	July 	June 	May 	April 

	

1990 	1990 	1990 	1990 	1990 	1990 

	

Sopt.nre 	Aoàt 	Juillot 	Juin 	N.j 	Avril 	 N o  

millions of dollars - millions do dollars 

Group, do c.rc. Canada 

S 
0 

. 

Supermarchés dalimentation at épic.ries 1 

bus las autras magasins dalim.ntation 2 

Pharmacies at magasins do médicanients brevatés 3 

Ilagas ins d. chaussures 4 

Ifagasins do vêtements pour honmies 5 

Magasins do vétem.nts pour d.o.s 6 

Autr.s magasins do vêt.m.nts 7 

Megasins do m.ub].es at dappareils ménagors 8 

Magasins d'acc.ssoir.s darneubls.ent 9 

Concessionnaires do véhjcul.es automobilis 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do marchandises div.rs.s 13 

Autr.s magasins de produits semi-durables 14 

Autr.s magasins do produits durablos 15 

Autres magasins do vents au detail 16 

15,917.2 16,021.3 15,979.7 15,868.5 15,845.2 15,911.5 Total, .nso.bla dss magasins 	 17 

Regions 

	

295.2 	303.3 	294.8 	291.5 	284.1 	290.6 

	

67.0 	65.2 	66.6 	66.0 	67.3 	66.4 

	

496.2 	515.8 	517.2 	511.6 	506.3 	505.5 

	

409.1 	408.6 	614.5 	425.2 	407.0 	409.1 

	

3078.4 	3,979.9 	3059.6 	3,980.4 	3,944.4 	3,987.1 

	

5,925.6 	59962.3 	5,939.8 	5,842.5 	5,892.0 	5,927.3 

	

544.6 	556.7 	561.9 	548.0 	549.5 	545.1 

	

473.5 	485.8 	475.5 	473.9 	447.5 	460.3 

	

1,664.8 	13667.8 	1,673.1 	1,666.0 	1,644.7 	1,646.9 

	

2,043.7 	2,049.2 	2,055.4 	1,980.6 	2,029.0 	2,054.4 

	

45.1 	46.4 	48.0 	47.2 	47.5 	46.7 

b.rr.-Neuv. 18 

2le-du-Princ.-douard 19 

Nouv.11a-cossa 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloithie-Britannique 27 

Yukon at T.rritoir.s du Nord-Ou.st 28 

0 
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TABLE 6. Retail Sales, not Seasonally Ad3usted, by Trade Group and by Region (Historical 
Estioates) W 

April March February January December November October 
1991 1991 1991 1991 1990 1990 1990 

No. Avril Mars Fóvrier Janvier Décembre Novembre Octobre 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermark.ts and grocery stores 3,380.0 3,648.5 3078.5 3,390.0 3,789.4 3,628.4 3,482.3 

2 All other food stores 286.4 306.0 262.3 259.3 379.2 311.0 306.7 

3 Drugs and patent medicine 712.2 721.3 701.2 702.6 918.6 763.1 775.3 
stores 

4 Shoe stores 127.5 108.4 78.6 94.2 217.2 178.2 160.2 

5 Men's clothing stores 129.8 115.8 81.9 93.7 346.4 227.4 181.9 

6 fr4omen's clothing stores 296.0 275.2 198.5 198.9 507.2 347.7 322.8 

7 Other clothing stores 287.7 286.1 213.2 210.1 588.8 402.8 349.6 

8 Household furniture and 566.3 548.1 458.5 437.5 1,072.6 782.7 730.3 
appliance stores 

9 Household furnishings stores 160.0 150.9 127.0 111.5 275.3 230.2 219.1 

10 Motor vehicle and recreational 3,634.2 2,961.2 2,397.7 2,314.7 2,434.9 3,051.8 3,416.9 
vehicle dealers 

11 Gasoline service stations 1011.6 1010.3 1,081.5 1,227.9 1,354.5 1,378.7 1,396.9 

12 Automotive parts, accessories 
and service 

937.1 797.4 708.5 784.0 1,069.4 1038.0 1 1058.2 

13 General merchandise stores 1,563.0 19476.0 1,192.7 1,190.1 3004.9 2,295.8 1,865.3 

14 Other seiiii-durable goods stores 472.6 430.3 386.0 360.9 883.6 593.5 542.7 

15 Other durable goods stores 342.2 309.6 281.7 293.0 903.5 474.2 412.9 

16 Other retail stores 767.8 770.5 610.2 581.0 1,323.9 899.1 809.6 

17 Total, all stores 14,774.1 14,035.5 11,958.1 12,249.4 19,169.5 16,702.6 16,030.7 

Regions 

18 Newfoundland 274.2 259.8 228.5 224.9 363.9 323.6 290.4 

19 Prince Edward Island 57.2 52.2 46.2 47.5 81.8 70.1 63.9 

20 Nova Scotia 478.9 452.6 399.9 390.7 642.5 556.7 506.3 

21 New Brunswick 382.9 357.3 314.9 316.6 496.3 450.2 414.3 

22 Quebec 3,750.0 3,539.8 2,924.2 2,919.6 4,461.4 4,066.6 49025.3 

23 Ontario 5,382.1 5,085.4 4,364.6 49549.6 7,361.1 6,274.4 52919.0 

24 Manitoba 505.5 476.3 415.2 443.9 668.9 587.4 554.0 

25 Saskatchewan 421.6 405.9 349.2 373.4 555.3 508.5 488.7 

26 Alberta 1,554.3 12487.3 1,262.9 1,325.3 2,019.5 1,729.1 1,691.6 

27 British Columbia 1,927.6 1,878.7 1,618.1 1,621.5 2,462.7 2,085.9 2,029.5 

28 Yukon and Northwest Territories 39.8 40.1 34.3 36.4 56.2 50.2 47.6 

29 Yukon 13.2 12.0 10.4 11.3 17.4 16.0 16.2 

30 Northwest Territories 26.6 28.1 23.9 25.1 38.8 34.2 31.4 



13,597.01 

1,113.9 

2,837.3 

408.6 

421.2 

968.6 

997.1 

2,010.4 

549.4 

11,327.7 

4,531.3 

3,227.0 

5,421.9 

I ,649.8 

1,226.5 

2,729.5 

53,017.1 

987.4 

203.2 

1,722.1  

1,371.6  

13,133.5 

19,361.7 

1,840.9 

1,550.1 

5,629.8 

7,046.0 

150.6 

46.9 

103.7 
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. TABLEAU 4 • Vsntem au detail, non-ddsaisonnalas.s, salon 1s groups do ca...rc. at 1. régaan 
(.st.ations hastoriques ) 

	

Sep*eró.r 	August 	July 	June 	hay 	April 	Year 

	

1990 	1990 	1990 	1990 	1990 	1990 	1991 

	

Soptembre 	AoGt 	Juillot 	Juin 	hiai 	Avril 	Année 

millions of dollars - millions do dollars 

Groups do coumerce • Canada 
I 

N' 

	

3,593.4 	3 9 747.7 	3,541.7 	3,755.5 	3,668.6 

	

321.7 	351.6 	348.3 	363.5 	347.9 	328.3 

	

732.1 	764.3 	730.0 	754.6 	741.0 	694.0 

166.5 153.9 131.3 169.0 159.1 144.8 

161.1 140.1 136.9 181.0 175.4 152.5 

356.7 317.6 299.4 352.1 350.2 325.7 

348.9 336.0 281.2 325.0 313.6 304.2 

713.3 724.2 687.6 731.8 694.0 634.6 

210.4 230.0 218.2 250.3 233.0 200.8 

3,031.8 3,506.2 3,553.4 3,887.2 4,290.7 3,904.7 

	

1,252.9 	1,393.5 	1,362.5 	1,320.3 	1,321.2 	1099.7 

	

980.8 	1,073.2 	1,071.0 	1,141.7 	1,162.6 	1,010.2 

	

1,739.9 	1,731.9 	1,578.2 	1 2 723.1 	1,704.3 	1,587.4 

	

556.8 	590.3 	587.0 	659.3 	695.9 	538.1 

	

445.2 	463.7 	426.0 	465.4 	447.9 	369.2 

	

842.7 	954.9 	908.4 	940.8 	876.6 	761.3 

15 1454.1 14,478.9 15,841.3 17,010.5 17,18t.0 15,501.0 

Supermarchü dalimentation at 1 
épicer ies 

Tous las autres magas ins 2 
dalirientat ion 

Pharmacies at sagas ins do módicamont 3 
brevotés 

Magasins do chaussuros 4 

Magasins do vôtoments pour hommes S 

Magasins do vétomonts pour dames 6 

Autr.s magas ins do vêtomonts 7 

Magasins do moublas at dappareils 8 
mónag.rs 

Magasins d'accessoir.s dameublement 9 

Concessionnaires do véhicules 10 
automobiles at récréakifs 

Stations-service 11 

Magasins dopièces at daccessoiros 12 
t  pour auomobiles at services 

Magasins do merchandises diverses 13 

Autres magasins do produits semi- 14 
durab lee 

Autr.s magasins do produits durablos 15 

Autr.s magasins do yenta au detail 16 

Total, .nsembl. da •agasns 17 

Regions 

	

280.3 	316.6 	301.3 	313.7 	313.8 	284.9 

	

64.6 	73.6 	74.6 	74.2 	72.9 	62.9 

	

476.9 	542.0 	520.6 	541.9 	541.1 	486.9 

	

394.4 	429.2 	418.9 	452.9 	436.8 	394.5 

	

3,899.0 	4039.6 	3,946.2 	4,307.6 	4,481.2 	49015.9 

	

5,715.8 	6,008.5 	5,810.8 	6,297.7 	6,350.3 	5,691.2 

	

529.6 	569.6 	549.4 	589.9 	591.1 	534.2 

	

459.7 	496.6 	470.3 	519.1 	478.5 	444.9 

	

1,613.8 	1,713.8 	1,648.4 	1,772.2 	1,746.0 	11,579.8 

	

1,973.9 	2,139.4 	2,070.1 	2,099.0 	2,120.9 	11962.9 

	

46.0 	50.1 	50.6 	52.2 	49.3 	43.0 

	

15.7 	18.2 	17.7 	16.3 	17.0 	13.8 

	

30.4 	31.9 	32.9 	33.9 	32.3 	29.2 

Terre-Mauve 16 

ule-du-Princ.-douerd 19 

Nouv.11e4cosso 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colopthie-Britanniqu. 27 

Yukon at Territoir.s du Nord-Ou.st 28 

Yukon 29 

Territoires du Nord-Ouesk 30 
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TABLE 7. Departoent Store Type Merchandise Sales, not Seasonally Ad:justed, by Region 
(Current Periods) 	 0 

Sales 

Ventes 

	

April 	March 	February 	January 	Year-to-date 

	

1991 	1991 	1991 	1991 	1991 

	

Avril 	Mars 	Févriar 	Janvier 	Cumulatif 

millions of dollars - millions de dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon and Northwest Territories 

Yukon 

Northwest Territories 

Total 

86.4 

16.6 

141.0 

107.2 

1,093.8 

1,758.1  

155.9 

134.2 

555.4 

588.9 

19.5 

4.3 

15.2 

4,657.1 

84.9 

15.4 

139.5 

100.7 

1,032.6 

1,648.1 

147.8 

132.3 

528.5 

572.6 

19.3 

3.9 

15.4 

4,421.7 

70.3 

13.7 

119.8 

87.7 

815.6 

1,448.0 

123.1 

109.8 

442.7 

472.4 

16.3 

3.2 

13.1 

3,719.4 

64.0 

14.6 

115.8 

87.1 

805.7 

1,431.3 

124.9 

116.9 

450.7 

464.7 

16.8 

3.5 

13.3 

3,692.5 

305.6 

60.3 

516.1 

382.6 

3,747.7 

6,285.5 

551.7 

493.2 

1,977.4 

2,098.7 

71.9 

14.8 

57.1 

14,490.7 

TABLE S. Departoent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Historical Esti.ates) 

	

April 	Morchl Februaryl January Decerther Noverther October 

	

1991 	1991 	1991 	1991 	1990 	1990 	1990 

	

Avril 	Mars Février Janvier Décembre Novethre Octobre 

millions of dollars - millions do dollars 

Region; 

Newfound land 

Prince Edward Island 

Nova Scotia 

Now Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Coluithia 

Yukon and Northwest Territories 

Yukon 

Northwest Territories 

Total 

86.4 84.9 70.3 64.0 165.3 135.1 104.3 

16.6 15.4 13.7 14.6 38.9 27.0 21.8 

141.0 139.5 119.8 115.8 302.8 225.8 175.8 

107.2 100.7 87.7 87.1 208.5 166.2 135.0 

1 9 093.8 1,032.6 815.6 805.7 1,912.0 1,433.9 1,330.9 

1,758.1 1,648.1 1,446.0 1,431.3 3,503.0 2,422.0 2,111.9 

155.9 147.8 123.1 124.9 304.3 216.8 180.3 

134.2 132.3 109.8 116.9 253.3 195.1 170.2 

555.4 528.5 642.7 450.7 983.2 701.2 631.4 

588.9 572.6 472.4 464.7 1,115.5 748.0 674.6 

19.5 19.3 16.3 16.8 31.4 24.4 23.9 

4.3 3.9 3.2 3.5 7.5 5.7 5.7 

15.2 15.4 13.1 13.3 23.9 18.8 18.2 

4,657.1 4,421.7 3,719.4 31692.5 8 1818.2 6 1295.5 51560.1 
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. TABLEAU 7. Ventes de •archandises genr. grand •agasin, non-désaiaonnalisées, salon In region 
(pCrodas courantas ) 

Change from previous year 

Variation par rapport a 1ann6e précédente 
April March February January Year-to-date 
1991 1991 1991 1991 1991 

Avril Mars Février Janvier Curiulatif 

Per cent - pourcentage 
-3.7 -3.7 -3.3 -10.2 -5.1 

-16.2 -20.7 -16.1 -13.1 -16.7 

-4.5 -6.4 -4.1 -13.4 -7.1 

-13.1 -8.3 -14.6 -10.6 

-10.7 -14.1 -14.3 -20.2 -14.6 

-7.1 -11.6 -7.5 -15.1 -10.3 

-4.9 -6.2 -3.6 -8.6 -5.8 

-9.7 -8.1 -9.1 -12.2 -9.8 

4.2 -2.5 -2.0 -7.0 -1.7 

-1.2 -6.3 -4.5 -13.4 -6.2 

-5.9 -8.3 -9.0 -8.2 -7.8 

-0.5 -13.7 -13.8 -16.3 -11.0 

. .::: :::: 

RCgons 

Terro-Nauva 

t lo-du-Pr ince4douard 

Nouvelle-cosse 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colonth is-Br itannique 

Yukon at T.rritoires du Nord-Ouest 

Yukon 

Territoires du Nord-Ouest 

Total 

TABLEAU 8. Ventos de marchandises genre grand magasin, non-ddsaisonnalisées, salon Ia region 
(.stáaations historiquss) 

	

Septsiésr 	Augustl 	July 	June 	May 	April 	Year 

	

1990 	1990 	1990 	1990 	1990 	1990 	1991 

	

Septe,,re 	Aoüt 	Juillet 	Juin 	Mai 	Avril 	Année 

millions of dollars - millions do dollars 

RégAons 

305.6 

60.3 

516.1 

382.6 

3,747.7 

6,285.5 

551.7 

493.2 

1,977.4 

2,098.7 

71.9 

14.8 

57.1 

16,490.7 

97.5 105.3 92.9 96.5 95,5 89.8 

22.7 25.6 24.9 23.9 22.1 19.8 

165.3 172.1 155.7 167.9 161.7 147.6 

128.2 131.0 120.5 133.6 129.0 114.7 

11323.9 1,288.1 1,210.7 1,380.6 1,397.7 1,225.5 

2,080.8 2,070.1 1,945.6 2072.8 2 9 102.4 1,892.0 

171.9 175.1 160.3 179.7 181.3 163.9 

152.9 161.7 141.2 162.2 156.9 148.6 

602.6 623.0 569.5 613.0 591.5 533.0 

662.5 676.5 632.2 657.3 652.3 595.8 

22.4 23.3 22.5 24.3 23.8 20.7 • 5.2 5.5 5.3 5.5 5.2 4.3 

17.3 17.8 17.2 18.8 18.6 16.4 

5,430.9 5,451.9 5,075.9 5,611.4 5,514.4 4,951.5 

Terre-Mauve 

fle-du-Pr incs-Edouard 

Nouv.11s-coss. 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloth is-Br itannique 

Yukon at Territoires du Nord-Oust 

Yukon 

Torrjtoir.s du Plord-Ouset 

Total 
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Appendix I 

Definitions 

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

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

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

Dpartesnt store type merchandise (05Th) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
storesi all other food stores recreational 
and motor vehicle dealers) gasoline service 
stations automotive parts, accessories and 
services) and all other retail stores (in-
cludes liquor, wine and beer stores) and re-
tail stores, n.e.c.). 

Appendice I 

Definitions 

Coarce do detail signifie, pour les be-
soins do la prósente publication, "l'ensemble 
des ventes faites par des points de vents au 
dC*ail". 

Un point de vente au detail, suivant In de-
finition de Statistique Canada, est un local 
d'affaires (habituellament un magasin) dont 
l'activité principals est la vents de marchan-
discs at do services connoxes au grand public 
pour la consommation mCnagIre ou personnelle. 
Los estimations relatives au commerce do dé-
tail no prennent P.S an compte los ventos di-
rectes, c'est-I-diro les vent.s qui no sont 
pas fait.s par lintormédisiro dun point do 
vents au detail, par exomple les vont.s direc-
tes par demarchage, les ventes par distribu-
teur automatique, los ventes do journaux ou do 
revues faites dir.ctement par lea imprimeurs 
at óditeurs, at lea ventes faites par lea cer-
cbs du livra at los clubs do disques. I1 ny 
a qu'une exception: les ventes des grands ma-
gasins faites par la posts ou par catalogue, 
qui sont classées dans la catCgori. des "meg.-
sins do merchandises diverses'. En outre, 1e 
commerce do detail no comprend pas los vent.s 
au detail des unites auxiliaires, per exempbe, 
entropôts, sieges sociaux, etc., ni los ventos 
dos entrepreneurs dont lactivitC principals 
no relève pas du commerce do detail, ni lea 
operations do detail entre particuli.rs. 

Los vontes nettes totales comprennent lea 
ventes do marchandises neuves at d'occ.sion at 
les recettes provenant de reparations, do lo-
cation de matóriel, do Is vente de repas at 
d'autr.s activitCs de services, moins 1a va-
lour des rondus (merchandises r.tournCes), los 
ajustements at los rabais Los ventes totales 
nettes compronnont 6galements la valour des 
reprises, los commissions sur la vents do mer-
chandises appartenant a autrui (y compris los 
commissions touchCes pour la vents de billets 
do loterie) at Is valour lou detail) des mer-
chandises prulevCes par 1s propriêtairo pour 
son usage personnel. On no pr.nd pas an compte 
los recettes hors exploitation, los recouvre-
cents do mauvaises créancos at los taxes do 
vent. (taxe do vents provinciale at Is tax* 
sur lea produits at les services (TPS)) 
percuss pour 1s compte d'un organism. public. 

Las •archandises du genre de colles venduss 
dams lea grands magasins (MGG) correspondent 
au total du commerce do detail moms los grou-
pea do commerce suivants: lea sup.rmarchCs 
d'alimontation at lea epiceries; tous los au-
tros magasins dalimentation, los concession-
naires do vChicubes automobiles at récróatifs; 
los stations-servicoj los magasins do pièces 
at d'accossoires pour vIhiculos automobiles at 
services i at los autres magasins de vonto au 
detail (comprond los magasins do spiritueux, 
do yin at do bièr.i at los magasins do vents 
au detail, n.c.a.). 

C 
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Appond3.* 11 

METHODOLOGY 

Co.ponents of the Universe 

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

The target population for the Retail Trade 
Survey consists of all statistical locations 
on the CFOB that are identified in the retail 
trade sector. These units comprise the sam-
pling frame for the Retail Trade Survey. 

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

The non-integrated portion represents smal-
ler single entity businesses whose sales val-
ues lie 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 New Sa.ple 

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 con-
nodity sold. The target population is also 
stratified by geographic region. Each indus-
try - geographical combination is divided into 
three sub-strata: take-all, large take-some 
and small take-some. The take-all businesses 
are self-representing as they are included in 

Appandce II 

MtTH000LOGIE 

Coposantes de 1' univers 

La nouveau registre des entreprises ou Base 
de damnées du registre central (BDRC) repré-
serite lunivers de lEnquête mensuelle sur Is 
commerce de detail. La &ORC a etC concue afin 
de servir de base de sondage centrale pour 
toutes les enquêtes-entrepris.s, cc qui permet 
de normaliser les concepts at de gCnCraliser 
les mCthodes at las systèmes. La qualitC 
densemble des donnCes commerciales at Ccono-
miques est ainsi amCliorCe: on obtient une 
plus grande coherence, des donnCes administra-
tives plus exactes at une meilleure coordina-
tion des systBmes at des procedures. Un jour, 
toutes les enquêtes-.ntreprises de Statistique 
Canada seront remaniées at sintCgreront I cc 
nouveau cadre. 

La population cible de lEnquIt. sur 1* 
commerce di detail est formée de tous les 
emplacements statistiques dens Is BDRC qui 
appartiennent au secteur du commerce de dé-
tail. Ces unites constituent la base de son-
dags de lEnquêts sur 1e commerce di dátail. 

La base de sondage de Is BDRC eat divisCe an 
deux composantes: Is partie intégrCe (Pt) at 
Is partio non intCgrCe (PNI). La premiIre 
englobe tout.s lea entreprises importantes qui 
ent une structure complexe at constikue la 
composante la plus importante de Is base an cc 
qui a trait aux ventes. Las entreprises de Is 
P1 p.uv.nt êtr. reprCsentées I plusieurs ni-
veaux I lintérieur du cadre hiCrarchique de 
lentitC statistique, ce qui permet la col-
lecte de Is gamma complIto d.s donnCes Ccono 
miques dans Is cas des grandes sociCtCs. Les 
renseignements sur ces entreprises sont tires 
des fichiers administratifs des declarations 
d'impôt sur 1e revenu at d.s fichiers des 
comptes di retenuss sur Ia pays de Revenu 
Canada. 

La partie non intégrCe est constituCe d.s 
entreprises I entitC simple de plus petite 
taille dank la valeur des ventes eat seus la 
limite calculCe d. Is P1. L'Enquôte mensuelio 
sur le commerce de detail tire ses .ntitCs 
statistiques du fichier des comptes de ret.-
nues sur is paye de Revenu Canada, cc qui 
permit dintCgrer aux unites do la PNI de is 
base l.a renseignements lea plus récents. 

Nouvel échantillam 

Lea entreprises de Is population cible sont 
claasCes an fonction des codes I quatre chif-
fres de Is Classification type des industries, 
I partir de Is proportion d.s ventes que re-
prCs.nte chaque genre dentreprise ou encore 
chaque genre de marchandises vendues. La 
population cible eat aussi stratifiCe par 
region gCographique. Chaque combinaison bran-
ch. dactivitC - region géographique est divi- 
SCe an trois sous-strates: 	une I tirage corn- 
p1st, une 	grande I tirage partiel at une 
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the sample with certainty. The take-all sub-
stratum is comprised of designated companies 
such as department stores, companies operating 
in several strata, and companies operating in 
one strata with revenue greater than a calcu-
lated threshold. The large take-some and 
small-take-som* 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-some 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-some 
strata may rotate out of the sample for a 
specified time period in order to reduce the 
response burden. The number of panels in each 
sub-stratum is calculated in accordance with 
the sampling rats, the maximum number of occa-
sions that a unit may remain in the sample, 
and the minimum number 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 Collection 

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 
immediately. Data and frame updates are trans-
mitted to Ottawa and loaded onto the survey 
data base several times during each cycle. 

petite 5 tirage partiel". Las entreprises de 
la sous-strate a tirage complet sont autore-
présentativas puisqualles sont forcément 
intégrées a l'échantillon. La sous-strate a 
tirage complet anglobe les sociétés dósignó.s, 
comme les grands magasins, las sociétés an 
activité dans plusieurs stratas at cellas on 
activité dans una strata at ayant des ventes 
supérieurss au sauil calculé. Las unites de 
Is sous-strate "grande A tirage partiel" at de 
celia "petite a tirage partial" sont ciassóes 
salon isurs recattes. 

Afin do determiner la taills des échantil-
lons pour las branches dactivitC salon la 
strata géographique, on calcule Is variance at 
Is total des ventes dans chaqua sous-strata at 
on utilisa las résultats pour is repartition. 
C.ile-ci se fait suivant una methode qui per-
mat da calcular 1s nombre dunitós a prélaver 
dans Is strata a tiraga partial a partir des 
daux critàr.s suivants: Is coefficient da 
variation requis pour la strata at, bian sQr, 
Is nombre total dunités dCchantillonnaga de 
1 anquâta. 

Léchantillon initial a Cté prClavC I la 
fin de 1988 at a Cte rafraichi chaque mois par 
lintroduction dun échantillen da nouvallas 
unites do Is population. Las unites da Is 
base da sondaga sont réparties aléatoirem.nt 
entre un nombra ékabli do panels a lintérieur 
da chaqua sous-strata, ca qui parmet non seu-
lament da m.ttre a jour léchantillon par 
lajout da nouvalles unites mais aussi de 
rCduira 1s fardeau da la réponse des unites 
des s*rat.s I tirage partial. La prós.nca de 
panals permat de supprimar pour un temps, par 
renouvall.mant, las antraprisas sélactionnéas 
dans las strates I tiraga partial at ainsi da 
rCduira 1e fardeau da la réponse. La nombre 
ds panels da chaqua sous-strata ast calculé an 
fonction du taux déchantillonnaga, du nombra 
maximal da cycles pendant lasquals una unite 
paut rester i lintériaur do léchantilion at 
du nombra minimal de cycles pendant lesquels 
ella doit raster a laxtériour da léchan-
tiilon. Une fois las panels retenus dans 
i'óchantillon initial choisis, le renouvalia-
mant da léchantillon paut Itra affectué pC-
riodiquemant par la suppression dun panel da 
léchantiilon courant at par lajeut dun 
nouveau panel. 

Collacte des donnCss 

La collects des donné.s, is saisia des don-
nées, la verification préliminaire at 1e suivi 
des non-répondants sont accomplis par las huit 
bureaux rCgionaux da Sta*istiqua Canada. On 
communique avec las antraprises échantillon-
noes par Is posts ou par téléphone, salon cc 
quellas prCfIrant. La saisia das donnéas at 
Is verification préliminairs sont effactuées 
an memo temps afin da garantir is validité des 
donné.s. On fait immédiatament Is suivi pour 
las entités de collacta qui riont pas répondu 
ou pour cellos dont las donnoos contiannent 
des erreurs. Las mis.s I jour aux donnCes at a 
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fl 
These revised procedures have resuLted in much 
improved response rates (approximately 90% 
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 average 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 
include; 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 (trade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

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

Esticatiom 

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 domain is defined as the C most recent classification values available 
from the CFDB 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, 

la base soot kransmises a Ottawa et elles soot 
entrées dans Ia base do donnies de lenquê*e a 
plusieurs reprises au cours de chaque cycle. 
Ces procedures révisées ont eu pour consé-
quence de meilleurs taux de réponse (on ob-
tient environ 90Z de réponses pour las estima-
tions provisoires). 

Verification statistique at ,.oputation 

Las donnees sont analysé.s a l'in*érieur di 
chaque groupe de commerce at region góographi-
qua. Les valeurs extremes sont inscrites sur 
une liste, pour quon puisse an faire un con-
trôle manuel, suivant un ordre de prioritC 
qui est fonction di l'ampleur da lócart par 
rapport a la moyenne. Las enregistrements qui 
sortt rejetés a ia verification statistique 
sont considérés comma des valeurs aberrantes 

at no servant pas au calcul des variables 
d'imputation (comma las tendances mansualles) 
utilisées par 1s système dimputation. 

On impute une estimation aux enregistrements 
des entreprises n'ayant p.s répondu C temps ou 
dont les ventes dCclarées ont étó r.jetées I 
1s verification préliminaire. Diverses mCtho-
des dimputation sont utiliséss, le choix di 
Is méthode étant fait automatiquamant par 1, 
système an fonction di Is disponibilitC des 
donnCes requises. La système peut notamment 
utiliser les tendances mensuellas ou annuel-
las, la moyenne do la cellule, les donnees 
annuelles divisóes par douza ou las valeurs 
historiques. S'il manqus des donnCes pour 1s 
cellule dimputation (groupe di commerce par 
region géographique), cella-ci ast automati-
quement combinCe avec des cellules samblables. 

Ii y a un décalage perceptible .ntra 1s 
moment oü lentreprise ouvre sas portes at 
celui oü ella figure dans In base de len-
quIte. Afin di cempenser leffet de cc retard 
sur lea estimations mensuelles, on impute a 
rabours, jusqul Is date di creation de 1a 
nouvelle unite ou jusquau debut di lannCe 
précédente (salon Is plus lointaine des daux 
dates), las ventes des nouvelles unites de 
Péchantillon. Limputation I rebours des 
nouv.11es unites repose sur las tendances 
mensuelles inverses at produit une estimation 
de meilliur niveau pour las données revisCas. 

stiaation 

On estima 1s total des ventes au detail on 
affectant dun coefficient destimation lee 
chiffres des ventes des unites Cchantillon-
nées. Un poids égal I linverse de 1s proba-
bilité di selection eat attribué au depart I 
chaque entité. Les poids sont ensuite ajustés 
an fonction de Is taille de léchantillon 
obtenu, cc qui permit de gonfler lastimation 
pour quelle représente lenseiiible di 1a popu-
lation courante. Lea chiffres des ventes 
pondérés ainsi calculCs sont additionnCs par 
domaine cc qui donna las ventes totales asti-
matives per strata. Par domaine, on intend 
las valeurs de classification lea plus rC-
centes disponibles dans Ia BDRC pour lentitC 
statistique it Is pCriode de réfCrence 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. 

Hon - Eap]oy.r Estiat.s 

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 supplemented by 
estimates for non-employer businesses which 
were derived from an analysis of income tax 
data from 1984 to 1987. There are approxi-
mately 30,000 unincorporated owner operated 
retail businesses in Canada.  

lenquôte. 	Les domaines peuvent être diffé- 
rents de la strate d'óchantillonnage initiale 
lorsque la taille, la branche d'actjvité ou 
lemplacoment des unites roprésentees par los 
enregistrements ont subi des modifications. 
Les changements de classification se répercu-
tent immédiatement sur los estimations at ne 
s'accumulent pas avec Ic temps. 

Estaations pour los ontreprises n'ayant pas 
do salaries 

Les entreprises nayant pas de salaries no 
sont pas roprésentécs dans la partie non inté-
grée do Ia BDRC. Elles no constituent quo ZZ 
environ de lenseutblo du commerce do detail 
mais leur importance vane considérabiement 
scion le groupe de commerce at la region. Las 
estimations do lenquête sont complótées par 
dos estimations pour los entreprises n'ayant 
pea do salaries, qui ont été calculóes a par-
tir dos donnCos fiscales de 1984 a 1987. Il y 
a environ 30,000 entreprises do detail non 
constituées on socióté .xploitées par lour 
propriótaire au Canada. 
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Appendix III 

Data Rslability 

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

Spling and Non-sp22ng Errors 

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

Sa.pling Errors 

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

In sample surveys, since inference is made 
about the entire population covered by the 
survey on the basis of data obtained from only 
a pert 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 -sampling Errors 

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. 

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

Appendice III 

Fiabilitá des données 

Ce bulletin présente des estimations fondées 
sur une enquête par óchantillonnage qui ris-
quent, par consequent, dêtre entachées der-
reurs. La section qui suit vise I facilitsr, 
pour le lecteur, l'interprétation des estima-
tions qui sont publiées. 

Erreurs d'échantillonnage at autres errurs 

Les estimations Ctablies sur Is base dune 
enquête par échantillonnage sont sujett.s a 
différents types derreurs. On las regroups an 
deux grandes categories: les erreurs qui sont 
dues a léchantillonnage at celles qui no Is 
sont pas. 

Erreurs d 'échantillonnag. 

Ce genre derreur exists parce que les ob-
servations portent uniquement sur un échantil-
lon, at non sur lensemble de Is population. 
Lerraur depend de facteurs tels que la taille 
de léchantillon, In variabilitC de In popula-
tion, 1s plan de sondage at Is method. desti-
mation. Pour une taille donnée déchantillon, 
per example, lerreur déchantillonnage sera 
fonction de Is mCthode de stratification adop-
tee, de lattribution de léchantillon, du 
choix des unites sondées at de Is methods de 
selection. )On peut même, dens 1s cadre dun 
saul plan de sondage, .ffectu.r plusieurs cal-
culs pour arriver I Is méthode destimation Is 
plus efficace.) 

Comma, dans une enquête par échantillonnage, 
on tire des conclusions sur lensemble dune 
population a pertir des donnCes conc.rnant une 
partie seulement, lea résultats seront proba-
blement différents de ceux quon aurait obte-
nus an recensant toute In population dana lea 
mêmes conditions. La principale caractCristi-
qua des sondages probabilistes, cast quo 
lerreur déchantillonnag. peut Itre directe-
ment mesuróe I partir de léchantillon. 

Erreurs non liê.s I l'echantillonnage 

Ces erreurs se retrouvent tant dana lea re-
censements que dana lea enquêtes par Cchantil-
lonnage. Elles sent dues a un ou plusieurs 
fact.urs parmi lea suivants: 

La champ couvart par l'enquIte. Lerreur peut 
résulter dun listage incomplet at dune cou-
v.rture insuffisante de Is population visé.. 

La réponse. Ici, lerreur peut etr. attribua-
bla I la conception du questionnaire at aux 
caractéristiques de Is question, 

1  lincapaci-
té ou au refus de lenquItC de fournir des 
renseignements exacts, a linterprétation fau-
tive des questions due a des problIm.s dordre 
sémantique, ou aux variations, dun intervie-
war a lautre, dans lexplication des ques-
tions ou dana linterprétation des rCponsea. 

. 
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Non-response error. 	Some respondents may re- 
fuse to answer questions, some may be unable 
+0 respond, while others may be too late in 
responding. Data for the non-responding units 
can be imputed using the data from responding 
units or some earlier data on the non-respon-
ding units if available. The extent of error 
due to imputation is usually unknown and is 
very much dependent on any characteristic dif-
ferences between the respondent group and the 
non-respondent group in the survey. This error 
generally decreases with increases in the re-
sponse rate and attempts are therefore made to 
obtain as high a response rate as possible. 

La non-rdponse. Certairis enquêts refusent de 
répondre, tandis quo d'autres en sont incapa-
bias ou encore répondent trop tard. Lea don-
nées relatives aux non-répondants peuverrt ê*re 
impu+ées I partir des chiffres fournis par las 
répondants ou I laido des statistiques ante-
rioures sur los non-répondants, lorsque col-
les-ci existent. On no connaIt gCnéralement 
pas avac precision l'importance do l'erreur 
dimputakion; celle-ci vane beaucoup scion 
lea caractéristiques qui distinguont lea ré-
pondants des non-répondants. Comma cc type 
d'erreur prend habituellement do l'ampleur I 
mesure quo diminue le taux do réponse, on 
sefforce d'obtenir le meilleur taux de répon-
se possible. 

Processing error. Those 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 mac-
aura. 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 
errors; units have been defined in a most pre-
cise manner and the most up-to-date listings 
have been used; the questionnaires used in the 
survey have been carefully designed to mini-
miza different interpretations interviewers 
have been instructed to ask the questions as 
printed on the questionnaires; detailed ac-
ceptance testing has been carried out for the 
different stages of editing and processing; 
every possible effort has been made to reduce 
the non-response rate as well as the response 
burden. 

Measures of Sa.pllng and Non-saupling 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 same sample design under the same general 
conditions. If it was possible that each one 
of these samples could be surveyed under es-
sentially the some conditions, with an esti-
mate calculated from each sample, it would be 
expected that the sample estimates would dif-
fer from each other. The average estimate de-
rived from all these possible sample estimates 
is termed the expected value. The expected 
value can also be expressed as the value which 
would be ob+aind if a census enumeration was 
taken under identical conditions of collection 
and processing. An estimate calculated from a 
sample survey is said to be precise if it is 
near the expected value. 

La traiteeemt. L'errour peut se produire bra 
des diverses ótapes du traitement, telbes quo 
be codage, l'entrée, la verification, la pan-
dération ct la totalisation, etc. 

Xl eat difficile do mesurer lea erraurs non 
liCos I léchantilbonnage. Da plus, ii faut 
los cerner I un niveau oO ebbs no nuisent pas 
I lutilisation ou I l'interprétation des 
chiffres définitifs. Guant aux estimations du 
present bulletin, tout a étó mis an oeuvre 
afin do minimiser las erreurs non liées I lé-
chantilbonnage. Ainsi, los unites ant é*é dé-
finies avec beaucoup do precision, cu mayan 
des listes los plus a jour; los questionnaires 
ont ótó congus avec soin afin do réduire au 
minimu, lea diffCrentes interpretations possi-
bles (on a demandC aux interviewers do poser 
los questions telies quelles figuront aux 
questionnaires); los divers.s etapes de yen-
fication at do traitement ant fait lobjet de 
contrIles dacceptation détaillés; on na ab-
solument nan negligé pour que 1e taux de non-
réponse at be fardeau do réponse soient fai-
bles. 

Evaluation do l'erreur d'échantillonnage et do 
l'erreur non liCe A l'Cchantillonnage 

Evaluation do l'erreur d'écflantiljonnag. 

LCchantilbon utilisC aux fins do ia prCson-
to enqulte est un des nombreux Cchantillons da 
mIme taille qui auraient Pu êtro choisis solon 
le mIme plan at les memos conditions. Si cha-
qua échantibbon pouvait faire lobjet dune 
anquIte m.née essentiellement dana lea mecca 
conditions, il faudrait sattendre a cc quo 
lestimation calculée vane dun échantilbon I 
lautro. On nomme valeur probable lestima-
tion moyenne obtenue do tous lea échan*illons 
possibles. Autremont dit, la valour probable 
est colic quon obtiendrait an recensant toute 
la population dans des conditions identiques 
da collects at da traitement. Una estimation 
calculCe I partir dune enquête par échantil-
bonnage eat dite précise borsqu'elle sap-
proche do Is valour probable. 
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Sample estimates 	may 	differ from this 
expucted value of the estimates. However, 
since the estimate is bas.d on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
plus, of the squared difference of the esti-
mate from its expected value. 

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

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

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

SIX) 
CVI X)= 

X 

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

In this bulletin, 	the error of X 	is 
expressud 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-
strut.d around the estimate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of 10Z, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68Z confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800,000 and 
$13,200,000. 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. 

Or, los estimations fondées sur un échan*il-
ion peuvent no pas correspondre 6 la valeur 
probable. Cependant, comme lea estimations 
proviennent dun échantillon probabiliste, ii 
eat possible den mesurer la variabilitó par 
rapport 6 leur valeur probable. Ainsi, is va-
riance d'une estimation, qul an mesure la pré-
cision, so définit comma is moyunno, parmi 
tous les óehantillons possibles, des carrés de 
la difference entro les±imation at is valour 
probable. 

Una fois qu'on a calculé lestimation at as 
variance, ii deviant possible de mesurer Ia 
precision autremant. Par example, 1 0.rreur-
type, soit la racina carréa de la variance, 
mesure lerreur déchantillonnage dens la mene 
unite qua lestimation (en dollars, notam-
ment). Autrement dit, lerreur-type mesure la 
precision an tarmes absolus. Par contra, Ia 
coefficient de variation , cast-C-dire icr-
reur-type divisée par lestimation, mesure is 
precision an termes relatifs. Ainsi, lemploi 
du coefficient de variation facilite 1e compa-
raison do lerreur dCchantillonnaga do daux 
estimations. 

Dans cotta publication, on utilise 1e coef-
ficient de variation pour évaluer lerreur 
d'échantillonnaga des estimations. Copendant, 
puisquo le coefficient do variation publié 
pour cotta anquête est calculé a purtir dos 
réponsos des unites, ii mesure aussi une cer-
taine erreur non lie. I lechantillonnag.. 

Voici is formula utilisée pour calculer las 
coefficients de variation du tableau 3 

SIX) 
CV(X) = 

X 

dans laquelle X est lestimation at SIX) ask 
iócsrt-typ. de X. 

Lerreur de X eat axprimCs an pourc.ntage 
dens cc bulletin. 

L.stimation ct Ic coefficient da variation 
nous permett.nt de construire des intervailes 
do confiance autour de lostimation. Ainsi, 
pour notra óchantillon, on pout affirmar qua-
vac une confiance donnde, la valour probable 
est comprise dans lintarvalie do confiance 
construit autour do lestimation. Per exemple, 
si 1e coefficient do variation dune estima-
tion do $12,000,000 ask égal C lOX, lécart-
type sara do $1,200000, soit lestimation 
multipliCe par 1e coefficient de variation. 
Alors, on pout affirmar avec uno confiance do 
68% qua Ia valour probable sara cont.nue dana 
lintervalle dune longueur égal. C un ecart-
type auteur de lestination, soit .ntre 
$10,800,000 at $13,200,000. Ou encore, on paut 
affirmer avec une confiance do 95% qua la va-
lour probabie sera contenue dana lintervalle 
dune longueur de deux écart-types autour de 
lestimation, soit ontre $9,600,000 at 
$14,400,000. 
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Non-sampling Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. We 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 biais. 
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 
ameasure of the data response rate, is the 
proportion of the sales estimat, which is 
based upon reported data. For example, a cell 
with a sampl, 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 Interpretatiom c-f Measures of Error 

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

Evaluation de l'erreur non liée a l'échantil-
lonnage 

L'enquête par óchantillonnage at le recense-
mont cherchent tous deux a determiner Ia 
valeur exacte de Pensemble. Lestimation est 
dite precise si ella se rapproche de cette 
valeur. Bien quil sagisse dune valeur sou-
haitable, ii nest pas róaliste de supposer 
quo la valour exact, do chaque unite do len-
semble ou do léchantillon pout être obtenue 
at traitée sans erreur. La difference ontre la 
valour probable at la valour exacte do len-
semble sappella le biais . On no pout calcu-
1cr los biais systématiquos des donnC.s an re-
courant aux mesures de probabilité do lerreur 
déchankillonnage décrites plus haut. La pré-
cision dune estimation est déterminóe par 
loffet conjugué des erreurs d°échantillonnage 
at des erreurs non liées a lCchantillonnaga. 

Une source derreur non liée a léchantil-
lonnage, ask lerreur due a la non-réponse. La 
tableau 3 présente les fractions do réponse 
afin daidar lutilisatour a évaluor cc genre 
derreur. La fraction do rCponse osk Is taux 
de réponse dos données, cost-a-dire la pro-
portion do l'estimation de léchantillon qui 
est fondée sw- des données déclarées. Par 
exemple, le taux do réponse dune cellule com-
portant un échantillon do 20 unites dont cinq 
répondont lors dun mois donné atteindrait 
25%. Cependant, si los cinq unites déclarantes 
représentent $8 millions sur lastimation gb-
bale do $10 millions, la fraction de réporise 
sélèverait a 80k. 

Interpretation sioultanée des mesures d'arreur 

Ii faut tenir compte simultanCment de la 
mesuro derreurs non liées a léchantillonnage 
ainsi qua du coefficient do variation pour 
avoir un aperçu do la qualité des estimations. 
Plus be coefficient do variation sera bas at 
quo la fraction do réponse sera él.vée, mcii-
leuro sera Pestimation publiée. 
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Appendi* IV 

Seasonal Adjust.ent 

Economic time series contain the elements 
essential to the description, explanation and 
forecasting of the behaviour of an economic 
phenomenon: 'They are statistical records of 
the evolution of economic processes through 
time) 1) . In using time series to observe eco-
nomic activity, economists and statisticians 
have identified four characteristic behav-
ioural components: the long-term movement or 
trend, the cycle, the seasonal variations and 
the irregular fluctuations. These movements 
are caused by various economic, climate re-
lated or institutional factors. The seasonal 
variations occur periodically on a more or 
less regular basis over the course of the year 
as a result of seasonal changes in weather, 
statutory holidays and other events which oc-
cur at fairly regular intervals and thus have 
a significant impact on the rate of economic 
activity. 

In the interest of accurately interpreting 
the fundamental evolution of an economic phe-
nomenon and producing forecasts of superior 
quality, Statistics Canada uses the X-11-ARIMA 
seasonal adjustment m.thod(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 estimated data are derived 
from forecasts using ARIPIA (Autoregressive In-
tegrated Moving Average) models of the Box-
Jenkins type. 

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

Appendice IV 

Désaisonnalisation 

Los series óconomiques temporelles ou chro-
nologiques comportent los éléments essentiels 
a La description, l'explication at Is prévi-
sion du comportement d'un phénomàne conomi-
que. "Co sont des dossiers statistiques de 
lCvolution des procossus economiques dans 1. 
temps"(1). Lobservation per lea économistes 
st los statisticions de lactivité Cconomique 
a laide des series tomporelles a donc permis 
de distinguer quatre composantes principales 
du comportement des series temporelles: Is 
tondance a long terms ou trend, 1s mouvement 
cyclique, las variations saisonniôres at lea 
fluctuations irrCgulières ou accidentelles. 
Ces mouvements sont causes par différents 
facteurs, soit économiques, climatiqu.s ou 
institutionnels. Las variations saisonniIres 
sont los fluctuations pCriodiques plus ou 
coins réguliIres qui so produisent au cours 
dune année an raison du cycle météorologique 
normal, des congés fixes at dautres événe-
monts qui so répètent a intervalles avec une 
certaine régularité pour influ.ncer de facon 
significative Is taux dactivitC. 

Afin do favoriser linterprCtation exacte de 
lCvolution fondamentale dun phénomèno Ccono-
mique at de produire une meilleure prediction, 
Statistique Canada rajuste los series tempo-
relles au moyen de In methods do désaisonnali-
sation X-11-ARMMI(2) afin do justement minimi-
ser limpact des variations saisonnières sur 
lea series. Cette technique consists essen-
tiollement a ajouter los estimations duns 
année do donnees brutes a l.xtrémitC do Is 
s6rie initiale avant do procéder a Is désai-
sonnalisation proprement dit.. Los donné.s 
estimatives provionnent dextrapolations pros-
pectives réalisées par des modéles ARMPII (mo-
dèlos autorégressifs a moy.nn.s mobiles inté-
grées) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI fait 
surtout appel a is methode do rapport aux 
moyenn.s mobiles pour .ff.ctuer 1s lissago do 
Is sCrie modifiCe et obtonir une estimation 
provisoire do Is tendanca-cyclo, calcul.r lea 
rapports do Is sen. initiale (ajustéo) aux 
estimations de Is tendanco-cycle, at .stimor 
lea facteurs saisonniers I partir do ces dits 
rapports. Los facteurs saisonniors définitifs 
no sont produits qua lorsque cos operations 
ont 6*6 oxIcutCes I plusiours roprises. Ces 
étapes determinant los factours saisonniers 
nCcessaires au calcul des donnCos d6saisonna- 

. 

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

2 For further information see the X-11-ARIMA 
Seasonal Adjusteent Method, by Estella Bee 
Dagum, Statistics Canada,Catalogu. 12-564E, 
Occasional. 

1 La désaisonnalisation dos series temporolles 
Cconomiques: quelquos remarques; tire do Is 
Revue statistique dii Canada, aoüt 1974. 

2 Pour do plus amples informations voir La 
methode do dCsaisannalisation X- 1l-ARII, 
par Estolla Bee Dagum, Statistique Canada, 
no 12-564F au catalogue, hors aCne. 
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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 months 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 movementsj to 
get a better idea of the underlying trend, 
users should examine several months of the 
seasonally adjusted series. 

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

lisóes finales sont excutes a chaque mois. 
Cette approche garantit que la série non-d-
saisonnalisóe, a partir de laquelle sont cal-
cules les estimations des facteurs saison-
niers, inclut toutes les données les plus ré-
centes relativement a ladite série, c.-a-d., 
les données qui portent sur le mois courant at 
les données révisóes du mois précédent. 

Bien que la désaisonnalisation permette de 
mieux comprendre la tendance-cycle fondamenta-
le dune série, la sene dCsaisonnalisCe nun 
contient pas moms une composante irrégulière. 
Dc legares variations dun mois a lautre dans 
la sCrie dCsaisonnalisCe peuvent nêtre que de 
simples mouvements irr6guliersi pour avoir una 
meilleure idea de la tendance fondamantale, 
las utilisateurs doivent donc examiner les 
series dósaisonnalisé.s dun certain nombre de 
moi S. 

Le total désaisonnalisé au niveau du Canada 
est dérivé de "facon indirecte an faisant la 
somme des genres de commerce désaisonnalisés 
séparément au préalable. 



Appendix V 

TRADE GRP cOVUAGE 

010 Supermarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 

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

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicin, and toiletries stores 

040 Shoe Stores 

6111 Sho. stores 

050 lien's Clothing Stores 

6121 Mens clothing stores 

060 Women's Clothing Stores 

6131 Homens clothing stores 

070 Other Clothing Stores 

. 6141 Chi]drens clothing stores 
6142 Fur goods stores 
6149 Other clothing stores, n.e.c. 
6151 Fabric and yarn stores 

080 Household Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

6213 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 Household Furnishings Stores 

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

100 Motor Vehicle and R.creational Vehicle 
Dealers 

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

. 6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers 

App.ndice V 

OUVERTURE DES GROUPES DE OERCE 

010 Superuarchés d'aliaentstaon at 
épiceries 

6011 Superriarchés dalimentation 
6012 Epicerios (sauf los supormarchés) 

020 Tous los autres magasins d'alim.ntation 

6013 Boulangorias-pit isseries 
6014 Confisories at magasins do noix 
6015 Magasins do fruits at legumes 
6016 Marches do viande 
6019 Autres magasins dalimentation 

spécialisés, n.c.a. 

030 Pharmacies at •agasins do aédicamonts 
brevetés 

6031 Pharmacies 
6032 Magasins do médicaments brevetés at de 

produits de toiletto 

040 Magasins do chaussures 

6111 Hagasins de chaussuras 

050 Magasins di vête.snts pour houmas 

6121 Magasins de vêtorion*s pour hommes 

060 Magasins do v8toments pour des 

6131 Magasins do vê*ements pour dames 

070 Autres magasins de v8tea.nts 

6141 Magasins de vêteiosnts pour enfants 
6142 Magasins do fourrures 
6149 Autres magasins do vêtoments, n.c.a. 
6151 liagasins do tissus at do files 

080 Magasins do meubles at d'app.r.ils 
.dnagars 

6211 tiagasins do moubles do maison 
(avec appareils m6nagars at accessoires 
d amoubloment) 

6212 Magasins de moubles do maison 
(sans appareils ménagers ni accessoir.s 
d • ameub lament) 

6213 Atoliors do reparation do meubles 
6221 Magasins dappareils ménagers, do postes 

do tClIvision at do radio at dappareils 
stérCophon iques 

6222 Magasins do postes do télévision at do 
radio at dappareils stéréophoniquos 

6223 Atoliers do reparation dappareils 
ménagors, do postes de télévision at do 
radio at dappareils stCréophoniques 

090 Magasins d'accsssoires d'.ublement 

6231 Magasins do rovâtemonts do sol 
6232 Magas ins do tentures 
6239 Autros magasins daccessoires dameublement 

100 Concessionnairos do vdhicules automobiles 
at rdcrdatifs 

6311 Concessionnaires d'au*omobil.s nouvos 
6312 Concessionnaires dautomobilos doccasion 
6321 Marchands do roulottos r,otorisées at do 

roulottos do voyage 
6322 Marchands do bateaux, do moteurs hors- 

bord at dacassoires pour bateaux 
6323 Marchands do motocyclettos at do 

motone iges 
6329 Autras marchands do vChiculos de loisir 
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110 Gasoline Service Stations 

6331 Gasoline service stations 

120 Automotive Parts, Accessories and 
Services 

6341 Home and auto supply stores 

6342 Tire, battery, parts and accessories 
stores 

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 Stores 

6411 Department stores 
6412 General stores 
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Sesi-Ourable Goods Stores 

6511 Book and 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 Stores 

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

6561 Jowe].lery stores  
6562 ketch and jewellery repair shops 

6571 Camera and photographic supply stores 

160 Other Retail Stores 

6021 Liquor stores 
6022 Nina 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 to,thskone dealers 

6596 Pet stores 
6597 Coin and sta.p dealers 

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

110 Stations -service 

6331 Stations-service 

120 Magasins do pièces at d'accessoiros pour 
véhicules automobiles at services 

6341 Magasins do fournitures pour la maison at 
pour l'au*omobile 

6342 Magasins do pnous, d'accumulakeurs, de 
pièces at daccessoires 

6351 Garages (réparat ions générales) 
6352 Ateliers de peinture at do carosserie 
6353 Ateliers de rer,lacomont de siloncieux 

6354 Atoliers do romplacement do glaces pour 
véhicules automobiles 

6355 Ateliers do reparation at do 
remplacemeni do boites de vitesse do 
véhiculos automobiles 

6359 Autras ateliors do reparation de 
véhicules automobiles 

6391 Lave-autos 
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Plagasins de marchandises diverses 

6411 Magasins a rayons 
6412 Magasins généraux 
6413 Autres magasins do marchandises diverses 

(bazars at magasins do merchandises 
diversos) 

140 Autres •agasins do produits seui-durabiss 

6511 Librairios at papeteries 
6521 Flauristos 
6522 Centres do jardinage 
6531 Quincaillerias 
6532 Magasins do peinture, do vitro at de 

papier point 
6581 Pbgasins de jouo+s at darticles do 

lois ir 
6582 Magasins da cadeaux, d'articles ds 

fantaisie at do souvenirs 

150 Autres magasins de produits durablss 

6541 Plagasins d'art ides do sport 
6542 Magasins do bicyclettes 
6551 Magasins d'instruments do musique 
6552 Magasins do disques at do bandes 

magnIt iques 
6561 Bijouterias 
6562 Ateliers do reparation do montres at do 

b I joux 
6571 Magasins dappareils at do founitures 

photographiques 

160 Autrss nagasins ds vents au detail 

6021 Magasins do spirituoux 
6022 Magasins do yin 
6023 Magasins do bièro 
6591 Magasins do merchandises d'occasion, 

n.c.a. 
6592 Opticions 
6593 Galories d'art at nagasins do 

fournitures pour artistos 
6594 Magasins do bagages at do maroquinerie 
6595 Magasins do monuments funéraires at de 

pierres tombalos 
6596 tlagasins danimaux do meison 
6597 Marchands do pièces do monnaio at do 

tiithres 
6598 Marchands do maisons mobiles 
6599 Autres magasins do yenta au detail, 

n.c.a. 
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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. 31-2 1 1), $60 in Canada and 
US $72 in other countries, by writing to: 

Publication Sales 
Statistics Canada 
Ottawa, Ontario 
K1A 0T6 
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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-
tielle sur les marches ainsi que d'obtenir 
un aperçu du secteur manufacturier. 

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

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

Pour commander votre exemplaire de 
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FABRICANTS CANADIENS (n° 31-211 
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Statistique Canada 
Ottawa (Ontario) 
K1A 016 
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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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THE MARKET 
RESEARCH 
HANDBOOK 
1991 
The fastest way 
to get off to a 
good start! 
Brainstorming with your 
colleagues produces some 
great marketing ideas. But 
which ones will you use? The 
Market Research Handbook 
1991 can help you narrow 
your options before you commit 
any more time and resources to 
developing your strategy. 

This handbook is the most compre- 
hensive statistical compendium on 
Canadian consumers and the businesses 
that serve them. 
It helps you to identify, define and locate your 
target markets, 

LE REMIL 
SMSTIQUE DES 
EWDES...,DE 
MARCH 1991 

Pour Partir 
dubonpied! 

Des seances de remue-méninges 
jaillissent d'excellentes idëes de 
commercialisation. Mais lesquelles 

choisir? Le Recuell 
statistique des etudes 

de marché 1991  peut 
vous faciliter les choix 

avant que vous n'engagiez _ 	plus de temps et de ressources 
a l'laboration de votre stracégie. 

Vt 	 Ce recueil statistique est le plus 
exhaustif qui soit sur les consom- 
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eurs canadiens et les entreprise 
qui les 	 i vous aide definir 
et situe 	cibles. 

Looking for... 
socio-economic and demographic profiles of 

45 urban areas? 

revenue and expenditure data for retailers and small 
businesses? 

The Market Research Handbook 1991  has it all... 
and more. It provides information on: 

• personal spending 
• size and composition of households 
• wages and salaries 
• investment in Canadian industries 
• labour force in various industries 
• industry and consumer prices 

It has been one of our bestsellers since 19' for the 
simple reason that it offers such a range and depth of 
market data. Save time and money when you're 
looking for data or data sources, keep the Market 
Research Handbook 1991  close at hand for 
easy reference. 

The Market Research Handbook 1991 (Cat. no. 63-224) is $94 
(plus 7 % GST) in Canada, US$113 in the United States and US$132 
in other countries. 
To order, write to Publication Saks, Statistics Canada, Ottawa. 
Ontario. KIA 016 or contact the nearest Statistics Canada 
Reference Centre listed in this publication. 
For laster service fax your order to 1-613-951-1584. Or call tolifree 
I 8OO26777 and use your VISA or MasterCard. 

Vous cbercbez... 
des profils socio-&onomiques et dCmographiques de 

45 regions urbaines ? 

des donnëes sur les recettes et les dépenses de 
détaillants et de petites entreprises ? 

Le Recuell contient tout cela. - . et plus encore 

• dépenses personnelles 
• taille et composition des ménages 
• traitements et salaires 
• investissements par secteur d'activité économique 
• population active par secteur d'activité 
• prix de l'industrie et de Ia consommation 

Si c'est l'un de nos succes depuis 1977, cest parce qu'il vous 
renseigne en long et en large sur le marché. Pour 
économiser temps et argent, vous ne sauriez vous en 
passer. 

Le Recueil statistique des etudes de marchC 1991 (n° 63-224 au 
catalogue) coüte 94$ 

 (IFS de '% en sus) au Canada, 113$ US aux EtatsUnic et 132$ L'S clans les autres pays. 
Pour commander. veuillez &rire a Vente des publications, Statistiquc 
Canada, Ottawa (Ontario), K I A 016 ou communiquer avec le Centre 
de consultation de Statistique Canada Ic plus prs (voir Ia liste 
figurant dans Ia prsente publication). 
Pour un service plus rapide, commandez par télécopleur au 
1-613-951-1584. Ou composez sans frais it 1-800-267-6677 ci utiisez 
votre carte VISA ou MasterCard. 


