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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 ether geographic 
reference materials are available for some types 
of data. Direct access to aggregated information 
is possible through CANSIM, Statistics Canada's 
machine-readable data base and retrieval system. 

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

Statistique Canada diffuse les donnees sous formes 
diverses. Outre les publicat.ons, des totalisations 
habituelles et spéciales sent offertes sur imprimés 
d'ordinateur, sur microfiches et microfilms et sur 
bandes magnétiques. Des cartes et d'autres documents 
de référence géographiques mont 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 renseignenients au sujet de cette 
publication ou de statistiques et services connexes 
doivent être adressées a: 
Section du commerce de detail, 
Division de lindustrie, 

Statistics Canada, 	Ottawa, K1A 0T6 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone 
951-3552) or to the 	Statistics Canada reference 951-3552) 	ou au centre de consultation de Statistique 
centre iC: 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 reside outsida 	dans toutes les provinces et dans les territoires, 
the local dialing area of any of the regional 	aux utilisataurs qui habitant a l 4 extérieur des zones 
reference centres. 	 de coseunication locale des centres régionaux de cor- 

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 lle-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 

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

Territoires du Nord-Ouest (territoire 
desservi par la NorthwesTel 
Inc.) 	Appelez a frais virés 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 0T6. 

1(613)951-7277 

Facsimile Number 1(613)951-1584 

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

Toron to 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication et les autres 
publications de Statistique Canada auprès des agents 
autorisés et des autres iibrairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en Ccrivant è la Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

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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SYMBOLS 	 SIGNES CONVENTIONNELS 

The following symbols are used in this 	Las signes suivants sort employés uniformément 
Statistics Canada publication: 	dans cette publication de Statistique Canada: 

• figures not available. 	 .. nombres iridisponibles. 

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

- nil or zero. 	 - néan* ou zero. 

-- amount too small to be expressed. 	-- nombres inf ices. 

x confidential to meet secrecy requirements 	x confidentiel an vertu des dispositions de la Loi 
of the Statistics Act. 	 sur la statistique relatives au secret. 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE OH 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 terminal, on 
computer printouts, or in machine readable 
form. For further information, contact the 
Cansim staff, Statistics Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared under the 
direction of: 

• 	P.N. Triandafallou, Director, 	Industry 
Division 

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

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

NOTA 

Les chiffres ayant été arrondis, las totaux no 
correspondent pas toujours. 

NOTE AU SUJET DE CANSIM 

La banque de données inormatisCes de Statistique 
Canada CANSIM (système canadian d'informatior, socio-
Cconomique) fournit au public toutes les statistiques 
actuelles et historiques sur le Commerce de detail 
(matrice nos 2299, 2398-2417), at sur de nombreuses 
autres sines, per le biais d'un terminal, d'imprimes 
d'ordina±eur ou de supports ordinolingues. Pour plus 
de rerlseignamen*s, s'adresser au personnel de CANSIM. 
Statistique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers rCgionaux des 
bureaux de Statistique Canada si+ués a travers le 
Canada. 

Cette publication a é+é rédigée sous la direction de: 

• 	P.N. Triandafillou, 	directeur, 	Division 	de 
1' industnie 

• B. Théniault, 	chef, Section de l'analyss,  du 
développament 	et d'enquites spIciales, Sous- 
division 	des 	commerc.s 	d. 	distributions, 
Division de l'industnie 

• 	S. Duers, 	Economiste principals, 	Section du 
commerce de detail, Sous-division des commerces 
da distributions, Division de l'industrie 

The paper used in this publication meets the minimum 	Le papier utilisé dans Ia présente publication repond aux 
requirements of American National Standard for 	exigences minimales de I'American National Standard for 
Information Sciences - Permanence of Paper for 	Information Sciences' - 'Permanence of Paper for Printed 
Printed Library Materials, ANSI Z39.48 - 1984. 	 Library Materials', ANSI Z39.48 - 1984 
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Note to Users - Changes to Retail Trade 
	Note aux utilisateurs - changements au 	com- 

merce de detail 

. 

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

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

The major changes are: 

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

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

3. Monthly estimates are published for 16 
trade groups for Canada and total retail sales 
for the provinces and territories. In addi-
tion, department store typo merchandise 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 reds-
signed in order to ensure that the most roll-
ablo monthly estimates can be produced on a 

LEnquête mensuelle sur 1s commerce do dé-
tail - l'une des plus importantes enquêtes 
réalisóes par Statistique Canada - a étê rema-
niée at s'appuie maintenant sur un nouvel 
échantillon. Catte enquête permet d'ob±enir 
les principaux élóments don't on se sert pour 
estimer los dépenses des consommateurs sur une 
base courante. Ella ost largem.nt utilisée par 
los administrations publiques at los antre-
pr isos. 

Los estimations du commerce de detail pro-
duites dans Is passé étaient obtenu.s I partir 
dune enquête mensuelle qui avait été conçuo 
at lancée au debut des années 1970. Ces der-
nières années, la valour totale des ventes 
mesurée par l'enquIte a été considérablement 
sous-es*imée. La nouvelle enquête a 6t6 menéo 
an "parallèle" avec lancienne enquête pour Is 
période do janvier 1989 1 dócembre 1989. 

Los principaux changsments so présentent 
ainsi: 

1. La nouvelle enquôto sappuie sur une 
liste nouvello at I jour do noms at dadresses 
de détaillants. La liste a été concuo do 'tells 
sorts quelle permettra an fin do compte do 
vraimont comparer los données mensuellos du 
commerce do detail avoc cellos provenant dau-
tres enquI*es-entr.pris.s. 

2. La collecte des donné.s relIve des bu-
reaux régionaux at los répondants ont la pos-
sibilité do répondre a lenquête par télé-
phone. Il on est résulté des taux do réponse 
sensiblement plus élevés. 

3. Los estimations mensuelles sont publiées 
pour 16 groupes do commerce au niveau du Cana-
da at los vantes totales du commerce do dé-
tail, au nivoau des provinces at des tern-
toiros. Do plus, 1s total des ventos do mar-
chandises du genre do cellos venduos dons los 
grands magasins ost publié pour chacune des 
provinces at des territoires. Egalement, los 
estimations trimostrielles du 	commerce do 
detail solon 1s groups do commerce pour toutas 
los provinces at los torriloiros sont maine-
nant disponibles 

4. La nouvelle anqullo oat basee sur la 
Classification typo dos industries do 1980 at 
sur la Classification gCographique type do 
1986. 

On trouve dams Is present, publication los 
estimations mensuelles at trimestrielles des 
ventes pour los points do yenta au detail au 
Canada. Il y a environ 160,000 .ntrepnis.s do 
vents au dItail ayant des salaries au Canada, 
dont 12,000 ont óté choisies pour léchantil-
ion. LEnquête sur Is commerce do detail a 
remaniéo afin de garantir quo dos 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 Coaparisons 

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 
an tamps opportun. Dens le but de rpondre a 
ces daux critères, lenquêke est conçue de 
facon perme**re a la rvision des estimations 
mensuelles pour tenir compte des réponses 
tardives. En consequence, la publication don-
nera tous las mois les estimations provisoires 
pour le mois an cours at las estimations révi-
sees du mois précédent. 

Couparaisons d'une périoda A l'autre 

Las comparaisons d'une période a l'au±re 
peuvent traduira des facteurs autres quune 
tendanca générale des ventas, par example la 
modification de léchan*illon at la reclassi-
fication des firmas échantillonnéas a dautres 
groupes commerciaux. Ii faut donc les utiliser 
avec prudence. 

vi 
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Highlights 

Seasonally Adjusted Sales 

• Preliminary estimates indicate retail trade 
showed no growth in June maintaining a level 
of $15.2 billion. However, excluding motor 
vehicle and recreational vehicle dealers, 
retail sales declined 1.2%. 

In spite of the unchanged level in June, 
retail sales increased by 2.1% in the second 
quarter compared to a decline of 2.IX (after 
adjustment for taxes) in the first quarter 
of 1991. 

The flat growth rate in June resulted from a 
broadly-based decline that was offset pri-
marily by the increase for motor vehicle and 
recreational vehicle dealers (4.3Z). In 
order of dollar impact, the most significant 
drops were reported by other semi-durable 
goods stores (-6.4X), general merchandise 
stores 1-1.7Z1 and automotive parts, acces-
sories and services stores (-3.OZ). 

The increase in sales of motor vehicle and 
recreational vehicle dealers marked the 
third consecutive monthly gain. The decline 
by other semi-durabl, goods stores follows a 
5.4Z increase in May and the sales decrease 
in general merchandise stores followed a 
1.9Z gain in May. Among the other major 
trade groups, sales by supermarkets and 
grocery stores advanced by 0.3Z while sales 
by gasoline service stations fell 1.0Z. 

Fluctuations in provincial sales were moder-
ate. Half of the provinces posted sales 
increases, ranging from 0.7X in Newfoundland 
to 0.1% in Manitoba. Notable declines were 
registered in Nova Scotia (-1.8Z) and Brit-
ish Columbia (-1.SZ). Sales increased by 
1.5Z in the Northwest Territories and fell 
2.7Z in the Yukon. 

Year -to -Date 

• Cumulative retail sales for the first half 
of 1991 amounted to $89.8 billion, down 2.4k 
from the corresponding period in 1990 (after 
removing federal sales tax from 1990 data). 

lot, 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 

Vantes d&saisonnalisées 

• Les 	estimations próliminaires 	indiquent 
quil n'y a eu aucune croissance des ventes 
au detail an juin, demeurant au niveau de 
$15.2 mjlliards. Toutefois, on excluan+ les 
concessionnairas de véhicules automobiles at 
rcróatjfs, 1e commerce de detail a enregis-
tré Une baisse de 1.2;'.. 

• Malgró 1s niv.au inchangé de juin, lee 
vantes au detail ont augmerité de 2.1Z au 
cours du deuxième trimestre d. 1991 compare-
tivement a une baisse trimestriella de 2.1. 
su cours du premier trimestre de 1991 (après 
suppression de Is taxa da vents). 

Le taux de croissance nul de juin a résulté 
dune diminution généralisCe qui a dabord 
étó contrebalaricée par la hausse des ventes 
des concassionnaires de véhicules automobi-
les at récróatits (+4.3Z). Par ordra dim-
portance an dollars, las diminutions las 
plus significatives furent dCclarées par las 
autres magasins de produits semi-durablas 
(-6.4k), lee magasins de marchandises di-
verses (-1.7X) at les magasins de pièces at 
daccesoires pour véhicules automobiles at 
services (-3.0Z). 

La hausse des ventes des concessionn.ires de 
véhiculas automobiles at récréa*ifs consti- 
tue la 	troisième augmentation mensuelle 
consecutive. 	La baissa des ventes des au- 
tree magasins da produits sami-durablas fait 
suite è une haussa mensuelle de 5.4Z on mai 
at las ventes des magasins de merchandises 
divarses ont affiché un repli faisant suite 
a des gains de 1.9% an mai. Parmi las au-
tree groupes de commerc.s principaux, las 
ventes des supermarchés dalimentation at 
Cpiceries ont augmentC da 0.3 alors qua lee 
yankee des stations-service ont chute de 
I .OZ. 

Las fluctuations des ventes provincialas ont 
été modéré.s. La moitiI des provinces ont 
anregistré une hausse s'échelonnant de 0.7Z 
a Terre-Neuve I 0.1% au Manitoba. Des dimi-
nutions notables onk été obsarvéas an Nou-
valle-Ecoss, (-1.8k) at an Colombie-Britan-
nique (-1.5X). Las vantes ont progressé de 
1.5Z dens las Territoires du Nord-Ouast at 
ont chute da 2.7Z au Yukon. 

Cu1atit 

• Las ventes se chiffrent I $89.8 milliards 
depuis 1, debut de lanné., an baisse de 
2.4Z par rapport aux six premiers mois de 
lannée dernière (après suppression de Is 
taxe cia yenta fédérale des données 1990). 

Note aux utilisatsurs 

Las estimations des ventes au detail excluent 
Is taxa sur lee produits at las services 
(TPS). Les donnóes sur las yankee antérieures 

0 



(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 not permit adjustments 
at the provincial or trade group level. 

janvier 1991 incluent la taxe de vent. fédé-
rale TVF). OCi a cm changement dans les taxes 
indiractes, les données pour 1991 ne sont pas 
tout a fait comparables avec calles des années 
précédentes. Pour les utilisateurs intéressés 
a calculer des données comparables, une esti-
mation du montant de la TVF inclus dans les 
ventes au detail pour 1990 est disponible pour 
le Canada. Cette estimation nest pas suffi-
samment fiable pour permet*re des ajustements 
au niveau provincial ou au niveau des groupes 
de commerce. 
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TABLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Current Periods) 

Change from 
Sales previous month 

Year-to- 
Ventes date Variation p. 	r. 

au mois précédent 
1991 

June May April March June May 
1991 1991 1991 1991 Cumulatif 1991 1991 
Juin Mai Avril Mars Juin Mai 

No. 

millions of dollars - millions do dollars 

Trad. Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mans 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 

3,628.6 3,618.6 3,616.6 3,632.5 21,616.9 0.3 0.1 

315.7 320.6 299.0 319.0 1,860.2 -1.5 7.2 

738.8 757.4 752.2 751.2 4,497.1 -2.5 0.7 

134.9 135.6 131.9 133.1 794.1 -0.5 2.8 

147.8 148.1 145.3 148.8 863.9 -0.2 1.9 

299.3 305.7 302.6 300.8 1,764.0 -2.1 1.0 

315.7 317.5 311.3 321.4 1,864.4 -0.6 2.0 

613.8 610.4 623.9 617.1 3,543.8 0.6 -2.2 

165.1 171,4 170.7 169.9 986.5 -3.6 0.4 

3,315.9 3,177.7 3033.6 2,949.0 18,415.0 4.3 4.7 

1053.2 1,165.3 1,182.0 1056.8 7,233.8 -1.0 -1.4 

888.5 915.8 920.4 903.9 50508.1 -3.0 -0.5 

11731.2 1,760.5 1,728.0 1,733.5 10,323.2 -1.7 1.9 

522.0 557.5 529.2 529.4 3066.0 -6.4 5.4 

393.7 412.1 408.5 395.0 2,392.5 -4.5 0.9 

833.2 829.7 835.9 852.2 5,016.4 0.4 -0.7 

15,197.6 15,203.9 14,991.2 14,913.5 89,845.8 - 	 - 1.4 

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 Colurthia 

28 Yukon and Northwest Territories 

285.2 283.1 277.6 275.8 1,696.1 0.7 2.0 

60.2 60.0 60.3 60.0 363.1 0.4 -0.6 

485.2 493.9 489.8 483.8 2026.8 -1.8 0.8 

401.9 399.6 395.3 383.2 2,366.6 0.6 1.1 

3,738.1 3,776.1 3,713.9 3,712.4 22,214.5 -1.0 1.7 

5,572.6 5,585.9 5,443.5 5,439.1 32,906.4 -0.2 2.6 

518.5 518.1 516.9 514.7 3,115.8 0.1 0.2 

439.2 441.9 432.2 443.6 2,639.9 -0.6 2.2 

1,588.0 1,580.7 1,586.9 1,567.1 9 9432.5 0.5 -0.4 

1082.0 2,011.7 1,974.6 1,956,9 11,774.0 -1,5 1.9 

45.8 45.8 45.0 44.0 268.8 0.1 1.7 
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I TABLEAU 1 • Ventes au detail, désaisonnaiisées, scion Is groups do couerce at Ia region 
(pCriodes courantes) 

Change from 
previous month 

Variation p. r. 
au mois precedent 

Change from previous year 

Variation par rapport a l'année précédente 

Year-to- 

	

April 	March 	June 	May 	April 	March 	date 

	

1991 	1991 	1991 	1991 	1991 	1991 	1991 

	

Avril 	Mars 	Juin 	Mai 	Avril 	Mars 	Cumulatif 
N °  

I. 

Per cent - pourcentago -- 

Group, do ccuaercs - Canada 

-0.4 1.8 4.2 2.5 1.0 3.6 2.5 Supermarchés dalimenfafion of 1 
ópiceries 

-6.3 3.0 -5.6 -2.4 -11.4 -5.1 -7.5 bus los aukres magasins 2 
d • aliment at ion 

0.1 -3.4 -3.0 1.9 1.9 4.6 1.9 Pharmacies at magasins do 3 
sédicaments brovotés 

-0.9 -0.9 -12.6 -7.7 -12.6 -12.6 -13.6 Magasins do chaussuros 4 

-2.3 1.7 -13.4 -12.5 -16.2 -14.5 -17.0 Magasins do vétements pour hom.i,os 5 

0.6 0.3 -11.3 -7.6 -10.9 -12.2 -14.0 Magasins do véfoments pour dames 6 

-3.1 -1.8 -6.1 -3.7 -8.4 -4.9 -6.6 Au*res magasins do vétaments 7 

1.1 4.4 -15.2 -16.5 -13.6 -16.7 -19.4 Magasins do moublos of dapparoils 8 
ménagors 

0,5 1.8 -28.6 -24.5 -21.8 -24.1 -26.5 tlagasins daccessoiros damoublement 9 

-0.4 -4.2 -7.4 -8.8 -18.3 -12.8 Concossionnajres do vChiculos 10 
automobiles of récréatifs 

2.2 -7.5 -8.2 -7.3 -5.8 -7.6 -2.9 Stations-service 11 

1.8 -3.4 -11.4 -9.6 -9.8 -13.7 -11.3 Magasins do pièces of daccossoires 12 
pour automobiles of services 

-U_S - - -0.7 1.8 -3.5 -1.0 -2.0 Magasins do merchandises diversos 13 
- 	- 0.1 -12.2 -8.2 -12.1 -8.3 -11.3 Autrosnagasins do produits 14 

somi-durabl.s 

34 -2.5 -11.7 -8.0 -8.1 -14.4 -12.4 Autres magasins do produits 15 
durables 

-1.9 0.3 0.1 1.0 -4.0 -3.4 -3.8 Autros magasins do vente au detail 16 

0.5 -0.5 -4.2 -4.0 -5.8 -7.4 -6.5 Total, onsbls doe •agasin. 17 

Region. 

0.7 -4.9 -2.2 -0.3 -4.5 -4.8 -2.2 Terre-Nouvo 18 

0.5 -3.9 -8.7 -10.9 -9.2 -12.0 -9.9 Ilo-du-Prince-Edouard 19 

1.2 -3.7 -5.2 -2.4 -3.1 -4.5 -3.9 Nouvello-gcosso 20 

3.2 -3.8 -5.5 -1.8 -3.4 -6.9 -4.0 Nouveau-Brunswick 21 

- 	- 0.1 -6.1 -4.3 -6.9 -7.7 -7.4 QuCbc 22 

0.1 -0.9 -4.6 -5.2 -8.2 -9.9 -8.1 Ontario 23 

0.4 -1.1 -5.4 -5.7 -5.2 -5.9 -5.3 Manitoba 24 

-2.6 - - -7.3 -1.2 -6.1 -4.0 -5.0 Saskatchewan 25 

1.3 0.5 -4.7 -3.9 -3.6 -5.2 -4.8 Alberta 26 

0.9 -0.5 0.1 -0.9 -3.9 -5.1 -3.8 Colonthio-Brifannique 27 

2.2 0.7 -2.9 -3.6 -3.6 -6.9 -5.9 Yukon of Torritoires du Nord-Ouast 28 
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No 

TABLE 2. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 	 0 

Sales 

Ventes 

June Flay April March Year-to-date 
1991 1991 1991 1991 1991 
Jujr, Ilaj Avril Mars Cumulatif 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

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 

3,738.7 

343.4 

714.6 

144.5 

155.2 

306.4 

300.4 

601.5 

172.9 

3,621.6 

1,189.1 

966.4 

1,650.2 

562.9 

396.3 

889.5 

15,753.5 

3,879.4 

347.1 

765.9 

148.9 

152.8 

325.6 

300.5 

579.2 

175.9 

4,012.8 

1,218.0  

1,054.4 

1,752.6 

648.4 

419.8 

896.3 

16,677.6 

3,648.5 

306.0 

721.3 

108.4 

115.8 

275.2 

286.1 

548.1 

150,9 

2,981.2 

1,110.3 

797.4 

1,476.0 

430.3 

309.6 

770.5 

14,035.5 

21,246.8 

1,800.5 

4,319.6 

702.3 

728.4 

1 ,605.8 

1,588.4 

3,192.3 

899.4 

18,995.1 

6,942.5 

5,249.6 

8,827.7 

2,868.7 

2,048.0 

4,484.3 

85,499.5 

3,411.7 

282.5 

714.0 

127.7 

129.1 

301.3 

278.1 

567.5 

161.2 

3,667.2 

1,115.7 

938.9 

1,566.0 

480.2 

347.7 

736.8 

14,825.5 

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 Colu,thia 

28 Yukon and Northwest Territories 

29 	Yukon 

30 	Northwest Territories 

297.9 

65.6 

496.1 

416.5 

3,935.4 

5,812.8 

540.4 

463.1 

1,650.1 

2,025.3 

50.4 

17.2 

33.1 

315.0 

65.4 

532.4 

436.1 

4,354.3 

6,066.0 

565.4 

473.5 

1,683.9 

2,137.1 

48.5 

17.2 

31.3 

274.4 

57.7 

477.1 

384.3 

3,793.3 

5,363.9 

510.4 

423.6 

1 ,552.9 

1,946.6 

41.2 

13.8 

27.4 

259.8 

52.2 

452.6 

357.3 

3,539.8 

5,085.4 

476.3 

405.9 

1,487.3 

1,878.7  

40.1' 

12.0 

28.1 

1,600.6 

334.6 

2,748.9 

2,225.7 

21,466.6 

31,242.3 

2,951 .5 

2,488.8 

8,962.4 

11,227.4 

250.9 

81.9 

169.0 



Change from previous year 

Variation par rapport a lannée précédunto 
June 	May 	April 	March Year-to-data 
1991 1991 1991 1991 1991 
Juin Mai Avril Mars Cumulatif 

Per cent - pourcentay. 

-0.4 5.7 2.0 0.4 2.3 

-5.5 -0.2 -14.0 -4.2 -6.6 

-5.3 3.4 2.9 1.6 1.6 

-14.5 -6.4 -11.8 -18.4 -14.2 

-14.3 -12.9 -15.4 -18.4 -17.4 

-13.0 -7.0 -7.5 -14.5 -13.1 

-7.6 -4.2 -8.6 -7.2 -7.1 

-17.8 -16.5 -10.6 -19.6 -20.0 

-30.9 -24.5 -19.7 -25.2 -26.8 

-6.8 -6.5 -6.1 -26.2 -13.4 

-9.9 -7.8 -7.0 -9.3 -3.7 

-15.4 -9.3 -7.1 -17.5 -12.0 

-4.2 2.8 -1.4 -5.1 -2.3 

-14.6 -6.8 -10.8 -11.1 -11.6 

-14.8 -6.3 -5.8 -17.5 -12.8 

-5.5 2.3 -3.2 -2.6 -3.51 

-7.4 -2.9 -4.4 -11.7 

-5.0 0.4 -3.7 -7.9 -2.8 

-11.7 -10.3 -8.3 -14.8 -10.5 

-8.5 -1.6 -2.0 -8.0 -4.4 

-8.0 -0.2 -2.6 -10.2 -4.6 

-8.6 -2.8 -5.5 -11.2 -7.6 

-7.7 -4.5 -5.8 -14.6 -8.5 

-8.4 -4.4 -4.5 -9.3 -5.9 

-10.8 -1.0 -4.8 -7.9 -6.1 

-6.9 -3.6 -1.7 -8.5 -5.3 

-3.5 0.8 -0.8 -9.7 -4.0 

-3.4 -1.7 -4.2 -10.0 -5.8 

-5.8 1.3 -0.1 -15.8 -6.5 

-2.2 -3.3 -6.1 -7,3 -5.5 

N' 

Gr'oupe do cosuorce - Canada 

Supermarchés d'aliinantation at épicarias 1 

bus las autres magasins dalim.nta*ion 2 

Pharmacies at magasins da médicaments brevatés 3 

Magasiris do chaussures 4 

Magasins do vétemonts pour homm.s 5 

Magas ins do vê'tem.nts pour dames 6 

Autres magasins do vêtements 7 

Magasins do moubles at dappareils ménagers 8 

Magasins daccessoiros damoublement 9 

Concessionnaires do véhicules automobiles 10 
at ricréatifs 

Stations-service 11 

Magasins do pièces at daccossoiras pour 12 
automobiles at services 

Magasins do marchandisas diversos 13 

Autres magasins do produits sami-durables 14 

Autres magasins do produits durablas 15 

Autros magasins do vents au detail 16 

Total, enseble des magasins 	17 

Regions 

Terre-Mauve 18 

le-du-Princo-douard 19 

Nouvollo-cosso 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colothio-Bri*anniqu. 27 

Yukon at Torritoiros du Nord-Ouost 28 

Yukon 29 

Territoires du Nord-Ouest 30 
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. TABLEAU 2 • Vent•s au detail, non -dCsaisonnaliséas, scion is groups do coumerce at Ia region 
(pCriod.s courantos) 



126.2 

25.6 

12.3 

24.8 	
• 

912.4 

TABLE 3. Retail Sa1s, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estsates) 

Sales 

Ventes 

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

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

millions of dollars - millions de dollars 

11,029.9 10,217.0 10,900.2 10,882.8 10,769.4 

973.0 827.5 996.9 1,021.6 1,039.8 

2,194.5 2025.1 2,457.1 2,226.3 2,189.6 

421.1 281.2 555.5 451.6 472.9 

437,0 291.5 755.7 438.1 508.9 

933.2 672.6 1,177.7 973.7 1,028.1 

879.0 709.4 1,341.2 966.1 942.8 

1,748.1 1,444.1 2,585.7 2,125.2 2,060.4 

510.0 389.4 724.5 658.6 684.1 

11,301.6 7,693.6 8,903.7 10,091.4 12,082.6 

3,522.8 3,419.7 4,130.1 4,008.9 3,841.2 

2059.7 2 1 289.9 3,265.6 3,125.0 3,314.4 

4,968.8 3 1 858.9 7,266.0 5 1 050.0 5,014.9 

1,691.5 1,177.2 2,019.8 1,734.2 1,893.3 

1,163.8 884.3 1,790.6 1,334.9 1,282.5 

2,522.6 1,961.7 39032.6 2,706.0 2,578.6 

47,256.6 38,243.0 51,902.8 47,794.4 49,703.5 

248.2 231.4 246.7 255.6 250.1 

57.1 53.7 62.8 54.6 55.1 

5.1 2.8 6.6 5.0 5.0 

4.3 2.5 9.2 4.6 4.4 

11.1 7.4 17.5 11.8 11.3 

5.1 4.7 9.8 5.8 5.3 

177.4 113.2 126.6 154.8 195.7 

95.6 93.5 107.6 115.7 106.3 

43.1 35.3 55.1 44.4 46.9 

128.3 99.1 187.6 133.9 

23.2 16.0 31.4 26.6 

11.6 7.9 19.2 13.2 

24.3 20.0 36.7 25.8 

887.4 713.2 977.9 898.1 

Trade Group 

No. 

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 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 

Newfoundland 

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 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 lanné. prCcédent. 

	

Quarter 2 	Quarter 1 	Quarter 4Quarter 3 Quarter 2 

	

1991 	1991 	1990 	1990 	1990 
Trimestre 2 Trimostre 1 Trimestre 4 Trimostre 3 Trimestro 2 

Per cant - pourcentags 

	

2.6 	2.1 	3.9 	3.5 	4.2 

	

-6.4 	-6.8 	-4.2 	6.4 	9.5 

	

0.2 	3.0 	4.3 	7.5 	7.1 

	

-10.9 	-18.6 	0.1 	-2.1 	-1.1 

	

-14.1 	-22.0 	1.3 	1,3 	-2.1 

	

-9.2 	-18.0 	-2.9 	-3.3 	0.2 

	

-6.8 	-7.5 	218 	-0.7 	- - 

	

-15.2 	-25.2 	1.1 	-8.6 	-5.7 

	

-25.5 	-28.5 	3.5 	0.6 	5.9 

	

-6.5 	-21.9 	-7.2 	-1.6 	-4.5 

-8.3 1.5 12.2 5.1 5.7 

-10.7 -13.5 1.5 1.7 -0.3 

-0,9 -4.1 5.4 3.1 1.4 

-10.7 -12.8 -2.3 -4.5 3.6 

-9.3 -17.1 -0.6 -1.5 -5.6 

-2.2 -5.1 1.6 -4.4 -4.7 
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TABLEAU 3. Ventas au detail, non-desaisonnalisC.s, solon In groups do commerce at la region 
(estimations triaostrielles) 

Groupe de commerce 

N o 

Canada 

Supermarchés dalimenkation at épiceries 1 

bus las autres magasins dalimentation 2 

Pharmacies at magasins do médicaments brevetés 3 

Magas ins do chaussures 4 

Magasins do vêtements pour honmies 5 

Magasins do vâtements pour dames 6 

Autres magasins de vètemen*s 7 

Magasins do moubles at dapparoils ménagors 8 

Magasins daccessoiros damoublement 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins da pièces at daccossoiras pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autros magasins do produits somi-durables 14 

Autres magasins do produits durablos 15 

Autres magasins do vente au detail 16 

. 

	

-4.9 	-92 	1.4 	0.7 	0.2 

	

-0.8 	3.3 	8.5 	5.8 	7.5 

Total, ensemble des magasins 	17 

Tsrr.-Neuva 

Supermarchés d'alimen*ation at épiceries 1 

bus las autras magasins dalimentation 2 

Pharmacies at magas ins do médicaments brevetés 3 

Magas ins do chaussur.s 4 

Magasins do vCtements pour hommes 5 

Magasins do vCtemants pour dames 6 

Autres magasins do vê*ements 7 

Magasins de meubles at d'apparails ménagors 8 

Magasins daccassoiras d'ameublemam* 9 

Concessjonnajres do vIbicules automobiles 10 
at récrCatifs 

Stat ions-service 11 

Magasins de pièces at daccessoiros pour 12 
automobiles at services 

Magasins de merchandises divers.s 13 

Autros .nagasins do produits semi-durables 14 

Autres magasins do produits durablas 15 

Autres magasins do yenta au detail 16 

Total, ensemble des •agasins 17 

3.6 3.1 2.7 6.0 13.2 

1.6 1.5 8.7 15.1 11.9 

-3.1 -9.0 21.2 26.1 7.3 

-1.9 -13.9 5.0 6.3 4.5 

-3.0 -6.2 -5.0 -16.5 -6.5 

-9.3 -15.3 -2.3 0.2 -12.9 

-10.0 6.8 18.1 16.5 15.5 

-8.0 -1.9 12.6 4.4 -5.0 

1.7 -4.5 2.6 -3.9 -4.3 

-9.5 -3.9 14.0 9.8 2.8 

-5.9 -13.9 7.9 15.1 11.8 

0 0.6 5.5 7.5 12.6 

-2.7 -2.9 5.5 4.3 0.6 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estieates ) 

Sales 

Ventes 

	

Quarter 2 	Quarter 1 	Quarter 4 Quarter 3 Quarter 2 

	

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

millions of dollars - millions de dollars 

1.1 0.5 1.3 1.0 1.0 

1.0 0.8 3.0 1.4 1.4 

3.0 2.1 4.8 3.8 2.7 

5.0 3.6 8.1 6.2 6.3 

1.9 1.4 2.2 1.8 1.7 

44.4 25.7 36.8 41.5 53.6 

15.5 14.2 13.2 14.8 12.7 

19.5 16.6 38.6 27.6 25.9 

6.7 4.6 8.5 10.5 8.1 

2.9 2.1 5.6 4.4 3.4 

9.4 6.8 10.9 13.7 10.5 

188.6 146.0 215.7 213.0 210.0 

397.7 363.7 377.6 397.2 371.0 

79.9 86.7 108.4 89.2 86.1 

9.4 6.6 12.4 9.9 10.5 

27.5 19.7 40.4 27.4 28.0 

18.1 15.9 35.5 23.0 21.1 

38.9 38.6 74.7 51.4 49.9 

9.6 7.9 14.1 11.3 11.3 

164.7 164.5 165.0 162.5 158.6 

72.5 51.7 79.9 74.6 82.3 

179.7 140.9 292.4 192.6 186.9 

43.4 32.1 55.6 48.7 44.1 

26.5 21.1 51.7 30.6 28.2 

93.2 70.1 108.9 108.2 89.3 

1,505.6 1,243.2 1,705.6 1,539.5 1,569.9 

Trade Group 

No. 

Prince Edward Island 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Nomens 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 stares 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Nomens 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 



-24.4 -24.7 -4.0 -8.9 -8.7 

-17.6 -11.1 11.9 7.7 18.3 

-15.1 -13.0 -4.0 11.5 15.0 

-10.6 -9.1 3.5 -9.6 -3.5 

	

-10.2 	-108 	3.0 	-0.9 	 4.7 

	

7.2 	10.7 	9.2 	2.9 	-2.6 

-7.2 4.2 5.8 0.4 4.7 

-11.0 -17.9 -7.0 -11.1 -5.5 

-1.8 -17.9 9.0 -1.6 -4.9 

-14.3 -12.6 5.7 3.8 7.0 i 

-22.0 -19.8 0.4 3.3 3.0 

-14.9 -21.3 4.3 -17.1 3.9 

3.8 25.8 19.4 8.9 17.5 

-11.9 -17.9 -3.2 -2.2 -3.8 

-3.9 -6.2 2.1 1.0 0.8 

-1.7 -4.4 3.3 -8.2 -10.0 

-59 -12.0 2.1 -9.1 -8.5 

-6.5 4.0 -11.4 -8.4 

-9- 

TABLEAU 3. Ventes au détafl, non-d6salsonnal2séas, solon Is groupe do coauerca it la regon 
(estiaations triaestriell.$) 

Change from previous year 

Variation par rapport a lannóe précédante 
Quarter 2 Quarter 1 Quarter 4 Quarter 3 Quarter 2 

1991 	1991 	1990 	1990 	1990 
Trimestre 2 ITrimestre 1 ITrimestre 4 ITrimestre 3 iTrimestre 2 

Per cent - pourcentage 
tle-du-Prince-douard 

I] Groupa de commerce 

N o  

. 

. 

21.9 	41.1 	13.0 	8.3 	8.8 

-4.1 	 -4.7 	 3.8 	-0.3 	1.3 

Supermarchés dalimentation at épic.ries 	1 

Tous les autres ,nagasins d 6 alimenta*ion 2 

Pharmacies at magasins di n,édicaments brevetés 3 

Magasins di chaussures 4 

Magasins di vêtements pour hommes 5 

Magasins di vêtements pour dames 6 

Autres magasins do vètoments 7 

Magasins di meubles it dapparoils ménagars 8 

Magasins daccossoires dameublement 9 

Concessionnaires di véhiculas automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins de pièces at daccessoires pour 12 
automobiles at services 

Plagasins do marchandis.s diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins di vonti au detail 16 

Total, ensemble des •agasins 17 

Nouvelle-tcosse 

Supirmarchés dalimentation it Cpiceries 1 

Tous us autres magasins dalimentation 2 

Pharmacies at magasins di n,édicaments brevetés 3 

Magas ins di chaussures 4 

Magasins di vétemints pour hosiusos 5 

Magasins do vétements pour dames 6 

Autris magasins do vétements 7 

Plagasins di meublis it dapparoils menagirs 8 

Magasins daccessoires damaubliment 9 

Concessionnaires di véhicules automobiles 10 
it récreat ifs 

Stations-service 11 

Magasins di pièces at daccessoires pour 12 
automobiles it services 

Magasins di merchandises diverses 13 

Autros magasins di produits simi-durablas 14 

Autres magasins do produits durablos 15 

Autros magasins di venti au detail 16 

Total, ensemble des •agasins 17 

5.0 -17.6 1.6 -4.6 -3.0 

-27.6 -18.6 7.0 -17.1 -8.0 

13.6 -13.4 5.7 -17.9 -11.7 

-20.2 -18.2 22.2 17.3 25.8 

9.9 -19.0 7.2 -17.8 -14.4 

-17.3 -29.8 3.7 3.8 18.8 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

Ventes 

	

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

Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions de dollars 

71.3 68.9 76.7 66.6 66.5 

8.7 5.5 16.6 9.1 10.2 

20.6 14.1 28.8 20.7 20.9 

15.4 11.5 26.9 19.0 17.7 

8.1 6,0 11.2 8.9 9.0 

306.7 190.1 226.5 268.4 336.3 

90.3 90.1 108.1 110.1 94.9 

78.7 54.9 82.7 76.6 79.0 

130.8 99.5 210.8 149.7 141.8 

33.2 21.6 39.5 34.9 36.2 

19.7 13.7 32.6 21.4 22.6 

56.7 42.6 65.5 64.5 60.9 

Trade Group 

No 

New Brunswick 

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 1,236.9988.8 	1,360.8 	1 1 242.6 1,284.2 

Quebec 

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 merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,103.2 	2,864.8 	3,037.8 	2085.0 	2,947.9 

550.4 537.7 613.6 562.6 554.6 

154.0 89.2 211.6 161.0 173.4 

124.5 71.6 182.8 111.8 151.0 

250.2 164.0 292.6 269.1 301.2 

315.1 225.7 419.2 324.8 337.1 

444.4 308.5 638.1 562.2 594.2 

144.4 88.7 170.9 167.4 191.2 

2025.7 12813.1 1,967.3 2,490.9 3,077.3 

841.5 819.2 1,015.7 977.7 970.7 

988.1 734.4 11359.5 996.1 1,004.8 

348.3 261.2 454.3 403.2 433.3 

231.7 172.9 334.2 264.6 263.2 

481.7 337.5 569.1 472.2 503.8 

12,083.0 9,383.5 12,553.3 11,984.7 12,804.8 



-0.8 2.6 9.1 10.2 9.1 

-11.2 -20.7 3.3 -6.0 -3.9 

-17.6 -27.2 3.2 -4.3 

-16.9 -25.7 -5.1 -3.4 03 

-6.5 -8.5 6.4 - - -1.6 

-25.2 -41.2 -10.4 -22.0 -14.2 

-24.5 -34.2 -2.2 -8.0 0.6 

-4.9 -19.3 -10.0 -6.4 -4.9 

-13.3 	-1.9 	12.9 	12.3 	13.3 

-1.7 -4.9 8.9 9.0 7.3 

-19.6 -18.3 -2.9 -2.8 -2.8 

-11.9 -17.4 2.1 -4.7 -9.9 

-4.4 -12.0 -6.1 -12.3 -10.4 

-5.6 -9.9 0.6 -0.9 -0.3 
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TABLEAU 3. Ventes au detail, non-desasonnalisées, salon Is groups de commerce at Is region 
(.stiaataons trâaestrielles) 

Change from previous year 

Varia*ion par rapport i l'annóe précédente 

	

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

Trimestre 2 Trimostre 1 Triniostro 4 Trimestre 3 Trimestre 2 

Groupe do commerce 

. 

. 

Per cent - pourcentage 

7.3 	6.2 	4.9 	0.8 	4.5 

	

-3.7 	-5.7 	4.2 	1.3 	4.0 

	

5.3 	3.0 	3.0 	2.1 	3.4 

Nouveau -Brunswick 

Supermarchés dalimonta*ion at épiceri.s 1 

Tous los autres magasins dalimontation 2 

Pharmacies at megasins do nédicaments brovotés 3 

Magas ins do chaussures 4 

Magas ins do vâtemen'ts pour honunes 5 

Plagasins do vêtomen*s pour dames 6 

Autres magasins de vêtoments 7 

Ilagasins do meublos at dappareils managers 8 

Magasins daccessoires dameubloment 9 

Concessionnaires cio véhicules automobiles 10 
at recroat ifs 

Stations-service 11 

Magasins do piâces at daccossoires pour 12 
automobiles at services 

Magasins do marchandises diverses 13 

Autros magasins do produits somi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vents au detail 16 

Total, ensemble des •agasins 17 

Québec 

Supommarchés dalimentation at épic.ries 1 

Tous los autres magasins dalimentation 2 

Pharmacies at inegasins do médicamonts brovetCs 3 

tiagasins do chaussuros 4 

Magasins do vôt.monts pour homsines 5 

Magasins do vêtemonts pour dames 6 

Autros magasins do vêtemen*s 7 

lagasins do meubles at dappareils ménagers 8 

Magasins daccossoires damoublemont 9 

Concessionnairos do véhicules automobiles 10 
at récréct ifs 

Stations-service 11 

Magasins do pieces at daccossoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vents au detail 16 

Total, ensemble des •agasins 17 

-15.0 -23.1 -1.1 -4.4 -11.1 

-1.1 -15.8 7.1 -1.0 -3.4 

-13.0 -22.5 -5.6 -10.1 -9.4 

-10.3 -19.3 7.9 -9.1 -11.8 

-8.8 -23.1 -4.3 2.4 9.2 

-4.9 4.2 10.0 4.3 2.3 

-0.4 -5.0 10.7 14.4 10.2 

-7.8 -12.2 -1.1 -7.1 -7.7 

-8,3 -13.1 -0.9 1.5 -3.0 

-13.0 -24.3 -3.7 -2.9 8.0 

-6.9 -1.3 2.5 -0.8 4.0 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

Ventes 

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

Trimestre 2 Triniestre 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions de dollars 

3,698.2 3,444.3 3,725.0 3,726.8 3,686.0 

806.9 786.6 863.6 796.2 777.3 

155.2 110.4 200.4 168.1 174.1 

176.0 118.9 305.1 178.0 198.1 

367.7 259.8 477.3 379.3 407.1 

266.8 225.9 463.3 312.8 299.4 

717.5 622.5 1,076.9 871.4 831.9 

199.9 165.5 322.2 283.6 288.6 

3,985.7 22713.9 31328.1 3,493.6 4,336.5 

1,207.2 1093.3 1,420.7 1,361.0 1,309.2 

1,811.9 1,386.4 2,717.7 1,847.5 1,849.1 

717.0 483.3 842.4 702.4 804.3 

476.1 368.0 768.0 557.1 537.4 

1,143.2 892.4 1,402.2 1,256.1 1,157.9 

	

17,242.6 	13,999.7 	19,554.5 	17,535.1 	18,339.2 

	

420.0 	394.9 	431.2 	452.5 	471.5 

10.8 7.1 14.3 11.2 12.8 

14.2 9.8 26.8 13.8 16.5 

35.2 28.5 45.8 35.4 37.3 

31.7 24.4 44.0 29.2 29.7 

45.4 39.8 67.4 52.6 49.3 

11.0 7.8 13.3 13.0 13.0 

369.2 267.5 315.9 362.9 389.8 

153.7 145.3 174.5 161.9 156.6 

91.6 64.3 95.8 89.4 96.1 

210.4 162.3 306.6 205.3 209.1 

53.7 33.8 61.7 48.0 58.2 

36.3 29.7 62.4 44.6 43.1 

60.0 50.8 77.2 60.3 62.3 

1,616.1 1,335.4 1,810.3 1,648.5 1,715.2 

Trade Group 

'J-. 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 liens clothing stores 

6 fr4on,ens 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 liens clothing stores 

6 I4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

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 



-10.9 	-5.2 	-4.0 	1.4 	2.8 

-15.4 -21.9 -7.1 -7.8 1.2 

-14.0 -21.6 -0.5 1,9 -0.5 

-5.8 -1.0 2.3 -3.4 0.2 

6.5 0.1 4.8 -2.0 -2.6 

-7.9 -16.0 1.6 -9.2 

-14.8 -28.2 -2.9 -9.4 0.8 

-5.3 -13.4 -5.5 0.5  

-1.8 4.0 10.6 -0.4 5.4 

-4.7 -9.9 -1.1 1.4 4.2 

0.7 -1.0 7.0 0.4 -5.3 

-7.9 -6.2 0.5 7.3 17.6 

.158 -18.1 5.1 8.7 -3.5 

-3.2 0.2 -0.1 -0.6 

-5.8 -6.1 0.3 0.5 -2.5 
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fl 
TADLEAU 3. Ventes au dCtail, non-dCsaisonnalisCes, salon Is groupe do co.rc. at Ia region 

(estimations trinestrialles) 

Groups do commerce 

N' 

Change from previous year 

Variation par rapport a lanné. précédente 
Quarter 2 Quarter 1 Quarter 4 uarte Qr 3 Quarter 2 

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

Per cent - pourcentago 

0.3 -0.5 4.7 4.4 3.2 

3.8 10.1 6.7 7.6 5.0 

-10.8 -14.1 2.6 4.8 2.8 

-11.1 -19.5 -0.9 4.5 -2.9 

-9.7 -21.8 -6.1 -6.3 -2.1 

-10.9 -12.4 -0.8 -0.7 2.1 

-13.8 -21.9 4.7 -9.1 -9.8 

-30.7 -26.1 7.5 5.5 7.3 

-8.1 -27.5 -11.4 -4.8 -9.2 

-7.8 1.8 8.7 0.3 -2.0 

-2.0 -6.5 2.9 1.4 -0.5 

-10.9 -15.0 -4.4 -8.9 7.7 

-11.4 -20.4 -4.8 -8.8 -11.3 

-1.3 -2.8 6.0 -0.6 -3.1 

. 

Ontario 

Supermarchés dalimentation at épiceries 1 

Tous las autres sagasins dalimentation 2 

Pharmacies at magasins do médicamonts brevotés 3 

tiagasins do chaussures 4 

Magasins de vétements pour homines S 

Magasins de vêtements pour dames 6 

Autras magasins do vétements 7 

Plagasins de meubles at dappareils ménagors 8 

Ifagasins d'accassoires d'aneublement 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magasins cia produi*s semi-durables 14 

Autras magasins do produits durables 15 

Autres magasins do yenta au detail 16 

Total, •nsmebls des •agasins 17 

Manitoba 

Supermarchés dalimentation at épiceries 1 

bus las autres magasins dalimentation 2 

Pharmacies at magasins do médicamants brevetCs 3 

Magas ins do chaussuras 4 

Magas ins do vétements pour homes 5 

Magas ins do vêtaments pour dames 6 

Autres magasins de vétemants 7 

Magasins do meubles at dappareils ménagers 8 

Magasins daccassoiras d'amaublement 9 

Concessionnajras do véhiculas automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablos 15 

Autres magasins do yenta au detail 16 

Total, ensemble dos •agasins 17 

-6.0 	-11.5 	-0.1 	-0.8 	-2.4 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

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

Tri,mestre 2 Trimestre 1 Trimestra 4 Trimestre 3 Trimestre 2 

millions of dollars - millions do dollars 

326.5 295.5 309.5 299.0 297.1 

64.2 64.1 81.8 69.4 70.0 

7.8 5.8 9.8 8.4 8.9 

11.3 9.0 25.9 15.0 16.1 

24.0 19.8 31.2 24.1 24.6 

26.2 25.1 44.6 29.4 31.3 

31.1 30.3 50.2 39.1 35.1 

125.4 110.9 133.6 139.3 137.8 

104.1 79.2 112.6 121.2 126.5 

166.1 136.5 247.9 175.4 177.0 

49.0 35.0 59.5 46.6 54.3 

34.7 26.8 54.9 37.8 37.9 

58.4 50.8 68.6 66.2 60.8 

1,360.3 	1 1 128.5 	1,552.5 	1 1 426.6 	1,442.5 

1,063.9 966.8 1004.0 1 1 009,9 1032.7 

227.0 216.8 270.3 239.5 234.7 

30.3 23.2 37.7 32.8 33.1 

46.1 36.0 87.9 49.3 52.9 

91.6 77.2 112.1 95.2 94.7 

89.4 75.5 123.0 90.0 84.3 

1,156.0 875.3 1,004.6 1026.5 1,315.6 

327.3 316.2 408.0 380.2 345.2 

310.8 244.8 344.1 339.8 347.5 

667.1 556.5 933.5 654.6 642.6 

204.3 130.4 218.7 190.3 199.3 

140.3 108.5 212.8 161.6 147.6 

258.7 210.3 314.3 276.1 265.0 

4 1886.9 4,075.5 5,440.2 4,976.0 51098.1 

Trade Group 

No 

Saskatchewan 

1 Supermarkets and grocery stores 

2 AU other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mans clothing stores 

6 Momen'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 

S Men's clothing stores 

6 fr4omens 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 



-8.3 -7.4 0.3 -0.4 0.9 

-11.8 -16.9 3.1 -1.0 -1.8 

-29.7 -28.7 2.4 5.9 -0.5 

-2.3 -0.4 9.5 -1.7 -1.7 

-16.1 -14.9 - - -10.2 -7.8 

-11.4 -15.8 3.2 -2.0 -4.7 

	

-9.0 	-6.6 	3.0 	-2.6 	0.2 

	

-17.7 	-20.6 	-2.9 	0.3 	2.4 

-6.2 -3.2 7.0 -3.1 -2.6 

-14.7 -2.4 -3.8 -3.1 

-8.5 -12.8 1.4 6.0 -1.0 

-3,9 3.6 -5.8 -12.1 -11.4 
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TABLEAU 3. Ventes au detail, non-dCsaisonnalisées, solon Ia graupe do coo.orc. at Ia region 
(estiaatlons trioestrialles) 

Change from previous year 

Variation par rapport a l'année pr6c6danf a 

	

Quarter 21 Quarter 1 	Quarter 4 Quarter 3 Quarter 2 
1991 	 1991 	 1990 	 1990 	 1990 

Trimestre 2 Trimestre 1 Trimestre 4 Trimestra 3 Trimestre 2 

Groupe de conrierce 

N . 

. 

LI 

Per cent - pourcentago 

9.9 	6.2 	2.1 	-2.0 	-4.3 

	

-5.7 	-6.5 	3.8 	2.6 	1.2 

	

3.0 	4.2 	3.6 	2.6 	7.7 

Saskatchewan 

Supermarchés d'alimenta*ion at Ipiceries I 

Tous las autres niagasins dalimanfaf ion 2 

Pharmacies at magasins de tiédicaments brevetés 3 

Magas ins do chaussuras 4 

Magasins do vétements pour honvies 5 

Magasins do vitemonts pour dames 6 

Autres magasins do vêtemen*s 7 

Magasins do nieubles at d'appareils ménagers 8 

Magasins d'accessoires d'ameubleinenf 9 

Concessionnaires do véhicules automobiles 10 
of rócréa*ifs 

Stations-service 11 

Magasins do pièces at daccossoir.s pour 12 
automobiles at services 

Magasins do sarchandisos diverses 13 

Autres magasins de produits semi-durables 14 

Autres magasins do produits durablos 15 

Autres magasins do vonte au detail 16 

Total, ensemble des magasins 17 

Alberta 

SupermarchCs d'alimon+af ion of Cpicories 

bus los autras magasins d'alimontation 2 

Pharmacies of magasins do médicaments brov.tés 3 

Magas ins do chaussures 4 

Magasins do vCtements pour homniss 5 

Magasins do vè*emen*s pour dames 6 

Autros inagasins do vêtoments 7 

Plagasins do moubles at dappareils minag.rs 8 

Magasins daccessoiros d'ameublement 9 

Concossionnaires do vChiculos automobiles 10 
at rCcrCat ifs 

Stations-service 11 

Magasins do pièces at d'accessoires pour 12 
automobiles of services 

Ilagasins do marchandisos divarses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do yenta au detail 16 

Total, ensemble des .agasins 17 

-3.3 -3.6 0.5 4.9 5.8 

-8.5 -17.0 -10.9 -8.7 -10.1 

-12.7 -17.4 7.6 4.2 1.9 

-3.3 -4.7 2.5 -1.5 5.8 

6.0 6.9 6.9 -4.7 0.2 

-12.1 -20.5 -5.4 1.5 1.3 

-5.2 -0.1 22.8 13.6 13.3 

-10.6 -8.0 9.9 13.9 14.6 

3.8 3.6 11.0 7.2 3.9 

2.5 -8.8 -7.4 -4.9 -3.8 

-4.9 -12.2 1.6 6.4 -6.1 

-2.4 -5.9 -0.6 -5.1 -4.7 

-4.1 -6.4 4.0 4.9 4.7 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiates) 

Sales 

Ventes 

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

Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions de dollars 

1,361.1 1,266.1 1,339.3 1,352.6 1,320.5 

265.3 242.3 300.9 275.6 271.8 

40.3 31.4 52.0 46.8 45.9 

41.2 31.3 78.4 45.3 46.5 

99.3 78.8 125.9 102.9 96.3 

97.7 91.6 148.0 114.1 98.9 

224.9 193.5 322.5 251.9 236.5 

74.1 62.4 102.9 96.8 94.8 

1,690.5 19265.4 1,344.5 1,532.6 1 1 654.5 

493.1 465.5 574.7 574.0 539.6 

297.9 270.2 328.7 330.1 345.2 

621.8 492.2 921.3 625.8 608.1 

207.1 154.8 241.0 215.8 222.8 

181.1 131.5 245.3 196.2 183.8 

328.5 273.8 370.0 354.2 334.5 

6 1 109.0 5,118.4 6,578.0 6,183.4 6,182.7 

25.6 21.0 24.9 26.0 24.8 

1.8 1.1 1.4 1.5 1.5 

6.3 6.3 9.2 8.3 8.1 

0.8 0.6 1.3 1.2 1.2 

2.2 2.2 3.4 3.2 2.9 

1.0 0.9 1.5 1.0 1.0 

45.1 34.7 50.2 41.5 43.5 

5.8 4.1 7.2 7.1 7.0 

8.4 6.6 9.1 8.8 8.7 

140.1 110.8 154.0 146.7 144.6 

Trade Group 

No. 

British Coliabia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 k4omans 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 Mens clothing stores 

6 P4omens 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 stor•s 



3.1 -0.1 3.8 1.0 1.1 

24.5 -2.4 -13.9 -8.1 -2.9 

-2219 -15.3 9.6 6.7 -0.4 

-35.8 -47.6 -14.8 1.6 -20.7 

-24.8 -28.0 -20.6 12.8 15.5 

0.4 2.8 41.4 0.1 14.9' 

3.5 -5.6 -4.1 -9.7 -2.4' 

-18.2 -13.9 7.3 8.4 35.7 

• :;. : -0.8 3.S -5.7 9.1 
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TABLEAU 3. Ventes au detail, non-dCsaisonnalisCes, salon Is groupa do coauerca at Ia region 
(estimations triastrielles) 

Change from previous year 

Variation par rapport a lannóe précédente 

	

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

Trimestre 2 Triinostre 1 Trimestre 4 Trimestre 3 Trimeskre 2 

Per cent - pourcentaga 

Groupe do commerce 

Calo.bie-Eritannique 

N o  

Uj 

3.1 	2.3 	2.2 	6.8 	9.9 

-1.2 	-7.2 	3.0 	4.7 	5.2 

Supermarchés dalimentation at ápicerios 1 

Tous las autres magasins dalimentation 2 

Pharmacies at megasins de médicaments brevetés 3 

Magas ins de chaussures 4 

Magasins do vétements pour hoems 5 

Magasins de vêkeman*s pour dames 6 

Autres magas ins de vétements 7 

Magasins do meublas at dappareils ménagors 8 

Magasins daccessoires dameublement 9 

Concessionnajres de véhicules automobiles 10 
at rácreak.ifs 

Stat ions-service Ii 

Magasins de pièces at daccessoires pour 12 
automobiles at services 

Magasins de merchandises divorsos 13 

Autras magasins do produits somi-durables 14 

Autras magasins de produits durablos 15 

Autres magasins do vente au detail 16 

Total, ensemble d.c asgasins 17 

Yukon at T.rritoir.s du Nord-Ousst 

SupormerchCs dalimentation at épicories I 

bus los autres sagasins dalimentation 2 

Pharmacies at megasins do nédicamonts brevatés 3 

Magas ins do chaussures 4 

Magasins do vétoments pour honmos 5 

Magas ins do vétemonts pour dames 6 

Autres magasins do vê*om.nts 7 

Magasins do meubles at dappareils ménagers 8 

Magasins daccessoires dameublemont 9 

Concossionnairos do véhiculos automobiles 10 
at récrCat ifs 

Stat ions-service 11 

Magasins do pièces at daccossoiros pour 12 
automobiles at services 

Magasins do marchandisos divorsos 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablas 15 

Autres inagasins do vonte au detail 16 

Total, ensemble des •ag.sins 17 

-2.4 -7.1 -5.5 12.0 12.2 

-12.1 -27.9 -8.4 -4.2 0.8 

-11.3 -19.8 -0.3 1.0 0.7 

3.1 -5.9 -0.3 1.7 4.8 

-1.2 5.6 4.4 5.4 2.0 

-4.9 -17.6 5.6 1.6 12.7 

-21.7 -29.6 -0.8 6.5 10.3 

2.2 -15.4 2.1 612 -0.3 

-8.6 0.2 13.2 1.8 5.9 

-13.7 -13.3 -0.8 1.0 6.5 

2.2 -1.4 5.8 4.3 3.5 

-7.0 -1.2 7.8 3.0 12.1 

-1.5 -11.7 5.0 19.3 20.5 

-1.8 -5.0 1.0 -3.3 -1.9 
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TARLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estioates) 

	

- 	Sales 

Ventes 

	

Quarter 2 	Quarter 1 	Quarter 4 Quarter 3 Quarter 2 

	

1991 	1991 	1990 	1990 	1990 
Trimestro 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimes±t-e 2 

millions of dollars - millions de dollars 

	

9.8 	7.6 	9.5 	10.3 	9.3 

	

x 	x 	3.5 	3.2 	2.9 

	

x 	x 	x 	x 	x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

X 	 X 	 X 	 x 	 X 

	

0.7 	0.6 	1.1 	0.9 	1.0 

	

x 	x 	x 	x 	x 

	

10.8 	6.8 	9.3 	10.6 	12.4 

x x x x 

X X X 

48.2 33.7 49.6 51.5 	49.1 

15.8 13.4 15.4 15.7 15.5 

1.7 1.0 1.1 1.3 1.3 

x x 5.8 5.2 5.2 

x x x x x 

x x x x X 

x x x x x 

x x x x x 

1.5 1.5 2.3 2.3 1.9 

x x x X 

2.6 3.1 3.6 3.8 3.3 

x x x x X 

3.1 2.2 3.9 3.9 4.2 

x x x x 

91.9 77.1 104.4 95.2 95.5 

Trade Group 

No 

Yukon 

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 

Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, 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 
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TAHLEAU 3. Ventes au detail, non -dCsasonna1isCes, scion is groups de coccerce at Ia region 
(estl.at2ans trimetr.I1es) 

Change from previous year 

Variation par rapport 5 l'anne précédenke 

	

Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 	Quarter 2 

	

1991 	1991 	1990 	1990 	1990 
Trimestre 2 Trimestre 1 Trimostre 4 Trjmestre 3 Trim.stre 2 

Per cant - pourcentage 

	

4.6 	-1.3 	10.9 	4.2 	9.8 

x 	x 	10.9 	6.5 	-13.0 

x 	x 	x 	x 	x 

x 	x 	x 	x 	x 

x 	x 	x 	x 

x 	x 	x 	x 

	

-34.1 	-37.1 	-26.6 	-3.6 	22.9 

x 	X 	 X 	 X 	 X 

	

-13.3 	-23.0 	-13.1 	3.0 	7.6 

x 	x 	X 	 X 

. 	
x 	x .  

	

-1.7 	-12.6 	-2.2 	-5.5 	-2.2  

Groupo do commerce 

Yukon 

Supermarchés dalimentation at épicarias 1 

Tous las autres magasins dalimentation 2 

Pharmacies at magasins do médicaments brevetés 3 

Magas ins do chaussures 4 

Magasins do vêtemen*s pour hoimass 5 

Magasins do vétoments pour dames 6 

Autres magasins do vêtemon*s 7 

Ilagasins do meublas at dapparails ménagers 8 

Magasins daccessoires damaublement 9 

Concassionnairos do véhiculos automobiles 10 
at rócréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasiris do merchandises div.rs.s 13 

Autres magasins de produits somi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vente au detail 16 

Total, enseubi. des •agasins 	17 

2.2 0.6 -0.1 -1.1 -3.5 

27.5 -1.6 -6.2 3.0 -0.1 

K x 8.9 6.9 8.5 

K K K K K 

K K K X K 

K K K x K 

K K K K K 

-19.9 -23.4 -17.4 20.9 11.9 

K K K K 

T.rritoir.s du Nord-Ouest 

Supermarchés dalimentation at Cpic.ries 1 

bus los autras magasins dalimentation 2 

Pharmacies at magasins de niédicaments brevetés 3 

Magasins do chaussures 4 

Magasins do vétements pour henries 5 

Magas ins do vètements pour dames 6 

Autras magasins do véteimonts 7 

Magasins do meubles at dappareils ménagers 8 

Magasins daccossoiros damoubloment 9 

Concessionnaires do véhiculos automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises dlverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablas 15 

Autres magasins do yenta au detail 16 

Total, •nsbis des .ag.sins 17 

	

-19.7 	-10.5 	15.7 	17.1 	21.7 

	

K 	 K 	 K 	 K 	 K 

	

-26.5 	-22.1 	2.2 	-1.1 	30.1 

. 	.3 	-7.4 	7.5 	5:; 
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TABLE 4. Retail Trade Saple Response Fraction and Coefficient 01 Variation (Current 
Periods) W 

Response fract ion 

Fraction do réponse 

June May April March 
1991 1991 1991 1991 

No. Juin Mai Avril Mars 

Per cent - pourcentage 

Trade Group - Canada 

I Supermarkets and grocery stores 94.9 96.0 92.1 94.6 

2 All other food stores 89.4 92.4 94.8 93.9 

3 Drugs and patent medicine stores 91.2 95.1 95.1 91.9 

4 Shoe stores 98.1 98.8 98.6 96.2 

5 Mens clothing stores 95,4 93.8 94.1 95.0 

6 P4omens clothing stores 95.5 95.7 93.9 95.3 

7 Other clothing stores 95.7 97.4 96.0 97.1 

8 Household furniture and appliance stores 94.5 96.5 96.4 92.9 

9 Household furnishings stores 93.0 94.7 93.9 94.8 

10 Motor vehicle and recreational vehicle 93.4 95.9 95.0 96.3 
dealers 

11 Gasoline service stations 94.6 95.3 94.5 92.2 

12 Automotive parts, accessories and services 93.4 93.7 94.7 94.0 

13 General merchandise stores 99.0 99.3 99.5 99.5 

14 Other semi-durable goods stores 92.5 94.0 96.2 95.8 

15 Other durable goods stores 93.9 96.0 94.7 95.0 

16 Other retail stores 96.4 97.6 97.6 97.4 

17 Total, all stores 94.6 96.1 95.0 95.3 

Regions 

18 Newfoundland 95.4 97.3 97.0 97.5 

19 Prince Edward Island 96.6 96.7 96.1 95.8 

20 Nova Scotia 98.9 98.9 97.9 96.7 

21 New Brunswick 96.5 95.7 95.7 96.1 

22 Quebec 95.2 96.5 92.8 95.7 

23 Ontario 93.5 95.8 95.4 94.5 

24 Manitoba 96.3 96.8 96.9 97.2 

25 Saskatchewan 94.5 97.1 99.0 97.2 

26 Alberta 93.7 94.1 94.1 93.7 

27 British Colurthia 95.1 96.2 96.4 96.7 

28 Yukon and Northwest Territories 89.1 89.2 90.1 91.4 

29 Yukon 88.3 81.9 83.9 85.4 

30 Northwest Territories 89.5 93.1 93.2 94.0 

S 
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TABLEAU 4. Co..oraa do detail, fraction do rCpons. da l'dchantillon at cosfficient do variation S  (pCriodos courantes) 

Coefficient of variation 

Coefficient de variation 

June May April March 
1991 1991 1991 1991 
Juin Mai Avril Mars 

Per cent - pourcentage 

4.0 3.8 3.5 3.7 

14.5 11.0 8.6 7.7 

5.3 5.1 4.8 4.3 

4.8 5.2 5.1 5.4 

5.0 4.7 5.3 5.2 

3.3 2.9 3.1 3.4 

4.9 3.9 3.9 3.7 

5.8 5.2 6.0 5.2 

6.0 5.4 5.5 6.2 

5.1 4.9 5.2 4.7 

4.7 4.2 3.9 4.0 

3.5 3.2 3.4 3.6 

. 	
1.8 	 1.3 	1.3 	1.4 

7.8 7.8 5.7 4.2 

4.2 5.2 5.2 3.8 

3.9 3.3 3.2 2.5 

1.7 1.6 1.6 1.5 

N o  

Groupa do occoerce - Canada 

Supermarchés d'alimen*ation at épicerios 	1 

bus los autres magasins d'alimentation 	2 

Pharmacies at magasins de médicaments brevetés 3 

Magas ins do chaussures 	 4 

Magasins do vétomenks pour horines 	S 

Magasins do vitements pour dames 	6 

Autres magasins do vâtements 	7 

Magasins do meubles at dappareils ménagers 	8 

Magasins daccessoiras damaublamont 	9 

Concessionnairos do véhicules automobiles 	10 
at récréa* ifs 

Stations-service 	 11 

Magasins do pièces at daccassoiros pour 	12 
automobiles at services 

Magasins do marchandisas diverse. 	13 

Autras magasins do produits semi-durable. 	14 

Autros magasins da produits ciurablos 	15 

Autres nagasins do yenta au detail 	16 

Total, anscobis dos asgasins 	17 

Regions 

3.9 3.3 3.4 3.5 

3.6 3.4 3.4 3.5 

5.3 4.9 5.3 4.0 

6.8 6.7 4.4 4.1 

3.8 3.3 3.4 3.0 

3.5 3.4 3.5 3.3 

2.9 2.7 3.1 2.6 

4.0 4.4 5.5 4.1 

3.0 2.8 2.7 2.6 

3.3 3.8 3.7 2.9 

2.5 2.1 2.5 2.8 

0.9 0.6 0.7 0.8 

3.7 3.3 3.7 4.0 

Terre-Native 18 

tlo-du-Prince-Edouard 19 

Nouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon at Torritoiros du Nord-Ouset 28 

Yukon 29 

Torritoiros du Nord-Ouest 30 
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TABLE S. Retail Sales, Seasonally 
Estiaates) 

Adjusted, by Trade Group and by Region (Historical 

June Play April March February January December 
1991 1991 1991 1991 1991 1991 1990 

No. Juin Mai Avril Mars Février Janvier D&embre 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,628.6 3,618.6 3,616.6 3,632.5 3,569.8 3,550.7 3,553.0 

2 All other food stores 315.7 320.6 299.0 319,0 309.7 296.2 312.0 

3 Drugs and patent medicine stores 738.8 757.4 752.2 751.2 777.8 719.7 729.6 

4 Shoe stores 134.9 135.6 131.9 133.1 134.3 124.2 156.3 

S Men's clothing stores 147.8 148.1 145.3 148.8 146.3 127.6 174.5 

6 Noreen's clothing stores 299.3 305.7 302.6 300.8 299.9 255.7 334.5 

7 Other clothing stores 315,7 317.5 311.3 321.6 327.4 271.0 351.3 

8 Household furniture and 613.6 610.4 623.9 617.1 591.0 487.7 809.1 
appliance stores 

9 Household furnishings stores 165.1 171.4 170.7 169.9 166.8 142.7 222.3 

10 Motor vehicle and recreational 3,315.9 3077.7 3,033.6 2,949.0 2,959.9 2,979.0 3,081.3 
vehicle dealers 

11 Gasoline service stations 1,153.2 1,165.3 1,182.0 1056.8 1,251.3 1,325.2 1,325.3 

12 Automotive parts, accessories 888.5 915.8 920.4 903.9 935.4 944.1 1,001.5 
and service 

13 General merchandise stores 1,731.2 1,760.5 19728.0 1,733.5 11733.0 1,636.9 1,860.0 

14 Other semi-durable goods stores 522.0 557.5 529.2 529.4 528.8 499.1 566.8 

15 Other durable goods stores 393.7 412.1 408.5 395.0 405.0 378.1 458.0 

16 Other retail stores 833.2 829.7 835.9 852.2 849.4 815.9 866.9 

17 Total, all stores 15,197.6 15,203.9 14,991.2 14,913.5 14,985.8 14,553.8 15,802.7 

Regions 

18 Newfoundland 285.2 283.1 277.6 275.8 290.0 284.4 296.9 

19 Prince Edward Island 60.2 60.0 60.3 60.0 62.4 60.2 68.7 

20 Nova Scotia 485.2 493.9 489.8 483.8 502.2 471.8 522.5 

21 New Brunswick 401.9 399.6 395.3 383.2 398.2 388.3 410.9 

22 Quebec 3,738.1 3,776.1 3,713.9 3,712.4 3,708.6 3,565.4 3,951.7 

23 Ontario 5,572.6 5,585.9 5,443.5 5,439.1 5,488.6 5,376.7 5,933.9 

24 Manitoba 518.5 518.1 516.9 514.7 520.4 527.2 553.5 

25 Saskatchewan 439.2 441.9 432.2 443.6 443.8 439.2 467.6 

26 Alberta 1,588.0 1,580.7 1,586.9 1,567.1 11559.1 1,550.7 1,667.5 

27 British Columbia 1 1 982.0 2,011.7 1,974.6 1,956.9 1,965.9 1,882.6 2,033.8 

28 Yukon and Northwest Territories 45.8 45.8 45.0 44.0 43.7 44.5 46.1 
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TABLEAU 5. Vantos au detail, désasonnalisCos, salon le groupe do coumerce at la region S  (estiaations historiquas) 

	

November 0ctober September 	AUgUSt 	July 	June 
1990 	1990 	1990 	1990 	1990 	1990 

	

Novembre Octobre Septombre 	Aoüt Juillet 	Juin 

millions of dollars - millions do dollars 

LI 
	

Groupe do cc.rc. - Canada 

N°  

. 

3,564.1 3,572.0 3,608.6 3,566.6 3,573.4 3,482.7 

317.3 317.3 329.5 330.1 330.5 334.4 

751.7 765.6 763.2 755.0 758.5 761.7 

144.3 145.7 149.9 153.2 151.1 154.4 

166.0 170.8 165.2 177.2 175.8 170.8 

315.7 316.2 324.6 327.2 330.3 337.4 

333.6 332.9 334.9 335.9 332.0 336.2 

686.8 693.1 705.6 704.6 708.2 724.2 

200.1 204.8 208.2 218.7 214.2 231.3 

3,208.1 3,248.0 3,373.6 3,426.5 3,449.1 3,460.3 

1,365.8 1,378.8 1,257.5 1,281.7 1,262.0 1,255.8 

1 1 025.9 1,017.4 1021.2 1,053.7 1,014.7 1,002.7 

1.787.5 1,792.2 1,770.5 1,803.4 1 1810.1 1,743.7 

0.1 568.4 572.1 574.7 586.7 594.5 

446.0 459.9 464.3 460.5 450.4 446.0 

874.7 873.8 870.4 852.4 832.7 832.5 

15,747.8 15,856.9 15,917.2 16,021.3 15,979.7 15,868.5 

Supermarchés dalimentation at épiceries 	1 

bus los autres magasins dalimentation 	2 

Pharmacies at magas ins do médicaments brevtés 3 

Magasins do chaussures 	 4 

Magas ins do vétements pour honres 	5 

Magasins do vêtoments pour dames 	6 

Autros magasins do vétemonts 	7 

Magasins do moubles at dapparoils ménagers 	8 

Magasins daccessoiros dameublement 	9 

Concessionnaires do véhiculos automobiles 	10 
at récréa*ifs 

Stations-service 	 11 

Flagasins de pièces at daccessoires pour 	12 
automobiles at services 

Magasins do marchandisos divorses 	13 

Autres magasins do produits somi-durables 	14 

Autres magasins do produits durablos 	15 

Autros magasins do vente au detail 	16 

Total, onsble des magasins 	17 

Req ions 

	

301.8 	295.6 	295.2 	303.3 	294.8 	291.5 

	

68.2 	65.0 	67.0 	65.2 	66.6 	66.0 

	

515.0 	508.7 	496.2 	515.8 	517.2 	511.6 

	

418.0 	407.7 	409.1 	408.6 	414.5 	425.2 

	

3,924.6 	3,955.8 	3,978.4 	3079.9 	3,959.6 	3,980.4 

	

5,815.4 	5,860.6 	5,925.6 	5062.3 	5,939.8 	5 9842.5 

	

545.5 	542.6 	544.6 	556.7 	561.9 	548.0 

	

472.8 	469.3 	473.5 	485.8 	475.5 	473.9 

	

1,631.2 	1,657.5 	1,664.8 	1,667.8 	1,673.1 	1,666.0 

	

2408.4 	2,043.3 	2043.7 	2,049.2 	2,055.4 	1,980.6 

	

48.7 	46.8 	45.1 	46.4 	48.0 	47.2 

Terre-Neuva 18 

tl.-du-Princ.-douard 19 

Nouv.11o-cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colo,thie-Britanniqu. 27 

Yukon at Territoires du Nord-Ouest 28 

is 
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TABLE 6. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estiaates) 

June May April March February January December 
1991 1991 1991 1991 1991 1991 1990 

No. Juin Mai Avril Mars Fóvrier Janvier Décombre 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,738.7 3,879.4 3,411.7 3,648.5 3078.5 3,390.0 3,789.4 

2 All other food stores 343.6 347.1 282.5 306.0 262.3 259.3 379.2 

3 Drugs and patent medicine 714.6 765.9 714.0 721.3 701.2 702,6 918.6 
stores 

4 Shoe stores 144.5 148.9 127.7 108.4 78.6 94.2 217.2 

5 Men's clothing stores 155.2 152.8 129.1 115.8 81.9 93.7 346.4 

6 Homen's clothing stores 306.4 325.6 301.3 275.2 198.5 198.9 507.2 

7 Other clothing stores 300.4 300.5 278,1 286.1 213.2 210.1 588.8 

8 Household furniture and 601.5 579.2 567.5 568.1 458.5 637.5 1,072.6 
appliance stores 

9 Household furnishings stores 172.9 175.9 161.2 150.9 127.0 111.5 275.3 

10 Motor vehicle and recreational 3,621.6 4,012.8 3,667.2 2,981.2 2,397.7 2,314.7 2,634.9 
vehicle dealers 

11 Gasoline service stations 1,189.1 1,218.0 1,115.7 1,110.3 1 1081.5 1,227.9 1,354.5 

12 Automotive parts, accessories 966.4 1054.4 938.9 797.4 708.5 784.0 1,069.4 
and service 

13 General merchandise stores 1,650.2 1,752.6 1,566.0 1,476.0 1 9 192.7 1,190.1 3,104.9 

14 Other semi-durable goods stores 562.9 648.4 480.2 430.3 386.0 360.9 883.6 

15 Other durable goods stores 396.3 419.8 347.7 309.6 281.7 293.0 903.5 

16 Other retail stores 889.5 896.3 736.8 770.5 610.2 581.0 1,323.9 

17 Total, all stores 15,753.5 16,677.6 14,8Z5.5 14,035.5 11,958.1 12,249.4 19,169.5 

Regions 

18 Newfoundland 297.9 315.0 274.4 259.8 228.5 224.9 363.9 

19 Prince Edward Island 65.6 65.4 57.7 52.2 46.2 47.5 81.8 

20 Nova Scotia 496.1 532.4 477.1 452.6 399.9 390.7 642.5 

21 New Brunswick 416.5 436.1 384.3 357.3 314.9 316.6 496.3 

22 Quebec 3,935.4 4,354.3 3,793.3 3,539.8 2,924.2 2,919.6 4,461.6 

23 Ontario 5,812.8 6066.0 5,363.9 5,085.4 4,364.6 4,549.6 7,361.1 

24 Manitoba 540.4 565.4 510.4 476.3 415.2 443.9 668.9 

25 Saskatchewan 463.1 473.5 423.6 405.9 349.2 373.4 555.3 

26 Alberta 1,650.1 1,663.9 1,552.9 1,467.3 1,262.9 1,325.3 2,019.5 

27 British Columbia 2,025.3 2,137.1 1,946.6 1,878.7 1,618.1 1,621.5 2,462.7 

28 Yukon and Northwest Territories 50.4 48.5 41.2 40.1 34.3 36.4 56.2 

29 Yukon 17.2 17.2 13.8 12.0 10.4 11.3 17.4 

30 Northwest Territories 33.1 31.3 27.4 28.1 23.9 25.1 38.8 
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TABLEAU 6. Ventas au detail, non-désaisonnalisé.s, scion 10 groups do cco..rce et Ia region 
(estiaations historiques) 

	

November October Septether 	August 	July 	June 	Year 
1990 	1990 	1990 	1990 	1990 	1990 

	
1 
99 

 1 

	

Novembre Octobro Septothre 	A0G* 	Juillot 	Juin 	Anne. 	 N' 

millions of dollars - millions de dollars 

. 

3,628.4 3,482.3 3,593.4 3,747.7 3,541.7 3,755.5 

311.0 306.7 321.7 351.6 345.3 363.5 

763.1 775.3 732.1 764.3 730.0 754.6 

178.2 160.2 166.5 153.9 131.3 169.0 

227.4 181.9 161.1 140.1 136.9 181.0 

347.7 322.8 356.7 317.6 299.4 352.1 

402.8 349.6 348.9 336.0 281.2 325.0 

782.7 730.3 713.3 724.2 687.6 731.8 

230.2 219.1 210.4 230.0 218.2 250.3 

3051.8 3,416.9 3,031.8 3,506.2 3,553.4 3,887.2 

1,378.7 1,396.9 1,252.9 1,393.5 1,362.5 1,320.3 

t,138.0 1,058.2 980.8 1073.2 1,071.0 1,141.7 

2,295.8 1,865.3 1,739.9 1,731.9 1,578.2 1,723.1 

593.5 542.7 556.8 590.3 587.0 659.3 

	

474.2 	412.9 	445.2 	463.7 	426.0 	465.4 

	

899.1 	809.6 	842.7 	954.9 	908.4 	940.8 

16,702.6 16,030.7 15,454.1 16,478.9 15,861.3 17,020.5 

Groupe do ceucerce 	Canada 

SupermarchCs dalimontation at 1 
epicor ios 

bus les autros magasins 2 
d'alimen±a*ion 

Pharmacies at magasins do médicament 3 
brevetos 

Magasins do chaussures 4 

Magasins do vC*emen*s pour hommos 5 

Magasins do vCtements pour dames 6 

Autros magasins do vétomonts 7 

Magasins do moubles at dappareils 8 
ménagar S 

Magasins daccessoires dameublement 9 

Concessionnaires do vChicules 10 
automobiles at récrCatifs 

Stations-service 11 

Magasins do pieces at daccessoires 12 
pour automobiles at services 

Magasins de marchandisos diverses 13 

Autros magasins do produits semi- 14 
durables 

Autros magasins do produits durables 15 

Autros magasins do vento su detail 16 

Total, enseobie des magasins 17 

Regions 

	

323.6 	290.4 	280.3 	316.6 	301.3 	313.7 

	

70.1 	63.9 	64.8 	73.6 	74.6 	74.2 

	

556.7 	506.3 	476.9 	542.0 	520.6 	541.9 

	

450.2 	414.3 	394.4 	429.2 	418.9 	452.9 

	

4,066.6 	4,025.3 	3,899.0 	4039.6 	39946.2 	4,307.6 

	

6,274.4 	5,919.0 	5,715.8 	6,008.5 	5,810,8 	6,297.7 

	

587.4 	554.0 	529.6 	569.6 	549.4 	589.9 

	

508.5 	488.7 	459.7 	496.6 	470.3 	519.1 

	

19729.1 	1,691.6 	1,613.8 	1,713.8 	1,648.4 	1,772.2 

	

2,085.9 	2,029.5 	1073.9 	2,139.4 	2,070.1 	2,099.0 

	

50.2 	47.6 	46.0 	50.1 	50.6 	52.2 

	

16.0 	16.2 	15.7 	18.2 	17.7 	18.3 

	

34.2 	31.4 	30.4 	31.9 	32.9 	33.9 

Terre-Neuve 18 

tlo-du-Prince-douard 19 

Nouv.11e-cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Color jo-Br itannique 27 

Yukon at Torritoiros du Nord-Ou.st 28 

Yukon 29 

Torritoires du Nord-Oues* 30 

21,246.8 

1,800.5 

4,319.6 

702.3 

728.4 

1,605.8 

1,588.4 

3,192.3 

899.4 

18,995.1 

6,942.5 

5,249.6 

8,827.7 

2,868.7 

2,048.0 

4,484.3 

85,499.5 

1,600.6 

334.6 

2,748.9 

2,225.7 

21,466.6 

31,242.3 

2,951 .5 

2,488.8 

8,962.4 

11,227.4 

250.9 

81.9 

169.0 
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TABLE 7. Depart.ent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 	 0 

Sales 

Ventes 

June May April March Year-to-date 
1991 1991 1991 1991 1991 
Juin Mai Avril Mars 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 

94.2 97.6 86.4 84.9 497.4 

20.2 19.8 16.6 15.4 100.3 

149.0 154.4 138.3 139.5 816.9 

118.3 123.4 108.5 100.7 625.6 

1,164.0 1,287.1 11100.0 1,032.6 6,205.1 

1,921.9 2,005.2 1,767.9 19648.1 10,222.4 

166.3 179.5 158.2 147.8 899.8 

142.2 146.4 135.1 132.3 782.7 

579.7 595.0 551.9 528.5 3048.6 

625.9 637.8 589.4 572.6 3,362.8 

23.1 23.3 20.3 19.3 119.1 

5.2 5.2 4.8 3.9 25.8 

17.9 18.1 15.5 15.4 93.3 

5 1 004.9 5,269.5 4,672.6 4,421.7 26,780.7 

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

JuneMay 	April 	March February January December 
1991 	1991 	1991 	1991 	1991 	1991 	1990 
Juin 	Mai 	Avril 	Mars Février Janvier Déce,thre 

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 

94.2 97.6 86.4 84.9 70.3 64.0 165.3 

20.2 19.8 16.6 15.4 13.7 14.6 38.9 

149.0 154.4 138.3 139.5 119.8 115.8 302.8 

118.3 123.4 108.5 100.7 87.7 87.1 208.5 

1,166.0 1,287.1 1,100.0 1,032.6 815.6 805.7 1,912.0 

1,921.9 2,005.2 1,767.9 1,648.1 1,448.0 1,431.3 3,503.0 

166.3 179.5 158.2 147.8 123.1 124.9 304.3 

142.2 146.4 135.1 132.3 109.8 116.9 253.3 

579.7 595.0 551.9 528.5 442.7 450.7 983.2 

625.9 637.8 589.4 572.6 472.4 464.7 1,115.5 

23.1 23.3 20.3 19.3 16.3 16.8 31.4 

5.2 5.2 4.8 3.9 3,2 3.5 7.5 

17.9 18.1 15.5 15.4 13.1 13.3 23.9 

5,004.9 5269.5 4,672.6 4,421.7 3,719.4 3,692.5 81818.2 
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. TABLEAU 7. Ventes do •archandises genre grand magasin, non-d6saisonna1sées, scion Ia régaon 
(périodes courantes) 

Change from previous year 

Variation par rapport a lannée précédente 
June 	May 	April 	March 	Year-to-date 
1991 	1991 	1991 	1991 	1991 
Juin 	Mai 	Avril 	Mars 	Cumula*if 

Per cent - pourcen*age 

Regions 

-2.4 
	

2.2 	-3.7 	-3.7 	-3.2 Terre-Neuve 

-15.3 
	

-10.5 	-16.1 	-20.7 	-15.2 I le-du-Pr ince4douard 

-11.3 
	

-4.5 
	

-6.3 
	

-6.4 
	

-7.7 Nouvelle-Ecosse 

-11.4 
	

-4.4 
	

-5.4 
	

-13.1 
	

-9.4 Nouveau-Brunswick 

-15.7 
	

-7.9 
	

-10.2 	-14.1 
	

-13.4 Québec 

-11.5 
	

-4.6 
	-6.6 
	

-11.6 	-9.4 Ontario 

-7.4 
	

-1.0 
	

-3.5 
	

-6.2 
	

-5.0 Manitoba 

-12.3 
	

-6.7 	-9.1 	-8.1 	-9.6 Saskatchewan 

-5.4 
	

0.6 
	

3.5 
	

-2.5 	-2.1 Alberta 

-4.8 	-2.2 
	

-1 . 1 	-6.3 	-5.2 Colorthie-Britannique 

-4.9 	-2.0 	-2.1 	-8.3 	-5.5 Yukon at Territoires du Nord-Ouest 

-5.0 
	

1.0 
	

12.6 	-13.7 	-5.4 
	

Yukon 

-'+. 9 	-2.9 	-5.9 	-6.9 
	

Territojr.s du Nord-Ouest 

. 
	

-10.8 	-4 • 4 
	

-5 • 6 
	

-10.0 	-8.8 Total 

TABLEAU B. Ventes de •arohandises genre grand •agasn, non-d6saisonna3.sé.s, salon Ia régon 
(estisations historiques) 

	

November October September 	August 	July 	June 1 	Year 
1990 	1990 	1990 	1990 	1990 	19901 	1991 

	

Novembre Octobre Septembra 	AoGt Jujilet 	JuinL 	Année 

millions of dollars - millions de dollars 

497.4 

100.3 

816.9 

625.6 

6,205.1 

10,222.4 

899.8 

782.7 

3,148.6 

3,362.8 

119.1 

25.8 

93.3 

26,780.7 

135.1 104.3 97.5 105.3 92.9 96.5 

27.0 21.8 22.7 25.6 24.9 23.9 

225.5 175.5 165.3 172.1 155.7 167.9 

166.2 135.0 128.2 131.0 120.5 133.6 

1,433.9 1,330.9 1,323.9 1,288.1 1,210.7 19380.6 

29422.0 2,111.9 2,080.8 2,070.1 19945.6 29172.8 

• 216.8 180.3 171.9 175.1 160.3 179.7 

195.1 170.2 152.9 161.7 141.2 162.2 

701.2 631.4 602.6 623.0 569.5 613.0 

748.0 674.6 662.5 676.5 632.2 657.3 

24.4 23.9 22.4 23.3 22.5 24.3 

. 5.7 5.7 5.2 5.5 5.3 5.5 

18.8 18.2 17.3 17.8 17.2 18.8 

6,295.5 5,560.1 5,430.9 5,451.9 5,075.9 5,611.6 

Regions 

Terre-Neuve 

I le-du-Pr ince4douard 
Nouvelle-Ecoss. 

Nouveau-Brunswick 

Québec 

Ontario 

Initoba 

Saskatchewan 

Alberta 

Colouth ie-Britannique 

Yukon at Tarritoires du Nord-Ouest 

Yukon 

Torritoires du Nord-Ouest 

Total 
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Appendi.x I 

Def'initions 

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 lusually 
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 selling; sales made through automatic 
vending machines) sales of newspapers or maga-
zines sold directly by printers or publishers; 
and sales made by book and record clubs. The 
only exception is the mail-order and catalogue 
sales activities of department store busi-
nesses, which have been classified to the 
general merchandise store" category. In addi-
tion, retail trade excludes: retail sales 
through ancillary units, e.g., warehouses, 
head offices, etc.) sales of contractors whose 
major activity is not retailing; and retail 
transactions between individuals. 

Total net sales include sales of new and 
used merchandise and receipts from repairs, 
equipment rental, food serving and other ser-
vice activities, less returns, adjustments 
and discounts. Total net sales also include: 
trade-in allowances, commissions earned from 
sales of goods owned by others (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. 

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

Appendice I 

Definitions 

Coueerca de detail signifie, pour las be-
soins de la present. publication, "l'ansembla 
des ven±es faitas par des points de yenta au 
détail'. 

Un point de yenta au detail, suivant Is d6-
finition de Statistique Canada, ask un local 
d'affaires 1habituellement un magasin) dont 
l'activite principale ask Is yenta de marchan-
discs at de services connexes au grand public 
pour la consommation menagère ou personnelle. 
Les estimations relatives cu commerce de dé-
tail no prennent pas on compte las ventes di-
rectes, c'est-â-dire las ventes qui no sont 
pas faites par l'intermédiaire d'un point de 
yenta au detail, par example les ventes direc-
tes par démarchaga, las ventas par distribu-
teur automatique, lea ventes de journaux ou de 
revues faites directement par las imprimeurs 
at éditeurs, at las vantes faites par las cer-
des du livre at las clubs de disques. Ii n'y 
a qu'une exception: las ventes des grands ma-
gasins faites par Is poste ou par catalogue, 
qui sont classées dans la categoric des "maga-
sins da marchandisas diverses". En outre, Is 
commerce de detail no comprend pas las ventes 
au detail des unites auxiliaires, par example, 
entrepôts, sieges sociaux, etc., ni las ventes 
des entrepreneurs dont l'activitó principale 
ne ralCve pas du commerce de detail, ni las 
operations do detail entre particuliers. 

Las ventes nettes totalas comprennent las 
ventes da marchandises nauves at d'occasion at 
las recettes provenant da reparations, de lo-
cation da matérial, de la vente de rapas at 
d'autras activités da services, moms la Va-
leur des randus (marchandjses retournées), las 
ajustements at las rabais. Las vantes totales 
nettes comprannant également; la valaur des 
reprises, las commissions sur Is yenta de mer-
chandises appartenant a autrui (y compris les 
commissions touchéas pour Ia yenta de billets 
de loterie) at la valeur (au detail) des mer-
chandises prélevées par Is propriétaira pour 
son usage personnel. On ne prend pas an compte 
las recettas hors exploitation, las recouvre-
ments de mauvaises créancas at las taxes da 
vent. (taxe de vente provinciale at Ia taxa 
sur les produits at les services (IPS) 
pargues pour Is compte d'un organism. public. 

Las narchandises du genre de cellas vendues 
dans las grands •agasins (NGGN) correspondent 
au total du commerce da detail moms las grou-
pas da commerce suivants: les supermarchés 
dalimentation at les épiceriesj tous lee au-
tres magasins d'alim.ntation, les concession-
naires de véhicules automobiles at récréatifs; 
las stations-service; las magasins de pièces 
at daccassoiras pour véhicules automobiles at 
services; at las autres magasins de yenta au 
detail (comprend las magasins do spiritueux, 
do yin at da bièrej at las magasins da yenta 
au detail, n.c.a.). 

. 
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appendix II 

METhODOLOGY 

Caponents of the Univors. 

The new business register or Central Fra 
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 
businoss and economic data are improved be-
cause of greater consistency, more accurate 
administrative data and greater co-ordination 
of syst.ms and procedures. Ultimately, all of 
Statistics Canada's business surveys will be 
redeveloped to operate within this new envi-
ronment. 

The target population for the Retail Trade 
Survey consists of all statistical locations 
on the CFDB that are identified in the retail 
trade sector. 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 doduction file from Revenue Canada. 

The non-integrated portion represents smal-
ler single entity businesses whose sales val-
ues iie below a calculated IP boundary. The 
Monthly Retail Trade Survey obtains its sta-
tistical entities from the employer payroll 
deduction file at Revenue Canada. This allows 
for the most up-to-date information to be 
passed onto the NIP units on the frame. 

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

Appendice II 

MTHODO LOG XE 

Composantes do l'univors 

La nouveau registre des entr.prises ou Base 
do damnées du registre central (BDRC) repré-
sante lunivers de l'Enquête mensuelle sur Is 
commerce de detail. La BDRC a 6*6 concue afin 
de servir do base de sondage c.n*rale pour 
toutes les enquôtes-entreprises, cc qui permet 
de normaliser las concepts at de généralisor 
las méthodes at las systèmes. La qualité 
dansembie dos données conmerciales at écono-
miquas 05* ainsi amóliorée: on ob*ient una 
plus grands coherence, des donnóes administra-
tives plus oxactes at une meilleure coordina-
tion des systômes at des procedures. Un jour, 
toutes las enquètes-entreprises de Statistique 
Canada seront remanióes at s'in*égreront a C. 
nouveau cadre. 

La population cible de l'Enquête sur Is 
commerce do detail est formée de tous los 
emplacements statistiques dans la BDRC qui 
appartiennent au secteur du commerce da dé-
tail. Cas unites constituent Is base do son-
dage de l'Enquête sur le commerce de detail. 

La base de sondage d. la BORC est divisée on 
daux composantes: Is partie intégréa (P1) at 
Is partie non intégrée (PNI). La premiere 
englobe toutes las entreprises importantas qui 
ont une structure complexe at constitue Is 
composanta 1s plus importante de la base an co 
qui a trait aux ventes. Las entraprisos do Ia 
P1 pauvent être reprósentées C plusieurs ni-
veaux C lin*órieur du cadre hiérarchique de 
l'enti*é statistiqu., Ce qui permet la col-
lecte de Is gamma complete des données ócono-
miques dans Is cas des grandes soció*és. Las 
ranseignemen*s sur cos entreprises sont tires 
des fichiers administratifs des declarations 
d'impât sur Is revenu at des fichiers des 
comptes de retenu.s sur la paye do Rovenu 
Canada. 

La partie non intégréa est constituCe dos 
entreprisas C antité simple do plus petite 
taille dont Is valeur des ventes ast sous Is 
unite calculée do Is P1. L'EnquCte mensuelle 
sur Is commerce de detail tire ses entités 
statistiques du fichier dos comptes de rat.-
flues sur Is pay. do Revanu Canada, ce qui 
pormet dintégrer aux unites do Is PP.11 do la 
base las renseignaments las plus récents. 

Nouvel échantiUon 

Las ontreprisos du Is population cible sont 
classées an fonction dos codes C quatra chif-
fres do Is Classification type des industries, 
C partir de Is proportion des v.nt.s quo ro-
présan*e chaque genre dantreprise ou encore 
chaque genre da marchandises venduos. La 
population cible ost aussi stratifiée par 
region géographiqu.. Chaque combinaison bran-
ch. dactivité - region géographiqua est dlvi-
See on trois sous-strates: uno I tirage corn-
plot, une 'grande I tirage partial" at uno 
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the sanpie with certasn±y. 	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-some units are classified by their 
revenue. 

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

The initial sample was selected in late 1988 
and has been refreshed each month by including 
a sample of population births. In order to 
update the sample, not only to add births but 
also to reduce the burden of individual re-
spondents in the take-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 rate, 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 a tirage partiel. 	Les entreprises de 
la sous-strate a tirage complet sont autore-
présentatives puisquelles sont forcément 
intégrées a léchantillon. La sous-strate a 
tirage compiet englobe les sociétós désignees, 
comma les grands magasins, les sociétés on 
ac*ivitó dans plusieurs strates at calles an 
activité dans une strate at ayant des vantes 
supérjeures au seuil calculé. Les unites da 
is sous-strata "grande a tirage partial" at de 
ceile petite it tirage partiel" sont classées 
selon laura recettes. 

Afin de determiner la taille des échantil-
lons pour las branches dactivité scion la 
strate géographique, on calcule la variance at 
le total des ventes dans chaque sous-strate at 
on utilise las résultats pour la repartition. 
Celle-ci se fait suivant une méthoda qui per-
met de calculer le nombre dunités A prélevar 
dana la strata a tirage partiel ê partir des 
deux critares suivants: le coefficient de 
variation requis pour Ia strata at, bien sCir, 
le nombre total dunités déchantillonnage do 
1 enquête. 

Léchantiilon initial a étá prClevé a la 
fin de 1988 at a été rafraichi chaqua mois par 
1 introduction dun échantillon de nouvelles 
unites de la population. Las unites de la 
base de sondage sont réparties aléatoirement 
entre un nombre établi de panels a lintórieur 
de chaque sous-strate, cc qui permet non seu-
lament de mettre ii jour léchantillon par 
lajout de nouvelles unites mais aussi de 
réduire le fardeau de la réponse des unites 
des strates a tirage partial. La presence de 
panels permet de supprimer pour un temps, par 
renouvellement, las entraprisas sélectionnées 
dans las strates a tirage partial at ainsi do 
réduire le fardeau de la réponse. Le nombre 
do panels de chaque sous-strate ast calculé an 
fonction du taux déchantillonnage, du nombre 
maximal de cycles pendant lesquels uns unite 
peut rester a l'intérieur de léchantillon at 
du nombre minimal de cycles pendant lesquals 
ella doit rester a lextérieur de léchan-
tilion. Une fois las panels retanus dana 
l'échantiilon initial choisis, le renouvalle-
cent de léchankillon pout être effectué pé-
riodiquement par la suppression dun panel de 
léchantillon courant at par lajout dun 
nouveau panel. 

Collecte des donnèes 

La collecte des données, la saisie des don-
noes, la verification prOliminaire at le suivi 
des non-rOpondants sont accomplis par les huit 
bureaux rOgionaux da Statistique Canada. On 
communique avec las entreprises échantillon-
nOes par la poste ou par téléphone, salon cc 
quelles prOfèrent. La saisie des donnOes at 
la verification prOliminaire sont effectuOes 
an méme temps afin de garantir la validité des 
donnOes. On fait immOdiatement le suivi pour 
las entitOs de collecte qui nont pas rOpondu 
ou pour celles dont l.a donnOes contiennent 
des erraurs. Las mises a jour aux donnOes at a . 
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These revised procedures have resulted in much 
improved response rates (approximately 90i 
response is achieved for preliminary esti-
mates). 

Statistical Edit and Imputation 

Data is analyzed within each trade group and 
geographic region. Extreme values are listed 
for manual inspections in an order of priority 
determined by the magnitude of the deviation 
from average behaviour. Records which fail 
the statistical edit are 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 appearanc, 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. 

Estiation 

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 
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 transmises a Ottawa et alles sont 
entrées dans la base de donnóes do l'enquête a 
plusieurs reprises au cours do chaque cycle. 
Ces procedures révisées ont eu pour consé-
quence do meilleurs taux do réponso (on ob-
tient environ 90> de réponses pour los estima-
tions provisoires). 

Verification statistique at laputation 

Los données sont analysées a lintérieur do 
chaque groupe de commerce at region géographi-
quo. Les valaurs extrâmes sont inscrites sur 
une listo, pour quon puisse an faire un con-
trôle manuel, suivant un ordre do priorité 
qui est fonction do lampleur do lécart par 
rapport a la moyenne. Los enregistrements qui 
sont rojetés I la verification statistique 
sont considérés comme des valeurs aborrantes 
at no servent pas au calcul des variables 
d'imputation (comme los tendances mensuelles 
utilisées par Is système d'impukation. 

On impute une estimation aux enregistrements 
des entreprises nayant pas répondu I temps ou 
dont los ventes déclaréos onk Cté rejetées I 
la verification préliminaire. Diversos métho-
des dimpu±a*ion sont utilisées, 10 choix do 
la méthode étant fait automatiquement par 1s 
système an fonction do la disponibilité des 
données roquisos. La système pout notamment 
utilis.r lea kendancos mensuelles ou annuel-
las, Is moyenne do la cellule, los donnéos 
annuelles divisé.s par douze ou los valeurs 
historiques. Sil manquo des données pour la 
cellule d'imputation (groupo do commerce par 
region géographiqu.), celle-ci est automati-
quoment combinée avec dos cellulos somblables. 

Il y a un décalage perceptible ontre Is 
moment oü lentreprise ouvre sos portos at 
celui oü elie figure dans la base do len-
quêt.. Afin do compensor l'effot do cc retard 
sur los estimations mensuelles, on impute I 
rebours, jusqul la data do creation de la 
nouvolle unite ou jusquau debut do lannéo 
précédonte (scion Is plus lointaine des deux 
dates), los ventes des nouvollos unites do 
léchantillon. Limputation I rebours des 
nouvolles unites repose sur lea tondancos 
mensuollos inverses at produit uno ostimation 
do moill.ur nivaau pour los donnC.s róvisóes. 

Esti.ation 

On estime Is total dos ventes au detail an 
affectant dun coefficient destimation los 
chiffres des vontos dos unitás échantillon-
nées. Un poids égai I linvorso do Ia proba-
bilité do selection eat attribué au depart a 
chaque ontité. Los poids sont onsuito ajustés 
an fonction de la taille do l'échantillon 
obtenu, co qui pormet do gonfler lestimation 
pour quelle represento lensemble do Is popu-
lation couranto. Los chiffres dss ventes 
pondérés ainsi calculés sont additionnés par 
domains cc qui donno los ventos totales esti-
matives par strato. Par domajne, on ontend 
los val.urs do classification los plus ré-
contes disponiblos dana la BDRC pour lentité 
statistique at Is période do rCfCronco do 
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industry, or location. Changes in classifica-
tion are reflected immediately in the esti-
mates and do not accumulate over time. 

Non - E.iployer Estimates 

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

lenquête. 	Les domaines peuvent être diff- 
rents de la strate dóchantillonnage initiale 
lorsque la taille, la branche dactivité ou 
lemplacemen* des unites representeas par los 
enregistrements ont subi des modifications. 
Los changements de classification se répercu-
tent immódiatement sur los estimations et ne 
saccumulent pas avec le temps. 

Estimations pour los ontreprises n'ayant pas 
do salaries 

Les entreprises n'ayan* pas do salaries ne 
sont pas représenkées dans la par*io non into-
grO. do la BDRC. Elles no constituent quo 2 
environ de lensemble du commerce do detail 
mais leur importance vane considórablement 
selon le groupe do commerce at la rOgion. Les 
estimations de l'enquête sont complOtOes par 
des estimations pour los entreprisos nayant 
pas de salariós, qui ant OtO calculOes a par-
tir des donnOes fiscalos do 1984 a 1987. Ii y 
a environ 30,000 entrepnises de detail non 
cons*ituOos an sociOtO exploiLées par bun 
propniétaire au Canada. 
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Appendix III 

Data Re1iabi1ty 

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

Sampling and Hon-splirig Errors 

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

Sampling Errors 

Sampling errors are present because observa-
tions are made only on a sample and not on the 
entire population. The sampling error depends 
on factors such as the size of the sample, 
variability in the population, sampling design 
and method of estimation. For example, for a 
given sample size, the sampling error will de-
pend on the stratification procedure employed, 
i1location of the sample, choice of the sam-
pling units and method of selection. (Further, 
,ven for the some sampling d.sign, we can make 
different calculations to arrive at the most 
efficient estimation procedure.) 

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

Non -sa.plimg Errors 

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

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

Data r.spons. 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 

Fiabilité des données 

Ce bulletin présente des estimations fondées 
sur une enquê*e par 4chantillonnage qui ris-
quent, par consequent, détre en*achées d'er-
reurs. La section qui suit vise 1 faciliter, 
pour le lecteur, linterpró*ation des estima-
tions qui sont publiées. 

Erreurs d'echantillonnags at autres erreurs 

Les estimations établies sur la base duns 
enquête par échantillonnage sont sujettes a 
differenks types derreurs. On las regroupe on 
deux grandes categories: les erreurs qui sont 
dues i lchantillonnage at celles qui ne le 
sont pas. 

Erreurs d 'échantillomnage 

Ce genre derreur existe parce qua las ob-
servations portent uniquement sur un óchantil-
lon, et non sur lensemble de Is population. 
Lerreur depend de facteurs tels qua Is taille 
do léchantillon, Is variabilité de Is popula-
tion, 1* plan do sondag. at 1& methods desti-
nation. Pour une taille donnóe déchantillon, 
par exemple, lerreur dechantillonnage sera 
fonction de Is mCthode de stratification adop-
tee, de l'attribution de léchantillon, du 
choix des unites sondé.s at de Is methode de 
selection. On pout memo, dens 1s cadre dun 
soul plan do sondage, effectuar plusieurs cal-
culs pour arriver a Is method, destination Is 
plus efficace. 

Comm., dans une enquôta par óchan'tillonnage, 
on tire des conclusions sur lens.mble dune 
population a partir des données conc.rnant une 
partie s.ulomant, las résultets s.ront proba-
bl.ment différents do ceux qu'on aurait obte-
nus on recensant tout. Is population dens les 
mêmes conditions. La principals caractéristi-
quo des sondages probabilistes, cest qua 
lerreur déchantillonnage peut être direct.-
ment mesurée a partir do léchantillon. 
Erreurs non hess a l'Cchantahlonnag. 

Ces erreurs se retrouvant kant dans les re-
censements qua dans las enquêt.s par óchantil-
lonnage. Elles sont dues 1 un ou plusisurs 
facteurs parmi les suivants: 

Le champ couvert par l'.nquCts. Lerreur pout 
résulter dun listage incompl.'t at dune cou-
verture insuffisante de Is population visée. 

La rCponse. Ici, lerr.ur peut être attribua- 
ble C Is conception du questionnaire at aux 
carac'téristiquas da Is question, C lincapaci- 

ou au refus do lonquêté de fournir des 
renseignements exacts, C linterpré*ation fau-
tive des questions due a des problémes dordr, 
sCmantique, ou aux variations, dun intervie-
wer C lautre, dans lexplication des ques-
tions ou dans linterprétation des répons.s. 

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

La non-réponse. Certains eriquêtés refusent de 
rpondre, tandis qua dautres  an sont incapa-
bles ou encore répondent trop tard. Las don-
nées relatives aux non-répondants peuvent être 
imputées a partir des chiffres fournis par las 
répondants ou a laide des statistiques ante-
rieures sur las non-répondants, lorsque cal-
les-ci existent. On no connait généralemen± 
pas avec precision importance de lerreur 
dimputation; celle-ci vane beaucoup salon 
las caractéristiques qui distinguent las ré-
pondants des non-répondants. Comma cc type 
d'erreur prend habitueliement de l'ampieur a 
mesure quo diminue Is taux de réponse, on 
s'efforce dobtenir Is meilleur taux tie répon-
so possible. 

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

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

Measures o4 Sapling and Non-sa.pling Errors 

Samplimg Error Measures 

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

Le traitoment. L'erreur peut so produire lors 
des diverses 4tapes du traitement, telles quo 
Is codage, l'entrée, la vórification, la pon-
dération at Is totalisation, etc. 

Il est difficile de mesurer les erreurs non 
liées 6 léchantillonnage. Dc plus, ii faut 
las cerner a un niveau oCi elles ne nuisent pas 
a lutilisation ou a linterprétation des 
chiffres définitifs. Quant aux estimations du 
present bulletin, tout a é*é mis an oeuvre 
afin de minimiser las erreurs non hoes a 10-
chanIiilonnage. Ainsi, les unites ont 0*0 dO-
finies avec beaucoup do precision, au moyan 
des listes les plus a jour; las questionnaires 
ont 0*0 consus avec soin afin de rOduire au 
minimum las diffOrentes interpretations possi-
bias (on a demandé aux interviewers do poser 
has questions kelles queues figurent aux 
questionnaires); les diverses Otapes do yen-
fication at de traitement ant fait lobjet de 
contrâles dacceptation dOtaillOs; on na ab-
solument rico negligé pour que 1s taux de non-
réponse at Is fardeau de rOponse soient fai-
bias. 

valuation do l'erreur d'échantillonnage at do 
l'erraur non hOe a l'echantihlonnage 
tvaluation da Verreur d'Ocflantihlonnage 

LOchantillon utihisO aux fins de la prOsen-
te enqué±e est un des nombreux Ochankillons de 
memo taille qui auraient Pu être choisis scion 
Is même plan at les mémes conditions. Si cha-
qua Ochantillon pouvait faire lobjet dune 
enquCte menOe essentiellement dams les mémes 
conditions, ii faudrait sattendre a cc qua 
lestimation calculOc vane dun Ochantillon a 
lautre. On nomme valeur probable lastima-
tion moyenne obtenue de tous las échantiilons 
possibles. Autrement dit, la valeur probable 
est celia quon obtiendrait an recensant toute 
Is population dans des conditions identiques 
de collects et do traitement. Una estimation 
calculOe a partir dune enquête par Ochantil-
lonnage est dite précise lorsqueile sap-
proche de la valeur probable. 
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Sample estimates 	may 	differ from this 
expected value of the estimates. However, 
since the estimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
ples, 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 esti.ates. 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: 

S( XI 
CV) XI = 

X 

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

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

Confidence intervals can 	be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possible to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
struted around the estimate. For example, if 
an estimate of $12,000,000 has a coefficiant 
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 
$13,200000. Or, it can be stated with 95Z 
confidence that the expected value will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
between $9,600,000 and $14,400,000. 

Or, les estimations fondées sur un échantil-
ion peuvent ne pas correspondre a la valeur 
probable. Cependant, comma las estimations 
proviennent dun échantiilon probabiliste, il 
est possible den mesurer la variabilité par 
rapport a leur valeur probable. Ainsi, la va-
riance dune estimation, qui an mesure la pré-
cision, se définit comme la moyenne, parmi 
tous los échantillons possibles, des carrás de 
la difference entre lestimation at la valeur 
probable. 

Une fois qu'on a calculC i.stimation at sa 
variance, ii deviant possible de mesurer la 
precision autrement. Par exemple, l'erreur-
type, soit la racine carróe de la variance, 
mesure lerreur déchantillonnage dans is même 
unite qua lestimation (en dollars, notam-
mont). Autrement dit, lerreur-typa mssure la 
precision en termes absolus. Par contre, 1e 
coefficient de variation , c'est-à-dire icr-
reur-type divisée par i'estimation, mesure la 
precision an termas reiatifs. Ainsi, lemploi 
du coefficient de variation facilite la compa-
raison de lerreur déchantillonnage de deux 
estimations. 

Dans cette publication, on utilise 1e coef-
ficient de variation pour évaivar lerreur 
déchantillonnage des estimations. Cependant, 
puisque le coefficient do variation publié 
pour cette enquête est calculé a partir des 
réponses des unites, ii mesure aussi une cer-
tame erreur non lie. i léchantillonnage. 

Voici la formule utilisée pour calculer las 
coefficients de variation du tableau 3 

S( X) 
CV)X) = 

X 

dans iaquelle X est lestimation at SIX) est 
lécart-type de X. 

Larreur do X ast exprimCe on pourcentage 
dans cc bulletin. 

I estimation at la coefficient de variation 
nous permettent de construire des intarvalles 
de confianca autour de lestimation. Ainsi, 
pour notra óchantillon, on peut affirner qua-
vec une confiance donnée, la valour probable 
05± comprise dans iintervalle de confiance 
construit autour de lestimation. Per example, 
si 1e coefficient de variation dune estima-
tion d. $12,000,000 ast égal I lOX, lécart-
type sara de $1,200,000, soit lestimation 
multiplie, par le coefficient de variation. 
Alors, on p.ut affirner avec una confiance de 
68X que la vaieur probable sera contenue dans 
1.intervalle dune longueur égale I un écart-
type autour de lestimation, soit ontra 
$10,800,000 at $13,200,000. Ou encore, on peut 
affirmer avec une confiance de 95Z que is va-
leur probable sara contenue dans lintervalle 
dune ionguaur de deux écart-types autour de 
lestimation, soit entre $9,600,000 at 
$14,400,000. 
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Hon-sampling Error Measures Evaluation de l'erreur non hem a l'échantil-
lonnage is 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. He say the estimate is accurate if 
it is near this value. Although this value is 
desired, we cannot assume that the exact value 
of every unit in the population or sample can 
be obtained and processed without error. Any 
difference between the expected value and the 
exact population value is termed the 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 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of Z0 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 Interpretation of 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. 

Lenquêke par 6chantillonnage et le recense-
mont cherchent tous deux A determiner la 
valour exacte do lensemblo. Lestimation est 
dite precise si elle so rapproche do cette 
valour. Bien quil sagisse dune valour sou-
haitablo, il nest pas réaliste do supposer 
quo la valour exacto do chaque unite do ion-
semblo ou do lechantillon pout Atre obtenue 
at ±rai±ée sans erreur. La difference antre la 
valeur probable at la valour exacte de len-
semble sappeile Is biais . On no peut caicu-
br los biais systématiques des données an re-
courant aux mesures do probabilité do lerreur 
dóchantillonrago décrites plus haut. La pre-
cision dune estimation est dékerminée par 
1 effet conjugué des errours dóchantillonnage 
et des erreurs non liéos A iéchantillonnage. 

Une source derreur non liée A léchantil-
lonnage, est lorreur due A is non-réponse. Lo 
tableau 3 presenIe los fractions do réponse 
afin daider lutilisatour a évaivar cc genre 
derrour. La fraction do reponsa ost le 'taux 
do réponso des donnéos, cost-A-dire la pro-
portion do lestimation do léchantillon qui 
oat fondée sur des donnêos déclarées. Par 
exemple, le taux de réponse dune collulo corn-
portant un échantillon do 20 unites don't cinq 
répondent lors dun mois donné atteindrait 
25%. Cependant, si los cinq unites déclarantes 
représontent $8 millions sur lestimation gb-
bale do $10 millions, is fraction do réponse 
sélèverait A 80if. 

Interpretation siaultanCe des mesuros d'erreur 

Il faut tenir compto simuitanément do la 
mosure darreurs non liées A léchantillonnage 
ainsi quo du coefficient do variation pour 
avoir un aperçu do is qualité des estimations. 
Plus be coefficient do variation sara bas at 
quo la fraction do réponse sara élevéa, mail-
laure sera lestimation publiée. 
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Appendix IV 

Seasonal Adustent 

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 method(2) to seasonally 
adjust its time series. This method minimizes 
the impact of seasonal variations on the se-
ries and essentially consists of adding one 
year of estimated raw data to the end of the 
original series before it is seasonally ad-
justed per so. The estimated data are derived 
from forecasts using ARIMA (Autoregressive In-
tegrated Moving Average ) models of the Box-
Jenkins type. 

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

Appendlce IV 

Désalsomnal2sataon 

Les sries óconomiques temporelles ou chro-
nologiques comportent les óléments essentiels 
a la description, lexplication at la prévi-
sion du comportement dun phénomène économi-
que. "Ce sont des dossiers statistiques de 
l'évolution des processus économiques dans le 
temps(1). Lobservation par les écononistes 
et les statisticiens de lactivité économique 
laide des series temporelles a donc permis 

de distinguer quatre composantes principales 
du comportement des series temporelles: Is 
tendance a long terms ou trend, 1s mouvement 
cyclique, les variations saisonnières et los 
fluctuations irrégulières ou accidentalles. 
Ces mouvements sont causes par différents 
facteurs, soit économiques, climatiques ou 
institutionnels. Les variations saisonnières 
sont les fluctuations périodiques plus ou 
moms régulières qui se produisent au cours 
dune année an raison du cycle métóorologique 
normal, des congés fixes at dautres événe-
ments qui so répètent a intervalies avec une 
certaine régularité pour influencar do facon 
significative le taux dactivité. 

Afin de favoriser linterprétation exacte de 
lévolution fondamentale dun phénomène écono-
mique et de produira une meilleura prediction, 
Statistique Canada rajuste los series tempo-
relies au moyen de Is methods do désaisonnali-
sation X-11-ARIIMI(2) afin de justement minimi-
ser limpact des variations saisonniêres sur 
los series. Cette technique consiste essen-
tiollement a ajouter las estimations dune 
année do données brutes a Pextrémité do la 
série initiale avant de procCder I la dCsai-
sonnalisation propremerrt dite. Los données 
estimatives proviennent dextrapolations pros-
pectives réalise.s par des modIles ARMMI (mo-
dIles autorógressifs I moyennes mobiles inté-
grCes) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI fait 
surtout appel I Is méthodo do rapport aux 
moyennas mobiles pour effectuer le lissago do 
la série modifiCo at obtenir une estimation 
provisoire de la tendance-cycie, calculer les 
rapports de la série initial, (ajustée) aux 
estimations do la tendance-cycle, at estimer 
los facteurs saisonniers I partir do ces dits 
rapports. Los facteurs saisonniers définitifs 
no sont produits que lorsque ces operations 
ont ÔtC exCcutóes I plusiours reprises. Cos 
étapes determinant los fackeurs saisonniers 
nCcessairos au calcul des donnees d6saisonna- 

C 

. 

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

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

1 La désaisonnalisation dos series temporelles 
économiques: queiques remarquosi tire do Is 
Revue statistique du Canada, aoüt 1974. 

2 Pour de plus amples informations voir La 
.éthode d. désaisomnalisation K- 11-ARMNI, 
par Estella Bee Dagum, Statistique Canada, 
no 12-564F au catalogue, hors sen.. 
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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 movements; to 
get a better idea of the underlying trend, 
users should examine several months of the 
seasonally adjusted series. 

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

lisées finales sont exécutóes a chaque mois. 
Cette approche garantit qua la séria non-d-
saisonnalisóe, a partir de laquelle sont cal-
culées los estimations des facteurs saison-
fliers, inclut toutes les données las plus r-
centes relatjvement a ladite série, c.-à-d., 
las donnes qui portent sur le mois courant et 
les données révisées du mois précódent. 

Bien qua la dsaisonnalisation permette do 
mieux comprendre Ia tendance-cycle fondamenta-
la dune srie, la srie dsaisonnaljse n'en 
contient pas moms une composante irrguliêre. 
De légères variations dun mois a lautre dans 
la série désaisonnalisêe peuvent nê±re que do 
simples mouvements irrdguliers; pour avoir une 
meilleure idée de la tendance fondamentale, 
las utilisateurs doivent donc examiner las 
series desaisonnalisees dun certain nombre do 
mois. 

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

010 Supermarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 
I 

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

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stores 

6121 Mon's clothing stores 

060 Women's Clothing Stores 

6131 Homen's clothing stores 

070 Other Clothing Stores 

. 6141 Childrens clothing stores 
a142 Fur goods stores 
b149 Other clothing stores, n.e.c. 
biSi 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 Recreational Vehicle 
Dealers 

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

• 	b322 Boats, outboard motors and boating 
accessories dealers 

b323 Motorcycle and snowmobile dealers 

329 Other recreational vehicle dealers  

Appendico V 

OUVERTURE DES GROUPES DE COMMERCE 

010 Supermarchés d'alimentation at 
epicories 

6011 Supermarchés d'alimentation 
6012 Epiceries (sauf los supermarchés) 

020 Tous los autres magasins d'alinantatian 

6013 Boulangeries-pâ*isserios 
6014 Confisaries at magasins do noix 
6015 Magasins de fruits at legumes 
6016 Marches do viande 
6019 Autres unagasins d'alimentat ion 

spécialisés, n.c.a. 

030 Pharmacies et magasins do médicaments 
brovetés 

6031 Pharmacies 
6032 Magasins do médicaments brevetés at do 

produits do toilette 

040 Magasins do chaussures 

6111 Magasins do chaussuras 

050 Plagasins do vOtements pour houmes 

6121 Magasins do vétements pour honunos 

060 Magasins do vétements pour dames 

6131 Magasins de vêtemen*s pour dames 

070 Autres magasins do vête.ents 

141 Magasins do v6*amants pour enfants 
6142 Magasins do fourrures 
6149 Au±res magasins do vêtements, nc... 
6151 Magasins do tjssus at do files 

080 Plagasins de meubles at d'appareils 
•enagers 

6211 Magasins da meubles do maison 
(avac apparoils ménagers at accessoires 
d • amaublement) 

6212 Magasins do moublos de maison 
(sans appareils ménagers ni accossoires 
d ameub lament) 

6213 Ataliers do reparation do meubles 
6221 Magasins d'apparoils ménagers, do postes 

do télévision at do radio at dapparoils 
stIréophon iques 

6222 tlagasins do postes do télévision at do 
radio at dappareils stáréophoniquas 

6223 Atoliars do reparation dapparails 
ménagars, do postos do *élévision at do 
radio at d'apparails steráophoniques 

090 Magasins d'accessoires d'aaeuble.ent 

6231 Magasins do revêtomants do sol 
6232 Magasins do tantures 
6239 Autres magasins daccossoires dameublement 

100 Concessionnaires do véhicules automobiles 
at récréatifs 

6311 Concassionnaires dautomobiles nouves 
6312 Concessionnairos dautomobiles doccasion 
6321 Marchands de roulottos motorisóes at do 

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

bord at d'acassoires pour bateaux 
6323 Marchands do motocyclottos at do 

motoneigos 
6329 Autros marchands do véhiculos do loisir 
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110 Gasoline Service Stations 

6331 Gasoline service stations 

120 Autcuotive 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 Semi-Durable Goods Stores 

6511 Book and stationary 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 Goads Stores 

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

6561 Jewellery stores 
6562 Match and jawellery repair shops 

6571 Camera and photographic supply stores 

160 Other Retail Stores 

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

6592 Opticians shops 
6593 Art galleries and artists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and toths*one dealers 

6596 Pet stores 
6597 Coin and stamp dealers 

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

110 Stations-service 

6331 Stations-service 

120 Magasins de pièces at d'accessoires pour 
véhicules automobiles at services 

6341 Magasins de fournitures pour la naison at 
pour lautomobile 

6342 Magasins de pneus, daccumulataurs, de 
pièces at daccessoires 

6351 Garages (reparations g6nrales) 
6352 Ateliers do peinture at do carosserie 
6353 Ateliers do remplacenont do silencieux 

6354 Ateliers de remplacoment do glaces pour 
véhicules automobiles 

6355 Atoliers de reparation at de 
remplacamont da boites do vitessa de 
véhicules automobiles 

6359 Autres ateliers de reparation de 
véhicules automobiles 

6391 Lava-autos 
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Magasins do unarchandises diverses 

6411 Magasins a rayons 
6412 Magasins gériéraux 
6413 Autres magasins do marchandises diversos 

(bazars at magasins do merchandises 
diverses) 

140 Autres •agasins de produits semi-durables 

6511 Librairias at papeterios 
6521 Fleuristes 
6522 Centres de jardinage 
6531 Quincaillories 
6532 Magasins do peinture, do vitro at de 

papier paint 
6581 Magasins da jouets at d'articlas do 

loisir 
6582 Magasins de cadeaux, dartjcles do 

fan*aisie at do souvenirs 

150 Autres magasins de produits durables 

6541 Magasins darticles de sport 
6542 Magasins de bicyclattos 
6551 Magasins dinstrunien*s do musique 
6552 Magasins de disquos at do bandas 

magnet iques 
6561 Bijouterias 
6562 Atoliers do reparation do montres at do 

bijoux 
6571 Magasins dappareils at do founitures 

photograph iques 

160 Autres •agasins do vents au detail 

6021 Magasins do spiritueux 
6022 Magasins do yin 
6023 Magasins de bière 
6591 Magasins do merchandises doccasion, 

rica. 
6592 Opticiens 
6593 Galeries dart at magasins do 

fournitures pour artistas 
6594 Magasins do bagages at da maroquinaria 
6595 Magasiris do monuments funéraires at do 

piorres tombales 
6596 Magasins d'animaux do nielson 
6597 Marchands da pièces do monnaie at do 

timbres 
6598 Plarchands do .naisons mobiles 
6599 Autros magasins de yenta au detail, 

n.c.a. 
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THE MARKET 
RESEARCH 
HANDBOOK 
1991 

LE RECUEIL 
UE DES 

tTUDES DE 
MARCHE 1991 

The fastest way 
to get off to a 
go()d 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. 

L4 im 

Pour partir 
du &mpied! 

I ss seances de remue-meninges 
aillissent d'excellentes idëes de 
ec )rnmercialisation. Mais lesquelles 

choisir? Le Recueil 
statistique des etudes 

de marche 1991 peut 
vous faciliter les choix 

avant que vous n'engagiez 
plus de temps et de ressources 
l'laboration de votre stratëgie. 

S 

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. 

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 Ofl: 

• 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 1977 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 
(pIus 7 % GST) in Canada, US$113 in the United States and US$132 
in other countries. 
To order, write to Publication Sales, Statistics Canada, Ottawa, 
Ontario, K I A 016 or contact the nearest Statistics Canada 
Reference Centre listed in this publication. 
For faster service fax your order to 1-613-951-1584. Or call toll-free 
I •t411).2('-(( 	md use veur VISA or MasterCard 

Ce recueil statistique est le plus 
- 	exhaustif qui soit sur les consom- 

mareurs canadiens et les entreprises 
qui les servent. Il vous aide defInir 
et situer vos marches cibles, 

Vous cbercbez... 
• . des profils socio-&onomiques er démographiques de 
45 regions urbaines ? 

• des données sur les recettes et les dépenses de 
detaillants et de petites entreprises ? 

Le Recuell contient tout cela.. - et plus encore: 

• dépenses personnelles 
• taille et composition des mënages 
• traitements et salaires 
• investissements par secteur d'activitë &onomique 
I population active par secteur d'activité 
• prix de l'industrie et de la consommation 

Si cest l'un de nos succes depuis 1977, c'est parce qu'iI vous 
renSeigne en long et en large sur Ic marchë, 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$ (TPS de 7% en sus) au Canada, 113 $ US aux Etats.Unis 
et 132 $ US dans les autres pays. 
Pour commander, veuillez écrire a Verne des publications, Statistique 
Canada, Ottawa (Ontario), KIA 016 ou communiquer avec Ic Centre 
de consultation de Statistique Canada Ic plus prês (voir Ia liste 
figurant clans Ia pr&nte publication). 
Pour un service plus rapide, commandez par tl&opieur au 
1-613-951-1584. Ou composez sans frais Ic 1-800267-66 	et utihsez 
votre carte VISA ou MasterCard 



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

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

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

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

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

Publication Sales 
Statistics Canada 
Ottawa, Ontario 
K1A 0T6 

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

La publication intitulée PRO DUITS 
LIVRES PAR LES FABRICANTS 
CANADIENS constitue la liste Ia plus ex-
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