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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

Stat.lstique Canada diffuse les données sous foroes 
diverses. Outre les publications, des t.otalisatons 
habituelles et speciales sont offertes sur imprimes 
d'ordinateur, sur microfiches et microfilms et sur 
bandes magnétiques. Des cartes et d'autres documents 
de référence géographiques sent disponibles pour cer-
tames sort.es de données. L'accès direct a des 
données agrégees est possible par le truchement de 
CANSIM, la base de données ordmnolingue et le système 
d'extraction de Statistique Canada. 

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques et services connexes 
doivent étre adressées 1 

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

Statistics Canada, 	Ottawa, K1A 0T6 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone 
951-3552) or to the 	Statistics Canada reference 951-3552) 	ou au centre de consultation de Statistique 
centre mn Canada 	I: 

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 
and territories, for users who reside outside 
the local dialing area of any of the regional 
reference centres. 

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 BC. 	(area 

served by NorthwesTel Inc.) Zenith 08913 
Northwest Territories 

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

Un service d'appel interurbain sans frais eat offert, 
dans toutes les provinces et dans les territoires, 
aux utilisateurs qui hsbit.nt i 1 1 ext6rinur des zones 
de counication locale des centres régmonaux de con-
sultation. 

Terre-Neuve et Labrador 1-800-563-4255 
Nouvelle-Ecosse, Nouveau-Brunswick 
et Ile-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 Ia C.B. 	(territoire 
desservi par la Norhtweslel Inc.) Zenith 08913 

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

Now 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 

Toronto 
Crett, card only (973-8G18  

Comment commander lee publications 

On peut se procurer cette publication et les autres 
publications de Statistmque Canada auprès des agents 
autorisés et des autres librairies locales, par len-
trernise des bureaux locaux de Statistique Canada, ou 
en ecrivant a Ia Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

1(613)951-7277 

NumCro du tCiecopieur 1(63)951-.184 

Commandes: 1-800-267-6677(sans frais Daro.., a.. Canacia 

Toronto 
Carte ue creel: se.emer.: 973-O8 
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SYMBOLS 	 SIGNES CONVENT IONNELS 
$ 

The following symbols are used in this 	Les signes suivents sorit employés uniforn,óment 
Statistics Canada publication: 	dans cetts publication de Statistique Canada: 

figures not available. 	 .. nombres indisponibles. 

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

- nil or zero. 	 - naan* OU 211-0. 

-- amount too small to be expressed. 	-- nombres infimes. 

x confidential to meet secrecy requirements 	x confidentiel an vertu des dispositions de la Loi 
of the Statistics Act. 	 sur 1a statistique relatives au secret. 

NOTE NOTA 

Components may 	not 	add 	to 	totals due to Les chiffres ayarit átó 	arrondis, 	les 	totaux no 
rounding, correspondent pas toujours. 

A NOTE ON CANSIN NOT! AU SUJET 0! CANSIPI 

All current and 	historical 	statistics 	on La benque di donnIes informa*isóes di Statistiqu. 
Retail Trd. (Matrix Nos. 2299, 2398-2417), 	as Canada CANSDI 	(système canadien d'information socio- 
well as many other series, are available to the ócenouiiqus) fournit au public toutes les statistiques 
public from 	Statistics 	Canada's 	computerized actuell.s at historiquss 	sur 	1. 	Commerce de djtail 
data 	bank 	CANSIN 	(Canadian 	Socio-Economic (metric, 	floe 2299, 2398-2417), 	at sur de nombreuses 
Information Management System) via terminal, on autres series, par 1* bisis d'un terminal, d'imprimCs 
computer 	printouts, 	or 	in 	machine 	readable d'ordinateur ou de supports ordinolingues. 	Pour plus 
form. 	For 	further 	information, 	contact 	the de rens.ignements, sadresser au personnel di CANSIII, 
Cansim 	staff, 	Statistics 	Canada, 	Ottawa, Statistique 	Canade, 	Ottawa, 	K1A 0Z8 	(téléphone 
K1A 0Z8 	(telephone 	613-951-8200), 	or 	the 613-951-8200), 	ou 	aux 	conseill.rs 	rIgionaux 	des 
regionel 	advisors 	at 	the 	Statistics 	Canada bur.aux 	di 	St.tistique Canada 	situis 	iii travers 1e 
offices located across Canada. Canada. 

This 	publication 	was 	prepared 	under 	the Cette publication a Cti rCdigóe sous la direction di: 
direction of: 

• 	P.N. Triandafillou, 	Director, 	Industry • 	P.N. Triandafillou, 	direct.ur, 	Division 	de 
Division l'industrie 

• 	B. Nesse, 	Assistant Director, Distributive . 	B. Ness, 	directeur adjoint, 	Sous-division des 
Trads Sub-division, Industry Division coamerces 	de 	distributions, 	Division 	de 

1' industrie 

• 	B. TPiêrisult, 	Chief, Analysis, Development • 	B. Thériault, 	chef, 	Section 	de 	l'analyse, du 
and Special Surveys Section, 	Distributive dóveloppe.ent 	it 	denquites 	sp.cial.s, 	Sous- 
Trades Sub-division, Industry Division division 	des 	co..erces 	de 	distributions, 

Division di lindus'tris 

• 	S. Desire, 	Senior Economist, Retail Trade e 	S. Desire, 	iconomisto principal., 	Section du 
Section, 	Distributive Trades Sub-division, co.msrcs de dótail, 	Sous-division 	des commerces 
Industry Division di distributions, Division di l'industrie 

The paper used in this publication meets the minimum Le papier utilisé dans Ia presente publication répond aux 
requirements of American National Standard for exigences minimales de "American National Standard for 
Information Sciences 	Permanence of Paper for Information Sciences' - 'Permanence of Paper for Printed 
Printed Library Ma(erials, ANSI Z39.48 - 1984. Library Materials', ANSI Z3948 - 1984 
€1 
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FAITS SAILLAP4TS 

. 

. 

Seasonally Adjusted Sales in Currant Dollars 

• Preliminary estimates indicate that retail 
sales rebounded 0.8? to $15.0 billion in 
September, following a sizable decline in 
August (-1.5?). This is the largest increase 
since May 1991. 

• However, excluding motor vehicle and recre-
ational vehicle dealers, retail sales regis-
tered a decline of 0.47 in September offset-
ting the 0.4? gain in August. 

• Total retail sales fell -0.67 in the third 
quarter of 1991 due to weak August sales. 
This compares to an increase of 1 .9? in the 
second quarter and a decrease of -2.1? in 
the first quarter of 1991 after removing 
federal sales taxes from 1990 data) 

• The overall gain was primarily attributable, 
in order of dollar impact, to gains reported 
by motor vehicle and recreational vehicle 
dealers (+5.5?), oth.r durable goods stores 
(+2.9?) and all other retail stores (+1.3?). 
Partly offsetting these increases were 
decreases by general merchandise stores 
(-2.5?), gasoline service stations (-1.5?) 
and household furniture and appliance 
stores (-2.3?). 

The increase in sales of motor vehicle and 
recreational vehicle d.alers followed two 
monthly declines. Supermarkets and grocery 
stores recorded marginally higher sales 
(+0.1?) 	after five 	consecutive monthly 
decreases. Sales of general •erch.ndise 
stores fell after two monthly increases. 

Five provinces posted sales increases, rang-
ing from +2.3? in British Columbia to +0.3? 
in Nova Scotia. The largest declines were in 
New Brunswick (-2.9?) and Prince Edward 
Island (-1.5?), and sales remained unchanged 
in Manitoba. Sales fell in the Northwest 
Territori.s (-3.9?) and Yukon (-2.67). 

Trends 

As illustrated in Chart 2, after declining 
sharply from April 1990 to March 1991 and 
rising slightly between April and July, the 
trend for total retail trade has been r.la-
tively flat. Total retail sales excluding 
recreational and motor vehicle dealers con-
tinue to have a declining trend, but at a 
slowing rate. 

Vantas désaisonnalisêes an dollars courants 

• Les estimations préliminaires indiquent que 
les ventes au dótail ont rebondi I 0.8? pour 
totaliser $15.0 milliards on septembre, 
faisant suite I une baisse importante an 
aout (-1.5?). Cette augmentation est Is plus 
élevés depuis mai 1991 

• Toutefois, an excluant les concessionnaires 
de véhicules automobiles at récréatjfs, les 
ventes au detail ont diminuê de 0.4? an 
septembre, contrebalançant Is hauss. de 0.4? 
an aoC,t. 

• Les ventes totales •u dótail ont chute de 
0.6? au cours du troisiIme trimestre de 
1991, ds aux faibles v.ntes an aout, compa-
rativemant I un gain de 1.9? au cours du 
deuxil.a trimestre at I une baisse de 2.1% 
au premier trimestre lapr4s suppression de 
Is taxe de vents fCdCrale des donnC.s de 
1990). 

• Par ordre dimportance an dollars, laugmen-
tation globale est dabord attribuable aux 
gains signalCs per les concessionnaires de 
vChicules automobiles at récróatjfs (+5.5?), 
aux autres •agasins de produits durables 
(+2.9?.) at aux autres magasins de vente au 
dCtail (+1.3?). Ces hauss.s ont Ctó partiel-
le.ent contrebalancCes par les replis dicla-
ros par les magasins de marchandises diver-
ses (-2.5?), les stations-service (-1.5?.) at 
les magasins do meubles at dappareils mona-
g.rs (-2.3?). 

Laugmentation des ventes des concessionnai-
res de vOhicules automobiles at rOcrCatifs 
fait suite I deux baisses mensuelles consO-
cutives. Les supermarchOs dalimentation at 
Opiceries ont enregistrO une hausse margi-
nale de leurs ventes (+0.1?) suite I cinq 
reculs mensuels consOcutifs. Las v.ntes des 
magasins de marchandises diverses ont chutO 
après deux hausses mensuelles. 

es ventes ont aug.entI dans cinq provinces, 
sOchelonnant de 23? an Colombi.-Britanni-
que a 0.3? an Nouv.11e-gcosse. Les baissas 
las plus Ol.vOss ont OtO obs.rvIes au Nou-
veau-Brunswick(-2.9Z) at I l'Ile-du-Prince-
douard (-1.5?), at les ventes sont demeu-
rOes inchangies au Manitoba. Les vent.s ont 
chutO dans les Terrjtoires du Nord-Ouest (-
3.9?) at au Yukon (-2.6?). 

Tendances 

Comae an tOmoign. In graphiqu. 2, Is ten-
dance des ventes totales au detail est rela-
tivement stable apr15 une forte baisse da-
vril 1990 a mars 1991 at une lOgIre hausse 
davril I juillet. Les vsnt.s totales du 
com.erce de detail excluant las concession-
naires de vOhicules automobiles at rOcrOa-
*ifs continuent davoir une tendance I Is 
baisse .ais I un rythme dOcroissant. 
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Year-to-Date 

Cumulative retail sales in current dollars 
for the first nine months amounted to $130.8 
billion, down 2.2Z from the corresponding 
period in 1990 (after removing federal sales 
tax from 1990 data). Last month, cumulative 
sales were also 2.2Z lower than the same 
period of the previous year. 

Not, to Users 

Retail sales estimates exclude the Goods & 
Services Tax IGST). Prior to January 1991, 
sales data included the Federal Sales Tax 
(FST). Due to this change in indirect taxes, 
data for 1991 are not strictly comparable with 
those of previous years. For users interested 
in 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. 

Cau1atif 

• Les ventes se chiffrent I $130.8 milliards 
an dollars courants depuis Is debut de lan-
née 1991, on baisse de 2.2Z par rapport aux 
neuf premiers mois de lannée derniIre (a-
près suppression de Is taxe do vents fédé-
rale des donnéss 1990). Le mois dernier, les 
ventos des huit premiers mois do l'année 
ótaient aussi 2.2Y plus faibles quo celles 
des huit premiers mois de lannóe passée. 

Note aux utilasateurs 

Les estimations des ventes au dótail excluent 
la taxe sur les produits at los services 
(TPS). Les donnCes sur les ventes an(érieures 
ii janvier 1991 incluent Is taxe do vente fédé-
rale (TVF). DCi a ce changement dens las taxes 
indirectes, les données pour 1991 no sont pas 
tout a fait comparables avec celles des années 
précédentes. Pour les utilisateurs intéressés 
a calculer des donnéss comparables, une esti-
mation du montant de la TVF inclus dens les 
ventes au detail pour 1990 est disponibla pour 
1. Canada. Cette estimation n'est pas suffi-
samment fiable pour permettre 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 non*h 

Year-to-  
Ventes 	date 	Variation p. r. 

au nois précédent 
1991 

	

Septeither 	August 	July 	June 	Sept,thor 	August 

	

1991 	1991 	1991 	1991 Cumulakif 	1991 	1991 

No. 	
Septethre 	Aot 	Juillot 	Juin 	Septe,thre 	Aoüt 

millions of dollars - millions do dollars 

Trads Group - Canada 

1 Supermarkets and grocery stores 3,579.7 3,577.6 3,586.6 3,599.2 32,314.5 0.1 -0.3 

2 All other feed stores 296.5 298.9 301.3 313.1 2,754.0 -0.8 -0.8 

3 Drugs and patent medicin, stores 748.1 743.4 735.9 739.2 6,724.1 0.6 1.0 

4 Sho, stores 129.7 129.9 130.6 135.4 1,184.1 -012 -0.6 

5 lIens clothing stores 146.1 148.9 146.2 148.6 1,306.6 -1.9 1.9 

6 i4omens clothing stores 303.5 300.8 304.3 300.4 2,673.9 0.9 -1.2 

7 Other clothing stores 310.5 310.3 309.5 313.3 2,790.5 0.1 0.3 

8 Kousehld furniture and appliance 617.6 632.3 626.2 618.8 5,431.3 -2.3 1.0 
stores 

9 Household furnishings stores 179.7 178.1 177.6 166.9 1424.6 0.9 0.3 

10 Motor vehicle and recreational 3,157.0 2,991.3 3,263.7 31292.7 27,798.9 5.5 -6.3 
vehicle dealers 

11 Gasoline service stations 1,161.8 1,179.2 1,183.5 1,150.2 10,759.8 -1.5 -0.4 

12 Autoimotive parts, accessories 873.3 877.3 876.5 876.2 8,116.9 -0.5 0.1 
and services 

13 General merchandis, stores 1,725.9 1,770.1 1,762.0 1,734.4 15,591.3 -2.5 0.5 

14 Other semi-durable goods stores 503.3 503.9 501.4 510.9 4,657.8 -0.1 0.5 

15 Other durable goods stores 422.5 410.4 401.9 391.9 3,625.8 2.9 2.1 

16 Other retail stores 863.4 852.0 823.2 835.2 7,559.2 1.3 3.5 

17 Total, all stores 15,018.6 16,906.5 15,130.5 15,124.4 134,813.3 0.8 -1.5 

Regions 

18 Newfoundland 267.7 290.7 285.0 284.7 2,558.4 -1.0 2.0 

19 Prince Edward Island 60.1 61.0 59.4 60.2 543.4 -1.5 2.8 

20 Nova Scotia 481.7 480.4 479.6 681.7 4,362.5 0.3 0.2 

21 New Brunswick 379.7 391.1 390.8 396.6 3,519.8 -2.9 0.1 

22 Quebec 3,666.7 3,687.2 3,755.5 3,709.8 33,295.7 -0.6 -1.8 

23 Ontario 5,571.5 5,484.3 5,602.8 59565.3 49,548.9 1.6 -2.1 

24 Manitoba 510.0 510.1 510.4 516.3 4,641.6 - - -0.1 

25 Saskatchewan 443.9 437.5 434.2 437.2 3,952.3 1.5 0.8 

26 Alberta 1,608.9 1,583.1 11592.1 1,596.3 14,225.1 1.6 -0.6 

27 BritIsh Co1ia 2 1 026.5 1 1 981.1 2015.1 1072.7 17,785.6 2.3 -1.7 

28 Yukon 14.3 14.7 15.2 14.9 133.6 -2.6 -3.2 

29 Northwas* Territories 29.2 30.4 30.7 30.5 269.6 -3.9 -0.9 

S 
a 
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W (pCriodas courantas) 

Change from 
previous month Chang, from previous year 

Variation p. 	r. Variation par rapport a lannée précédante 
au mois précédent 

Year-to- 
July June Sop*eth.r August July June date 
1991 1991 1991 1991 1991 1991 1991 

Juillet Juin Soptenthre Aot Juillet Juin Cu,mjlatif 
N o  

Per cent - pourcentag. 

Group* do co.rc. - Canada 

-0.3 -0.3 -0.8 0.3 0.4 3.3 1.4 Sup.rmarchás dalim.n*ation at 1 
éplcer ies 

-3.8 -2.4 -10.0 -9.5 -8.8 -6.4 -8.2 Tous las autres magasins 2 
dalimontation 

-0.4 -2.5 -2.0 -1.5 -3.0 -3.0 0.5 Pharmacies at magasins do 3 
med icaments brevetés 

-3.5 0.2 -13.5 -15.2 -13.6 -12.3 -13.8 Magasins d. chauasur.s 4 

-1.6 0.1 -11.6 -15.9 -16.8 -13.0 -16.2 Magasins de vétemonts pour homess S 

1.3 -1.7 -6.5 -8.1 -7.9 -11.0 -11.8 Magasins do véteuiients pour dames 6 

-1.2 -1.1 -7.3 -7.6 -6.8 -6.8 -7.0 Autres magasins do vétements 7 

1.2 0.7 -12.2 -10.3 -11.6 -14.6 -16.6 Magasins do meubles at dapparails 8 
ménagers 

6.5 -2.9 -13.7 -18.6 -17.1 -27.9 -23.1 Magasins daccessoiras dameubl.mar,* 9 

. -0.9 4.0 -6.4 -12.7 -5.4 -4.8 -11.4 Concessionnaires do vIhicul.s 10 
automobiles at rócráatifs 

2.9 -1.4 -7.6 -8.0 -6.2 -8.4 -4.3 Sta'tions-s.rvic. 11 

- - -4.0 -14.5 -16.7 -13.6 -12.6 -12.7 Mag.sins do pilcos at daccessoir.s 12 
pour automobiles at services 

1.6 -1.7 -2.5 -1.8 -2.7 -0.5 -2.0 Magasins do merchandis.s div.rs.s 13 

-1.9 -7.9 -12.0 -12.3 -14.5 -14.1 -12.2 Autr.smagasins do produits 14 
s.mi-durables 

2.6 -5.1 -9.0 -10.8 -10.8 -12.1 -11.7 Autr.s magasins do produits 15 
durabl.s 

-1.4 0.3 -0.8 - - -1.1 0.3 -2.7 Autres magasins do v.nts au dátail 16 

- 	 - -0.4 -5.6 -7.0 -5.3 -4.7 -6.4 Total, •nsu.ble d.s magasins 17 

Regions 

0.1 0.7 -2.5 -4.2 -3.3 -2.3 -2.6 T.rr.-P4.uv. 18 

-1,4 0.5 -10.2 -6.3 -10.9 -8.8 -9,7 fle-du-Prince-Edouard 19 

-0.4 -2.1 -2.9 -6.9 -7.3 -5.8 -4.6 Nouv.11e-Ecoss. 20 

-1.5 -0.2 -7.2 -4.3 -5.7 -6.7 -4.8 Nouvsau-Brunswick 21 

1.2 -1.7 -7.8 -7.4 -5.2 -6.8 -7.3 Quáb.c 22 

0.7 -0.2 -6.0 -8.0 -5.7 -4.7 -7.6 Ontario 23 

-1.2 - - -6.3 -8.4 -9.2 -5.8 -6.3 Manitoba 24 

-0.7 -0.8 -6.2 -10.0 -8.7 -7.7 -6.2 Saskatch.wan 25 

-0.3 

1.0 -3.4 -5.1 -4.8 -4.2 -4.6 Alberta 26 

2.1 -1.8 -0.8 -3.3 -2.0 -0.4 -3.3 Coloie-Sri*anniqu. 27 

1.7 -4.1 -5.2 -3.3 -2.3 -6.4 -6.0 

- 	 -4.7 

Yukon 28 

0.8 0.7 -2.4 -2.5 -5.3 -2.3 Territoir.sduNord-Ouast 29 

TABLEAU 1. Ventas au détaal, désaasonnalisé•s, salon Is groups do co.rc. at Is region 
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TABLE Z. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 	 0 

Sales 

Ventes 

	

SepteitherAugust 	July 	June Year-to-date 

	

1991 	1991 	1991 	1991 	1991 

	

Sop*euthr. 	AoGt 	Juillet 	Juin 	Cu,mjlatif 

millions of dollars - millions de dollars 

Trade Group Canada 

No. 

3 1 399.1 31866.0 3 1 613.9 3,714.5 32,101.5 

28218 317.4 316.2 345.1 2,718.5 

721.7 747.3 713.8 713.1 69501.0 

137.5 136,1 114.2 146.7 1,092.3 

134.3 129.0 115.6 155.9 12108.1 

322.6 300.8 279.6 307.1 2,509.6 

315.2 319.3 238.8 298.6 2,479.8 

618.6 666.5 626.0 602.6 5,104.3 

181.5 189.2 183.3 173.4 1,454.0 

2082.1 2086.5 3,622.2 3,618.0 28,582.4 

1,153.7 1,277.0 1,265.2 1082.8 10,632.2 

844.4 893.6 941.6 954.7 7,917.6 

1,646.1 1,749.3 1 1590.5 1,650.8 13,814.2 

484.8 519.1 504.9 555.9 4,370.5 

605.1 419.6 382.1 395.1 3,253.7 

828.5 974.2 893.9 890.1 7,181.6 

14,457.9 15,490.9 15,421.8 13,704.6 130,821.3 

269.3 308.2 295.3 296.7 2,472.2 

57.9 69.2 68.3 65.6 529.9 

455.3 506.7 490.7 493.3 4,199.0 

360.2 409.5 404.3 614.5 3,397.7 

3,548.2 3,861.3 3440.9 3006.2 32,687.9 

5,310.9 5,586.2 5,636.2 5,804.1 47,766.9 

493.3 521.9 507.9 539.8 4,474.0 

426.3 453.3 440.9 461.2 3,807.4 

11,555.5 1,633.9 1,603.5 1,661.4 13,766.6 

1,938.1 2,091.5 2,083.6 2,011.4 17,326.6 

14.7 17.3 17.9 17.0 131,7 

28.2 31.9 32.4 33.1 261.5 

I Supermarkets and grocery stores 
2 All other food s*orss 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicl, and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Queb.c 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluithia 

28 Yukon 

29 Northwest Territories 



-5.4 3.2 2.0 -1.1 

-12.1 -9.7 -9.2 -5.1 

-1.4 -2.2 -2.2 -5.5 

-17.4 -11.5 -13.1 -13.2 

-16.6 -8.0 -15.6 -13.8 

-9.6 -5.3 -6.6 -12.8 

-9,7 -5.0 -8.0 -8.1 

-13.3 -8.0 -9.0 -17.6 

-13.7 -17.7 -16.0 -30.7 

-1.6 -14.8 1.9 -6.9 

-7.9 -8.4 -7.1 -10.4 

-13,9 -16.7 -12.1 -16.4 

-5.4 1.0 0.8 -4.2 

-12.9 -12.1 -14.0 -15.7 

-9.0 -9.5 -10.3 -15.1 

-1.7 2.0 -1.6 -5.4 

Supermarchis dalimentation at Cpiceries I 

bus los autres nagasins dalimentation 2 

Pharmacies at uagasins do módicaaen'ts brevotCs 3 

Magas ins do chaussures 4 

Magas ins do vitemonts pour hosmuses 5 

Magas ins de vSteiuients pour dames 6 

Autres magasins do vCtemen*s 7 

Magasins do neublos at dappareils ménagors 8 

Magasins daccessoires dameublemont 9 

Concossionnaires de vChicules autoi.obiles 10 
at rCcrCatifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do umurchandises diverses 13 

Autres uumugasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do yenta su detail 16 

1.4 

0.3 

-14.0 

-16.1 

-11.1 

-7.3 

-16.5 

-22.9 

-10.8 

-5.2 

-12.9 

-1.9 

-12.2 

-11.7 

-2.3 
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TABLEAU Z. V.nt.s au detail, non-désaisonnalisCas, salon is groupa do coerce at Is region 
(per.od.s courantas) 

Change from previous year 

Variation par rapport a lannéc precedents 

	

SepteróerAugust 	July 	June Ysar-to-dato 

	

1991 	1991 	1991 	199 1 	 1991 

	

Septembre 	AoCit 	Juillet 	Juin 	Cumulatif 
	

N o  

Per cent - pourcentaga 

Oroupe da ccarca - Canada 

-4.4 	-4.0 	-2.8 	-7.7 
	

-4.3 Total, .nsmabl. des •aguins 	 17 

-2.9 

-9.7 

-4.9 

-5.0 

-7.2 

-7.6 

-6.5 

-6.6 

-4.6 

-3.1 

-5.4 

-4.5 

-3.9 -2.6 -2.0 -5.4 

-10.7 -6.0 -8.4 -11.7 

-4.5 -6.5 -5.8 -8.9 

-8.7 -4.6 -3.5 -8.5 

-9.0 -6.7 -2.7 -9.3 

-7.1 -7.0 -3.0 -7.8 

-6.9 -8.4 -7.6 -8.5 

-7.3 -8.7 -6.3 -11.1 

-3.6 -4.7 -2.7 -6.3 

-1.8 -2.2 0.7 -4.2 

-5.9 -4.9 1.4 -7.0 

-7.1 - - -1.6 -2.3 

Regions 

Terre-Nouve 

t le-du-Pr inca-douard 

Nouv.11e4cosse 

Nouveau-Bruaisw ick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alb.rta 

Coloiuóie-Britann ique 

Yukon 

Territoires du Nerd-Quest 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

0 
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TABLE 3. RetaIl Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estioat.$) 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1991 1991 1991 1 990 1990 

Triniestre 3 Trimestre 2 Trimestre I Trimeskre 4 Trimostre 3 

millions of dollars - millions de dollars 

10,878.9 11,005.6 10,217.0 10,900.2 10,882.8 

916.4 974.7 827.5 996.9 1021.6 

2,182.8 2,193.0 2,125.1 2,457.1 2,226.3 

387.8 423.3 281.2 555.5 451.6 

378.9 437.7 291.5 755.7 438.1 

903.0 933.9 672.6 1,177.7 973.7 

893.3 877.2 709.4 1,341.2 966.1 

11910.8 1,749.3 1,444.1 2,585.7 2,125.2 

554.0 510.5 389.4 724.5 658.6 

91590.8 11,298.0 7,693.6 8,903.7 10,091.4 

3,695.9 32516.6 3,419.7 4,130.1 4,008.9 

2,679.6 2,948.1 2,289.9 3,265.6 3,125.0 

4,986.0 4,969.3 3,858.9 7,266.0 5,050.0 

1,508.8 1,684.5 1077.2 21019.8 1,734.2 

1,206.9 1,162.6 884.3 1,790.6 1,334.9 

2,696.6 2,523.2 1,961.7 3,032.6 2,706.0 

45,370.6 	47,207.6 	38,243.0 	51,902.8 	47,794.4 

255.8 248.2 231.4 246.7 255.6 

57.5 57.2 53.7 62.8 54.6 

5.0 4.9 2.8 6.6 5.0 

4.0 4.3 2.5 9.2 4.6 

12.4 11.1 7.4 17.5 11.8 

6.1 5.1 4.7 9.8 5.8 

133.5 177.0 113.2 126.6 154.8 

103.8 95.4 93.5 107.6 115.7 

41.1 43.0 35.3 55.1 44.4 

135.6 127.8 99.1 187.6 133.9 

24.5 23.2 16.0 31.4 26.6 

12.4 11.6 7.9 19.2 13.2 

26.6 24.4 20.0 36.7 25.8 

872.8 884.1 713.2 977.9 898.1 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin. stores 

4 Shoe stores 

5 Mens 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 

Newfoundland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicino stores 

4 Sho. 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 stors 
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S 
TABLEAU 3. Vant.s au detail, non -dCsaisonnalisCms, salon le groupe da co..arca at Ia region 

(estimations tri.astrialles ) 

Change from previous year 

Variation par rapport a lanné. précédente 

	

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

Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

Groupe do corunorce 

N' 

S 

Per cent - pourcen*ag. 

- - 2.2 2.1 3.9 3.5 

-10.3 -6.3 -6.8 -4.2 6.4 

-2.0 0.2 3.0 4.3 7.5 

-14.1 -10.5 -18.6 0.1 -2.1 

-13.5 -14.0 -22.0 1.3 1.3 

-7.3 -9.2 -18,0 -2.9 -3.3 

-7.5 -7.0 -7.5 2.8 -0.7 

-10.1 -15.1 -25.2 1.1 -8.6 

-15.9 -25.4 -28.5 3.5 0.6 

-5,0 -6.5 -21.9 -7.2 -1.6 

Canada 

Supermarchés dalimentation at épic.ries 1 

Tous los autros uiagasins d'alim.n*ation 2 

Pharmacies at nagasins do médicaments brovetés 3 

Magas ins do chaussures 4 

Magas ins do vitomonts pour ho.os S 

Magas ins do vêtoments pour dames 6 

Autros imagasins do vêtements 7 

Magasins do meubles at d'apparoils ménagers 8 

Magasins d'accessoires damoublemont 9 

Concossionnaires de véhicules automobiles 10 
at récréatifs 

Stat ions-service 11 

lgasins do pièces of daccassoires pour 12 
automobiles at sorvicas 

Magasins do merchandises diverses 13 

Autr.s megasins do produits s.mi-durables 14 

Autros magasins do produits durablos 15 

Autros magasins do vents au dátail 16 

-7.8 -8.5 1.5 12.2 5.1 

-14.3 -11.1 -13.5 1.5 1.7 

-1.3 -0.9 -4.1 5.4 3.1 

-13.0 -11.0 -12.8 -2.3 -4.5 

-9.6 -9.4 -17.1 -0.6 -1.5 

-0.3 -2.1 -5.1 1.6 -4.4 

-5.1 	-5.0 	-9.2 	1.4 	0.7 Total, .nsbl. dos .agasins 	17 

S 

S 

0.1 	-0.8 	3.3 	8.5 	5.8 

5.5 3.7 3.1 2.7 6.0 

-0.3 -1.6 1.5 8.7 15.1 

-12.6 -2.9 -9.0 21.2 26.1 

5.4 -1.9 -13.9 5.0 6.3 

4.9 -3.0 -6.2 -5.0 -16.5 

-13.7 -9.6 -15.3 -2.3 0.2 

-10.3 -10.3 6.8 18.1 16.5 

-7.4 -8.2 -1.9 12.6 4.4 

1.3 1.3 -4.5 2.6 -3.9 

-7.9 -9.4 -3.9 14.0 9.8 

-6.0 -5.6 -13.9 7.9 15.1 

3.1 -1.8 0.6 5.5 7.5 

Terra -Nuva 

Sup.rmerchás dalim.nta*iori at ópic.ri.o 1 

bus los autras magasins dalimentation 2 

Pharmacies at magas ins do .ódicaments brovo+ás 3 

Magas ins do chaussures 4 

Magas ins do vétoments pour homoes 5 

Magasins do vâtemonts pour dames 6 

Au*r.s megasins do vêteiusents 7 

Magasins do .eubles of dapparoils ménagors 8 

Magasins d'accossoires da..ubl.ment 9 

Concossionnaires do véhiculas automobiles 10 
at récréatifs 

Stat ions-serv ice 11 

Magasins do pièces at daccossoires pour 12 
automobiles of services 

Magasins do merchandises divors.s 13 

Autr.s magasins do produits semi-durablos 14 

Autros .agasins do produits durables 15 

Autras magasins do vents au detail 16 

-2.8 	-2.9 	-2.9 	5.5 	4.31 Total, ensasbis dos .agasins 	 17 
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TA8LE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

	

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

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

millions of dollars - millions da dollars 

1.1 1.1 0.5 1.3 1.0 

0.8 1.0 0.8 3.0 1.4 

4.4 3.0 2.1 4.8 3.8 

5.4 5.0 3.6 8.1 6.2 

1.9 2.0 1.4 2.2 1.8 

36.3 44.4 25.7 36.8 41.5 

18.0 15.5 14.2 13.2 14.8 

21.3 19.5 16.6 38.6 27.6 

8.2 6.7 4.6 8.5 10.5 

3.0 2.9 2,1 5.6 4.4 

13.6 9.4 6.8 10.9 13.7 

195.3 138.6 146.0 215.7 213.0 

385.0 392.7 363.7 377.6 397.2 

79.0 79.9 86.7 108.4 89.2 

8.7 9.4 6.6 12.4 9.9 

27.5 27.5 19.7 40.4 27.4 

19.3 18.1 15.9 35.5 23.0 

43.6 38.9 38.6 74.7 51.4 

10.0 9.6 7.9 14.1 11.3 

169.1 167.1 164.5 165.0 162.5 

42.3 72.6 51.7 79.9 74.6 

182.8 179.6 140.9 292.4 192.6 

45.1 43.5 32.1 55.6 48.7 

27.5 26.5 21.1 51.7 30.6 

104.0 93.2 70.1 108.9 108.2 

1 1452.6 1,503.1 1,243.2 1,705.6 1,539.5 

Trade Group 

Mo. 

Prince Edward Island 

1 Supermarkets and grocery stores 

2 Al]. other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 i4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 OTher retail stores 

17 Total, all s'thres 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Kousehold furniture and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthres 



!le-du-Prir,ce-douard 

Supermarchés dalimontation at épic.ries 1 

Tous los autres magasins d'alimentation 2 

Pharmacies at magasins do médicaments brevatés 3 

Magasins do chaussures 4 

Ibgas ins do vêtemsnts pour homees 5 

Ifagas ins do vêtements pour dames 6 

Autres magasins do vêtom.nts 7 

Piagasins do meubles at d'appareils ménagers 8 

Magasins d'acc.ssoires d'ameublomsnt 9 

Concessionnaires do véhiculos automobiles 10 
at récróatifs 

Stations-service 11 

Pfagasins do pièces at daccessoires pour 12 
automobiles at services 

Pfagasins do merchandises div.rs.s 13 

Autres mogasins do produits smai-durables 14 

Autros tuagasins do produits durablos 15 

Autres magasins do vents au detail 16 

Total, •nsbls des .agasins 17 

tuvelis-tcosss 

Srmarchés dali.entation at épiceries 1 

Tous los autres magasins d'alimentation 2 

Pharmacies at magasins de .ódicamen*s br.vetés 3 

Magas ins do chaussuros 4 

Magas ins do vétemonts pour homoos 5 

Magas ins do vétemonts pour dames 6 

Autr.s esgasins do vêtoesnts 7 

Pbgasins do meubles at dappar.ils ménagers 8 

Pbgasins daccessoiros dameublement 9 

Conc.ssionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoiros pour 12 
automobiles at services 

Magasins do marchandisas diversas 13 

Autros magasins do produits sa.i-durables 14 

Autres magasins do produits durables 15 

Autres mogasins do vents au detail 16 

Total, ensbls des .agasins 17 

Per cent - pourcentag. 

12.4 5.0 -17.6 1.6 -4.6 

-44.6 -27.6 -18.6 7.0 -17.1 

15.9 13.6 -13.4 5.7 -17.9 

-12.8 -20.2 -18.2 22.2 17.3 

2.5 12.9 -19.0 7.2 -17.8 

-12.4 -17.3 -29.8 3.7 3.8 

21.1 21.9 41.1 13.0 8.3 

-22.6 -24.4 -24.7 -4.0 -8.9 

-21.6 -17.6 -11.1 11.9 7.7 • -30.7 -15.1 -13.0 -4.0 11.5 

-0.3 -10.6 -9.1 3.5 -9.6 

-8.3 -10.2 -10.8 3.0 -0.9 

-3.1 5.9 10.7 9.2 2.9 

-11.5 -7.2 4.2 5.8 0.4 

-11.5 -11.0 -17.9 -7.0 -11.1 

0.5 -1.8 -17.9 9.0 -1.6 

-15.9 -14.3 -12.6 5.7 3.8 

-15.3 -22.0 -19.8 0.4 3.3 

-11.4 -14.7 -21.3 4.3 -17.1 

4.1 5.3 25.8 19.4 8.9 

-16.5 -11.8 -17.9 -3.2 -2.2 

-5.1 -3.9 -6.2 2.1 1.0 

-7.4 -1.5 -4.4 3.3 -8.2 

-10.1 -6.0 -12.0 2.1 -9.1 

• :;:: 
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S 
TABLEAU 3. Ventos au detail, non -dCsaisonnalisCes, solon Is groepo do coercc at Ia region 

(estimations triaostraelles) 

Change from previous year 

Variation par rapport a 1ann6e précédent. 

	

Quarter 
91  
3 Quarter 2 Quarter 1 	Quarter 4 Quartor 3 

19 	1991 	1991 	1990 	1990 
Trimestre 3 Trimostro 2 Trimestre I Trimostre 4 Trimestro 3 

Groups do corc. 

N °  
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventos 

	

Quarter 3 Quarter2 Quarter 1 	Quarter 4 Quarter S 
1991 	1991 	1991 	1990 	1990 

Trimestre 3 Trimestro 2 Trimestre 1 Trimestre 4 Tririestre 3 

millions of dollars - millions de dollars 

67.9 71.7 68.9 76.7 66.6 

9.1 8.7 5.5 16.6 9.1 

20.0 20.7 14.1 28.8 20.7 

16.7 15.4 11.5 26.9 19.0 

8.1 8.1 6.0 11.2 8.9 

252.2 306.1 190.1 226.5 268.4 

99.3 89.1 90.1 108.1 110.1 

71.0 79.2 54.9 82.7 76.6 

136.9 130.7 99.5 210.8 149.7 

30.9 33.3 21.6 39.5 34.9 

20.0 19.8 13.7 32.6 21.4 

61.7 56.7 42.6 65.5 64.5 

1,174.0 1,234.9 988.8 1,360.8 1 1 242.6 

2,984.9 3,086.5 2,864.8 3,037.8 2 1 985.0 

539.0 547.6 537.7 613.6 562.6 

135.2 153.6 89.2 211.6 161.0 

97.4 124.8 71.6 182.8 111.8 

236.0 249.9 164.0 292.6 269.1 

289.8 313.9 225.7 419.2 324.8 

486.1 447.1 308.5 638.1 562.2 

148.2 144.3 88.7 170.9 167.4 

2,462.8 2,923.3 1,813.1 1,967.3 2,490.9 

862.6 839.5 819.2 1,015.7 977.7 

967.0 990.4 734.4 1,359.5 996.1 

336.5 349.1 261.2 454.3 403.2 

226.5 230.3 172.9 334.2 264.6 

450.1 481.6 337.5 569.1 472.2 

11,250.5 12,053.9 9,383.5 12,553.3 11,984.7 

Trade Group 

No. 

New Brunswicl( 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotiv, parts, accessories and services 

13 General merchandise stores 

14 Other semi-thrable goods stores 

15 Other durabl, goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Hosens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stares 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline servic, stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 O*hr durable goods stores 

16 Other retail stores 

17 Total, all stores 

hi 



4.7 	3.0 	3.0 	2.1 

-4.2 -1.3 2.6 9.1 10.2 

-16.0 -11.4 -20.7 3.3 -6.0 

-12.9 -17.4 -27.2 3.2 -4.3 

-12.3 -17.0 -25.7 -5.1 -3.4 

-10.8 -6.9 -8.5 6.4 - - 

-13.5 -24.8 -41.2 -10.4 -22.0 

-11.5 -24.5 -34.2 -2.2 -8.0 

-1.1 -5.0 -19.3 -10.0 -6.4 

-11.8 -13.5 -1.9 12.9 12.3 

-2.9 -1.4 -4.9 8.9 9.0 

-16.5 -19.4 -18.3 -2.9 -2.8 

-14.4 -12.5 -17.4 2.1 -4.7 

-4.7 -4.4 -12.0 -6.1 -12.3 

-6.1 -5.9 -9.9 0.6 -0.9 
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TABLEAU 3. Vantas au detail, non-dCsaisonnalisé.s, salon I. group* da coumsrca at la r#qion 
(oti.ations trimestrielles) 

Change froiui previous year 

Variation par rapport è l'annáe prIcédonte 

	

Quarter 3 Quarter2 Quarter I 	Quarter 4 Quarter 3 
1991 

 1  99 1 
	1991 	1990 	1990 

Trimestre 3 ITrimestre 2 Trimestre 1 	ITr 	kre 4 Trimestro 3 

Groups de coiiuiierce 

N' 

S 

Per cent - pourcontage 

1.9 	7.8 	6.2 	4.9 	0.8 

55 	-3.8 	-5.7 	4.2 	1.3 

Nouveau -Brunswick 

Supermarchis d'alimen*ation at épiceries 1 

Tous iss autres magasins dalimontation 2 

Pharmacies at magasins do médicaments br.vetás 3 

Magas ins do chaussures 4 

Ptag.sins do v.te..nts pour hos S 

P4agasins do vite.ents pour demos 6 

Autres magasins do vê*ements 7 

laçasins do moubles at dappareils ménagers 8 

lagasins daccessoires damoubloment 9 

Concessionnairos de vóhicules autoisobiles 10 
at rIcróat ifs 

Stations-service 11 

Magasins do pièces at daccessoiros pour 12 
automobiles at sorvicas 

lagasins do .,rchandis.s divers.s 13 

Au*r.s m.gasins do produits se.i-durabl.s 14 

Autres magasins do produits durablos 15 

Autres magasins do vents au dátail 16 

Total, sns..bl. dos •agas ins 17 

Qudb.c 

Supernarchés dalim.n*ation at ápiceries I 

Tous los autr.s magasins dalim.ntation 2 

Pharmacies at ..gasins do módica.ents br.v.táe 3 

Magas ins do chaussures 4 

Magasins do vâtements pour homass 5 

Magasins do vitements pour ds 6 

Autres magas ins do vite.eMs 7 

Magasins do u,eubl.s at dappareils mán.g.rs 8 

Magasins daccessoires d'ameublement 9 

Concessionnair.s do véhicules automobiles 10 
at récróat ifs 

Stat ions-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Pbgasins do morchwdis.s diverses 13 

Autros magasins do produits sa.i-durablas 14 

Autros mogasins do produits durables 15 

Autr.s magasins do vents au dátail 16 

Total, .ns..bl. dos •agasins 17 

-0.4 -14.8 -23.1 -1.1 -4.4 

-3.6 -0.8 -15.8 7.1 -1.0 

-11.7 -13.0 -22.5 -5.6 -10.1 

-8.9 -10.3 -19.3 7.9 -9.1 

-6.0 -9.0 -23.1 -4.3 2.4 

-9.8 -6.1 4.2 10.0 4.3 

-7.3 0.3 -5.0 10.7 14.4 

-8.5 -7.8 -12.2 -1.1 -7.1 

-11.2 -8.1 -13.1 -0.9 1.5 

-6.8 -12.2 -24.3 -3.7 -2.9 

-4.4 -6.9 -1.3 2.5 -0.8 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Reqion (Quarterly 
Esti.at.$) 

Sales 

Ventes 

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

Trimestre 3 Trimestre 2 Trimestre 1 Triniestre 4 Trimestre 3 

millions of dollars - millions de dollars 

3,633.7 3,695.7 3,444.3 3,725.0 3,726.8 

798.4 807.8 786.6 863.6 796.2 

143,8 158.0 110.4 200.4 168,1 

155,8 176.0 118.9 305.1 178.0 

342.7 367.6 259.8 477.3 379.3 

288.1 265.5 225.9 463.3 312.8 

778.2 714.6 622.5 1,076.9 871.4 

229.0 200.2 165.5 322.2 283.6 

3,339.5 3,990.8 2,713.9 3,328.1 3,493.6 

1,270.1 11208.2 1,193.3 1,420.7 1,361.0 

1,810.8 1,810.7 1,386,4 2,717.7 1,847.5 

570.3 708.5 483.3 842.4 702.4 

510.3 475.1 368.0 768.0 557.1 

1,284.1 1,141.9 892.4 1,402.2 1,256.1 

	

16,533.3 	17,234.0 	13,999.7 	19,554.5 	17,335.1 

	

403.2 	419.2 	394.9 	431.2 	452.5 

9.6 10.8 7.1 14.3 11.2 

11.4 14.2 9.8 26.8 13.8 

31.9 35.1 28.5 45.8 35.4 

30.2 31.6 24.4 44.0 29.2 

53.2 46.2 39.8 67.4 52.6 

11.9 11.1 7.8 13.3 13.0 

319.1 369.2 267.5 315.9 362.9 

158.0 152.6 145.3 174.5 161.9 

83.0 92.1 64.3 95.8 89.4 

203.5 210.4 162.3 306.6 205.3 

42.9 53.7 33.8 61.7 48.0 

38.9 36.5 29.7 62.4 44.6 

58.9 60.2 50.8 77.2 60.3 	• 
1 1523.1 1,61.5.5 1,335.4 1 1810.3 1,645.5 

Trade Group 

No 

Ontario 

1 Supermerkets 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 Automotiv, parts, accessories and services 

13 General merchandis, stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Manitoba 

1 Supermerkets and grocery stores 

2 All other food stores 

3 Drugs and patent meclicin. stores 

4 Shoe ttores 

5 Men's clothing stores 

6 Wo,.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 Gasolin, service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Groupe do conheerca 

N' 

. Change from previous year 

Variation par rapport a lanné. précIdonte 
Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 

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

Per cent - pourcontage 

-2.5 0.3 -0.5 4.7 4.4 

0.3 3.9 10.1 6.7 7.6 

-14.4 -9.3 -14.1 2.6 4.8 

-12.5 -11.1 -19.5 -0.9 4.5 

-9.7 -9.7 -21.8 -6.1 -6.3 

-7.9 -11.3 -12.4 -0.8 -0.7 

-10.7 -14.1 -21.9 4.7 -9.1 

-19.2 -30.6 -26.1 7.5 5.5 

-4.4 -8.0 -27.5 -11.4 -4.8 

TABLEAU 3. Vant.s au detail, non-dCsalsonnal.jséss, salon Ia groups da oommorce at is region 
(osti.ataons trlasstri.11es) 

. 

-2.0 -2.1 -6.5 2.9 1.4 

-18.8 -11.9 -15.0 -4.4 -8.9 

-8.4 -11.6 -20.4 -4.8 -8.8 

-1.4 -2.8 6.0 -0.6 

Ontario 

Supermarchás dalimontation at épicerios 1 

bus lea autres nagasins dalimertation 2 

Pharmacies at magasins do mádica.ents brovetós 3 

Magas ins do chaussures 4 

Magasins de vêtemants pour ho.uues 5 

Magasins de vétemants pour dames 6 

Autres magasins do vétements 7 

Magasins de ni.ublos at dappareils ménagers 8 

Magasins daccassoiros dauueublem.nt 9 

Concessionnaires do véhicules automobiles 10 
at récréatifs 

Stations-service 11 

Magasins de pièces at daccassoires pour 12 
automobiles at services 

Magasins do merchandises diversas 13 

Autros magasins do produits semi-durablas 14 

Autros magasins do produits durablas 15 

Autres megasins do vsnte au d.tail 16 

-6.7 	-7.7 	1.8 	8.7 	0.3 

•57 	-6.0 	-11.5 	-0.1 	-0.8 Total, •nsbls des •agas ins 
	

17 

. 

-10.9 	-11.1 	-5.2 	-4.0 	1.4 

-14.1 -15.4 -21.9 -7.1 -7.8 

-17.3 -14.0 -21.6 -0.5 1.9 

-10.1 -6.0 -1.0 2.3 -3.4 

3.3 6.4 0.1 4.8 -2.0 

1.1 -6.3 -16.0 1.6 -9.2 

-6.7 -14.7 -28.2 -2.9 -9.4 

-12.1 -5.3 -13.4 -5.5 0.5 

-2.4 -2.5 4.0 10.6 -0.4 

-7.1 -4.2 -9.9 -1.1 1.4 

Manitoba 

Supariwarchós dali.entation at Ipiceries 1 

Tous las autr.s magasins dalimentation 2 

Pharmacies at megasins do médicaments bravetés 3 

Magas ins do chaussur.s 4 

Magas ins do vitements pour hos S 

Magas ins do v.tements pour dames 6 

Autres magasins do vetoments 7 

lagasins do meubles at dappareils ménagers 8 

Magasins daccossoires dameublament 9 

Concossionnajrea do vóhicules automobiles 10 
at ricréat ifs 

Stat ions-srv ice 11 

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

Magasins do merchandises divers.s 13 

Autres megasins do produits semi-dur.bl.s 14 

Autres megasins do produits durables 15 

Autres nmgasins do vente au detail 16 

Total, ensemble des •agasins 17 

-0.9 0.6 -1.0 7.0 0.4 

-10.6 -7.9 -6.2 0.5 7.3 

-12.8 -15.3 -18.1 5.1 8.7 

-2.3 -3.5 -3.2 0.2 -0.1 

-7.8 -5.8 -8.1 0.3 0.5 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates ) 

Sales 

Ventes 

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

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

millions of dollars - millions de dollars 

322.3 326.5 295.5 309.5 299.0 

65.3 64.2 64.1 81.8 69.4 

7.0 7.8 5.8 9.8 8.4 

10.5 11.4 9.0 25.9 15.0 

25.8 25.0 19.8 31.2 24.1 

24.3 26.2 25.1 44.6 29.4 

34.2 31.0 30.3 50.2 39.1 

133.2 122.4 110.9 133.6 139.3 

90.3 102.9 79.2 112.6 121.2 

161.4 165.9 136.5 247.9 175.4 

40.7 49.1 35.0 59.5 46.6 

34,1 34.7 26.8 54.9 37.8 

61.2 59.7 50.8 68.6 6612 

1,320.5 	1,358.4 	1,125.5 	1,552.5 	1,426.6 

1,074.0 1064.2 966.8 1,004.0 1009.9 

229.5 226.5 216.8 270.3 239.5 

30.1 30.3 23.2 37.7 32.8 

41.2 46.1 36.0 87.9 49.3 

98.4 91.9 77.2 112.1 95.2 

91.9 89.8 75.5 123.0 90.0 

1,009.9 1,157.1 875.3 1,004.6 1 1 126.5 

369.1 335.6 316.2 408.0 380.2 

295.5 310.7 244.8 344.1 339.8 

667.2 667.1 556.5 933.5 654.6 

193.4 206.4 130.4 218.7 190.3 

136.0 139.3 108.5 212.8 161.6 

269.3 259.1 210.3 314.3 276.1 

4,792.9 	4,898.2 	4,075.5 	5,440.2 	4,976.0 

Trade Group 

No 

Saskatchewan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Il.ns clothing stores 

6 Honiens 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 Mans clothing stores 

6 Hoens 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 

6. 



L 	 Change from previous year 

Variation par rapport I lannCe précód.nto 

	

Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1991 	1991 	1991 	1990 	1990 
Trjmes+r. 3 Trimostre 2 Trimastra 1 Trimestre 4 Trimestra 3 

Per cent - pourcentago 

	

7.8 	9.9 	6.2 	2.1 	-2.0 

	

-5.9 	-8.3 	-7.4 	0.3 	-0.4 

	

-17.1 	-11.8 	-16,9 	3.1 	-1.0 

	

-29.6 	-29.3 	-28.7 	2.4 	5.9 

	

7.0 	1.6 	-0.4 	9.5 	-1.7 

	

-17.4 	-16.1 	-14.9 	- - 	-10.2 

	

-12.4 	-11.7 	-15.8 	3.2 	-2.0 

	

-4.4 	-11.1 	-6.6 	3.0 	-2.6 

	

-25.5 	-18.7 	-20.6 	-2.9 	0.3 

-8.0 -6.2 -3.2 7.0 -3.1 

-12.7 -9.6 -14.7 -2.4 -3.8 • 	-Q.9 -8.4 -12.8 1.4 6.0 

-7.5 -1.8 3.6 -5.8 -12.1 

-7.4 -5.8 .6.5 3.8 2.6 
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TABLEAU 3. Ventes au detail, non-dêsaisonnalisé.s, solon Is groups ds coorcs at la region 
(estimations tri..strimll.$) 

-4.2 -3.5 -3.6 0.5 4.9 

-8.2 -8.5 -17.0 -10.9 -8.7 

-16.5 -12.8 -17.4 7.6 4.2 

3.3 -3.0 -4.7 2.5 -1.5 

2.1 6.5 6.9 6.9 -4.7 

-10.4 -12.0 -20.5 -5.4 1.5 

a  -2.9 -2.8 -0.1 22.8 13.6 

-13.0 -10.6 -8.0 9.9 13.9 

1.9 3.8 3.6 11.0 7.2 

1.6 3.6 -8.8 -7.4 -4.9 

-15.8 -5.6 -12.2 1.6 6.4 

• :::: :;:: :::: 

Groups do comeerco 

N o  

Saskatchewan 

Supermarchés dalimentation at épic.ries I 

bus las autres magasins dalim.ntation 2 

Pharmacies at magasins do médicaments bravetCs 3 

Magasins do chaussures 4 

Magasins do vêtemen*s pour hoiimas 5 

Magasins do vitements pour dames 6 

Autres magasins do vIte.ents 7 

Magasins do maublas at dappareils ménagers 8 

Magasins daccessoires d'aiueuble..nt 9 

Concessionnaires de véhicules automobiles 10 
at rácráat ifs 

Stations-service 11 

Magasins do pièces at daccessoiras pour 12 
automobiles at services 

Magasins do ..rchandisos divarses 13 

Autres magasins do produits semi-durabiss 14 

Autros magasins do produi*s durables 15 

Autros magasins do vents au dItail 16 

Total, ensemble des .agasins 17 

Alberta 

Super.archás dalimentation at ipicarias 1 

bus los autres mag.sins dalimsntation 2 

Pharmacies at megasins do módica.ents br.vetCs 3 

Magasins do chaussures 4 

fagasins do vitements pour hoimess 5 

Magasins de vIt.ments pour dames 6 

Mitros mogasins do vIt.aents 7 

Magasins do meubiss at dappareils minagors 8 

Magasins daccossoires de.subl..snt 9 

Concessionnaires do vIhicules automobiles 10 
at récrIat ifs 

Stations-service 11 

Magasins do pièces at d'accessoir.s pour 12 
automobiles at services 

Magasins do marchandisos divorsos 13 

Autres magasins do produits somi-durablas 14 

Autres emgasins do produits durables 15 

Autros magasins do yenta au detail 16 

Total, ensemble des •agas ins 17 

6.3 	3.0 	4.2 	3.6 	2.6 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiates) 

- Sales 

Ventes 

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

Trjmestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

1,422.3 1 1 362.2 1,266.1 11339.3 1,352.6 

273.3 265.9 242.3 300.9 275.6 

41.1 40.3 31.4 52.0 46.8 

39.9 41.6 31.3 78.4 45.3 

102.3 99.2 78.8 125.9 102.9 

112.7 98.1 91.6 148.0 114.1 

256.8 225.4 193.5 322.5 251.9 

82.9 74.6 62.4 102.9 96.8 

1,472.1 1,684.3 1,265.4 1,344.5 1,532.6 

502.5 482.8 465.5 574.7 574.0 

299.9 297.3 270.2 328.7 330.1 

655.1 621.9 492.2 921.3 625.8 

209.4 205.2 154.8 241.0 215.8 

194.9 182.9 131.5 245.3 196,2 

358.0 328.6 273.8 370.0 354.2 

6,113.2 6,095.1 5 1 118.4 6,578.0 6,183.4 

26.9 25.7 21.0 24.9 26.0 

1.7 1.7 1.1 1.4 1.5 

6.6 6.3 6.3 9.2 8.3 

0.9 0.8 0.6 1.3 1.2 

2.9 2.2 2.2 3.4 3.2 

1.4 1.0 0.9 1.5 1.0 

44.3 45.2 34.7 50.2 41.5 

6.8 5.9 4.1 7.2 7.1 

9.1 8.3 6.6 9.1 8.8 

142.5 139.9 110.8 154.0 146.7 

Trade Group 

No. 

British Colibia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 hens clothing stores 

6 Women's clothing stores 

7 Othr clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandis, stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Northwest Territories 

1 Supermarkets and grocery stores 
2 All other food stores 

3 Drugs and patent medicin. stores 

4 Shoe stores 

5 Men's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furnitur, and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline servic, 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 

S 

. 



-0.8 -2.2 -7.1 -5.5 12.0 

-12.2 -12.1 -27.9 -8.4 -4.2 

-11.9 -10.5 -19.8 -0.3 1.0 

-0.6 3.0 -5,9 -0.3 1.7 

-1.2 -0.8 5.6 4.4 5.4 

2.0 -4.7 -17.6 5.6 1.6 

-14.4 -21.3 -29.6 -0.8 6.5 

-3.9 1.8 -15.4 2.1 6.2 

-12.4 -10.5 0.2 13.2 1.8 

-9.1 -13.9 -13.3 -0.8 1.0 

4.7 2.3 -1.4 5.8 4.3 

-3.0 -7.9 -1.2 7.8 3.0 

-0.6 -0.5 -11.7 5.0 19.3 

1.1 -1.7 -5.0 1.0 -3.3 

3.3 3.4 -0.1 3.8 1.0 

14.6 17.1 -2.4 -13.9 -8.1 

-21.0 -23.0 -15.3 9.6 6.7 

-30.4 -36.5 -47.6 -14.8 1.6 

-9.4 -24.6 -28.0 -20.6 12.8 

37.4 2.1 2.8 41.4 0.1 

66 3.8 -5.6 -4.1 -9.7 

-4.4 -16.8 -13.9 7.3 8.4 

-0.8 3.5 -5.7 

-2.9 -3.2 -9.0 4.2 1.2 
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TABLEAU 3. Vantas au detail, non -dCsaasonnalisées, salon 10 groups da caarcs at la region 
(astiaations tri.estraalles) 

Change from previous year 

Variation par rapport i l'année précédente 	
Groups do conuierce 

	

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

Tri.estre 3 Tripmstre 2 Trimestre 1 Trimestre 4 Trintestre 3 

S 

N o  

. 

S 

Per cent - pourcentage 

5.2 	3.2 	2.3 	2.2 	6.8 

-1.1 	-1.4 	-7.2 	3.0 	4.7 

Cola.bia -Britannique 

Supermarchs dalimentation at ipicarias 1 

Tous los autres sagasins dali.en*ation 2 

Pharmacies at megasins do módicaa,ents brevetés 3 

Magas ins do chaussures 4 

Magasins do vitements pour hoiivaes 5 

Magasins do vê*emen*s pour dames 6 

Autres .agasins do vêt.mvnts 7 

Magasins de rteubles at dappareils ménagers 8 

Pbgasins daccessoires damsublement 9 

Concassionnaires do véhicules automobiles 10 
at r.crCatifs 

Stations-service 11 

Magasins do places at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divers., 13 

Autres lilagasins do produits semi-durable, 14 

Autres megasins do produits durable, 15 

Autres magasins do yenta au detail 16 

Total, ensemble des •agasins 17 

Yukon at Territairms du Nord-Oumst 

Sup.rivarchás dalimantation at ópiceri.s 1 

bus les autres magasins dalimentation 2 

Pharmacies at megasins do módicamen*s br.v.tIs 3 

Magas ins do chaussures 4 

tag.. ins do vêtements pour houu.es S 

Magas ins do vétements pour dames 6 

Autres megas ins do vitem.nts 7 

Itagasins do meublos at dappareils managers 8 

Magasins daccessoires dameublement 9 

Concessionnaires do véhicules automobiles 10 
at rCcré.*ifs 

Stat ions-service 11 

Magasins di piâces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divers.s 13 

Autres magasins do produits semi-durables 14 

Autres megasins do produits durables 15 

Autres .agasins do yenta au dótail 16 

Total, ensblo dos •agasins 17 
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TAELE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiates) 

Sales 

Ventes 
Trade Group 

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

[Tr 
-  1990 

No. Trimestre 3 Trimestre 2 Trimestre I imes*re 4 Trjinestre 3 

millions of dollars - millions d. dollars 
Yukon 

1 Supermarkets and grocery stores 10.8 9.9 7.6 9.5 10.3 

2 All other food stores .. •. 

3 Drugs and patent medicine stores x x x 3.5 3.2 

4 Shoe stores x x x x x 

5 Men's clothing stores x x x x x 

6 Homen ' s clothing stores x x x x x 

7 Other clothing stores x x x x x 

8 Household furniture and appliance stores 1.0 0.7 0.6 1.1 0.9 

9 Household furnishings stores x x x x x 

10 Motor vehicle and recreational vehicle 7.9 10.8 6.8 9.3 10.6 
dealers 

11 Gasoline service stations .. .. 

12 Automotive parts, accessories and services .. .. 

13 General merchandis, stores x x x x x 

14 Other semi-durable goods stores .. .. 

15 Other durable goods stores .. .. .. .. 

.. 
16 Other retail stores x x x x x 

17 Total, all stores 50.0 48.0 33.7 49.6 51.5 

Northwest Territories 

I Supermarkets and grocery stores 16.1 15.8 13.4 15.4 15.7 

2 All other food stores 1.5 1.6 1.0 1.1 1.3 

3 Drugs and patent medicin, stores x x x 5.8 5.2 

4 Shoestores x x x x x 

S Men's clothing stores x x x x x 

6 Nomens clothing stores x x x x 

7 Other clothing stores x x x x x 

8 Household furniture and appliance stores 1.9 1.5 1.5 2.3 2.3 

9 Household furnishings stores x x x x x 

10 Motor vehicle and recreational vehicle .. .. 
dealers 

11 Gasoline service stations 2.9 2.7 3.1 3.6 3.8 

12 Automotive parts, accessories and services .. .. 

13 General merchandise stores x x x x x 

14 Other se.i-durable goods stor.s 3.3 3.2 2.2 3.9 3.9 	-. 

15 Other durable goods stores .. .. .. 

14 Other retail stores x x x x x 

17 Total, all stores 92.5 91.8 77.1 10.4 95.2 
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TABLEAU 3. Ventes au detail, non-désaisannalisés, selon Is groups de coerca at la region 
(osti.ations triaastra.11as) 

Groups de conrierce 

N' 

Change from previous year 

Variation par rapport I l'annáe pr6c6d.nte 

	

Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1991 	1991 	- 	1991 	1990 	1990 
Trimestre 3 Trimestre 2 Trimestre I Trimestre 4 Trimostre 3 

Per cent - pourcentage 

	

4.4 	5.6 	-1.3 	10.9 	4.2 

x 	x 	x 	10.9 	6.5 

x 	x 	x 	x 	x 

x 	 x 	 x 	 x 	 x 

x 	 X 	 X 	 X 	 X 

x 	 x 	 X 	 X 	 X 

	

7.0 	-34.1 	-37.1 	-26.6 	-3.6 

x 	 X 	 X 

	

-25.7 	-13.3 	-23.0 	-13.1 	3.0 

11 

x 	x 	x 

x 	 X 	 X 	 X 

-3.0 	 -2.2 	-12.6 	 -2.2 	 -5.5 

2.5 2.1 0.6 -0.1 -1.1 

14.7 19.3 -1.6 -6.2 3.0 

x x x 6.9 6.9 

x x x 

x x x x 

x x K K K 

K K K K K 

-16.0 -19.6 -23.4 -17.4 20.9 

K K K K K 

-23.3 	-19.1 	-10.5 	15.7 	17.1 

K 	 K X K K 

-13.4 	-24.1 -22.1 2.2 -1.1 

x 	 K K K K 

-2.8 	-3.8 -7.6 7.5 5.3 

Yukon 

Superniarchós d'alimentakion at Ipiceries 1 

Tous los autres magasins dalimentation 2 

Pharmecies at magas ins do mid icamants brevotis 3 

liagas ins do chaussuros 4 

Magas ins do vIt.ment a pour hou.aas 5 

Ptagaa ins de viteu,erits pour da.es 6 

Autres magasina do vItements 7 

Magasins do meubles at dappareils minagers 8 

Magasins daccessoiros dameubl.m.nt 9 

Concessionnaires do vihicules automobiles 10 
at rócrIat ifs 

Stations-service 11 

Magasins de pièces at daccessoires pour 12 
automobiles at services 

Magasins da merchandises diversas 13 

Autres magasins do produits semi-durablos 14 

Autros uiagasins do produits durables 15 

Autres umegasins do v.nte au detail 16 

Total, •nssubl. des •agasins 17 

T.rritoir.s dii Nord-Ouast 

Supormarchis daliuuentation at ápicorios 1 

Tous los autros magasins d'alimontation 2 

Phar.aci.s at magasins do mádica.snts br.vetIs 3 

Magas ins do chaussures 4 

Magas ins do vite.ants pour hoa.ues 5 

Magasins do vite.ents pour dames 6 

Autr.s .agas ins do vitoments 7 

Magasins do ..ublos at dapparsils minagors 8 

Magasins d'accassoir.s dameublem.nt 9 

Concossionnairas do vlhicules automobiles 10 
at ricréat ifs 

Stations-s.rvic. 11 

Magasins do pilcos at daccossoiros pour 12 
autoatobiles at services 

bgasins do merchandises divers.s 13 

Autr.s .agasins do produits semi-durabl.s 14 

Autras magasins do produits durables 15 

Autres magasins do yenta au d6toil 16 

Total, .nsble do, a.g.sins 17 
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No 

TABLE 4. Retail Trade Saple Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction do réponse 

	

Septather 	August 	July 	June 

	

1991 	1991 	1991 	1991 

	

Septethro 	Aoüt 	Juillet 	Juin 

Per cent - pourcentage 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mona clothing stores 

6 ilomens clothing stores 

7 Oth.r clothinQ 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 aei.i-durablo goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sr.s 

Regions 

18 Newfoi.adland 

19 Prince Edward Island 

20 Nova Scotia 

21 Now Brunswick 

22 Quebec 

23 Ontario 

24 Monitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluuóis 

28 Yukon 

29 Northwest Territories 

94.3 92.8 91.7 97.1 

89.4 90.2 92.7 92.0 

88.8 94.3 91.3 91.9 

97.5 98.4 98.6 98.8 

94.3 94.9 93.6 94.3 

93.1 95.4 93.3 95.9 

91.8 94.5 95.1 97.3 

95.8 95.0 95.9 96.3 

93.3 93.7 94.7 96.7 

96.4 95.0 96.2 96.1 

95.0 95.7 96.3 96.9 

93.8 94.6 94.8 95.0 

99.4 99.3 99.1 99.4 

91.9 94.9 93.4 96.2 

93.2 94.4 95.0 96.1 

97.4 98.2 97.7 98.2 

95.0 95.1 95.0 96.6 

96.7 96.3 97.1 97.7 

93.1 94.3 94.4 96.6 

97.6 98.1 97.2 98.7 

96.0 95.8 94.1 96.7 

95.7 92.4 94.4 97.4 

94.4 95.3 94.3 95.8 

97.5 97.7 97.0 97.2 

98.2 99.0 98.8 97.7 

93.7 94.7 94.6 94.8 

94.3 97.2 96.2 97.9 

88.6 90.0 88.7 90.1 

91.6 93.4 95.6 94.6 
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. TABLEAU 4. Commerce de detail, fraction d réponso de l'échantillon at cosffici.nt d. variation 
(périods courantes) 

Coefficient of variation 

Coefficient do variation 

	

Septenèier 	 August 	 July 	 June 

	

1991 	 1991 	 1991 	 1991 

	

Septeetre 	 Aou 	 Jt 	 Juillet 	 uin 

Per cent - pourcentage 

Groupe de comasec. Canada 

N o 

I * 

4.2 4.3 4.2 4.1 

13.1 13.4 13.5 13.2 

5.7 5.3 5.5 5.2 

8.2 4.8 5.9 4.7 

4.6 5.1 5.6 4.7 

3.9 3.4 3.7 3.3 

5.7 4.2 5.0 4.9 

6.3 5.9 5.7 5.7 

6.9 6.6 6.4 6.0 

5.1 5.0 5.5 5.0 

4.6 5.1 4.6 4.7 

3.9 3.9 3.7 3.5 

1.8 2.0 2.1 1.7 

6.5 5.7 6.1 7.7 

6.9 5.3 5.3 4.2 

2.6 2.2 2.7 3.6 

Supermarchás daliiuentation at épic.ries I 

bus 1.. autres Jiagasins d'alim.ntation 2 

Pharmacies at sagas ins do médicaments brevetés 3 

%agas ins do chaussures 4 

Plagasins do vât*ments pour hos S 

Magasins do vit.m.nts pour dames 6 

Autres megasins do vSt.ments 7 

Magasins do m.les at dapparoils ménagors 8 

Magasins d'accassoir.s dameublement 9 

Caqicsssionnaires do váhicules automobiles 10 
at récráat ifs 

Stat ions-service 11 

Magasins do pikes at dacc.ssoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autrss sagasins do produits sami-durabiss 14 

Autrss megasins do produits durables 15 

Autras megasins do vente su dtail 16 

1.6 	 1.6 	 1.8 	 1.7 Total, .nsbl. des .agasins 	 17 

legions 

4.3 4.1 4.1 3.9 

5.5 4.5 3.7 3.4 

4.2 4.2 4.9 4.9 

6.4 8.0 8.1 7.1 

3.3 3.5 3.7 3.6 

3.5 3.4 3.8 3.5 

2.6 2.4 2.4 2.9 

4.9 4.3 4.3 4.1 

3.1 3.1 3.1 2.8 

3.7 3.5 3.8 3.2 

1.3 1.1 0.8 1.0 

3.7 3.2 3.7 3.7 

Terre-Mauve 18 

li.-du-Prince-douard 19 

Nouv.11.4coss. 20 

Nouveau-Brunswick 21 

Quáb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colost ia-Br itann ique 27 

Yukon 28 

Territoires du Nord-Ou.st 29 

/ 
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TABLE S. Retail Sales, Seasonally Adzjust.d, by Trade Group and by Region (Historical 
Estiates) 

	

S.pte.ther 	August 	July 	June 	May 	April 

	

1991 	1991 	1991 	1991 	1991 	1991 

	

Sapteithre 	Aot 	Juillet 	Juin 	Mai 	Avril 

millions of dollars - millions de dollars 

No. 

March 
1991 
Mars 

Trade Group Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 t4omens clothing stores 

7 Other clothing stores 

8 Household furniture and 
apphance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline servic, stations 

12 Automotive parts, accessories 
and service 

13 General merchandis, stores 

14 Other se.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,579.7 3,577.6 3,586.6 3,599.2 3,608.2 3,610.2 3,632.5 

296.5 298.9 301.3 313.1 320.8 298.5 319.0 

768.1 743.4 735.9 739.2 758.1 750.7 751.2 

129.7 129.9 130.6 135.4 135.1 131.8 133.1 

146.1 148.9 146.2 148.6 148.5 145.7 148.8 

303.5 300.8 304.3 300.4 305.6 303.0 300.8 

310.5 310.3 309.5 313.3 316.8 310.4 321.4 

617.6 632.3 626.2 618.8 614.6 626.0 617.1 

179.7 178.1 177.6 166.9 171.9 171.1 169.9 

3,157.0 2,991.3 3,263.7 3,292.7 3,165.6 3,040.6 2,949.0 

1,161.8 1,179.2 1,183.5 1,150.2 1,166.8 1,184.9 1,156.8 

873.3 877.3 876.5 876.2 912.4 917.8 903.9 

1,725.9 1,770.1 1,762.0 1,734.4 1,765.2 1,730.1 1,733.5 

503.3 503.9 501.4 510.9 554.5 526.6 529.4 

422.5 410.4 401.9 391.9 412.9 407.9 395.0 

863.4 852.0 823.2 835.2 833.1 834.9 852.2 

15 1 018.4 14,904.5 15,130.5 15,124.4 15 0 190.2 14,990.2 14,913.5 

S 

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 Colia 

28 Yukon 

29 Northwest Territories 

	

287.7 	290.7 	285.0 	284.7 	282.8 	277.4 	275.8 

	

60.1 	61.0 	59.4 	60.2 	59.9 	60.2 	60.0 

	

481.7 	480.4 	479.6 	481.7 	492.1 	489.1 	483.8 

	

379.7 	391.1 	390.8 	396.6 	397.3 	394.7 	363.2 

	

3,666.7 	33,687.2 	3,755.5 	3,709.8 	3,775.2 	3,714.9 	3,712.4 

	

5,571.5 	5,484.3 	5,602.8 	5,565.3 	5,577.4 	5,443.1 	5,439.1 

	

510.0 	510.1 	510.4 	516.3 	516.6 	515.9 	514.7 

	

443.9 	437.5 	434.2 	437.2 	640.7 	432.4 	443.6 

	

1,608.9 	1,583.1 	1,592.1 	1,596.3 	1,580.2 	1,587.8 	1,567.1 

	

2 1 026.5 	1 1 981.1 	2015.1 	1,972.7 	2,009.8 	1,974.7 	1,956.9 

	

14.3 	14.7 	15.2 	14.9 	15.6 	15.2 	14.5 

	

29.2 	30.4 	30.7 	30.5 	30.3 	29.8 	29.6 

i. 
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TABLUU S. Vsntss au detail, dCsaisonnalisCss, salon l groups ds cosrcs at la region S  (esti.aatlons hastoriques) 

N o  

Groups de coasrca • Canada 

SupermarchIs dalimen*at ion at épiceries 1 

bus las autres magasins dalimenta-tion 2 

Pharmacies at magasins do médicamonts brovotés 3 

Plagasins do chaussures 4 

Magas ins do vitements pour homeas 5 

Magas ins do vitamen*s pour dames 6 

Autr.s magasins do vétesisents 7 

Magasins do meublas at dappareils ménag.rs 8 

Magasins dacc.ssoiras dameublemont 9 

Concessionnaires do véhicules automobiles 10 
at rácráat ifs 

Stations-service 11 

t'bgasins do pièces at ciaccessoires pour 12 
automobiles at services 

Magasina do m.rchandis.s div.rs.s 13 

Autres magasins do produits semi-durablos 14 

Autras magasins do produits durabl.s 15 

Autres mogasins do vents su dátail 16 

Total, ensble dme •.q.s ins 	 17 

February Januaryl Doceié.r Novuter October Septonther 

	

1991 	1991 	1990 	1990 	1990 	1990 

	

FIvrier 	Janvier 	Dácarthre 	Noveuithr. 	Octobre 	Septere 

millions of dollars - millions do dollars 

	

3,569.8 	3,550.7 	3,553.0 	3,564.1 	3,572.0 	3,608.6 

	

309.7 	296.2 	312.0 	317.3 	317.3 	329.5 

	

77 7 .8 	719.7 	729.6 	751.7 	765.6 	763.2 

	

134.3 	124.2 	156.3 	144.3 	145.7 	149.9 

	

146.3 	127.6 	174.5 	166.0 	170.8 	165.2 

	

299.9 	255.7 	334.5 	315.7 	316.2 	324.6 

	

327.4 	271.0 	351.3 	333.6 	332.9 	334.9 

	

591.0 	487.7 	809.1 	686.8 	693.1 	703.6 

	

166.8 	142.7 	222.3 	200.1 	204.8 	208.2 

	

2,959.9 	2,979.0 	3,081.3 	3,208.1 	3,248.0 	3,373.6 

	

1,251.3 	19325.2 	1,325.3 	1,365.8 	1,378.8 	1,257.5 

	

935.4 	944.1 	1,001.5 	1,025.9 	1417.4 	1,021.2 

	

1,733.0 	1,636.9 	1,860.0 	1,787.5 	1,792.2 	1,770.5 

. 	528.8 	499.1 	566.8 	560.1 	568.4 	572.1 

	

405.0 	378.1 	458.0 	446.0 	459.9 	464.3 

	

869.4 	815.9 	866,9 	874.7 	873.8 	870.4 

14,985.8 14,553.8 15,802.7 15,747.8 15,836.9 15,917.2 

RIgions 

	

290.0 	284.4 	296.9 	301.8 	295.6 	295.2 

	

62.4 	60.2 	66.7 	61.2 	65.0 	67.0 

	

502.2 	471.8 	522.5 	515.0 	508.7 	496.2 

	

398.2 	388.3 	410.9 	418.0 	407.7 	409.1 

	

3,708.6 	3,565.4 	3,951.7 	3,924.6 	3,955.8 	3,978.4 

	

5,486.6 	5,376.7 	5,933.9 	5,615.6 	5,860.6 	5,925.6 

	

520.4 	527.2 	553.5 	545.5 	542.6 	544.6 

	

443.8 	439.2 	467.6 	472.6 	469.3 	473.5 

	

1,559.1 	1,550.7 	1,667.5 	1,631.2 	1,657.5 	1,664.8 

	

1,965.9 	1,862.8 	2,033.8 	2,008,4 	2443.3 	2,043.7 

	

14.6 	14.6 	15.1 	15.7 	15.7 	15.1 

	

29.2 	29.9 	31.0 	33.0 	31.1 	30.0 

Torr.-Neuv. 18 

t le-du-Pr ince-douard 19 

Nouvoll.-coss. 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloie-Britannique 27 

Yukon 28 

Torritoiros du Nord-Ouost  29 

0 
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TABLE ô. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estisates) 

Septetther August July June Play April 

W 
March 

1991 1991 1991 1991 1991 1991 1991 
No. Septe,,thre AoGt 	Juillet 	Juin 	Mai 	Avril 

millions of dollars - millions de dollars 

Mars 

Trade Group • Canada 

1 Supernorkets and grocery stores 3,399.1 3,866.0 3,613.9 3,714.5 3,879.4 3,411.7 3,648.5 

2 All other food stores 282.8 317.4 316.2 345.1 347.1 282.5 306.0 

3 Drugs and patent medicine 721.7 747.3 713.8 713.1 765.9 714.0 721,3 
stores 

4 Shoe stores 137.5 136.1 114.2 146.7 148.9 127.7 108.4 

5 Men's clothing stores 134.3 129.0 115.6 155.9 152.8 129.1 115.8 

6 Homen's clothing stores 322.6 300.8 279.6 307.1 325.6 301.3 275.2 

7 Other clothing stores 315,2 319.3 258.8 298.6 300.5 278.1 286.1 

8 Household furniture and 618.4 666.5 626.0 602.6 579.2 567.5 548.1 
appliance stores 

9 Household furnishings stores 181.5 189.2 183.3 173.4 175.9 161.2 150.9 

10 Motor vehicle and recreational 2,982.1 2,986.5 3,622.2 3,618.0 4,012.8 3,667.2 2 1 981.2 
vehicle dealers 

11 Gasoline service stations 1053.7 1,277.0 19265.2 1082.8 1,218.0 1,115.7 1,110.3 

12 Automotive parts, accessories 864.4 893.6 941.6 954.7 1,054.4 938.9 797.4 
and service 

13 General merchandise stores 1446.1 1,749.3 1,590.5 1450.8 1,752.6 1,566.0 1,476.0 

14 Other semi-durable goods stores 484.8 519.1 504.9 555.9 648.4 480.2 430.3 

15 Other durable goods stores 405.1 419.6 382.1 395.1 419.8 347.7 309.6 

16 Other retail stores 828.5 974.2 893.9 890.1 896.3 736.8 770.5 

17 Total, all stores 14,457.9 15,490.9 15,421.8 15,704.6 16,677.6 14,825.5 14,035.5 

Regions 

18 Newfoundland 269.3 308.2 295.3 296.7 315.0 274.4 259.8 

19 Prince Edward Island 57.9 69.2 68.3 65.6 65.4 57.7 52.2 

20 Nova Scotia 455.3 506.7 490.7 493.5 532.4 477.1 452.6 

21 New Brunswick 360.2 409.5 404.3 414.5 436.1 384.3 357.3 

22 Quebec 3,548.2 3,861.3 3,840.9 3,906.2 4,354.3 3,793.3 3,539.8 

23 Ontario 5,310.9 53586.2 5,636.2 5,804.1 6,066.0 5,363.9 5,085.4 

24 Manitoba 493.3 521.9 507.9 539.8 565.4 510.4 476.3 

25 Saskatchewan 426.3 453.3 440.9 461.2 473.5 423.6 405.9 

26 Alberta 1,555.5 1,633.9 1,603.5 1 9 661.4 1,683.9 1,552.9 1,487.3 

27 British Coluabia 12938.1 2091.5 2083.6 2411.4 2037.1 1,946.6 1,878.7 

28 Yukon 14.7 17.3 17.9 17.0 17.2 13.8 12.0 

29 Northwest Territories 28.2 31.9 32.4 33.1 31.3 27.4 28.1 
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. TA*LEAU 6 • Ventes mu detail • non -dCsaisonnalisó.s, solon 2o groupe de oorce at Ia region 
(estimations historiqu.$) 

	

Fabruary January D.cenèer Nove,mberl October Septether 	year 
1991 	1991 	1990 	1990 	1990 	1990 

	
1 

99 
 1 

	

Fóvrier Janvier Dócero Noveiire Octobre Sop*.nre 	Annóe 

millions of dollars - millions do dollars 

N . 

3078.5 39390.0 3,789.4 32628.4 3,482.3 3,593.4 

262.3 259.3 379.2 311.0 306.7 321.7 

701.2 702.6 918.6 763.1 775.3 732.1 

78.6 94.2 217.2 178.2 160.2 166.5 

81.9 93.7 346.4 227.4 181.9 161.1 

198.5 198.9 507.2 347.7 322.8 356.7 

213.2 210.1 588.8 402.8 349.6 348.9 

458.5 437.5 1,072.6 782.7 730.3 713.3 

127,0 111.5 275.3 230.2 219.1 210.4 

2,397.7 2,314.7 2,434.9 3,051.8 3,416.9 3,031.8 

1081.5 1,227.9 1,354.5 1,378.7 1,396.9 1,252.9 

708.5 784.0 1,069.4 1038.0 1,058.2 980.8 

0 	1,192.7 	1,190.1 	3,104.9 	2,295.8 	1,865.3 	1,739.9 

386.0 360.9 883.6 593.5 542.7 556.8 

281.7 293.0 903.5 474.2 412.9 445.2 

610.2 581.0 1,323.9 899.1 809.6 842.7 

11,958.1 12,249.4 19,169.5 16,702.6 16,030.7 15,454.11 

Groups ds cerc 	• Canada 

Sup.rmarchás dalimsn*ation at 1 
ápicer las 

bus los autras magasins 2 
d ali sent at ion 

Pharmacies at magasins d. módjcamont 3 
brovetés 

Magas ins do chaussuros 4 

Magas ins do vô'koments pour honries S 

Magas ins do vê*e.ents pour dames 6 

Autras magas ins do vitemonts 7 

Magasins do meublos at dappareils 8 
mn.g.rs 

Magasins daccessoires daiumublement 9 

Concessionnaires do véhicules 10 
automobiles at récráatifs 

Stat ions-servica 11 

Magasins do pilcos at dacc.ssoire, 12 
pour automobiles at services 

Magasins do uimrchandises divorces 13 

Autr.s magasins do produits ssiui- 14 
durabiss 

Autr.s usegasins do produits durabl.s 15 

Autr.s msgasins do vents au detail 14 

Total, •nsbls d.c sagasins 17 

32,101.5 

2,718.5 

6,501.0 

1,092.3 

1,108.1 

2,509.6 

2,479.8 

5,104.3 

1,454.0 

28,582.4 

10,632.2 

7,917.6 

13,814.2 

4,370.5 

3,253.7 

7,181.6 

130,821.3 

legions 

2,472.2 

529.9 

4,199.0 

3,397.7 

32,687.9 

47,766.9 

4,474.0 

3,807.4 

13,766.6 

17,326.6 

131.7 

261.5 

	

228.5 	224.9 	363.9 	323.6 	290.4 	280.3 

	

46.2 	47.5 	81.8 	70.1 	63.9 	64.8 

	

399.9 	390.7 	642.5 	556.7 	506.3 	476.9 

	

314.9 	316.6 	496.3 	450.2 	414.3 	394.4 

	

2,924.2 	2,919.6 	4 9461.4 	4,066.6 	4,025.3 	3,899.0 

	

4,364.6 	4,549.6 	7 9 361.1 	6,274.4 	5,919.0 	5,715.8 

	

415.2 	443.9 	668.9 	587.4 	554.0 	529.6 

	

349.2 	373.4 	555.3 	508.5 	488.7 	459.7 

	

1,262.9 	1,325.3 	2,019.5 	1,729.1 	1,691.6 	1,413.6 

	

1,618.1 	1,621.5 	2,462.7 	2,085.9 	2,029.5 	1073.9 

	

10.4 	11.3 	17.4 	16.0 	16.2 	15.7 

	

23.9 	25.1 	38.8 	34.2 	31.4 	30.4  

Terre-Mauve 

l.-du-Pr inca4douard 

Nouv.11.4coss. 

Nouveau-Brunswick 

Quáb.c 
Ontario 

Manitoba 

Saskatchewan 

Alb.rta 

Coloob is-Sri tann ique 

YLon 

Terrjtojres du Nord-Ouest 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

0 
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TABLE 7. Departoent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Currant Periods) W 

Sales 

Ventes 

S.pteithar August July June Year-to-date 
1991 1991 1991 1991 1991 

S.ptethre AoGt Juillet Juin Cun,ulatif 

millions of dollars - millions de dollars 

R.gions 

Newfoundland 95.1 106.0 93.2 93.7 791.2 

Prince Edward Island 18.4 23.0 21.6 20.3 163.5 

Nova Scotia 147.3 157.6 146.5 149.1 1,268.3 

New Brunswick 115.2 125.6 112.7 119.0 979.7 

Quebec 1,154.1 1,198.9 1,108.7 1063.9 9,666.7 

Ontario 1,892.7 1,945.1 1,789.8 1,910.7 15,838.8 

Manitoba 163.9 168.6 155.2 167.2 1,388.4 

Saskatchewan 137.6 143.3 131.7 143.3 1,196.5 

Alberta 572.9 598.6 551.9 580.9 4,873.1 

British Coluuiè,ia 646.2 685.9 634.3 627.9 5,333.3 

Yukon 5.4 5.9 5.6 5.2 42.8 

Northwest Territories 16.6 17.8 17.4 18.1 145.3 

Total 4,967.3 5,176.3 4,768.7 4,999.4 41,687.5 

TABLE U. Departoent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Historical Estioates) 

Septether August July June 	May April March 
1991 1991 1991 1991 	1991 1991 1991 

Septembrol AoOtl 	Juillet Juin 	Mai Avril Mars 

millions of dollars - millions d. dollars 

Regions 

Newfoundland 95.1 106.0 93.2 93.7 	97.6 64.4 64.9 

Prince Edward Island 18.4 23.0 21.6 20.3 	19.8 16.6 15.4 

Nova Scotia 147.3 157.6 146.5 149.1 	154.4 138.3 139.5 

New Brunswick 115.2 125.6 112.7 119.0 	123.4 108.5 100.7 

Quebec 1,154.1 11198.9 	1,108.7 1,163.9 1,287.1 1 1 100.0 1,032.6 

Ontario 1,892.7 1,945.1 	1,789.8 1,910.7 2,005.2 1,767.9 1,648.1 

Manitoba 163.9 168.6 155.2 167.2 	179.5 158.2 147.8 

Saskatchewan 137.6 143.3 131.7 143.3 	146.4 135.1 132.3 

Alberta 572.9 598.6 551.9 580.9 	595.0 551.9 528,5 

British Coluthia 648.2 685.9 634.3 627.9 	637.8 589.4 572.6 

Yukon 5.4 5.9 5.6 5.2 	5.2 4.6 3.9 

Northwest Territories 16.6 17.8 17.4 18.1 	16.1 15.5 15.4 

Total 4,947.3 5,174.3 	4,766.7 	4,999.4 	5,269.5 4,472.6 4,421.7 
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. TABLEAU 7. Ventes do •arcPiandisas genre grand magasin, non-dsaisonnajis6.s, salon Ia region 
(pCriodes courantas) 

• Change from previous year 

Variation par rapport a l'année précédenta 

Septeiéer August July June Year-to-date 
1991 1991 1991 1991 1991 • 	Sop*eire Aoüt Juillet Juin Cumulatif 

Per cent - pourcentage 

-2.4 0.7 0.4 -2.8 -2.3 

-19.1 -10.2 -13.0 -15.0 -14.7 

-10.9 -8.5 -5.9 -11.2 -8.0 

-10.2 -4.1 -6.5 -10.9 -8.5 

-12.8 -6.9 -8.4 -15.7 -12.0 

-9.0 -6.0 -8.0 -12.1 -8.9 

-4.7 -3.8 -3.2 -6.9 -4.5 

-10.0 -11.6 -6.7 -11.6 -9.5 

-4.9 -3.9 -3.1 -5.2 -2.8 

-2.2 1.4 0.3 -4.5 -3.4 

3.8 8.3 5.7 -3.7 -1.1 

-4.2 -0.1 1.6 -3.5 -3.8 

• 	

-8.5 	-5.1 	-6.1 	-10 . 9 1 	-8.0 

Regions 

Tarre-Neuve 

± le-du-Pr inc.-douard 

Nouvelle-cossa 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloithie-Britanniqu. 

Yukon 

Terrikoir.s thi Mord-Ou.st 

Total 

TABLEAU B • Ventes do merchandises gnre grand •agasin, n -désai.sonnalisê.s, salon Ia region 
(estimations historiquos ) 

	

February JanuaryOoc.ither Noveer October S.pteuther 	Year 
1991 

 
199V 	1990 	1990 	1990 	1990 	1991 

	

Fávrier Janvior ,  Dóceithre Novere Octobre Septeár. 	Annee 

millions of dollars - millions do dollars 

Regions 

791.2 

163.5 

1,268.3 

979.7 

9,666.7 

15,838.8 

1,388.4 

1,196.5: 

4,873.1 

5,333.3 

42.8 

145.3 

41,487.5 

70.3 64.0 165.3 135.1 104.3 97.5 

13.7 14.6 38.9 27.0 21.8 22.7 

119.8 115.8 302.8 225.8 175.8 165.3 

87.7 87.1 208.5 166.2 135.0 128.2 

815.6 505.7 1,912.0 1,433.9 1,330.9 1,323.9 

1,448.0 1,431.3 39503.0 2,422.0 29111.9 2,080.8 

123.1 124.9 304.3 216.8 180.3 171.9 

109.8 116.9 253.3 195.1 170.2 152.9 

442.7 450.7 983.2 701.2 631.4 602.6 

472.4 464.7 1,115.5 748.0 674.6 662.5 

3.2 3.5 7.5 5.7 5.7 5.2 

13.1 13.3 23.9 18.8 18.2 17.3 

• 3,719.4 3,692.5 8,813.2 6,295.5 5,560.1 5,430.9 

T.rr.-N.uv. 

I l.-du-Pr inc.-4douard 

Nouv.11.-cos.. 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alb.rta 

Coloob ia-Br itann ique 

Yukon 

T.rritoir.s du Nord-Ou.st 

Total 
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APPENDIX I 

Definitions 

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

A retail location , as defined by Statis-
tics Canada, is a "business location (usually 
a store) in which the principal activity is 
the sale of merchandise and related services 
to the general public, for household or per-
sonal consumption". Retail trade etimatos do 
not includ, any form of direct selling which 
bypasses the retail store, e.g., direct door-
to-door selling; sales made through automatic 
vending 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 offic.s, 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 
(GSI)) collected for remittance to a govern-
ment agency are .xclud.d. 

Dspartcont store type corchandise (DSTh) is 
defin.d 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, wino and beer stores; and re-
tail stores, n.e.c.). 

APPENDICE I 

Défin it ions 

Coerco de detail signifi., pour l.s be-
soins de Ia présente publication, 'l'.nsemble 
des vontes faites par des points de yenta au 
dótail'. 

Un point de vente au detail, suivant Is dé-
finition de Statistiqu. Canada, est un local 
d'affaires (habituellement un magasin) dont 
l'activitó principals ost la v.nte de marchan-
discs at de services connexes au grand public 
pour la consommat ion Iuónagire ou personnelle. 
Los estimations relatives au commerce de do-
tail no prerinent pas an compte les ventes di-
roctes, c'est-i-dire los ventes qul no sont 
pas faites par l'intermOdiaire d'un point de 
vente au detail, par exemple les ventes direc-
tes per dOmarchage, los vontes par distribu-
teur automatique, los ventes de journaux ou do 
rovuus faites directemont par las imprimeurs 
at Oditeurs, at les ventes faites par les cer-
des du livre at los clubs do disques. Il n'y 
a qu'une exception: las ventes des grands ma-
gasins faites par la poste ou par catalogue, 
qui sent classOes dens Is catOgorie des "maga-
sins de marchandises diverses'. En outre, Is 
commerce do detail no compr.nd pas las ventes 
au detail des unites euxilisires, per exemple, 
entrepôts, siiges sociaux, etc., ni los ventes 
des entrepreneurs dont l'activitO principal, 
no relive pas du commerce de dOtail, ni les 
operations de detail entre particuliers. 

Les ventes n•ttes totales comprennent les 
vontes da marchandisos neuves et doccasion at 
las r.cok*.s provenant de reparations, de lo-
cation de matOriel, de la vents de repas at 
dautres activitCs do services, coins Is Va-
leur des rendus (merchandises retournCes), les 
ajustements at les rabais. Los ventes totalos 
nettes comprennent également; Is valeur des 
reprjses, les commissions sur Is vente de mar-
chandises appartenant a autrui ly compris les 
commissions touchies pour la vents de billets 
de loteri.) at 1* valeur au dO*ail) des mer-
chandises prOlevOes par 1s propriétaire pour 
son usage personnel. On no prend pas an compto 
las recettes hors exploitation, los recouvre-
ments do mauvaises crOances at les taxes de 
vente (taxe do vents provincial, at Is taxe 
sur les produits at les services (TPS)) 
p.rsuos pour Is compte dun organism. public. 

Les •archandises du genre do celiss vanduss 
dans lee grands eagasins (NGOM) correspondent 
au total du commerce de detail coins les grou-
p.s do commerce suivants: les supermarchCs 
dalimentation at les épicories; tous les au-
tres magasins dalimontation; l.s concession-
naires de vChicules automobiles at rCcrOatifs; 
los stations-service; los magasins do pièces 
ot d'accessoires pour vChicules automobiles at 
services; at les autres magasins do vents au 
detail (comprend les magasins de spirituoux, 
de yin at de biire; at las magasins de vents 
au detail, n.c.a.). 
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APPENDIX II 

METHODOLOGY 

Copon.nts of the Universe 

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

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

The CFDB sampling fram, is allocated into 
two components: the integrated portion (IP) 
and the non-integrated portion (NIP). The 
in*.grat.d portion enco.pass.s 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. Informs-
mation on these businesses is received from 
administrative tax files and the employer 
payroll deduction file from Revenue Canada. 

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

The New Sple 

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

APPEND ICE II 

MtTH000LOG IE 

Ca.posantes de l'univers 

L. nouveau registre des entreprises ou Base 
de donnêes du registre central (BORCI repré-
sent. lunivers de lEnquete mensuelle sur 1s 
commerce de detail. La BDRC a etC concue afin 
de servir de base de sondage centrale pour 
toutes les enquâtes-entreprises, cc qui permet 
de normaliser los concepts at da gCnCraliser 
les mCthodes at lea systèm.s. La qualitC 
densemble des donnCes comm.rcial.s at Ccono-
miques .st ainsi amCliorCe: on obtiant une 
plus grands coherence, des donnees administra-
tives plus exactes at une meilleure coordina-
tion des systèm.s at des procedures. Un jour, 
toutes i.s .nquCt.s-entreprises de Statistique 
Canada s.ront remaniées at sintCgr.ron* I cc 
nouveau cadre. 

La population cibl* do lEnquCte sur Is 
commerce de dCtail est formée de tous las 
emplacements statistiques dans la BDRC qui 
appartiennent au secteur du commerce de dC-
tail. Ces unitCs constituent Is base de son-
dage de lEnqulta sur 1s commerce d. dtail. 

La base do sondage de is BDRC est divisCe an 
deux composantes: is partie intCgrC. (P1) at 
Is partio non intCgrCe (PNI). La premiIre 
englobe toutss les entrepris.s importantes qui 
ont une structure complex@ at constitus Is 
composante is plus importante da is bass an ca 
qui a trait aux ventes. Lea entreprises de is 
P1 peuvent Itre reprCsentCes I piusieurs ni-
vesux I i'iniCrieur du cadre hiCrarchique de 
lentitC statistiqu., Ce qui permet is col-
lecte de Is games complete des donnC.s icono-
miques dans 1s cas des grandes sociCtCs. Los 
renseignements sur ces entreprises sont tires 
des fichi.rs administratifs des dCciar.tions 
dimpôt sur 1s revenu at des fichiers des 
comptes de retenues sur is pay. de Rev.nu 
Canada. 

La panic non intCgrCe est constituCe das 
.ntrepnises I entitC simple de plus petite 
tailla dont is valour d.s ventas est sous is 
limits calcuiCe de Is P1. LEnquête mensuelle 
sur 1@ commerce do detail tire ses entitCs 
statistiques du fichier des comptes de rate-
nues sur Is pay. de Revenu Canada, cc qui 
p.rm.t dintCgrer sux unites de is PNI de is 
bssa les rens.ign.mants les plus rCcents. 

Nouvel Cchantillon 

Les entraprises de is population cible sont 
clsssCes an fonction des codes I quatre chif-
fres de is Classification typa des industries, 
I partir de is proportion d.s ventes que re-
presents chaque genre d.ntrepriss ou encore 
chsqu* genre de marchandises vendues. La 
population cibi. .st aussi stratifiCe par 
region gCographique. Chaque combinaison bran-
ch. dactivitC - region gCographique •st divi- 
see an irois sous-atrates: 	une I tirage corn- 
plet, une 	grand. I tirage partiel" at une 

. 



- 32 - 

the sample with certainty. The take-all sub-
stratum is comprised of designated companies 
such as department stores, companies operating 
in several strata, and companies operating in 
one strata with revenue greater than a calcu-
lated threshold. The large take-some and 
small-take-so.e units are classified by their 
revenue. 

In order to datermine 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-stratu.. Panels are crested 
so that the selected firms in the take-so.e 
strata may rotate out of the sample for a 
specified time period in order to reduce the 
response burden. The number of panels in each 
sub-stratum is calculated in accordance with 
the sampling rate, the 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 
panal. 

Data Collection 

Data collection, data capture, preli.inary 
edit and follow-up of non-respondents are all 
performed in the eight Statistics Canada re-
gional offices. Sampled co.panies 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 responss 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 kirage partiel". Las entreprises de 
la sous-strata a tirage complet sont autore-
présentatives puisquelies sont forcément 
in*égrées a léchantillon. La sous-strato a 
tirage complat anglobe las sociótés désigrtées, 
comma las grands magasins, las sociétés an 
activité dans plusieurs stratas at celles an 
activité dans une strata at ayant des ventes 
supóriaures au seuii caiculé. Las unites de 
In sous-strata "grande a tirage partial" at de 
cells petite a tirage partial" sont classées 
scion laura r.catt.s. 

Afin de détarminar Is taille des óchan*ii-
lons pour las branches d'activitC salon Is 
strata géographique, on calcule la variance at 
In total des ventes clans chaque sous-strate at 
on utilise las rósuitats pour In rCpartition. 
Ceile-ci sa fait suivant une móthods qui per-
met de calculer In nombre dunites a prélever 
clans Ia strata a tirage partial a partir des 
deux critôres suivants: 1s coefficient da 
variation requis pour is strata at, bi.n ar, 
Is nombre total d'unitóa déchantillonnag. d. 
1' enquête. 

Léchantillon initial a Ctó prélevé I la 
fin de 1988 at a Ctó rafraichi chaque mois par 
1 introduction dun échantillon de nouvellas 
unites de is population. Las unites de Is 
bass de sondage sont rCpartiss aléa*oiramen* 
entra un nombre établi de panels i l'intCrieur 
de chaque sous-atrat., ca qul p.r,uet non seu-
lament de mettre a jour lCchantillon par 
lajout de nouvelles unites mais aussi de 
rCduirs Is fardeau de is rCponse des unites 
des stratas i tirage partial. La presence da 
panels parmet da supprimer pour un temps, par 
renouvellament, lea entraprises sólectionnCes 
dana lea strates I tiraga partial at sinai da 
réduire Is fardeau de is réponsa. La nombre 
de panels de chaquo sous-strata est calculC on 
fonction du taux dCchantillonnage, du noiubre 
maximal da cycl.s pendant lesquals une unite 
paut rester a lin*Cri.ur de l'Cchantillon at 
du nombre minimal de cycles pendant lesquels 
all* doit raster I l'.xtérieur de léchan-
tilion. Una fois lea panels retanus dana 
léchantillon initial choisis, 1s renouvell.-
m.nt de léchantillon paut Itra effectuC pé-
riodiquauu.nt par 1s supprassion dun panel de 
lCchantillon courant at par lajout dun 
nouveau panel. 

Collects d.c donnéss 

La collects des donnI.s, is saisie des don-
nies, Is verification prCliminaira at 1s suivi 
des non-répondants sont accomplis par lea huit 
bureaux régionaux d. Statistiqu. Canada. On 
communique avec lea entreprisas échantillon-
noes par Is posts ou par téléphone, salon ce 
qu'eilas prCfIrenk. La saisia des donnOas at 
Is vOrification prCliminaire sont effectuées 
an mIma tampa afin ds garantir Is validiti das 
donnOes. On fait immOdiatamant 1s suivi pour 
lea antitOs da collacta qui nont pas rOpondu 
ou pour cellea dont lea donnOas contiannent 
das erreurs. L.a mises i jour aux donnéas at I 
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These revised procedures have resulted in much 
improved response rates (approximately 90 
response is achiev.d for preliminary esti-
mat.$). 

Statistical £dit and I.putatin 

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 adit 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 rsport.d sales fail preliminary edits, 
an estimat, is imputed. A variety of imputa-
tion methods are availabl, 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 Itrade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

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

Let iaation  

Ia base sont transmises a Ottawa et elles sont 
antróes dens Ia base de donnóes de lenquéte a 
plusieurs reprises au cours de chaque cycle. 
Ces procódur.s révisées ont .0 pour consé-
quence de meilleurs taux de réponse (on ob-
tient environ 90 de réponses pour las estima-
tions provisoires). 

Verification statistique at iaputation 

Let données sont analysó.s I l'intéri.ur de 
chaque groupe de commerce at rigion góographi-
que. Let valeurs extremes sont inscrites sur 
une list., pour quon puisse on faire un con-
trâle manuel, suivant un ordre de prioritC 
qui est fonction de lampleur de lécart par 
rapport i In moyenne. Las enregistrements gui 
sont rejetés I 1s verification statistique 
sont considérés comma des valeurs aberrantes 
at no servant p.s au calcul des variables 
d'imputation (comma las tendances mensuell.$) 
utilisCes par 1, système dimputation. 

On impute uns estimation aux enregistr.ments 
des entr.pris.s n'ay.nt p.s répondu I temps ou 
dont l.a vsntes dCclarCes onk etC rejetCes I 
Is verification prCliminaire. Diverses mCtho-
des dimputation son't utilisCes, Is choix de 
1s methode etant fait automatiquement par Is 
système an fonction de Is disponibilitC des 
donnCes requises. L. système peut notamm.n't 
utiliser let tendanc.s m.nsuelles ou annual-
les, Is moyenne de 1s cellule, les donnC.s 
annuelles divisCes par douze ou lee valeurs 
historiques. Sil manque des donnCcs pour In 
cellule dimputation (groupe de commerce per 
region gCographiqu.), celle-ci est automati-
quement combinea avec des c.11ul.s s..bl.bles. 

Ii y a un dCcalage perceptible .n*re 1, 
moment oi lentreprise ouvre ses portes at 
celui os .11s figure dans la base de lan-
quite. Afin de compenser l'effet da cc retard 
sur les estimations mensuellas, on impute i 
rebours, jusquI 1s date de erCation de Is 
nouvelle unite ou jusquau debut do lannC. 
prócédente (selon In plus lointains des deux 
dates), las vent.s des nouvelles unitis de 
lCchantillon. Liaputation a r.bours des 
nouvelles unitCs repose sur les tendanc.s 
.ensuell.s inverses at produit uns estimation 
da meilleur niveau pour les donnCes rCvisCes. 

Esti.ation 

. 

Total retail sales are estimated by increas-
ing the in-sampl, 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. Thate domains 
may differ from the original sampling strata 
because records may have changed in size, 

On esti.. 1s total des ventes au detail an 
affectant dun coefficient d.stimation les 
chiffres des ventee d.c unites echantillon-
nCes. Un poids Cgal I linverse de Is proba-
bilitC do selection eat attribuó au depart I 
chaque entiti. Les poids sont ensuite ajustCs 
an fonction do In taille de lCchantillon 
obtenu, os qui permet de gonfler lestimation 
pour quelle reprCssnte lensemble d. 1s popu-
lation ceurante. Let chiffres des ventes 
pondCrCs ainsi calculés sont additionnCs par 
domains ce qui donna les vantes totalas .sti-
matives par strate. Par domaine, on .nt.nd 
les valeura de classification lea plus rC-
cent.s disponibles dans Is BDRC pour lentitC 
statistique at Is periode de rCfCr.nc. da 
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industry, or location. Changes in classifica-
tion are reflected immediately in the esti-
mates and do not accumulate over time. 

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

Non- E.p]oy.r Estatss 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately ZZ of 
total retail trade, the significance of these 
businesses varies widely by trade group and 
region. Survsy 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.  

1enqu6te. 	Lea domaines peuvent ôtre diff- 
rents de is strate déchantillonnage initiale 
lorsque is taille, Is branche dac±ivjté ou 
lemplacement des unites reprósentóes par las 
enregistrements ont subi des modifications. 
Lea changements de classification ao répercu-
tent immédiatement sur lea estimations at no 
saccumulent pas avec 1. temps. 

Lea comparaisons dune periods a lau*re 
peuvent traduire des facteurs autres quune 
tendance générale des ventas, par example is 
modification da lCchantilion at Is reclassi-
ficat ion des firmes óchantillonnCes a dautres 
groupes comnerciaux. Ii faut donc lea utiliser 
avec prudence. 

Estiations pour les entreprases n'ayant pas 
d• salaries 

Lea entr.prises nayant pas de salaries no 
sont pas r.prIs.ntCes dana Is partia non into-
grCe de is BORC. Elles no constituent que 2% 
environ do lensemble du commerce de detail 
mais leur importance vane considCrablem.nt 
scion 1* groups de comm.rcs at In region. Lea 
estimations de lenquête sont complátCes par 
des estimations pour lea erttreprises n'ayant 
pas de salariOs, qui ont OtO caicuié.s a par-
tir des donnóes fiscales d. 1984 1 1987. Il y 
a environ 30,000 entrepnises do detail non 
conskituóes an societe exploitées par leur 
proprié+aire au Canada. 
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APPENDIX III 

V 

Data Re1ab11ty 

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. 

Sp1ing and Non-spling Errors 

Estimates derived from a sample survey are 
subj.ct to a number of kinds of errors. These 
•rrors can be broken down into two major 
types: s.mpling and non-sampling. 

Spling Errors 

Sampling errors are present because obs.rva-
tions ar• 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-
p.nd on the stratification procedure employ.d, 
allocation of the sample, choice of the sam-
pling units and method of selection. lFurther, 
even for the same sampling design, we can make 
different calculations to arrive at the most 
efficient estimation procedure.) 

In sample surveys, since inference is made 
about the entire population covered by the 
survey on the basis of data obtained from only 
a part of the population, the r.sults 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 •r-
ror can be measured from the sample itself. 

Non -spling Errors 

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

Coverage •rror. 	This error can result from 
incomplet, listing and inadequate coverage of 
the population of inter.st. 

Data respons. 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 corr.ct 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 fondóes 
sur une enquôte par échantillonnage qui ris-
quent, par consequent, dêtre entachóes der-
reurs. La section qui suit vise a faciliter, 
pour 1e lectaur, l'interpróta*ion des estima-
tions qui sont publiées. 

Errours d'échantallonnage at autres err.urs 

Las estimations établies sur la base d'une 
anquôte par óchantillonnage sont sujattes i 
différents types derr.urs. On las r.groupe an 
deux grandes categories: les erreurs qui sont 
dues a lichantillonnage at c.11es gui no Is 
sont pas. 

Erreurs d 'échantillonnag. 

Ce genre d.rr.ur exists parce qua las ob-
servations portent uniquement sur un Cchan±il-
lon, at non sur lensemble de Is population. 
Lerreur dCp.nd de facteurs *.ls que la taille 
do lOchantillon, Is variabilitC de la popula-
tion, In plan de sondage at Is method. desti-
cation. Pour une taille donnée dCchantillon, 
par example, lerreur déchantillonnage sara 
fonction de la methode de stratification adop-
tOe, de l'attribution de lOchantillon, du 
choix des unitOs sondOes at de la usOthode de 
sIl.ction. IOn peut cern., dens le cadre dun 
seul plan d. sondag., .ffectu.r plusieurs cal-
culs pour arriver A la methods d.stimation Is 
plus efficac..) 

Comme, dens une enquCte per Ochantillennage, 
on tire d.s conclusions sur lensepibie dune 
population C partir des données concernant una 
partie s.ul.ment, les rCsultats seront probe-
blement diffirents de ceux quon aurait obt.-
nus on r.c.nsan* touts Is population dans l.s 
•Cmes conditions. La principals caractCristi-
qua des sondages probabilist.s, cest quo 
l.rreur dCchantillonnage peut Ctre direct.-
cent m.surCe I partir de léchantillon. 

Errours non liées a l'échantillonnag. 
Cas erreurs se retrouvent tent dans les re-

censements que dans les .nquItes per Ochantil-
lonnage. Ell.s sont dues I un ou plusieurs 
fact.urs parmi les suivants: 

Le chp oouvert par 2 9anquète. Lerreur p.ut 
rOsulter dun listage incomplet at dune cou-
verture insuffisante de la population visOe. 

La rdpansa. Ici, l.rr.ur peut Itre attribua-
ble I Is conception du questionnaire at aux 
caractOristiques de la question, C lincapaci-
tO ou au refus do lenquCtO de fournir des 
rensaign.ments exacts, a linterprCtation fau-
tive des questions due a des probilmes dordra 
sOmantiqu., ou aux variations, dun intervie-
wer I lautr., dans l'.xplication des ques-
tions ou dans linterprCtation des ripons.s. 

I 

. 
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Non-raspons. error. 	Some respond.n*s 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 enquêtós refusent de 
rópondra, tandis que dautres on sont incapa-
bles ou encore répondent trop tard. Les don-
nées relatives aux non-répondants peuvent âtre 
imputées a partir des chiffres fournis par los 
répondants ou A laide des statiskiques ante-
rieures sur les non-répondants, lorsqua ccl-
les-ci existent. On no connalt généralement 
pas avac precision limportance de lerreur 
dimputation; celia-cl vane beaucoup selon 
las caractéristiques qui distinguent las ré-
pondants des non-rCpondants. Comme cc type 
darreur prerid habituellement de lampleur a 
mesure que diminue Is taux de réponse, on 
sefforce dobtenir Is meilleur taux de rCpori-
se possible. 

a 

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-
quirs control at the level at which their 
presence does not impair the use and interpr.-
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 of Sp1.ing and Non -splang Errors 

Spling Error Measures 

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

La tralteaent. Lerreur peut se produire ions 
des diverses étapes du traitement, telles que 
1e codage, lentrée, la verification, la pon-
dération at la totalisation, etc. 

Ii est difficile de mesurer las erreurs non 
liées a i'Cchantillonnage. Do plus, ii faut 
les cerner a un niveau oi alias no nuisent pas 
I i'utilisation ou I linterprétation des 
chiffres dIfinjtifs. Quant aux estimations du 
present bulletin, tout a été mis an oeuvre 
afin de •inimiser las erreurs non hoes a ié-
chantillorinag.. Ainsi, les unites ont OtO dO-
finies avec beaucoup de precision, au moyen 
des listes les plus I jour; los questionnaires 
ont OtO conçus avac soin afin de róduirs au 
minimum las différentes interpretations possi-
bias (on a de..ndC aux interviewers de poser 
lee questions teliss quahles figurent aux 
questionnaires); las diverses é*apes ds vOn-
fication at de traitem.nt ont fait lobj.t de 
contrôles d'acceptation dOtaillOs; on na ab-
solument nan nOgligO pour qua 1e taux de non-
rCponse at Is farde.0 de rCponse soient fai-
bles. 

tvaluation ds I '.rraur d 'échantillonnag. at de 
l'erraur non lie, a l'échantillonnag 
&valuation da l'arr.ur d'échantallonnage 

LCchantihlon utilisC aux fins da In prOsen-
te anqulte eat un des nombreux échantillons do 
même taille qui auraiant Pu être choisis salon 
he mIne plan at las mImes conditions. Si cha-
qua Ochantillon pouvait faire lobjet dune 
enquIte seanCe ossentiellament dans i.e mImes 
conditions, ii faudrait sattendre i cc que 
lesti.atien calculCe vane dun Cchantillon I 
lautre. On nome valeur probable lestima-
tion moyenne obtenue de tous las Ocharitillons 
possibles. Autra.ant dit, Is valaur probable 
est celia quon obtiendrait on recensant touts 
Is population dans des conditions identiquas 
do collecte at de traitament. Una estimation 
calculCo a partir dune enquI*e par Cchantil-
lonnage est dita precise lorsqu.11e sap-
proche de la valeur probable. 

fl 
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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-
pies, of the squared difference of the esti-
mate from its expected value. 

Once the sample estimate and the variance of 
the sample estimat, 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 estimat, through 
the use of the coefficient of variation. 

In this publication, the coefficient of 
variation is used to •easure the sampling er-
ror of the estimates. However, since the coef-
ficient of variation published for this survey 
is calcula*sd 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: 

5(X) 
CV( X) 

X 

where X denotes the estimate and S(X) denotes 
the standard orror 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 sac-
p1., 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 esti.ate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of 10Z, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can than be 
stated with 68Z confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800,000 and 
$13,200,000. Or, it can be stated with 95Z 
confidenc, 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, las estimations fondóes sur un échantil-
Ion pauvent no pas corrospondre a la valour 
probable. Cependant, comme los estimations 
proviannent dun échantillon probabiliste, ii 
est possible den mesurer In variabilité par 
rapport I leur valeur probable. Ainsi, Is va-
riance d'une estimation, qui an mesure Is pré-
cision, se définit comme Is moyenne, parmi 
tous les échantillons possibles, des carrés do 
la diffórence entre lestimation at Is valour 
probable. 

Une fois qu'on a calculé lestimation at sa 
variance, ii deviant possible de assurer la 
precision autrement. Par exemple, l'err.ur-
type, soit is racine carréo de la variance, 
mesure lerreur dóchantillonnage dans Is mâmo 
unite que lestimation (.n dollars, notam-
•ent) . Autrement dit, lerreur-typ. mesure 1a 
precision an termes absolus. Par contra, 1s 
coefficient de variation , cast-a-dire ler-
reur-type divisCe par lestimation, mesure Is 
precision an termos relatifs. Ainsi, l'emploi 
du coaffici.nt do variation facilite is compa-
raison do ierreur déchantillonnage de deux 
estimations. 

Dana cette publication, on utilise Is coef-
ficient do variation pour Cvalu.r lerreur 
déchantillonnaga des estimations. Cependant, 
puisque Is coefficient de variation publiC 
pour cotte enquite est calculC I partir des 
rCponses dos unites, il mesura aussi une cer-
tame erreur non liCe I iCchantillonnago. 

Voici la formule utilisCe pour calculer los 
coefficients de variation du tableau 3 

S( X) 
= 

X 

dana laquelle X eat lestimation at S(X) oat 
lCcart-type de X. 

L.rr.ur do X eat exprimCo on pourc.ntage 
dana cc bulletin. 

Lesti.ation ct Is coefficient do, variation 
nous permettont do construire des intervalles 
de confiance autour da lostimation. Ainsi, 
pour notre Cchantillon, on peut affirmer qua-
vec uno conf lance donnée, is valeur probablo 
eat comprise dana iintervalle de confiance 
construit autour do lestimation. Per exemple, 
si le coefficient do variation dune estima-
tion de $12,000,000 eat Cgai I 1OZ, lCcart-
'type sera do $1,200,000, soit lestimation 
multiplie, par 1s coefficient de variation. 
Alors, on peut affirmer avec une confiance do 
68Z qua Is valeur probable sara contonue dana 
lintorvalle dune longuour Cgaie I un Ccart-
type autour de l.stimation, soit .ntre 
$10,800,000 at $13,200,000. Ou encore, on peut 
affirmer avac une confianc. do 95X quo 1s va-
lour probable sera contenue dans lintervalle 
dune longueur de deux Ccart-types autour do 
lestimation, soit ontre $9 2 600,000 at 
$14,400,000. 
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Non-spling Error Measures 

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

One source of non-sampling error is the non-
response error. To assist users in evaluating 
these errors, the response fractions are given 
in Table 3. The response fract5on, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25%. 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 as-
ti.. t a. 

va1uatiOn do l'erraur non liée a l'échantil-
lonnage 

Lenquête par échantillonnage at Is recense-
ment cherchent tous deux a determiner Is 
valeur exacte de lensemble. Lestimation est 
dita precise si cue se rapproche de ce*te 
valeur. Bien quil sagisse dune valeur sou-
haitable, il nest pas réaliste de supposer 
que Ia valeur exacte cia chaque unite de len-
semble ou de léchantillon peut être obtenue 
at traitée sans erreur. La difference entre Is 
valeur probable at Is valeur exacte de len-
semble s'appelle le baaas . On ne peut calcu-
icr les biais systómatiques des données an re-
courant aux mesures de probabilité de lerreur 
déchantillonnage décrites plus haut. La prC-
cision dune estimation est dóterminée par 
laffet conjugué des erreurs déchantillonnage 
at des erreurs non liées a l'échan*illonnage. 
Une source derreur non liCe a lCchantil-

lonriage, est lerreur due a la rion-rCponse. Le 
tableau 3 prCsente les fractions de rCponse 
afin daider lutilisateur a évaluer cc genre 
derreur. La fraction de rCponse est Is taux 
cia rCponse des donnCe., cest-à-dire is pro-
portion de lestimation de lCchantilion qui 
est fondCe sur des donnCes dCclarCes. Par 
exemple, Is taux de réponse dune ceilule corn-
portant un dchantillon de 20 unites dont cinq 
réponcient lors dun mois donné atteindrait 
25?. Cependant, si las cinq unites déclarantes 
représentent $8 millions sur lestimation gb-
bale de $10 millions, Is fraction de réponse 
sClôverait I BOX. 

Interpretation si.ultanée des •.sures d'erraur 

Ii faut tenir compte sirnultanCment de 1s 
mesure derreurs non hoes a lCchantillonnaga 
ainsi que du coefficient de variation pour 
avoir un aperçu de Is qualitC des estimations. 
Plus he coefficient de variation sara bas at 
que is fraction de rCponse sara ClevCe, mail-
laura sara lestirnation publiCe. 
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Seasonal Adjus.nt 

Economic time s.ri.s 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 sco-
riomic 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 •ethod minimizes 
the impact of seasonal variations on the se-
ries and essentially consists of adding one 
year of estimated raw data to the and of the 
original series before it is seasonally ad-
justed per se The estimated data are derived 
from forecasts using ARIMA lAutoregressive 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 averag, 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 aft.r 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- 

APPEND ICE IV 

Désaisonnalisation 

Lea sáries économiques temporelles ou chro-
nologiques comportent las ólómenks essentiels 

In description, lexplication at Is prvi-
sion du comportement dun phénomène óconomi-
que. "Ce sont des dossiers statistiques de 
lévolution des proc.ssus óconomiques dans 1. 
temps(1). Lobservation par les óconomistes 
at lea statisticiens de lactivitó áconomique 
I laide des s6ries temporelles a donc permis 
de distinguer quatre composantes principales 
du comportement des series temporelles: Is 
tendance a long terms ou trend, Is mouvement 
cyclique, les variations saisonniIres at lea 
fluctuations irrCguliIres ou accidentelles. 
Ces mouvements sont causes par diffórents 
facteurs, soit économiques, climatiques ou 
institutionnels. Les variations saisonniIres 
sont las fluctuations périodiqu.s plus ou 
moms rógulièr.s qui se produisent au cours 
dune annCe on raison du cycle mCtCorologique 
normal, des congCs fixes et daufres ovine-
ments qui se ripItent I int.rvalles avec une 
certains rOgularitO pour influencer de fagon 
significative 1s taux dactiviti. 

Afin de favoriser l'interpritation exacts de 
livolution fondam.ntale dun phinomIno icono-
mique at de produire une meilleure prediction, 
Statistique Canada rajusts lea sines tempo-
relles au moyen de Is methodo de disaisonnali-
sation X-11-ARMMI(2) afin de just.m.nt minimi-
ser limpact des variations saisonniIres sue 
les sines. Cette technique consiste essen-
tiellement I ajouter lea estimations duns 
annie de donnOes brutes I lextrOmiti do Is 
sórie initials avant de procid.r I Is disai-
sonnalisation proprement dite. Les donnies 
estimatives proviennent dextrapolations pros-
pectives ráalisies per des modIles ARMMI (mo-
dIles autorigressifa I •oyennes mobiles intI-
gross) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI fait 
surtout appel I In mOthods de rapport aux 
moy.nnes mobiles pour effectuer Ic lissage de 
Is sine modifiCe at obtenir une estimation 
provisoire de In tendance-cycle, calculer les 
rapports de Is sine initiale ajustOe) aux 
estimations de Is tendance-cycle, at .sti.er 
les facteurs saisonniers i partir de ces dits 
rapports. Lea facteurs saisonniers difinitifs 
no sont procluits qua lorsque ces opirations 
ont itO exOcuti.s I plusieurs reprises. Ces 
Otapes dOterminant lea facteurs saisonniers 
nicessaires au calcul des donnims d6saisonna- 

1] 

. 

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

2 For further information see the X-11-ARINA 
Seasonal Adjus'.nt Nethod, by Estella B.. 
Dagum, Statistics Canada,Catalogue 12-564E, 
Occasional. 

1 La disaisonnalisation des sines *empor.11es 
Oconomiques: quelqu.s remarqueso tirqi d. Is 
Revue statistique du Canada, aoGt 1974. 

2 Pour de plus amples informations voir La 
adthode do dOsaisonnalisation X- 11-ARPUU, 
par Estella Be. Dagu., Statistique Canada, 
no 12-664F au catalogue, hors sine. 
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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. 

While 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 movemantsj 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 exócutóes a chaqu. mois. 
Cette approche garantit que la série non-dé-
saisonnalisée, a partir da laquelle sont cal-
culóas lus estimations des facteurs saison-
fliers, inclut toutas las donnóms las plus ré-
centes relativement a ladite série, c.-à-d., 
las donnóes qui portent sur le mois courant at 
las donnóes révisées du mois précédent. 

Bien qua la désaisonnalisation permette de 
micux comprandre la tendanc.-cycle fondamenta-
le d'une sen., Ia sene désaisonnaljsée nan 
contient pas moms une composante irrégulière. 
Dc légeras variations d'un mois C lautre dans 
la sénie dCsaisonnalisée peuvent nCtre que de 
simples mouvements irr6guliersi pour avoir une 
meilleure idée de la tendance fondamentale, 
los utilisateurs doivent donc examiner les 
series dCsaisonnalisCes dun certain nombre do 
mo is. 

La total dCsaisonnalisé au niveau du Canada 
eat dénivC de "facon indirecta an faisant la 
somme des genres da commerce désaisonnalisés 
sCparément au préalable. 
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. TRADE GRJP COVERAGE 

010 Superearkits and Grocery Stores 

to 	6011 Supormerkots 
6012 Grocery stores (except supermerkets) 

020 All Othor Food Stores 

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

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Sho, stores 

050 Men's Clothing Stores 

6121 Mon's clothing stores 

040 Women's Clothing Stares 

6131 4omens clothing stores 

070 Other Clothing Stores 

• 6141 Children's clothing stores 
6142 Fur goods stores 
6149 Other clothing stores, n.e.c. 
6151 Fabric and yarn stores 

080 Household Furniture and Appliance 
Stores 

6211 Household furnitur, 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 Orap.ry stores 
6239 Other household furnishings stores 

I 
100 Plater Vehicle and Recreational Vehicle 

Desl•rs 

6311 Automobile (n.w) dealers 
) 	6312 Automobile (used) dealers 

6321 Motor home and travel trailer dealers 

6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers  

APPENDICE V 

OINERTURE DES GROUPES DE OERCE 

010 Superearchés d'aliuentation it 
épiceries 

6011 Supermerchés daliimen*ation 
6012 epicaries sauf los supernarchés) 

020 Tous lee autres •agasins d'alia.ntation 

6013 Boulang.ries-pé+isseries 
6014 Confiseries at megasins de noix 
6015 Magasins do fruits at legumes 
6016 Marchás de viande 
6019 Autres magasins dalimentation 

spécialisis, n.c.a. 

030 Phareacies it .agasins di addicaments 
brevetés 

6031 Pharmacies 
6032 Magasins do médicaments brevetés at di 

produits do toilette 

040 Magasins di chaussures 

6111 Magasins do chaussures 

050 Magasins do vate.ents pour loomis 

6121 fagasins do vilements pour hoanes 

040 Plagasins de v4te.ents pour dames 

6131 Magasins do vCtem.nts pour dames 

070 Autres •agasins do vitents 

6141 Megasins do vétomonts pour onfants 
6142 Magasins do fourrures 
6149 Autres magasins do vCte.uents, n.c.a. 
6151 Magasins de tissue at do fil6s 

080 Magasins do ..ubles it d' appareils 
.inagers 

6211 Megasins do moubles do maison 
avec appareils mén.gers at accossoires 

d aiuseublemsn±) 
6212 Magasins do meubles do maisori 

(sans appareils ménag.rs ni accessoires 
d • ameublomont) 

6213 Ateliers do reparation de meublas 
6221 Magasins clappareils ménagors, do poses 

do tClCvision at do radio at dappareils 
stCrCophoniqu.s 

6222 Pagasins do pastes do tAlCvision at do 
radio at dappareils s±CrCophoniques 

4223 Abhors do reparation dapparoils 
managers, do pastes do tClévision at do 
radio at dappareils stCréophoniquos 

090 Magas ins d ' accessairos d 'eublont 

6231 Plagas ins do r.vCto..snts do sol 
6232 Plagasins do tenturos 
6239 Autres megasins dacc.ssoir.s damoiâlem.nt 

100 Concsssionnair.s do vihicules automobiles 
at ricriatifs 

6311 Conc.ssionnaires dautomobilos neuves 
6312 Concessionnaires dautomobilos doccasion 
6321 March.nds do roulottes mo*orisáes at do 

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

bord at dacessoires pour bateaux 
6323 Merchands do motocyclettes at do 

moton. igos 
6329 Autres marchands do vAhicules do loisir 
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110 Gasoline S.rvios Stations 	110 Stations-service 

6331 Gasoline service stations 	6331 Stations-service 

120 Auto.otv. Parts, Accessories and 120 Plagasins d• pièces at daccessaires pour 
Services véhicuiss auto.obiles at services 

6341 Home and auto supply stores 6341 1agasins de fournituras pour Is maison at 
pour lautomobile 

6342 Tire, battery, parts and accessories 6342 Plagasins do pneus, daccumulateurs, do 
stores pièces at daccessoiras 

6351 Garages (general repairs) 6351 Garages (reparations générales) 
6352 Paint and body repair shops 6352 Ateliors do peinture at do carosseria 
6353 tiffler replacement shops 6353 Ateliers do rerlacement do silencioux 

6354 Motor vehicle glass replacement shops 	6354 Ateliers do repplacement do glaces pour 
véhiculos automobiles 

6355 Motor vehicle transmission repair and 	6355 Ateliors do réparat ion at de 
replacement shops 	 renlacement do boltes do vitesse do 

vehicules automobiles 
6359 Other motor vehicle repair shops 	6359 Autres ataliers do reparation de 

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

automobiles, n.c.a. 

130 General Merchandise Stores 	130 Magasins di •archandis.s diversos 

6411 Department stores 6411 Magasins C rayons 
6412 General stores 6412 Magasins géneraux 
6413 Other general merchandise stores 6413 Au*res magasins de merchandises diverses 

(variety and general merchandise stores) (bazars at megasins do merchandises 
diverses) 

140 Other Semi-Durable Goods Storss 140 	Autrss migasins di produits se.i-durables 

6511 Book and stationery stores 6511 Librairies at papoterios 
6521 Florist shops 6521 Fleuristes 
6522 Lawn and garden centres 6522 Centres de 	ardinage 
6531 Hardware stores 6531 Quincailleries 
6532 Paint, glass and wallpaper stores 6532 Itagasins do peinture, do vitro at do 

papier point 
6581 Toy and hobby stores 6581 Magasins di jouets it d'articles do 

lois ir 
6582 Gift, novelty and souvenir stores 6582 Magasins do cadeaux, d'articles de 

fantaisie at do souvenirs 

150 Other Durabls Goods Stone 	150 Autru asgasins di produits dunables 
6541 Sporting goods stores 	6541 Magasins darticles do sport 
6542 Bicycle shops 	 6542 Itegasins do bicycloftes 
6551 tisical instrument stores 	6551 Magasins dinstruments de musiquo 
6552 Record and tape stores 	6552 Magasins do disquos at do bandes 

magnet iquos 
6561 Jewellery stores 	 6561 Bijouteries 
6562 Match and jewellery repair shops 	6562 Ateliers do reparation do montros at do 

b I joux 
6571 Camera and photographic supply stores 	6571 Ptegasins dappareils at do founitures 

photographiquos 

160 Other I.t.il Stores 	 160 Avtr.s •.gasins do vents au detail 

6021 Liquor stores 6021 Magasins do spiritueux 
6022 Wine stores 6022 Magasins de yin 
6023 Beer stores 6023 Ptagasins do bier. 
6591 Second-hand merchandise stores, n.e.c. 6591 Ptegasins do merchandises doccasion, 

n.c.a. 
6592 Opticians 	shops 6592 Opticions 
6593 Art galleries and artists 	supply stores 6593 Galeries dart at magasins do 

fournitures pour artistes 
6594 Luggage and leather goods stores 6594 Magasins de bagagos at de maroquinorie 
6595 Monument and toobstono dealers 6595 Magas ins do monuments funéraires at do 

pierres toeóales 
6596 Pet stores 6596 Magasins danimeux di isoison 
6597 Coin and stapp dealers 6597 Marchands do pièces de monnale at do 

tires 
6598 Mobile home dealers 6598 Marchand& do uisaisons mobiles 
6599 Other retail stores, n.e.c. 6599 Autres magasins do vents au detail, 

n.c.a. 
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obtenir un outil de reference 
par excellence pour Ia 
maison, l'&ole ou Ic bureau. 
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To order, write to Publication Sales, Statistics 
Canath, Ottawa, Ontario, K I A 0T6. For faster 5cr-
vice, using VISA or MasterCard, call toll-free. 

Please make cheques or money orders payable to 
the Receiver General for CanadaJpublications. 

Contact a Regional Reference Centre near you for 
further information 

Call Toll-Free 
1-800-267-6677 

Téléphonez sans 
frais  

V,,u pous ,., ((,mtnaiadCr en ra rivnt A 'CIUC de publit a 
tion. Statistlquc (.anada, Otiuw, Ontario, KIA OT(s Si 
vous desirer obienir un service plus rapide, composer le 
numro tans fra.ls ci portez votre conimande 2 voire 
compte VISA ou MasterCard. 

Veuliler faire vos cheques ou mandats-poste S l'ordre du 
Receveur gnraJ du Canada-Publications. 

Pour obienir plus de renscigneinents, nhfsitez pas 2 coin-
muniquer avec Ic centre de consultation rfgaonal Ic plus 
prs de chcz vous 
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PRODUCTS SHIPPED BY CANADIAN 
MANUFACTURERS is the most com-
prehensive listing of the values and quan-
tities of over 4500 commodities shipped 
by Canadian manufacturing firms. 

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

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

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

Order your copy of PRODUCTS SHIPPED 
BY CANADIAN MANUFACTURERS 
(Cat. No. 31-211), $60 in Canada and 
US $72 in other countries, by writing to: 

Publication Sales 
Statistics Canada 
Ottawa, Ontario 
K1A 0T6 

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

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

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

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

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

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

Vente de publications 

Statistique Canada 
Ottawa (Ontario) 
K1A 0T6 

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


