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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques at services connexes 
doivent étre adressées a: 

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

Statistics Canada, 	Ottawa, K1A 0T6 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone: 
951-3551) or to the 	Statistics Canada reference 951-3551) 	ou au centre de consultation de Statistique 
centre in: Canada a: 

St. 	John's (772-4073) Winnipeg (983-4020) St. 	John's (772-4073) Winnipeg (983-4020) 
Halifax (426-5331) Regina (780-5405) Halifax (426-5331) Regina (780-5405) 
Montreal (283-5725) Edmonton (495-3027) Montréal (283-5725) Edmonton (495-3027) 
Ottawa (951-8116) Calgary (292-6717) Ottawa (951-8116) Calgary (292-6717) 
Toronto (973-6586) Vancouver (666-3691) Toronto (973-6586) Vancouver (666-3691) 

Toll-free access is provided in all provinces 
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 B.C. 	(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 est offert. 
dans toutes les 	provinces at 	dana lea 	territoires, 
aux utilisateurs qui habitant & l 4 extdrieur des zones 
de 	 own 	locale des centres rCgionaux de con- 
sultation. 

Terre-Neuve at Labrador 1-800-563-4255 
Nouvelle-Ecosse, Nouveau-Brunswick 
at 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 1'Alberta 1-800-472-9708 
Colombie-Britannique 

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

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

How to Order Publications 

This and other Statistics Canada publications 
may be purchased from local authorized agents 
and other community bookstores, through the local 
Statistics Canada offices, or by mail order to 
Publication Sales, Statistics Canada, Ottawa, 
K1A 0T6. 

1(613)951-7277 

Facsimile Number 1(613)951-1584 

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

Toronto 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication at lea autres 
publications de Statistique Canada auprèa des agents 
autorisés at des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
an écrivant a la Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

1(613)951-7277 

Numéro du télécopleur 1(613)951-1584 

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

Toronto 
Carte de credit seulement (973-8018) 
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Note of Appreciation 

Canada owes the success of its statistical system 
to a long-standing cooperation involving Statistics 
Canada, the citizens of Canada, its businesses 
and governments. Accurate and timely statistical 
Information could not be produced without their 
continued cooperation and goodwill. 

Note de reconnaissance 

Le succès du système statistique du Canada 
repose sur Un partenariat bien établl entre 
Statistique Canada et Ia population, ies entreprises 
et les administrations canadiennes. Sans cette 
collaboration et cette bonne volonté, ii serait 
impossible de produire des statistiques précises 
et actuelles. S 



SYMBOLS 	 SIGNES CONVENT IONNELS 

The following symbols are used in This 	Les signes suivants sont employIs uniformément 
Statistics Canada publication: 	dans cette publication de Ska'cistique Canada: 

figures not available. 	 .. nombres indisponibles. 

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

- nil or zero. 	 - néant ou zero. 

-- 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 la statistique relatives cu secret. 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANSIM 

All current and historical statistics on 
Retail Trade (Matrix Nos. 2299, 2398-2417), as 
well as many other series, are available to the 
public from Statistics Canada's computerized 
data bank CANSIM (Canadian Socio-Economic 
Information Management System) via terminal, on 
computer printouts, or in machine readable 
form. For further information, contact the 
Cansim staff, Statistics Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was 	prepared under the 
direction of: 

• 	G.W. Andruslaic, Director, Industry Division 

• 	B. t1ees, Assistant Director, Distributive 
Trade Sub-division, Industry Division 

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

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

The paper used in this publication meets the minimum 
requirements of American National Standard for 
Information Sciences - Permanence of Paper for 
Printed Library Materials, ANSI Z39.48 1984. 

NOTA 

Les chiffres cyant été arrondis, les totaux no 
correspondent pas toujours. 

NOTE AU SUJET DE CANSIM 

La banque de donnCes informatisées de Statistique 
Canada CANSIM (système canadien d'information socio-
économique) fournit au public toutes les statistiques 
actuelles at historiques sur le Commerce de detail 
(matrice nos 2299, 2398-2417), ct sur de nombreuses 
cu-tres series, par le biais d'un terminal, d'imprimés 
d'ordinateur ou de supports ordinolingues. Pour plus 
de renseignements, s'adresser au personnel de CANSIM, 
Statisfique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers régionaux des 
bureaux de S -tatistique Canada situCs è *ravers le 
Canada. 

Cette publication a éê rCdigée sous la direction de: 

• G.W. Andrusiak, 	directeur, 	Division 	de 
1' industrie 

• B. Heaas, 	directeur adjoint, Sous-division des 
commerces 	de 	distributions, 	Division 	de 
l'industrie 

• B. Thériault, 	chef, Section de l'analyse, du 
développement 	at d'enquCtes spéciales, Sous- 
division 	des 	commerces 	de 	distributions, 
Division de l'industrie 

• S. Deeers, 	fconomiste principale, 	Section du 
commerce de detail, Sous-division des commerces 
de distributions, Division de l'industrie 

Le papier utilisé dans Ia présente publication répond aux 
exigences minimales de l'American National Standard for 
Information Sciences - Permanence of Paper for Printed 
Library Materials, ANSI Z39.48 - 1984. 4 
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Seasonally Adjusted Monthly Sales in Current 
Dollars 

• Preliminary estimates indicate that retail 
sales rose O.l in October to $15.5 billion, 
partly counterbalancing the 0.2 decline in 
September. 

In 	October, small 	offsetting movements 
resulted in marginal growth, as decreases 
virtually offset gains. The most significant 
increases, in terms of dollar impact, were 
reported by "other retail stores" (e.g., 
liquor stores, opticians' shops and pet 
stores( (+I.51, automotive parts, 
accessories and services (+I.3Z) and drugs 
and patent medicine stores (+1.1Z). Partly 
offsetting these gains were declines 
reported by motor vehicle and recreational 
vehicle dealers (-0.4Z) and supermarkets and 
grocery stores (-0.3Z). 

Higher sales by "other retail stores" in 
October followed 0.5Z growth in September, 
which was preceded by 	four consecutive 
monthly decreases. Sales of automotive 
parts, accessories and services have shown a 
pattern of alternating gains and declines in 
1992. Drugs and patent medicine stores 
reported 	higher 	sales 	in 	October, 
counterbalancing 	the 	0.2 	decrease 	in 
September. 

• Lower 	sales 	by 	motor 	vehicle 	and 
recreational vehicle 	dealers followed a 
decline of 0.3 	in September. The lower 
sales registered by supermarkets and grocery 
stores in October contrasted with the rises 
of the two preceding months. 

Five provinces posted sales increases in 
October, ranging from 0.57 in Newfoundland 
to 2.IZ in Nova Scotia. Notable decreases 
were reported by New Brunswick (-2.7Z) and 
British Columbia (-2.3). No change was 
reported by Ontario. 

Vantes mansuelles désaisonnalisëes an dollars 
cour ants 

Les estimations préliminaires indiquent quo 
los ventes du commerce do detail ont 
augmente de 0.1 an oclobre pour totaliser 
$15.5 milliards, contrabalançant on partie 
la diminution do 0,2Z an septembre. 

La croissance marginale d'octobra ast la 
rósultat de faibles mouvements 
contrebalançants, puisque las diminutions 
ont pratiquement annule les hausses. Las 
ventas los plus 4lev6as, par ordre 
d'importance on dollars, ont ótó declarees 
par las cautres magasins do detail* (p. ox. 
magasins do spiritueux, opticians at 
magasins d'animaux do maison) (+1.5Z), los 
magasins do pieces at d'accessoires pour 
vehicules automobiles at services (+1.3X) at 
les pharmacies et magasins do médicaments 
brevetés (+1.1Z). Ces augmentations ont été 
partiellement compensées par las diminutions 
des ventes des concessionnaires do véhicules 
automobiles at récréatifs (-0.4) at las 
supermarchés d'alimen*ation at épicaries 
I-O.3Z) 

L'augmantation 	des 	ventes des 	<autros 
magasins do détaib> an octobra fail suite 
une croissance do 0.5% an septambre qui 
tait précédée do quatre baisses mensuellos 

consécutives. Los vantes des magasins de 
pieces at d'accessoires pour véhicules 
automobiles 	at 	services 	ont 	vane 
consécutivamont la hausse at la baissa 
au cours do 1992. Los ventes plus élevées 
des pharmacies at magasins do médicamonts 
brevotés an octobre ont contrebalancé la 
baisse do 0.2Z an septembro. 

Las 	concessionnaires 	do 	véhicules 
automobiles at rócréatifs ont déclaré des 
vontes plus faibles an octobre, faisant 
suite 	une baissa do 0.3Z on septembra. La 
diminution des vantas des supermarchés 
d'alimentation at épicenias on octobra fail 
contraste avec los deux hausses mensuollas 
précédentas. 

• En octobre, las ventes ont augmenté dans 
cinq provinces, s'échelonnant de 0.5% 
Terre-Neuvo 	2.1% an Nouvella-Ecosse. Des 
diminutions notables ont été onragistrées cu 
Nouveau-Brunswick (-2.7Z) of an Colombie-
Britannique (-2.3fl. Aucun changement n'a 
6ig declare an Ontario. 
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Trends 

• The trend smooths out irregular month-to-
month movements which are not sustained over 
a longer period. The trend for retail sales 
was relatively stable from January 1991 to 
February 1992 and has risen steadily since 
March 1992, increasing by 0.2Z in October. 

Year-to-date in Current Dollars 

• Cumulative retail sales in current dollars 
for the first 10 months of 1992 amounted to 
$150.1 billion, up 1.9% from the 
corresponding period in 1991. In September, 
cumulative sales were 1.5Z higher than in 
the same period of the previous year. 

Tendance 

• La tendance aplanit lee mouvements mensuels 
irrguliers qui ne sont pas maintenus au 
cours dune longue priode. La tendance des 
ventes du commerce de dtail a ótó 
relativement stable do 	janvier 1991 
fvrier 1992 et a prograss6 constamment 
depuis mars 1992, augmentant de 0.2% an 
octobre. 

Cueulatif an dollars courants 

• Les ventes so chiffrent 	$150.1 milliards 
an dollars courants depuis le dbut de 
lanne, an hausse do 1.9 par rapport aux 
dix premiers mois do lann6e dernire. En 
septembre, les ventes cumulatives étaient 
1.5% plus Alev6es que celles do la memo 
priode lanne passée. 
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Chart 1 	 Graphique 1 

Retail Sales, Canada 
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* Prior to 1991 data includes Federal Sales Tax. Its 	 * Avant 1991, /es données incluent Ia taxe Ce vente féderale. La 
successor, the Goods and Services Tax is not included in 	taxe sur les prodwts et services gui lui a succédè nest pas 
the 1991 and later data. See footnote at end of tables 	incluse en 1991 et dans les donnèes ultérieures. Voir note a Ia 

fin des tableaux. 

Chart 2 	 Graphique 2 

Retail Sales Trends 1 , Canada 	 Tendances 1  des ventes au detail - Canada 

- Trend - total excluding motor vehicle and recreational vehicle dealers (right scale) 
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Trends represent smoothed seasonally adjusted data. 	I Les tendances representent les donnèes désaisonnahsées lissées. 
Data prior to 1991 have been adjusted to remove the 	Les données avant 1991 ont été ajustées pour supprimer Ia taxe 
Federal Sales Tax to be comparable to January 1991 and 	de vente fédérale atm quelles soient comparables a janvier 1991 

sequent data. 	 et aux données subséquentes. 
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Retail Sales Trendsl - Canada, 	 Tendancesi des ventes au detail - Canada, 
By Major Group 	 par groupe principal 
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TASLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Current Periods) 

Change from 
Sales 	 previous month 

Year-to-  
Vontas 	date Variation p. r. 

au mois pr6c6dent 
1992 

	

October September 	August 	July 	- 	October September 
1992 	1992 	1992 	1992 Cumulatif 	1992 	1992 

	

Octobre Septetére 	AoQt Juillet 	Octobre Septembre 
No. 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lien's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance 
stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline service stations 

12 Automotive parts, accessories 
and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,765.0 3,777.0 3,773.7 3,701.8 

288.9 290.9 288.9 285.3 

915.9 905.6 907.9 898.0 

130.1 127.4 130.0 127.4 

129.8 132.2 131.8 133.0 

314.6 315.1 315.0 308.6 

320.6 327.5 322.6 322.0 

650.4 646.1 632.2 630.4 

182.1 182.9 186.4 186.1 

3,237.5 3,251.8 3,260,0 3,248.9 

1,137.2 1037.7 1,150.7 1,165.8 

862.0 850.9 861.0 847.1 

1,752.7 1,746.9 1,767.6 1 2 767.9 
550.3 549.6 542.9 537.6 

411.6 411.7 413.9 419.1 

846.8 	834.1 	830.3 	832.8 

15,495.5 15,487.5 15,514.8 15,412.1 

	

36,942.2 	-0.3 
	

0.1 

	

2,913.2 	-0.7 
	

0.7 

	

8,821.0 
	

1.1 	-0.2 

	

1,286.2 
	

2.2 	-2.0 

	

1,329.5 	-1.8 
	

0.3 

	

3,044.9 	-0.1 

	

3,152.3 	-2.1 
	

1.5 

	

6,358.0 
	

0.7 
	

2.2 

	

1,836.0 	-0.4 	-1.9 

	

32,026.8 	-0.4 	-0.3 

	

11,468.7 
	-1. 1 

	

8,588.8 
	

1.3 	-1 .2 

	

17,426.7 
	

0.3 	-1.2 

	

5,276.1 
	

0.1 
	

1.2 

	

4,118.3 
	-0.5 

	

8,462.8 
	

1.5 
	

0.5 

	

153,051.5 
	

0.1 	-0.2 

	

283.7 	282.2 	278.5 	280.0 

	

69.7 	69.0 	69.1 	67.6 

	

515.2 	504.5 	511.2 	507.6 

	

403.4 	414.6 	403.0 	393.5 

	

3,817.9 	3,758.2 	3,769.0 	3,776.8 

	

5,730.3 	5,732.5 	5,751.9 	5,747.1 

	

528.8 	523.4 	533.8 	527.2 

	

432.2 	434.2 	440.5 	443.0 

	

1,639.5 	1,654.5 	1,680.0 	1,633.2 

	

2,058.7 	2,107.9 	2 1.057.3 	2,021.5 

	

15.5 	15.9 	15.5 	15.0 

	

31.7 	32.2 	32.1 	32.6  

2,786.8 

669.1 

5,065,7 

3,937.5 

37,566.5 

56,683.4 

5,258.0 

4,434.1 

16,230.7 

20,049.9 

148.6 

315.2 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 Now Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

	

0.5 
	

1.3 

	

1.0 
	

-0.2 

	

2.1 
	

-1.3 

	

-2.7 
	

2.9 

	

1.6 
	-0.3 

-0.3 

	

1.0 
	

-1.9 

	

-0.5 
	

-1.4 

	

-0.9 
	

-1.5 

	

-2.3 
	

2.5 

3.1 

0.1 
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Groups do ceucorca - Canada 

Supermarchés dalimentation at 1 
épicerles 

Tous los autres magasins 2 
d alimental ion 

Pharmacies at magasins do 3 
médicamonts brevetés 

Magas ins de chaussures 4 

Magasins de vêtements pour houries 5 

Magasins do vêtomenks pour dames 6 

Autres magasins do vtomonts 7 

Magasins do meubles at dappareils 8 
managers 

Plagasins d'acc.ssoir.s damsublomont 9 

Concossionnairos do véhiculos 10 
automobiles at récróatifs 

Stat ions-service 11 

Ilagasins do pieces at daccessoiros 12 
pour automobiles at services 

Ptagaains de marchandises diverges 13 

Autres magasins do produits 14 
somi-durables 

Autros magasins do produits 15 
durable s 

Autres magasins do vents mu detail 16 

Total, enseuble des •agasins 17 

Regions 

Torre-Nouvo 18 

Ile-du-Prince4douard 19 

Nouvello4cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colouthie-Britannique 27 

Yukon 28 

Territoires du Nord-Ouest 29 

Commerce de detail, octobre 1992 
Statistique Canada - n° 63-005 au catalcguo 

TAELEAU 1. Ventes mu dtai1, désaisonnalis&es, colon Ic groupe de coomerce at Is region 
(pCriodes courantos) 

Change from 
previous month Change from previous year 

Variation p. 	r. 
mu mois prc6dent  

Variation par rapport 	laeinée précédente 

Year-to- 
August 

1992 
AoOt 

July 
1992 

Juillet 

October 
1992 

Octobre 

September 
1992 

Septembre 

August 
1992 
AoGk 

July 
1992 

Juillet 

date 
1992 

Cumulatif 

. 

[I: 

[IJ 

1.9 

-2.2 

9.2 

-3.5 

-7.6 

0.2 

0.5 

3.5 

8.0 

2.1 

-4.8 

-3.2 

1.5 

6.3 

1.8 

1.9 

1.5 

-1 . 1 

6.2 

3.8 

2.6 

0.6 

1.4 

0.7 

0.4 

2.7 

2.4 

4.8 

6.3 

Per conk - pourcenkag. 

1.9 - - 	 3.5 3.6 3.8 2.2 

1.2 -0.2 	-1.2 -0.5 -1.8 -3.9 

1.1 0.5 	9.9 10.8 12.0 11.5 

2.0 0.8 3.3 -3.9 -2.5 -4.7 

-0.9 0.6 0.6 -7.1 -11.6 -8.3 

2.1 1.6 2.7 1.9 2.9 -0.8 

0.2 4.2 3.8 4.3 2.7 3.9 

0.3 0.1 4.8 1.9 -2.2 -0.9 

0.1 011 2.5 4.8 7.3 1.4 

0.3 -0.1 9.1 1.1 6.3 -1.8 

-3.2 -3.8  

1.6 -1.5 -2.5 -2.1 -1.6 -3.2 

- - 2.0 2.0 1.9 0.6 1.4 

1.0 1.7 10.5 10.2 9.8 11.2 

-1.2 1.3 -0.8 -4.2 0.3 3.6 

-0.3 -1.3 -3.6 -1.3 -0.7 1.7 

0.7 0.2 3.5 1.8 2.8 0.8 

-015 1.5 1.2 -0.8 -2.8 -0.5 

2.3 1.7 11.2 8.7 7.7 7.6 

0.7 -3.4 8.1 2.7 4.0 3.8 

2.4 -0.1 7.3 9.8 4.6 1.9 

-0.2 -0.5 2.9 0.3 0.3 -1.3 

0.1 1.5 2.9 0.4 3.0 1.0 

1.2 1.7 3.0 -0.5 2.0 0.8 

-0.6 1.4 0.6 -2.7 - - 1.5 

2.9 0.5 6.6 2.3 6.2 2.7 

1.8 0.5 4.7 4.8 5.1 1.5 

2.9 1.3 11.7 15.9 8.6 3.4 

-1.4 1.6 7.3 10.8 7.2 6.3 
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TABLE 2. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 

Sales 

Ventes 

	

OctoberSeptember 	August 	July Year-to-date 
1992 	1992 	1992 	1992 	1992 

	

Octobrell  Septeribre 	AoOt 	Juillet 	Cumulatif 

millions of dollars - millions de dollars 

Plo. 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

ii Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

29 Northwest Territories 

4,018.1 3,713.2 3,805.2 3,973.6 37,151.9 

287.2 277.7 295.1 309.1 2,868.3 

952.3 877.3 880.2 897.4 8,642.2 

149.4 140.0 132.6 114.2 1,215.2 

143.9 131.1 112.3 110.7 1,169.0 

332.8 345.6 297.6 285.9 2,843.2 

353.4 347.9 322.1 276.2 2,887.0 

691.6 672.2 626.6 635.0 6 2 046.2 

195.8 187.9 190.1 193.2 1,768.7 

3,225.0 3,249.1 3,147.9 3,647.9 32,937.9 

11199.5 1,140.2 1,235.0 1,287.6 11,539.0 

907.6 843.7 840.4 906.6 8,448.4 

1,864.7 1,697.3 1,697.5 1,640.4 15,809.5 

535.8 541.9 544,7 548.1 4,986.5 

387.1 401.7 404.4 410.1 3,676.1 

858.1 798.8 873.3 938.5 8062.8 

16,102.3 15,365.5 15,406.9 16,174.4 150,051.7 

284.4 274.9 281.5 296.0 2,702.1 

69.0 68.6 75.4 79.6 657.6 

528.3 489.8 516.9 540.5 4 1 952.4 

413.7 408.1 406.2 421.3 3 1855.0 

3,986.5 32723.2 3,752.2 3,989.0 37,143.7 

5 1 951.2 5,687.1 5,600.3 5,960.2 55,240.1 

547.3 516.2 524.8 543.6 5 1 131.8 

456.5 425.7 441.0 460.7 4,339.5 

1,698.4 1,642.6 1,681,0 1,687.0 15,902.6 

2,118.5 2,082.1 2,077.0 2,142.5 19,670.7 

16.0 16.5 17.7 18.1 147.3 

32.4 30.7 32.9 35.9 308.8 
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10.1 6.8 -3.3 8.8 

- - 0.2 -5.2 -0.6 

10.7 11.8 8.3 14.5 

8.3 -0.9 -5.6 -2.5 

2.5 -2.7 -13.3 -4.7 

6.1 7.0 -1.1 1.3 

6.7 8.3 -1.1 6.6 

6,5 6.2 -7.4 -0.1 

2.2 8.1 4.3 2.8 

5.2 7.1 3.7 -0.6 

-1.9 -3.7 -4.6 -1.0 

-2.8 0.9 -4.7 -3.4 

3.2 3.6 -2.3 4.0 

12.1 13.3 6.6 13.3 

1.2 -1.3 -3.6 7.2 

2.6 -0.3 -7.9 5.5 

Supermarchés dalimentation at épicerios 1 

Tous los autros magasins dalimentation 2 

Pharmacies at magasins do médicaments brevotés 3 

Magasins do chaussures 4 

Magasins do vêtemonts pour hoa,msos 5 

Piagasins do vêtoments pour dames 6 

Autros magasins do vtoments 7 

tiagasins do meubles at dappareils ménagers 8 
Magasins daccessoiros damoubloment 9 

Concossionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccossoiros pour 12 
automobiles of services 

Magasins do merchandises divarses 13 

Autros magasins do produits s.ai-durables 14 

Autr.s magasins do produits durables 15 

Autros magasins do vente mu detail 16 

i• 

3.0 

-2.1 

9.7 

-3.1 

-7.2 

0.2 

1.3 

3.6 

7.8 

2.1 

-4.1 

-3.0 

1.8 

6.8 

1.8 

2.2 

2.6 3.4 -7.1 1.7, 

12.2 13.3 4.3 10.2 

10.0 4.8 -0.8 7.3 

8.2 13.7 0.4 4.8 

4.5 3.1 -4.4 1.9 

4.8 4.8 -1.3 4.1 

3.8 1.6 -1.9 4.4 

0.8 -0.5 -3.5 3.9 

6.9 5.4 2.6 5.0 

7.3 8.8 0.6 4.1 

11.7 17.9 6.0 6.5 

9.0 10.1 5.9 11.1 

Terro-Nouvo 18 

tle-du-Pr ince4douard 19 

Nouvollo-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon 28 

Torritoires du Nord-Ouest 29 

-1.0 

6.7 

4.5 

3.2 

0.8 

1.8 

1.1 

0.8 

3.2 

2.9 

5.3 

6.9 

. TABLEAU Z. Vantes mu détail, non-désaisonnalisées, salon Is groupa do coerca at Ia region 
(pCriodes courantes 

Change from previous year 

Variation par rapport I l'anno précédente 

	

October Soptomber 	August 	July Year-to-date 
1992 	1992 	1992 	1992 	1992 

	

Octobre Septambre 	AoOt 	Juillot 	Cumulatif 

Per cent - pourcontage 

Groupe da coemarco - Canada 

N o 

5.3 	4.9 	-1.5 	3.8 
	

1.9 Total, ensemble des •agasins 	17 

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

Sales 

Vantes 

Quarter 3 Quarter2 Quarter 1 Quarter 4 Quarter 3 
1992 1992 1992 1991 1991 

Trimestre S Trimestre 2 Trimestro 1 Trimestro 4 Trimestre 3 

millions of dollars - millions de dollars 

11,491.9 11,240.6 10,401.2 11,077.1 11,062.5 

881.8 917.0 782.3 935.7 899.2 

2,654.9 2,600.8 2,434.2 2,779.7 2,381.0 

386.7 402.1 277.0 473.8 398.7 

354.0 389.0 282.0 593.7 380.4 

929.0 907.4 674.0 1 9 167.4 905.8 

946.2 886.5 700.9 1,237.3 906.2 

1,935.8 1,764.8 1,654.0 2,224.9 19947.2 

571.2 547.9 453.8 583.8 544.0 

10,044.9 11,317.1 81350.9 8,493.8 9,735.7 

3,662.8 32458.1 3,218.5 3,479.6 3,778.4 

2,590.6 2,780.9 2,169.3 29832.0 2,656.2 

5,035.3 4079.8 3,929.8 6,958.2 4,953.2 

1,634.8 1,627.9 1,188.0 1,786.7 1,472.7 

1,216.3 1,157.6 915.1 1,646.4 1,209.3 

2,610.6 2,560.1 2,033.9 2,954.4 2,638.8 

46,946.8 	47,537.7 	39,464.9 	49,224.6 	45,869.3 

276.8 263.5 254.0 257.1 263.3 

57.0 57.0 56.6 66.6 55.9 

5.1 5.0 3.3 7.4 5.0 

2.8 2.9 2.1 6.6 4.1 

11.8 10.8 7.3 17.5 12.0 

17.4 15.2 10.7 27.7 16.6 

20.9 18.3 17.2 30.4 22.1 

6.0 4.5 3.7 7.6 6.1 

142.7 168.1 112.0 104.6 134.1 

93.1 86.8 84.9 90.7 95.3 

37.8 40.5 30.3 46.0 39.4 

108.2 100.5 89.1 189.0 135.5 

30.0 26.3 17.3 28.7 24.0 

11.5 10.7 8.2 17.7 11.8 

23.0 23.1 21.3 36.0 26.5 

852.5 841.4 723.9 941.3 860.0 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mon's clothing stores 

6 Hon,en's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Newfoundland 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Notion's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Canoda 

Supermarchés d'alimontation at épicerios I 

Tous los autres magasins dalimentation 2 

Pharmacies at magasins do médicamonts br.vetés 3 

tiagas ins do chaussures 4 

Magasins do vêtemonts pour hormies S 

Magas ins do vètem.nts pour dames 6 

Autros magasins do v&temonts 7 

Magasins do meubles at d'appareils ménagors 8 

Plagasins daccessoiros dameublement 9 

Concessionnaires do vóhicules automobiles 10 
at rcréak ifs 

Stations-service II 

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

Magasins do merchandises diverses 13 

Autres magasins de produits semi-durables 14 

Autres unagasins de produits durables 15 

Autres magasins de vente au detail 16 

Per cent - pourcentage 

1.2 1.3 1.8 1.9 

3.9 
-1.9 -2.6 -2.5 -6.1 -12.0 

11.5 9.5 7.7 6.7 0.8 

-3.0 -7.7 -1.7 -14.7 -11.7 

-6.9 -12.0 -4.9 -21.6 -13.2 

2.6 -3.1 -1.0. -0.9 -7.0 

4.4 -1.5 -1.6 -7.7 -6.2 

-0.6 -0.3 12.6 -13.1 -7.4 

5.0 6.7 15.9 -19.4 -17.4 

3.2 -1.6 4.9 -6.4 -5.2 

-3.1 -3.4 -6.7 -15.8 -5.8 

-2.5 -4.4 -2.0 -13.1 -16.8 

1.7 0.7 2.7 -4.2 -1.9 

11.0 3.5 3.8 -10.9 -14.5 • 
:;: :: 

5.1 	1.0 	 4.6 	4.2 	3.0 

2.0 0.7 2.6 6.1 2.4 

0.8 -2.2 18.7 12.4 0.2 

-31.1 -34.5 -20.8 -28.5 -9.5 

-1.6 -2.6 -0.9 - - 1.6 

4.4 -5.8 -7.1 -9.2 -11.2 

-5.5 

-34.4 

-1.4 

-13.7 

20.7 

-19.1 

-4.4 

-22.8 

-2.2 

5.3 

6.4 -5.8 -0.7 -17.4 -13.3 

-2.3 1.2 3.6 -15.7 -17.6 

-4.0 -1.3 -4.7 -16.5 -11.2 

-20.1 -21.0 -10.5 0.7 1.2 

25.2 12.9 6.5 -8.5 -10.0 

-3.0 -5.3 5.4 -7.5 -10.5 - -13.1 -4.9 6.7 -1.9 2.7 

Supermarchás d'alimenta'tion at ápiceries 

Tous las autres magasins dalimontation 2 

Pharmacies at Inagasins do m6dicaivants brevot6s 3 

Magas ins do chaussures 4 

Ilagasins do vC'tements pour hommos 5 

liagasins do vâtements pour dames 6 

Autres magasins de vètements 7 

Magasins do meubles at dappareils mónagers 8 

liagasins daccessoires dameubloment 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service ii 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

tiagasins do umerchandises diverges 13 

Autres unagasins de produits somi-durables 14 

Autres magasins do produits durables 15 

Autres magasins de vente au dCt.il 16 

. TA8LEAU 3. Vantes au detail, on-désaisonnalisóes, salon Is groups de couserce at is region 
(estiaations tri..estrieiies) 

Change from previous year 

Variation par rapport I l'annóe pr6c6dente 

Quarter 31 Quarter 21 Quarter 11 Quarter 41 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Trimestre 3 Trimestra 2 Trimestre 1 Trimestre 4 Trimestre 3 

Group* do coumlerc. 

N o  

2.3 	 - - 	 2.3 	 -5.6 	 -4.5 Total, enseuble des •agasins 	 17 

Terre-Howe 

-0.9 	 -4.1 	 1.2 	 3.9 	 -4.4 Total, ensemble des •ag.sns 	 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Trimestre 3 Trimestre 2 Trimeslre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

15.8 15.2 12.8 14.6 12.9 

1.1 1.0 0.6 1.3 1.0 

4.2 2.4 1.7 3.7 3.8 

7.2 6.8 5.6 7.1 7.0 

1.9 1.8 1.3 2.1 1.6 

41.7 45.2 28.6 29.5 36.3 

27.8 22,1 17.9 18.8 20.2 

22.0 18.8 14.2 31.3 22.3 

9.7 6.9 4.1 6.4 8.2 

3,0 2.8 1.8 4.9 3.4 

16.2 12.2 9.4 11.4 14.0 

223.6 205.0 160.0 204.7 205.0 

437.1 439.0 399.3 414.1 418.8 

103.8 100.4 86.0 101.3 81.4 

8.0 8.5 6.2 11.2 8.8 

6.9 7.4 5.8 15.2 8.1 

25.5 25.9 18.8 39.1 27.5 

21.5 18.8 15.7 29.6 19.3 

40.6 36.8 37.4 55.6 42.9 

11.4 10.0 8.0 11.6 10.0 

308.0 382.2 245.7 206.8 270.3 

175.1 167.8 147.9 168.4 184.0 

57.0 63.1 47.3 65.7 61.0 

158.4 155.4 118.6 251.7 163.4 

43.6 41.0 32.0 52.3 43.5 

27.5 27.0 24.1 47.7 27.3 

104.8 93.9 73.6 102.3 104.9 

1 1547.2 1 1592.9 1,284.0 1,591.5 1,492.4 

Trade Group 

Ho. 

Prince Edward Island 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Women ' s clothing stores 
7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

IS Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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TABLEAU 3, Ventas au d6ta1, non-désaisonnaliséos, solon Jo groupo do coiimoroo at Ia region 
(estioations triuestriollos) 

Change from previous year 

Variation par rapport i l'ann6e prcódente 

	

Quarter 3 Quarter 2 Quarter 1 	Quarter 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

S 
Groupe do co,mnerce 

-4.8 -6.4 -13.5 2.1 13.2 

-6.5 -9.5 -5.0 -17.7 -18,2 

-3.0 -3.2 -5.0 -13.9 -15.2 

0.3 -2.1 4.4 -6.0 -10.7 

0.9 2.3 13.7 -7.7 -10.7 

-0.1 0.2 5.1 -6.1 -3.0 

21e-du-Princ.-douard 

Supermarch6s dalimentation at 6piceri.s I 

bus las autres magasins delimentation 2 

Pharmacies at inagasins do medicaiaents brevet és 3 

tiagasins do chaussures 4 

tiagasins do vêtements pour homes 5 

Magasins do vètemenfs pour dames 6 

Autras magasins do vôtemonts 7 

Magasins do meubles at dappareils uieénagers 8 

Magasins daccossoiros dameublemont 9 

Concessionnaires do véhicules automobiles 10 
at récréatifs 

Stat ions-sorv ice 11 

Magasins do pièces at daccessoiros pour 12 
automobiles at services 

tiagasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablas 15 

Autres magasins do yenta au detail 16 

Total, ensemble dos magasins 17 

Nouvello Ecosse 

Supermarchés dalimentation at Apicaries 1 

Tous los autres usagasins dalimentation 2 

Pharmacies at inagasins do médicaments brovetés 3 

liagas ins do chaussures 4 

tiagasins do vètemants pour homes S 

Magas ins do vètements pour dames 6 

Autres magasins do vêtamonts 7 

Piagasins do meubles at dappareils ménagers 8 

Magasins daccassoiros dameublement 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Piagasins do pièces at daccessoiros pour 12 
automobiles at services 

Magasins do merchandises divorsos 13 

Autres magasins do produits semi-durables 14 

Autros magasins do produits durables 15 

Autras magasins do yenta au detail 16 

. 

. 3.7 	4.5 	3.3 	-7.8 	-4.4 Total, ensemble doe •agasins 	17 

Per cent - pourcentage 

22.6 30.5 24.7 35.3 28.7 

2.4 -6.0 20.0 -2.6 7.4 

11.4 -3.2 10.9 -23.7 -1.4 

13.1 2.9 5.9 24.9 -12.9 

14.3 5.3 -3.7 -4.3 -11.0 

14.8 1.3 6.9 -24.1 -17.3 

37.7 27.6 14.3 28.6 22.9 

-1.4 -6.2 -15.9 -18.9 -19.2 

18.9 3.6 -8,0 -24.4 -21.8 

-10.7 -2.6 -0.9 -13.8 -22.2 

15.9 24.0 29.0 4.6 2.5 

9.1 	3.5 	5.5 	-6.7 	-5.5 

4.4 	8.1 	6.4 	9.7 	5.4 

27.5 25.4 15.0 -6.6 -8.7 

-8.9 -8.9 -5.3 -9.4 -10.6 

-14.6 -17.6 -1.7 -20.4 -10.0 

-7.3 -5.4 -6.2 -3.2 0.5 

11.6 4.8 0.5 -16.7 -16.1 

-5.2 -4.6 -2.3 -25.6 -16.6 

14.5 6.3 5.8 -17.8 -11.7 

13.9 13.8 15.8 -21.8 -9.1 



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

Sales 

Ventes 

	

Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Trimestre 3 Trimostre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions do dollars 

	

341.9 	332,9 	303.3 	321.5 	317.8 

	

68.1 	68.9 	65.8 	73.5 	67.8 

	

6.1 	6.2 	4.2 	8.4 	6.3 

	

7.1 	7.1 	5.7 	16.2 	9.0 

	

21.5 	20.9 	14.7 	29.1 	20.0 

	

18.8 	16.4 	11.8 	25.3 	16.8 

	

9.0 	8.9 	6.3 	9.1 	8.3 

	

295.5 	307.7 	220.8 	207.2 	249.0 

101.9 86.1 81.2 93.4 104.9 

66.5 69.1 51.2 74.0 70.6 

134.2 127.9 95.9 189.4 132.2 

37.5 37.8 27.7 39.1 30.7 

18.2 17.5 15.6 30.2 20.0 

60.0 59.2 43.8 62.3 61.7 

1,235.5 1,213.5 992.4 1,242.3 1,165.3 

3,305.3 3,107.4 2043.1 3025.4 3,105.1 

640.1 642.4 625.0 718.2 611.0 

140.4 150.9 88.5 178.3 143.3 

89.0 112.3 69.8 146.4 99.5 

243.1 246,1 169.9 287.5 236.1 

302.1 313.6 213.7 368.5 294.4 

476.0 457.1 372.7 516.1 488.1 

135.1 159.5 109.9 147.1 152.8 

2,507.5 3,067.1 1,986.7 2,012.7 2,560.5 

746.3 761.9 722.9 783.7 842.1 

931.0 984.1 729.7 1,276.5 957.6 

363.6 361.7 263.2 368.9 332.5 

215.6 222.0 162.9 270.9 223.1 

414.9 475.2 366.3 553.1 433.8 

11,464.3 12,157.4 9,535.5 11,821.8 11,451.3 

Trade Group 

No. 

New Brunswick 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 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 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Groupe de coemorce 

[i Change from previous year 

Variation par rapport è Pannèe prcèdente 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Trimestre 3 Trimestre 2 Trimostre 1 Trimestre 4 Trjmestre 3 

Per cent - pourcentage 

	

7.6 	2.6 	-1.7 	-3.8 	3.6 

	

0.4 	-4.5 	-6.7 	-4.2 	1.8 

	

-3.8 	-11.5 	-2.8 	-6.4 	-9.9 

	

-21.7 	-17.8 	3.0 	-2.2 	-0.8 

	

7.3 	1.5 	4.9 	1.0 	-3.3 

	

12.1 	6.6 	2.7 	-5.9 	-11.5 

	

8.6 	3.8 	6.5 	-19.0 	-6.9 

	

18.7 	1.0 	16.2 	-2.0 	-0.6 

TABLEAU 3. Ventes au detail, non-dCsaisonnalisées, selon Is groupe de comerce at Ia region 
(estations tri..estrielles) 

. 

-2.8 -7.2 -10.8 -13.6 -4.7 

-2.9 -13.8 -9.3 -10.4 -7.8 

1.5 0.7 -1.0 -10.1 -11.7 

22.0 14.2 31.2 -0.9 -11.9 

-8.7 -12.0 8.2 -7.2 -6.8 

-2.6 4.5 2.0 -4.9 -4.5 

Nouveau-Brunswick 

Supermarchès dalimentation at épiceries 1 

bus les autres magasins dalimentation 2 

Pharmacies at magasins do médicaments brevet6s 3 

Magas ins do chaussuros 4 

Magas ins do vôtements pour hotmeos 5 

Magas ins do vêtements pour dames 6 

Autres magasins do v*ements 7 

Magasins do meubles at dappareils mónagers 8 

Magasins daccessoiros damoublemont 9 

Concossionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divorses 13 

Autres magasins de produits semi-durables 14 

Autres magasins do produits durables 15 

Autros eagasins do vents cu detail 16 

-3.1 Total, ensemble dos •agasins 	17 

Québec 

Supormarchés dalimontation at épicories 	I 

bus lee autros magasins dalimentation 	2 

Pharmacies at magasins do médicamants br.vetés 3 

Magasins do chaussures 	 4 

tiagasins do vètaments pour hoemos 	S 

Magasins do vêtemonts pour dames 	6 

Autres aisgasins do vêtements 	7 

Magasins do moubles at dapparoils ménagers 	8 

Ilagasins daccessoires dameublement 	9 

Concossionnaires do véhicules automobiles 	10 
at récréat ifs 

Stations-service 	 11 

Magasins do pièces at d.ccossoir.s pour 	12 
automobiles at services 

Magasins do merchandises divarses 	13 

Autres magasins de produits semi-durables 	14 

Autres uagasins de produits durablas 	15 

Autras magasins do vente au dtail 	16 

Total, ensemble des magasins 	17 
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4.0 

8.6 

-11.0 

-11.0 

-12.3 

-9.4 

-5.8 

-8.7 

2.8 

-3.9 

-17.5 

-15.7 

-8.1 

-4.1 

2.2 
	-6.0 

	

-0.7 
	

2.9 

	

8.9 
	

17.0 

	

0.7 	-15.8 

	

-5.0 
	-19.9 

	

2.3 
	-1.7 

	

-4.8 	-12,1 

	

17.9 
	

-12.3 

	

16.9 	-14.0 

	

4.0 
	

2.3 

	

-10.6 	-22.8 

	

1.4 	-6.1 

	

0.1 	-18.8 

	

-5.2 	-18.9 

	

11.9 	-2.8 

	

1.2 	-5.5 

	

6.0 	-0.3 

	

6.4 
	-0.1 

	

4.8 
	

5.6 

	

-2.0 	-7.3 

	

-10.5 	-12.0 

	

3.0 
	-1.3 

	

2.6 
	-0.4 

	

-2.5 
	

2.1 

	

-11.6 
	

4.7 

0.5 

-11.4 

	

9.4 	4.3 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

Quarter 31 Quarter2 Quarter I Quarter 4 1 
 99 1 

Quarter 3 
1992 1992 1992 1991 

Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

3,643.5 3,641.5 3,426.6 3,630.4 3,641.0 

1,041.4 1,030.9 947.8 1,058.0 913.2 

133.5 138.0 100.0 164.1 143.8 

146.5 155.9 114.5 241.5 155.3 

360.2 349.5 255.6 462.1 342.8 

302.5 275.2 230.3 435.1 294.8 

787.0 706.7 681.1 875.2 787.8 

230.1 194.2 178.8 235.8 214.9 

3,752.5 4,187.1 3,152.9 3,353.6 3,528.1 

1,327.2 1,260.2 1058.6 1,197.8 1,308.7 

967.8 1,037.3 837.1 11090.1 1,000.3 

1,851.6 1,814.1 1,438.9 2,639.2 1,813.3 

625.6 623.3 456.2 720.3 539.0 

494.1 471.4 376.3 715.7 505.7 

1,199.4 1,153.5 901.8 1,351.1 1,241.7 

	

17,247.5 	17,445.3 	14,596.1 	18,570.1 	16,825.0 

	

426.8 	440.4 	412.7 	434.2 	419.0 

9.5 10.1 7.3 12.4 9.5 

11.0 12.1 9.6 21.7 12.6 

30.7 31.8 26.6 45.8 34.0 

31.5 31.5 25.1 42.8 31.4 

54.2 49.3 47.2 64.4 52.4 

11.7 11.5 9.2 12.7 12.2 
325.7 342.6 285.1 287.4 321.2 

156.8 143.8 139.2 158.5 169.5 

83.1 87.5 62.4 84.6 82.3 

208.4 210.3 167.0 288.7 203.2 

46.5 52.8 33.3 53.5 42.8 

42.9 39.8 31.9 53.9 38.8 

63.8 61.8 52.6 77.5 58.8 

1,584.6 1,611.2 1 1388.6 1,727.4 1,563.7 

Trade Group 

No 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 fr4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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2.1 -0.2 3.7 -2.9 -1.9 

16.1 3.6 0.8 -14.5 -23.3 

-2.3 3.6 4.9 -6.8 -9.2 

-3.4 0.7 3.1 -3.6 -1.1 

2.5 -0.3 2.4 -6.5 -5.8 

1.9 1.7 2.1 0.7 -7.4 

0.8 -5.9 3.6 -13.3 -15.2 

-12.8 -22.1 -8.3 -19.0 -8.9 

-9.6 -8.3 -5.7 - - -4.1 

0.1 -2.8 0.3 -2.8 7.6 

3.4 9.3 21.6 -4.4 -0.5 

-3.9 -0.2 2.5 -4.1 -6.3 

1.4 -7.5 7.1 -9.0 -11.5 

-7.5 -8.4 -6.0 -9.2 4.7 

1.0 -5.1 0.9 -11.7 -7.9 

2.6 0.1 3.3 -5.9 -1.1 

8.5 -0.6 0.7 -13.2 -10.7 

10.5 9.3 8.8 -13.5 -12.9 

8.5 2.9 3.7 0.4 -2.3 

1.3 	-1.7 	3.2 	-4.6 	-5.1 

S 
TABLEAU 3. Ventes au detail, non-d6sa2sonnalis6es, solon In graupe do couarce at In region 

(estimations triestrielles) 

Change from previous year 

Variation par rapport A lannèe prècdonta 

	

Quarter 31 Quarter 21 Quarter 1 	Quarter 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

trimestro 3 Trimestre 2 Trimostro 1 Trimestre 4 Trimestro 3 

Per cent - pourcontage 	
Ontarfo 

Groupo do comnorca 

N o  

. 

. 

0.1 	-1.7 	-0.1 	-2.5 	-2.3 

14.0 12.0 7.3 4.6 -2.1 

-7.2 -12.1 -9.3 -18.1 -14.4 

-5.6 -11.8 -6.0 -20.8 -12.8 

5.1 -4.8 -2.5 -3.2 -9.6 

2,6 -3.1 -1.8 -6.1 -5.8 

-0.1 -1.8 9.6 -15.9 -6.4 

7.0 0.4 10.6 -26.8 -24.2 

6.4 0.2 7.4 -5.0 -4.7 

1.4 -0.4 -4.6 -15.7 -3.8 

-3.2 -5.0 -2.2 -12.3 -15.6 

Suparmarchs d'alimentation at épiceries I 

bus los autres magasins d'alimentation 2 

Pharmacies at magasins do médicamonts brevets 3 

Magas ins do chaussures 4 

ilagas ins do vêtemonts pour hoimses 5 

Itagacins do vêtamonts pour dames 6 

Autres magasins do vétements 7 

Magasins do meubles at dapparoils oenagors 8 

liagasins daccessoires dameublement 9 

Concossionnaires do vhjcu1os automobiles 10 
at r6cr6akifs 

Stations-service 11 

Magasins de pièces at daccessoiras pour 12 
automobiles at services 

liagasins do marchandisas diverses 13 

Autres magasins do produits semi-durablos 14 

Autres magasins do produits durables 15 

Autres magasins do yenta mu detail 16 

Total, ensemble des •agasins 17 

Manitoba 

Supermarchs dalimentation at 6piceri.s 1 

bus los autres magasins dalimantation 2 

Pharmacies at nagasins do riédicaments brevefès 3 

Magas ins do chaussures 4 

Piagas ins do vêtemants pour homunos S 

Magasins do vètamants pour dames 6 

Autras magasins de vètoments 7 

Plagasins do meubles at dappareils ménagers 8 

Magasins daccossoires d'ameublamant 9 

Concossionnaires do v6hiculos automobiles 10 
at rcratifs 

Stations-service 11 

Magasins do pièces at daccessoiras pour 12 
automobiles at services 

tiagasins do marchandisos divorsos 13 

Autres magasins do produits semi-durebles 14 

Autres magasins do produits durablas 15 

Autres magasins do yenta mu detail 16 

Total, ensemble des •agasins 	17 
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TABLE 3.. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.ates) 

Sales 

Ventes 

	

Quarter 3 	Quarter 2 	Quarter I 	Quarter 4 	Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

	

330.8 	337.1 	305.9 	329.8 	324.9 

	

77.9 	81.0 	72.0 	75.5 	65.3 

	

7.7 	8.9 	6.6 	9.2 	7.7 

	

8.3 	9.2 	7.2 	15.7 	9.2 

	

26.7 	27.9 	21.1 	33.5 	25.6 

	

26.9 	25.6 	22.2 	34.9 	24.6 

	

35.5 	32.2 	32.3 	44.3 	34.3 

	

16.2 	14.9 	12.8 	12.7 	10.1 

	

256.7 	282.8 	242.0 	254.0 	275.3 

124.9 120.4 119.3 134.1 148.1 

85.8 93.5 70.6 88.6 88.9 

172.4 179.2 141.7 236,7 160.9 

44.5 51.4 36.4 52.3 42.4 

35.9 36.3 26.5 50.2 34.4 

62.4 58.7 49.4 68.3 62.3 

1,327.4 1,375.8 1,179.8 1,455.8 1,328.2 

1,176.4 1,172.7 1 2 049.1 1069.2 1069.5 

267.6 242.0 230.4 265.9 230.0 

30.1 29.9 23.8 33.6 29.8 

39.8 41.1 34.0 67.1 41.2 

93.9 85.2 71.5 113.7 96.3 

95.5 86.7 75.3 121.3 91.3 

219.5 192.2 188.8 253.4 212.9 

53.8 51.0 44.8 52.5 44.4 

994.4 1 2 081.3 874.1 879.4 1,007.5 

387.8 360.2 321.1 336.4 360.7 

299.9 296.0 238.8 291.7 293.2 

676.9 664.0 556.4 877.5 664.1 

200.2 212.8 146.7 214.9 190.0 

153.3 139.7 115.7 196.8 139.3 

278.9 261.6 218.0 295.8 268.5 

5,010.7 4,959.9 4,233.6 5,131.1 4,803.2 

Trade Group 

No 

Saskatchewan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 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 parks, 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 
I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Plomen'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 

IS Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Saskatchewan 

8.7 Supermarchés dalimentation at épiceries 1 

bus los autres magasins dalimentation 2 

-5.9 Pharmacies at magasins do mdicaments brevetás 3 

-8.9 Magasins do chaussuros 4 

-38.3 Magasins da vêtaments pour hommes 5 

6.4 Magasins de v8tements pour dames 6 

-16.3 Autres sagasins do vêtements 7 

-12.2 Magasins de meublos at dappareils m6nagers 8 

-5.8 Magasins daccossoires dameublemont 9 

-20.8 Concossionnairas de v6hicules automobiles 10 
at rócratifs 

6.3 Stations-service 11 

-21.2 Magasins do pieces at daccessoires pour 12 
automobiles at services 

-8.3 Plagasins de merchandises diverses 13 

-9.1 Autres magasins do produits semi-durables 14 

-8.9 Autres magasins do produits durables 15 

-5.9 Autres magasins do vente au detail 16 

-8.0 Total, ensemble doe •agasns 17 

Alberta 

5.9 Supermarchés dalimentation at épiceries 1 

bus las autres magasins dalimentation 2 

-4.0 Pharmacies at magasins do módicaments brevets 3 

-9.2 Magasins do chaussures 4 

-16.5 Piagasins do vêtements pour homes 5 

1.1 Magasins do vêt.ments pour dames 6 

1.4 Autros magasins do v8t.ments 7 

-22.3 tiagasins do moubles at dappareils menagors 8 

-23.9 Magasins daccessoires dameublament 9 

-10.6 Concessionnairos do véhicules automobiles 10 
at recreatife 

-5.1 Stations-service 11 

-13.7 Magasins do picos at daccessoires pour 12 
automobiles at services 

1.4 Magasins do merchandises diverses 13 

6.5 Autres magasins do produits semi-durables 14 

-13.8 Autros magasins do produits durables 15 

-2.7 Autros magasins de vente au detail 16 

-4.21 Total, ensemble des magasins 	17 

1.8 1.1 -2.2 6.6 

19.4 26.3 12.9 -7.6 

0.4 1.6 5.5 -6.3 

-10.2 -10.6 -12.1 -39.5 

4.1 4.4 6.9 7.4 

9.2 2.0 -6.0 -21.7 

3.4 4.3 5.5 -11.7 

61.0 42.0 64.1 -0.7 

-6.7 -6.1 2.0 -17.5 

-15.7 -9.0 -1.9 0.4 

-3.5 -1.6 3.6 -15.4 

7.2 9.0 6.5 -4.5 

0.9 0.1 -12.1 

4.1 6.5 2.0 -8.5 

0.2 -1.6 -5.0 -0.5 

-0.1 0.9 1.6 -7.1 

10.0 9.1 8.3 6.5 

16.4 6.9 6.6 -1.6 

1.1 -3.1 1.5 -10.9 

-3.3 -10.8 -5.5 -23.6 

-2.5 -8.0 -9.8 1.4 

4.6 -3.7 1,3 -1.3 

3.1 -4.6 5.0 -19.4 

21.3 17.5 25.4 -17.5 

-1.3 -6.6 -0.8 -12.5 

7.5 9.4 3.3 -17.5 

2.3 -2.9 2.2 -15.2 

1.9 0.1 0.8 -6.0 

5.4 3.6 13.1 4,8 

10.1 -0.1 5.2 -7.5 

3.9 2.0 4.0 -5.9 

4.3 0.8 3.4 -6.4 fl 

[I 
TABLEAU 3. Ventos au detail, non-dCsaisonnalisées, solon le groupe do ccuierce at Ia region 

(estauations triestrieUos) 

Change from previous year 

Variation par rapport lannée pr6cdente 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Trimestro 3 Trimestre 2 Trimestro 1 Trjmestre 4 Trimestre 3 

Per cent - pourcontage 	I - - - 

Groupe do couinerce 

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

Sales 

Ventes 

Quarter3 Quarter 21 Quarter 1 Quarter 4 Quarter 3 
1992 1992 1992 1991 1991 

Trimestre 3 Trimestre 2 Trimestre I Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

1,469.0 11-427.5 1,336.4 1,418.9 1,422.4 

310,1 289.9 265.4 324.8 275.0 

44.6 43.2 36.0 47.2 42.9 

41.0 39.4 32.2 60.9 39.7 

111.0 104.9 85.4 133.3 105.4 

124.2 99.5 93.4 147.0 112.4 

256.5 229.7 235.6 322.4 259.1 

96.8 90.6 78.2 91.2 82.4 

1,403.6 1,414.9 1 1 188.2 1,142.9 1,334.5 

507.5 438.6 418.1 489.6 534.7 

291.5 277.2 247.8 293.6 296.9 

727.1 680.3 541.9 927.2 659.4 

226.7 208.3 167.2 264.3 213.3 

209.3 186.3 149.4 254.3 202.1 

377.0 351.7 291.0 387.2 357.7 

6,301.6 5,993.5 5,257.0 6,396.7 6,036.1 

31.2 27.5 22.3 24.0 27.2 

1.0 1.1 0.8 1.3 1.2 

3.2 2.9 2.7 3.5 3.0 

16.7 18.1 14.9 15.6 18.9 

45,1 45.1 36.3 51.1 41.5 

6.8 5.6 4.1 5.9 6.3 

4.9 4.2 2.7 4.0 3.4 

10.0 9.1 6.7 9.3 8.8 

151.9 141.8 114.0 142.0 139.0 

Trade Group 

No 

British Columbia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 l4omen'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 

IS Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 P4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

ii Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Group. do corseerco 

No  

Coloubie-Britannique 

Supermarchés dalimenta'cion at 6picaries I 

Tous las autres magasins dalimentation 2 

Pharmacies at ,nagasins do médicaments brevetes 3 

Magas ins de chaussures 4 

tiagas ins do vôtemonts pour hosanos 5 

tiagasins do vêterients pour dames 6 

Autros magasins do vêtemonts 7 

Magasins do meubles at dapparoils ménagors 8 

Magasins dacc.ssoires dameublement 9 

I Concessionnaires do véhicules automobiles 10 
at récrat ifs 

Stations-service 11 

Hagasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diversos 13 

Autres magasins do produits semi-durables 14 

Autros magasins do produits durabl.s 15 

Autres magasins do vents eu detail 16 

9.2 	3.4 	5.1 	-7.8 	-5.2 Total, ensemble des •agasins 	17 

Fj 
TABLEAU 3. Vontes au detail, on-dCsa.isonnalisCos, solon lo groupe do co..arma at Ia rgion 

(estiaations triaostriollps) 

S 

Change from previous year 

Variation par rapport & 1annóo prócáden+e 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1992 1992 1992 1991 1991 

Trimostre 3 Trimestra 2 Trimestre 1 Trjmeskre 4 Trimostre 3 

Per cent - pourcentage 

3.3 3.3 3.3 5.9 5.2 

12.8 8.4 8.6 8.0 -0.2 

3.9 1.9 11.2 -9.2 -8.4 

3.3 -5.6 2.8 -22.3 -12.3 

5.3 3.7 5.5 5.8 2.4 

10.6 -1.3 3.7 -0.7 -1.5 

-1.0 1.5 21.5 - - 2.9 

17.5 17.8 23.9 -11.3 -14.9 

5.2 -7.5 1.1 -11.2 -9.0 

-5.1 -12.9 -12.9 -14.8 -6.8 

-1.8 -8.1 -9.3 -10.7 -10.1 

10.3 8.3 8.0 0.6 5.4 

6.3 1.7 8.8 1.4 -1.2 

3.6 0.7 10.1 3.6 3.0 

5.4 9.1 8.9 4.6 1.0 

4.4 	-0.3 	3.2 	-1.9 	-1.3 Total, ensemble des •agasins 	17 

S 

8.7 7.4 6.5 1.8 	- - 

7.9 -1.5 -1.5 -18.2 	-11,9 

45.1 32.8 28.6 4.7 	-2.5 

13.2 2.4 -3.4 2.9 	0.6 

Yukon at Territofres du Nord-Ouoat 

Supermarchés dalimentation at épiceries 1 

Tous los autros magasins dalimontat ion 2 

Pharmacies at magas ins do médicamonts brovetü 3 

Ilagas ins do chaussures 4 

tiagasins do vêtemenks pour hommes 5 

Magas ins do vêtements pour dames 6 

Autros magasins do v6tomen'cs 7 

Magasins do moubles at dapparoils inenagers 8 

Magasins daccessoires dameublemont 9 

Concessionnaires do véhiculas automobiles 10 
at recrütifs 

Stations-service 11 

Magasins do pieces at daccossoires pour 12 
automobiles at services 

Magasins do marchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablos IS 

Autros magasins do vento au dóteil 16 

14.6 8.5 11.2 -3.4 4.6 

-17.4 -10.0 0.3 6.5 7.4 

6.5 34.2 35.7 2.5 -6.2 

-11.5 -20.4 -8.0 -32.3 -17.8 
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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 I 	Quarter 4 	Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Trimestre 3 Trimestre 2 Trimestre 1 Trimostre 4 Trimestre 3 

millions of dollars - millions do dollars 

	

10.6 	8.5 	8.3 	8.6 	11.1 

	

x 	x 	x 	x 

	

x 	x 	x 	X 

	

x 	x 	x 	x 	x 

	

x 	x 	x 	x 	x 

	

x 	x 	0.3 	0.4 	0.4 

	

x 	x 	x 	X 	 X 

	

0.7 	0.7 	0.6 	1.1 	1.0 

	

x 	x 	x 	x 	x 

	

5.2 	7.3 	6.3 	7.1 	7.9 

x x x x 

3.2 2.1 1.6 2.6 3.1 

S 
52.4 44.5 34.4 44.5 47.8 

20.6 19.0 14.0 15.5 16.1 

x x x X IC 

IC IC X IC X 

IC IC IC IC IC 

IC IC IC IC IC 

x x 0.5 0.9 0.8 

x IC IC IC IC 

2.4 2.1 2.0 2.3 2.0 

IC IC IC IC IC 

11.5 10.7 8.5 8.5 11.0 

2.9 2.6 3.2 2.9 2.9 

IC IC IC IC IC 

3.6 3.5 2.4 3.3 3.1 

2.1 2.1 1.4 2.0 1.4 

99.5 97.3 79.6 97.5 91. 	S 

Trade Group 

No 

Yukon 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 I4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Northwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mon's clothing stores 

6 Marion's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Per cent - pourcentage 

-4.9 -15.7 11.0 -10.1 7.6 

x x x x 

x x x x 

x x x x x 

x x x x x 

x x 27.5 x x 

K K K K K 

-23.8 24.2 44.5 3.4 7.3 

K K K K K 

-34.2 -31.7 -7.1 -24.1 -25.7 

K X K K K 

2.2 -16.5 -13,1 -22.3 -3.7 

• . 
9.7 -1.6 5.7 -10.2 -7.3 

S 
TABLEAU 3. Ventes au detail, non-d6saisonna1isas, solon Is groupe do co.meroe at Is region 

(estimations trijuestriellas) 

Change from previous year 

Variation par rapport è lannée pr6c6dento 

	

Quarter 3 Quarter 2 Quarter I 	Quarter 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Tripuostre 3 ITrimostre 2 Trimostre I Trimestre 4 Trimostra 3 

Groupe do coimnerce 

28.1 24.6 11.4 0.8 2.7 

K K K K K 

K K K K K 

K K K K K 

K K K K K 

x x -11.2 x x 

K K K K K 

21.1 38.2 33.1 2.1 -11.5 

K K K K K 

4.7 -10.3 -8.7 -37.9 -11.0 

-1.6 	-0.8 	1.2 	-19.1 	-23.8 

Yukon 

Superisarchés d'alimen*ation at épicorios I 

Tous los autres magasins d'alimentation 2 

Pharmacies at magasins do médicaments brevetés 3 

Plagas ins do chaussures 4 

Magasins do vtements pour honuses 5 

Magasins do vètements pour dames 6 

Autres magasins cia vêtomonts 7 

Magasins do meubles at d'appareils ménagers 8 

Plagasins daccossoires dameubleuient 9 

Concossionnairos do vóhicules automobiles 10 
at rócróatifs 

Stat ions-serv ice 11 

Magasins do pièces at daccassoires pour 12 
automobiles at services 

Magasins do marchandises diverses 13 

Autros magasins do produits semi-durables 14 

Autres eusgasins do produits durabl.s 15 

Autros magasins do yenta au detail 16 

Total, ensemble des .ag.sins 17 

Territoires du Nord-Ouest 

Supormarchés dalimentation at épicerios I 

bus las autres magasins dalimentation 2 

Pharmacies at magasins do médicamonts brevotés 3 

Plagas ins do chaussur.s 4 

Magasiris do vêtemonts pour horvoos S 

Magasins do vétemonts pour dames 6 

Autras magasins do vêtomon'cs 7 

tiagasins do uneublos at dapparoils managers 8 

tiagasins daccessoires dameublement 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service II 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autros usagasins do produits semi-durablos 14 

Autres magasins do produits durables 15 

Autres uuagosins do vents su detail 16 

Total, ensemble des magasins 
	17 

K K K K K 

13.6 10.4 8.2 -14.8 -18.9 

53.1 26.0 5.5 -16.5 -22.6 

S 
1< X >( K 

0.0 6.0 4.8 -6.6 -4.1 
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TABLE 4 Retail Trade Sample Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction de réponse 

October September Auqust Jul 
1992 1992 1992 199 

Octobre Septembre AoQt Juillet 

Per cent - pourcentage 

94.3 95.5 95.9 95.8 

94.8 94.8 94.6 97.0 

95.6 96.3 92.9 92.2 

96.5 98.3 98,0 96.1 

96.4 95.3 93.9 95.1 

90.6 94.7 95,4 94.8 

94.2 96.7 97.6 96.6 

90.8 96.3 93.9 94.2 

95.7 95.5 96.0 94.5 

95.5 96.0 95,9 96.2 

94.4 95.5 96.4 95.5 

94.3 9511 95.7 94.3 

99.6 99.5 99.5 99.4 

94.7 95.3 95.9 95.9 

95.1 96,4 96.6 96.0 

97.8 98.2 98.7 97.7 

95.3 	96.3 	96.3 	96.0 

97.0 97.2 97.6 96.8 

94,6 95.2 95.9 95.5 

96.5 96.7 96.5 96.7 

94.9 94.8 94.5 94.1 

94.7 96.4 96.5 96.8 

95.3 96.2 95.7 95.1 

97.7 97.9 98.2 97.8 

96.8 98.0 98.8 97.1 

93.2 94.9 95.3 95.3 

96.7 97.1 97.5 97.0 

91.4 89.6 90.0 90.0 

95.9 94.5 95.4 96.8 

No. 

Trade Group Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

29 Northwest Territories 
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Groups do commerce - Canada 

Supermarchés d'alimen{ation at épiceries 

Tous los autres magasins d'alimentation 	2 

Pharmacies at magasins do ,iiédic.ments brevetés 3 

Magasins do chaussures 4 

tiagasins do vêtements pour honvnos S 

Magasins do vétoments pour dames 6 

Autres magasins do vètomon*s 7 

Magasins do meublas at dappareils ménagers 8 

Magasins daccossoires dameubleinent 9 

Concossionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divorces 13 

Autras magasins do produits somi-durables 14 

Autres magasins do produits dursbles 15 

Autros magasins do vento au detail 16 

TAELEAU 4. Commerce do detail, fraction do réponso do l'Cchantillon at coefficient do variation S  (perlodes courantes) 

Coefficient of variation 

Coefficient do variation 

	

October 	Soptoither 	Auqust 	 Jul 

	

1992 	1992 	1992 	199 

	

Octobr. 	Septembra 	AoOt 	Juillet 

Per cent - pourcentage 

2.7 2.6 2.5 2.3 

6.3 6.1 6.8 6.8 

3.4 3.4 3.3 3.3 

4.7 4.6 4.1 4.8 

5.5 5.8 6.4 6.8 

3.4 3.2 32 3.4 

3.8 3.5 3.1 3.7 

5.0 5.3 5.2 4.9 

6.0 6.0 6.9 5.7 

4.8 3.8 4.7 4.7 

5.0 4.3 4.2 4.3 

3.6 3.3 3.2 3.3 

. 	 0.9 1.0 1.3 1.5 

4.9 5.3 5.9 5.1 

5.3 5.6 4.4 4.4 

4.4 1.9 1.7 1.9 

1.3 	1.2 	1.3 	1.3 Total, ensemble des magasins 	17 

I Regions 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

26 

29 

2.9 3.0 2.8 2.7 

3.5 3.4 3.8 3.7 

5.2 4.1 4.9 4.3 

5.6 5.0 4.6 4.6 

2.9 2.7 2.7 2.8 

2.8 2.3 2.8 2.9 

2.7 2.3 2.2 2.4 

2.7 2.9 3.0 2.9 

2.8 2.9 2.6 2.6 

2.3 2.4 2.5 2.4 

0.7 1.0 1.3 2.2 

2.1 2.1 1.9 2.0 

Terre-Nouve 

t le-du-Pr inco-douard 

Nouvelle-Ecosso 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colomb jo-Br j tann ique 

Yukon 

Territoiros du Nord-Ouost 

S 
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TABLE 5. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Estimates) W 

October September August July June 
1992 

Play 
1992 

April 
1992 

No. 
1992 

Octobre 
1992 

Septembre 
1992 
AoQt 

1992 
Juillet Juin l-lai Avril 

millions of dollars - millions de dollars 

Trade Group - Canada 

I Supermarkets and grocery stores 3,765.0 31777.0 3,773.7 3,701.8 3,703.5 3,654.3 3,673.0 

2 All other food stores 288.9 290.9 288.9 285.3 285.9 290.5 300.7 

3 Drugs and patent medicine stores 915.9 905.6 907.9 898.0 893.7 887.6 862.9 

4 Shoe stores 130.1 127.4 130.0 127.4 126.5 127.2 131.2 

5 liens clothing stores 129.8 132.2 131.8 133.0 132.2 131.3 132.3 

6 Homon's clothing stores 314.6 315.1 315.0 308.6 303.8 303.9 295.6 

7 Other clothing stores 320.6 327.5 322.6 322.0 309.0 313,6 316.3 

8 Household furniture and 650.4 646.1 632.2 630.4 629.6 606.5 641.4 
appliance stores 

9 Household furnishings stores 182.1 182.9 186.4 186.1 185.9 178.1 182.9 

10 Motor vehicle and recreational 3,237.5 3,251.8 3,260.0 3,248.9 3,250.8 3,181.4 3,180.1 
vehicle dealers 

11 Gasoline service stations 1,137.2 1,137.7 1,150.7 1,165.8 1,179.3 1,117.7 1032.8 

12 Automotive parts, accessories 862.0 850.9 861.0 847.1 859.7 856.5 856.9 
and service 

13 General merchandise stores 1,752.7 1,746.9 1,767.6 1,767.9 1,733.1 1,742.2 1,748.3 

14 Other semi-durable goods stores 550.3 549.6 542.9 537.6 528,8 520.3 512.5 

15 Other durable goods stores 411.6 411.7 413.9 419.1 413.7 400.9 417.5 

16 Other retail stores 846.8 834.1 830.3 832.8 843.8 847.5 857.3 

17 Total, all stores 15,495.5 15,487.5 15,514.8 15,412.1 15,379.3 15,159.4 15,241.8 

Regions 

18 Newfoundland 283.7 282.2 278.5 280.0 275.7 264.8 272.9 

19 Prince Edward Island 69.7 69.0 69.1 67.6 66.4 66.1 64.4 

20 Nova Scotia 515.2 504.5 511.2 507.6 525.5 505.4 506.1 

21 New Brunswick 403.4 414.6 403.0 393.5 394.0 387.1 384.9 

22 Quebec 3,817.9 3,758.2 3,769.0 3,776.8 3,796.7 3,742.2 3,766.6 

23 Ontario 5,730.3 5,732.5 5,751.9 5,747.1 5,662.6 5,607.9 5,637.0 

24 Manitoba 528.8 523.4 533.8 527.2 518.3 525.8 506.0 

25 Saskatchewan 432.2 434.2 440.5 443.0 436.7 447.3 445.9 

26 Alberta 1,639.5 1,654.5 1,680.0 1,633.2 1,624.6 1,611.8 1,586.0 

27 British Columbia 2,058.7 2,107.9 2,057.3 2,021.5 2,012.4 1,952.9 1,954.8 

28 Yukon 15.5 15.9 15.5 15.0 14.8 13.6 14.5 

29 Northwest Territories 31.7 32.2 32.1 32.6 32.0 31.0 32.1 
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. TABLEAU S. Ventes mu detail, dCsaisonnalisées, solon Is groupe do commerce at Ia region 
(ostimat ions historiques) 

March February January Decether Novether October 
1992 1992 1992 1991 1991 1991 
Mars Février Janvier Décethre Novethre Ociobre 

millions of dollars - millions do dollars 

N.  

3,648.8 3,627.0 3,618.1 3,651.9 3,631.9 3,637.2 

290.3 294.2 297.6 298.4 299.7 292.4 

852.6 851.8 845.0 839.8 880.7 833.6 

128.5 129.5 128.5 131.8 125.4 125.9 

130.3 135.9 140.8 138.9 134.3 129.0 

292.6 298.9 296.8 337.5 314.7 306.4 

304.9 309.5 306.1 312.5 309.0 308.9 

647.7 641.6 631.9 635.0 635.9 620.8 

185.2 186.2 180.3 163.1 170.2 177.6 

3025.4 3 9 136.0 3054.8 3,135.8 3,168.4 2 9 968.4 

1,129.7 1,146.2 1,171.4 1,106.5 1,137.9 1,175.2 

861.5 862.1 871.1 869.7 870.6 884.4 

1,710.0 1,743.5 1,714.5 1,764.5 1,740.9 1,718.6 

508.9 508.3 517.0 505.5 506.2 498.2 

411.6 412.8 405.5 421.0 410.0 415.1 

844.6 858.0 867.5 826.1 872.0 878.2 

15,072.8 15,141.5 15,146.9 15,138.1 15,207.7 14,969.9 

Groupo de commerce Canada 

Supermarchés dalimentation at épiceries 	I 

Tous los autres magasins dalimentation 	2 

Pharmacies at magasins do medicaments brevetés 3 

Magas ins do chaussures 	 4 

Magasins do v6terients pour honnies 	5 

tiagasins do vêtements pour dames 	6 

Autres magasins do vôtemen*s 	7 

Magasins do meubles at dappareils ménagers 	8 

Magasins daccessoires dameublement 

Concessionnaires do vAhicules automobiles 
at récréat ifs 

Stations-service 

Magasins do pieces at daccessoiros pour 
automobiles at services 

Magasins do marchandises diverses 
Autres magasins do produits semi-durables 

Autres magasins do produits durables 

Autr.s magasins do vente au detail 

Total, ensemble des •agasns 

9 

10 

11 

12 

13 

14 

15 

16 

17 

	

275.8 	284.2 	289.1 	286.4 	290.5 	280.4 

	

65.3 	64.1 	67.4 	65.0 	64.3 	62.7 

	

504.2 	480.1 	505.9 	489.3 	486.1 	476.7 

	

385.6 	383.6 	387.7 	377.3 	381.9 	375.9 

	

3,697.0 	3,692.7 	3,749.4 	3,720.6 	3,767.6 	3,709.5 

	

59557.7 	5,642.6 	59613.7 	5,614.2 	5,629.0 	5,570.3 

	

529.6 	535.6 	529.6 	528.1 	529.0 	513.1 

	

456.5 	445.6 	452.2 	652.5 	440.0 	429.5 

	

1,610.2 	1,584.5 	1,606.3 	1 1582.0 	1,574.6 	1,537.9 

	

1,973.8 	1,951.1 	1,959.5 	1,988.4 	1,967.3 	1,966.9 

	

14.8 	14.5 	14.5 	14.0 	14.3 	13.9 

	

30.8 	30.3 	30.4 	29.8 	30.2 	29.5  

Régons 

Terre-Mauve 

tl.-du-Pr ince-Edouard 

Nouvelle4cosse 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colonthie-Britannique 

Yukon 

Territoires du Nord-Ouest 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 
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TABLE 4. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 

No. 

Estimates) 

October 
1992 

Octobre 

September 
1992 

Septembre 

August 
1992 
AoO't 

July 
1992 

Juillet 

June 
1992 
Juin 

May 
1992 
Mai 

w 
April 
1992 

Avril 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 4 9 018.1 3,713.2 3,805.2 3073.6 3,716.9 3,908.4 3,615.2 

2 All other food stores 287.2 277.7 295.1 309.1 301.1 313.5 302.4 

3 Drugs and patent medicine 952.3 877.3 880.2 897.4 882.5 881.5 836.8 
stores 

4 Shoe stores 149.4 140.0 132.6 114.2 135.5 138.0 128.7 

5 Men's clothing stores 143.9 131.1 112.3 110.7 134.3 135.7 119.1 

6 Homen's clothing stores 332.8 345.6 297.6 285.9 300.4 319.6 287.4 

7 Other clothing stores 353.4 347.9 322.1 276.2 292.2 303.0 291.3 

8 Household furniture and 691.6 672.2 628.6 635.0 616.7 561.9 586.3 
appliance stores 

9 Household furnishings stores 195.8 187.9 190.1 193.2 198.0 178.6 171.4 

10 Motor vehicle and recreational 3,225.0 3,249.1 3,147.9 3,647.9 3,876.9 3,760.4 3,679.8 
vehicle dealers 

11 Gasoline service stations 1,199.5 1,140.2 1,235.0 1,287.6 1,229.4 1,161.8 1,066.9 

12 Automotive parts, accessories 907.6 843.7 840.4 906.6 963.5 949.9 867.6 
and service 

13 General merchandise stores 1,864.7 1,697.3 1,697.5 1,640.4 1,644.6 1,695.4 1,639.8 

14 Other semi-durable goods stores 535.8 541.9 544.7 548.1 566.6 588.0 473.2 

IS Other durable goods stores 387.1 401.7 404.4 410.1 408.0 392.8 356.9 

16 Other retail stores 858.1 798.8 873.3 938.5 887.2 898.5 774.4 

17 Total, all stores 14,102.3 15,365.5 15,404.9 16,174.4 14,153.8 16,187.0 15,196.9 

Regions 

18 Newfoundland 284.4 274.9 281.5 296.0 286.2 285.0 270.3 

19 Prince Edward Island 69.0 68.6 75.4 79.6 72.7 69.6 62.7 

20 Nova Scotia 528.3 489,8 516.9 540.5 544.9 537.2 510.7 

21 New Brunswick 413.7 408.1 406.2 421.3 418.1 411.2 384.2 

22 Quebec 3,986.5 3 1723.2 3,752.2 3,989.0 4,057.5 4,176.4 3,923.4 

23 Ontario 5,951.2 5,687.1 5,600.3 5,960.2 5,954.0 5,934.4 5,556.8 

24 Manitoba 547.3 516.2 524.8 543.6 541.8 558.9 510.6 

25 Saskatchewan 456.5 425.7 441.0 460.7 461.3 469.7 444.7 

26 Alberta 1,698.4 1,642.6 1,681.0 1,687.0 1,709.6 1 1 674.8 1,575.5 

27 British Columbia 2,118.5 2,082.1 2,077.0 2,142.5 2,056.1 2,023.2 1,914.2 

28 Yukon 16.0 16.5 17.7 18.1 17.0 14.3 13.3 

29 Northwest Territories 32.4 30.7 32.9 35.9 34.5 32.3 30.6 
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3,401.9 	3,430.5 	3,568.8 	3,720.7 	3,707.5 	3,648.91 

	

263.7 	256.5 	262.0 	359.4 	289.1 	287.31 

	

811.1 	790.8 	832.3 	1,042.0 	877.2 	860.51 

100.5 79.9 96.6 181.7 154.2 138.0 

95.4 81.6 104.9 275.2 178.1 140.3 

252.1 205.3 216.6 505.9 348.0 313.5 

261.8 211.4 227.8 532.7 373.4 331.2 

578.2 524.6 551.3 855.6 719.7 649.7 

	

163.5 	146.8 	143.5 	200.7 	191.6 	191.5 

	

3,285.4 	2,559.3 	2,506.3 	2,504.0 	2,925.0 	3064.8 

	

1,071.1 	1,032.2 	1,115.3 	1,116.4 	1040.2 	1,223.0 

	

771.8 	666.0 	731.5 	938.4 	960.1 	933.5 

	

1,421.4 	1,271.0 	1,237.4 	2020.0 	2,232.0 	1,806.1' 

	

410.8 	393.1 	364.1 	776.1 	532.8 	477.8 

	

308.5 	299.6 	307.0 	831.3 	432.7 	382.4 

	

717.8 	661.1 	655.0 	1,209.0 	908.6 	836.7 

13,914.9 12,609.8 12,940.3 17,969.1 15,970.1 15,285.3 

37,151.9 

2,868.3 

8,642.2 

1,215.2 

1,169.0 

2,843.2 

2,887.0 

6,046.2 

1,768.7 

32,937.9 

11,539.0 

8,448.4 

15,809.5 

4,986.5 

3,676.1 

8,062.8 

150,051.7 

. 

TABLrAU 6 . Vontes cu detail, non-dCsasonnalisCos, solon Is groupe do coorce at Is region 
(esttmations historiquos) 

	

March February January December November October 	Year 
1992 	199~ 	199~ 	1991 	1991 	1991 	1992 

	

Mars Fávri.r Janvior Décembre Noverthre Octobre 	Année 	 N' 

millions of dollars - millions do dollars 

. 

Groups do co•roo - Canada 

Supermarchés d'aliment.tion at I 
ép icer lea 

bus les autres Magasins 2 
d' alinentat ion 

Pharmacies at magas ins de médicament 3 
brevotés 

Magas ins do chaussures 4 

Magasins do vêtements pour hou,mms S 

Magasins do v6tements pour dames 6 

Autr.s magasins do vêt.ments 7 

Magasins do meublos at dappareils 8 
ménagers 

Magasins d'accessoires d'amoublement 9 

Concessionnaires do véhicules 10 
automobiles at récréa+ifs 

Stations-service 11 

Magasins do pieces  at  daccessoiros 12 
pour automobiles at services 

Magasins do marchandises div.rs.s 13 

Autrss .agasins do produits semi- 14 
durablos 

Autres magasins do produits durables 15 

Autr.s magasins do v.nte au detail 16 

Total, ensemble d•s •agasins 17 

Régons 

2,702.1 

657.6 

4,952.4 

3,855.0 

37,143.7 

55,240.1 

5,131.8 

4,339.5 

15,902.6 

19,670.7 

147.3 

308.8 

	

252.3 	237.4 	234.2 	350.4 	313.7 	277.1 

	

56.0 	49.7 	54.3 	76.7 	66.5 	61.5 

	

461.5 	398.1 	424.5 	589.7 	521.5 	480.3 

	

353.8 	316.2 	322.4 	449.0 	411.0 	382.4 

	

3,431.9 	3,005.4 	3,098.3 	4,161.2 	3,844.4 	3,816.1 

	

5,044.0 	4,731.3 	4,820.8 	6,838.9 	6,050.3 	5,680.9 

	

480.9 	448.5 	459.3 	637.1 	563.0 	527.4 

	

413.5 	372.2 	394.1 	526.8 	476.2 	452,7 

	

1,509.7 	1,332.8 	1,391.1 	1,894.0 	1,648.7 	19588.5 

	

1,870.4 	1,681.5 	1,705.1 	2,393.6 	2028.6 	1,974.4 

	

12.4 	10.7 	11.3 	15.7 	14.4 	14.3 

	

28.5 	26.0 	25.0 	35.9 	31.8 	29.7 

Terre-Mauve 18 

tle-du-Prince-Edouard 19 

Nouvalle-400sse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloaibie-Britannique 27 

Yukon 28 

Territoiros du Nord-Ou.st 29 

Retail Trade, October 1992 
Statistics Canada - Cat. No. 63-005 

Commerce de detail, octobre 1992 
-25- 	 Statistlque Canada - n' 63-005 au catalogue 



Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Colu,thia 

Yukon 

Northwest Territories 

Regions 

Total 

99.5 91.2 91.1 86.3 834.6 

22.1 21.6 23.6 24.0 195.8 

164.1 147.5 150.9 149.1 1 1,397.4 
134.5 120.4 118.6 116.7 1016.0 

1,288.2 10190.5 1,171.4 1,174.1 11,279.5 

2053.4 2,055,1 1,974.5 1042.9 18,664.8 

182.6 172.9 173.1 166.7 1,634.0 

165.2 152.0 153.0 146,9 1,462.5 

630.8 621.5 621.5 587.7 5,693.3 

742.6 747.0 708.2 692.2 6,546.5 

5.2 5.5 6.1 6.0 47.1 

18.5 17.6 17.9 18.6 172.0 

5,606.7 5,342.8 5,210.1 5 1 111.2 49,043.4 

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

Sales 

Ventes 

	

October Septerther 	August 	July Year-to-date 
1992 	1992 	1992 	1992 	1992 

	

Octobre Septothre 	AoQt 	Juillet 	Cumulatif 

millions of dollars - millions do dollars 

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

October Septeuther August July June tlay April 
1992 1992 1992 1992 1992 1992 1992 

Octobre Septembre AoOt Juillet Juin Mai Avril 

millions of dollars - millions de dollars 

Regions 

Newfoundland 99.5 91.2 91.1 86.3 85.1 82.6 83.4 

Prince Edward Island 22.1 21.6 23.6 24.0 21.0 20.1 18.4 

Nova Scotia 164.1 147.5 150.9 149.1 146.6 143.4 141.2 

New Brunswick 134.5 120.4 118.6 116.7 117.0 115.5 112.1 

Quebec 1,288.2 1,190.5 1071.4 1074.1 1,196.8 1,269.0 1084.1 

Ontario 2,153.4 2,055.1 1074.5 1042.9 1,980.1 1 1 952.1 1,827.0 

Manitoba 182.6 172.9 173.1 166.7 173.2 176.9 166.6 

Saskatchewan 165.2 152.0 153.0 146.9 156.3 158.5 151.8 

Alberta 630.8 621.5 621.5 587.7 601.9 590.3 552.3 

British Coluthia 742.6 747.0 708.2 692.2 676.6 663.4 632.1 

Yukon 5.2 5.5 6.1 6.0 5.6 4.2 4.1 

Northwest Territories 18.5 17.6 17.9 18.6 18.5 18.4 17.7 

Total 	 I 5,606.7 	5,342.8 	5,210.1 	5,111.2 	5,178.6 	5,194.5 	4,890.8 
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. TABLEAU 7. Ventos do •archandises genre grand magasin, non-désaisonnaliséos, Solon 1. region 
(pCriodes courantas ) 

Change from previous year 

Variation par rapport A lannée précédenta 

	

October September 	August 	July Year-to-date 
1992 	1992 	1992 	1992 	1992 

	

Octobre Saptouthre 	AoOt 	Juillet 	Cumulatif 

Per cent - pourcantage 

Regions 

. 

-6.8 

4.1 

3.4 
2.2 

1.6 

3.7 

2.7 

8.5 

3.1 

7.8 

17.5 

6.7 

3.5 

-2.3 -3.4 -13.9 -7.1 

14.3 11.7 -1.3 6.7 

8.1 4.0 -0.7 7.7 

9.0 5.9 -4.1 4.9 

3.2 1.2 -4.4 3.3 

7.1 6.7 0.1 7.2 

3.4 3.1 0.6 4.5 

8.6 9.6 6.3 11.3 

3.7 7.3 2.8 5.9 

9.7 13.8 2.3 7.6 

14.8 23.6 20.7 26.7 

5.7 8.6 3.4 8.5 

6.0 6.1 -0.6 5.9 

Terre-Mauve 

tle -du-Princo - cIouard 

Nouvello4cossa 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colombia-Br itannique 

Yukon 

Territoires du Nord-Ouost 

Total 

TABLEAU S • Vantes do •.rchandisos genre grand •agasin, non -dCsaisonnalisées, salon Ia region 
(estations hsstoriquos) 

	

March February January December November October 	Year 
1992 	199~ 	199~ 	1991 	1991 	1991 	1992 

	

Mars Février Janvier Décembro Novombre Octobre 	Annóe 

millions of dollars - millions do dollars 

Regions 

834.6 

195.8 

1,397.4 

10116.0 

11,279.5 

18,664.8 

1,634.0 

1,462.5 

5,693.3 

6,546.5 

47.1 

172.0 

74.9 69.1 71.3 163.3 134.0 101.8 

15.8 14.0 15.1 33.7 24.0 19.3 

125.6 109,6 119.5 265.9 197.6 151.8 

99.7 89.1 92.4 195.8 153.6 l23.4 

984.5 901.5 919.3 1,683.2 1,347,0 1,248.0 

1,657.5 1,547.8 1,574.2 3,208.7 2,327.6 2010.8 

149.6 135.5 136.8 286.9 207.9 176.6 

134.8 118.9 125.0 232.5 180.4 152.1 

528.9 466.4 492.1 914.3 673.8 608.5 

612.1 534.1 538.3 1,106.6 769.3 676.7 

3.8 3.3 3.2 7.0 5.1 4.6 

15.9 14.8 14.2 23.2 19.3 17.5 

Terra-Mauve 

i la-du-Pr ince-Edouard 

Nouva1le-cosse 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colombia-Britannique 

Yukon 

Territoires du Nord-Ouast 

S 	4,403.2 4,004.1 4,101.4 8,121.2 4,039.8 5,291.1 49,043.41 Total 
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Footnote 

Retail sales estimates exclude the Goods & 
Services Tax IGST). Prior to January 1991, 
sales data included the Federal Sales Tax 
(FSTI. Due to this change in indirect taxes, 
data after 1990 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. 

Note 

Las estimations des ventes cu d6tail excluent 
la taxe sur las produits at las services 
(TPS). Las donnes sur les ventes entérieures 
janvier 1991 incluent la taxe de yenta féd-

rale (TVF). DO a ce changement dans las taxes 
indirectes, los donnes après 1990 no sont pas 
tout A fait comparablas avec cellos des années 
prócódentes. Pour las utilisateurs intóressós 
calculer des données comparables, une esti-

mation du montant de la TVF inclus dans les 
ventas au detail pour 1990 est disponibla pour 
le Canada. Cotta estimation nest pas suffi-
samment fiable pour permattre des ajustements 
au nivecu provincial ou au niveau des groupes 
de commerce. 
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APPENDIX I 

Definitions 

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

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

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

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

Retail Trade, October 1992 
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APPENDICE I 

Definitions 

Ca..erce do detail signifie, pour las be-
soins do Is prósente publication, "l'onsemble 
des ventos faites par des points do vente au 
dtail". 

Un point do vonte au detail, suivant Is d-
finition do Statistique Canada, est un local 
daffaires (habituellement un magasin) dont 
l'ackivité principale est Is vonte do marchan-
dises at do services connexes au grand public 
pour Is consommation m6nagère ou porsonnelle. 
Los estimations rolatives au commerce do dC-
tail no prennent pas on compte las vontes di-
rectes, c'est-è-dire los vontes qui no sont 
pas faites par l'intermédiaire d'un point do 
vente au detail, par oxomplo los ventes direc-
tes par demarchage, las vantes per distribu-
tour automatique, los vontes do journaux ou do 
rovues faites directement par los imprimeurs 
at éditours, at les vontes faites per los cer-
des du livre at los clubs do disquos. Il n'y 
a qu'une exception: los vantes des grands ma-
gasins faites par Is poste ou per catalogue, 
qui sont classóes dans Is categoric des "maga-
sins de marchandisos diverses". En outro, 1s 
commerce do detail no comprend pas los ventes 
au detail des unitós auxiliairos, par example, 
entrepôts, sièg.s socisux, etc., ni los ventes 
des entrepreneurs dont I'activit6 principale 
no r.lève pas du commerce do dótail, ni las 
operations do dótail ontre particuliers. 

Las ventas mattes totales comprennent los 
vantes do marchandisas neuves at d'occasion at 
las rocattes provenant do rparations, do lo-
cation cia mat6ri.l, da Is yenta do ropes at 
d'autres activits do services, mains la va-
lour des rondus (marchandisos r.tourneas), las 
ajustoments at los rabais. Los ventes totalas 
nottas comprennant ógal.m.nt; Is valeur des 
reprises, las commissions sur 1s yenta do mar-
chandises appartenant A autrui (y compris los 
commissions touchóes pour Is vents do billats 
do lotaria) at Is valour (au detail) des mar-
chandises prólevas par 1s proprietaire pour 
son usage personnel. On no prond pas an compte 
les rocat*es hors exploitation, los recouvro-
cents do mauvais.s cróancas at los taxes do 
vonte (taxe do vents provinciale at Is taxe 
sur los produits at los services (TPS)) 
percuss pour 1s compta d'un organismo public. 

Los merchandises du genre do cellos vendues 
dams les grands magasins (MGG1I) correspondant 
au total du commerce do dó+ail moms los grou-
pas do commerce suivants: los supormarchós 
d'alimontation at los épicerios; tous las au-
Ires magasins d'aliman+ation; los concession-
naires do véhicules automobiles at rócróatifs; 
los stations-service; los magasins de pièces 
et d'accessoires pour véhicules automobiles at 
services; at los autros magasins de vente au 
detail (comprand los magasins do spirituoux, 
do yin at do bièroj at los magasins do vents 
su detail, n.c.a.). 
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APPENDIX II 

METhODOLOGY 

casponents of the Un2verse 

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

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

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

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

The Hew Sample 

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 
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HETH000 LOG IF 

Couposantes do l'univors 

Ic nouveau registre des entreprises ou Base 
do données du registre central (BDRC) repró-
sante lunivors do l'Enquôte mensuelle sur 1e 
commerce do dótail. La BDRC a 6tS concue afir 
do servir do base do sondage centrals pour 
toutes les enqutes-entreprises, cc qui permet 
do normaliser los concepts at do gn6raliser 
las móthodes at les systèmes. La quaiit6 
donsembie dos donnéos commercial.s at 6cono-
miques est ainsi am6iior6e: on obtient une 
plus grande coh6r.nce, des donnóes administra-
tives plus exactes at une meilleure coordina-
tion des systèmes at des proc6dures. Un jour, 
toutes los enquêtes-antraprises do Statistique 
Canada seront remanies at s'int6greront I cc 
nouveau cadre. 

La population cible do lEnqulte sur 10 
commerce do dótail ost formee do tous los 
emplacements statistiques dans la BORC qui 
appartiennent au secteur du commerce do d6-
tail. Ces unites constituent Is base de son-
dage do lEnquêto sur Is commerce de detail. 

La base de sondage de I. BDRC est divis6o on 
deux composantes: Is partie intégrêa (Pt) at 
Is partie non integree (PNI). La premilre 
englobe tou*.s los entreprises importantos qui 
ont uno structure complexe at constitue Is 
composanto 1a plus importante do la base an co 
qui a trait aux ventos. Los ontreprises do la 
P1 peuvont Itre ropr6sent6os I plusieurs ni-
veaux I lintrieur du cadre hirarchique de 
l.ntitó statistique, co qui permet Is col-
lecle de Is gamme compilto dos donn6es 6cono-
miquos dens Is cas des grandes soci4t6s. Lea 
renseignomonis sur ces entroprises sont tires 
des fichiers administratifs des d6clarations 
dimpât sur Is revenu at des fichiers des 
comptes de retenues sur Is pays de Revenu 
Canada. 

La partie non intógrée eat constitu6o dos 
entreprises I entite simple do plus petite 
taille dont In valour des vent.s est sous In 
limits calcule do la P1. L'EnquIte monsu.11e 
sur le commerce do d4tail tire sos entit4s 
statistiques du fichi.r dos comptes do ret.-
nues sur Is paye do Revanu Canada, cc qui 
pormet d'in(egrar aux unitós do 1. PNI do is 
base les renseignements los plus récents. 

Nouvel dehantillon 

L.a entroprises do Is population ciblo sont 
classóes an fonction dos codas I quatre chif-
fres do Is Classification type dos industries, 
I partir do la proportion des ventes quo ro-
presents chaque genre dentreprise ou encore 
cheque genre de marchandises vendues. La 
population cible est aussi stratifiea par 
rgion gCographique. Cheque combinaison bran- 
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three sub-skrata 	take-all, large take-some 
and small take-some. The take-all businesses 
are self-representing as they are included in 
the sample with certainty. The take-all sub-
stratum is comprised of designated companies 
such as department stores, companies operating 
in several strata, and companies operating in 
one strata with revenue greater than a calcu-
lated threshold. The large take-some and 
small-take-som, units are classified by their 
revenue. 

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

The initial sample was selected in late 1988 
and has been refreshed each month by including 
a sample of population births. In order to 
update the sample, not only to add births but 
also to reduce the burden of individual re-
spondents in the take-some strata, the set of 
units in the sampling frame are randomly dis-
tributed across a calculated number of panels 
within each sub-stratum. Panels are created 
so that the selected firms in the take-some 
strata may rotate out of the sample for a 
specified time period in order to reduc, the 
response burden. The number of panels in each 
sub-stratum is calculated in accordance with 
the sampling rate, the maximum number of occa-
sions that a unit may remain in the sample, 
and the minimum number of occasions it must 
stay out of the sample. Once the original in-
sample panels are selected, sample rotation 
may be performed by periodically dropping a 
panel from the current sample and adding a new 
panel. 

Data Collection 

Data collection, data capture, preliminary 
edit and follow-up of non-respondents are all 
performed in the eight Statistics Canada re-
gional offices. Sampled companies are con-
tacted either by mail or telephone, whichever 
they prefer. Data capture and preliminary 
editing are performed simultaneously to ensure 
the validity of the data. Collection entities 
from which no response has been received or 
whose data may contain errors, are followed up 
immediately. Data and frame updates are trans- 

che dactivik - rgion gographique est divi-
s6e an trois sous-stratos: une ê tirage corn-
plet, une "grande a tirage partiel" at une 
"petite a tirage partiel". Les entreprises de 
Is sous-strate ê tirage complet sont autore-
présentatives puisquelles sont forcment 
intgr6es A léchantillon. La sous-strate 
tirage complot englobe los soci6t6s dsign6es, 
comme les grands magasins, les sociótés on 
activi*ó dans plusieurs strates at cellos an 
activit6 dans une strata at ayant des ventes 
supórieures au seuil calculé. Los unitós do 
la sous-strate "grande a tirage partial" ot do 
cello "petite A tirago partiol" sont cless6es 
solon leurs recettas. 

Afin de determiner Is taille des echantil-
lons pour lea branches d'activitd scion Is 
strate géographique, on calcule Is variance at 
Is total des venies dans chaque sous-strate at 
on utilise las résultats pour la repartition. 
Celle-ci so fait suivant una méthode qui per-
met de calcuier Jo nombra d'unités A prélever 
dans la strate A tirage partial è partir des 
deux critres suivants: le coefficient do 
variation requis pour la strate at, bien sOr, 
le nombre total d'unités d'échantillonnage do 
l'enquête. 

L'échantillon initial a été prélevé i la 
fin do 1988 at a été rafraIchi cheque mois par 
l'introduction dun óchantillon do nouvelles 
unites do la population. Los unitás do la 
base do sondage sont répartios aléatoiremant 
entre un nombre établi do panels a l'intérieur 
do chaque sous-strate, co qui pormot non seu-
lement de mettre A jour i'óchantillon par 
lajout do nouvelles unites mais sussi do 
réduira le fardeau de la réponse des unites 
des strates è tirage partiel. La presence do 
panels permet do supprimer pour un tomps, par 
ranouvaliement, los entreprisos séloctionnées 
dana lea stra'ces A (irage partiel at ainsi do 
réduire Is fardeau de la réponse. La nombre 
do panels do chaqua sous-strato ost calculé on 
fonction du taux cJéchantillonnage, du nombro 
maximal de cycles pendant lesquels une unite 
pout rester & lintérieur do l'échankiilon at 
du nombre minimal do cycles pendant lesquels 
.11e doit rester . l'axtéri.ur do Péchan-
tilion. Une fois las panels retenus dana 
i'échantillon initial choisis, Is renouvelie-
ment do léchantillon pout êtro offectué pé -
riodiquemeni par Is suppression dun panel do 
léchantillon courant at par i'ajoui dun 
nouveau panel. 

Collecte des donnCes 

La collecta des données, Is saisie des don-
nées, Is verification préliminaire at Is suivi 
des non-répondants sont accomplis par les huit 
bureaux régionaux do Statistique Canada. On 
communique avec las entreprises échaniillon-
nées par Is poste ou par téléphone, solon cm 
quelles préfèrent. La saisie des données at 
Is verification préliminaire sont effactuées 
on memo temps afin de garantir Is validité des 
donnéos. On fait immédiatement Is suivi pour 
los entifés do collecte qui nont pas répondu 
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rnitted to Ottawa and loaded onto the survey 
data base several times during each cycle. 
These revised procedures have resulted in much 
improved response rates (approximately 90% 
response is achieved for preliminary esti-
males) 

Statistical Edit and Imputation 

Data is analyzed within each trade group and 
geographic region. Extreme values are listed 
for manual inspections in an order of priority 
determined by the magnitude of the deviation 
from average behaviour. Records which fail 
the statistical edit are considered as out-
liers and are not used in calculating imputa-
tion variables (such as monthly trends) used 
by the imputation system. 

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

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

Est icat ion 

Total retail sales are estimated by increas-
ing the in-sample sales results by an estima-
tion weight. An initial weight equal to the 
inverse of the original probability of selec-
tion is assigned to each entity. The weights 
are subsequently adjusted for achieved sample 
size, in order to inflate the estimate to 
represent the entire current population. The 
calculated weighted sales values are summed by 
their domain, to produce the total sales esti-
mates by stratum. A domain is defined as the 
most recent classification values available  

ou pour cellos dont les donnóes contiennent 
des erreurs. Les mises è jour aux donnees at è 
Is base sont transmises A Ottawa at alias sent 
entrees dana Is base de données da lenquête 
plusieurs reprises cu cours do chaque cyci.. 
Cam procódures rvi6.s ont .0 pour cons6-
quenc. de meilleurs taux do réponse (on ob-
lient environ 90Z do réponses pour lea estima-
tions provisoires). 

Verification statistique at iaputation 

Los donnóes sont anaiysées A l'intórieur de 
chaque groupe de commerce at region gographi-
quo. Las valaurs extremes sont inscrites sur 
une lisle, pour quon puisse on faire un con-
trôle manuel, suivant un ordre de priorit 
qui eat fonction de Pamplour de l'êcart par 
rapport C 1. moyenne. Lea enregistrements qui 
sont rejet6s C la verification statislique 
sont considérés comma des valeurs aberrantes 
at no servant pas au calcul des variables 
dimputation (comma l.a tendances menauell.$) 
utilisóes per Is système dimputalion. 

On impute une estimation aux enragistrements 
des entreprises nayant pas répondu C lamps ou 
dont les vantes déclaró.s ont áté rejetóes I 
Is verification préliminaira. Oiv.rsas catho-
des diriputation sont utilisees, 1s choix do 
Is méthode 61ant fail aulomatiquement par Is 
système an fonction de is disponibilité des 
donnes r.quises. La système pout notamment 
uliliser las tendancas mensuellas ou annual-
les, 1e moyenne de In cellule, l.a donnéas 
annuelles divis.a per douze ou las valeurs 
hisloriquss. Sil manque des donnó.s pour 1s 
cellule dimputation (groupe de commerce par 
region 96ographiqua), celle-ci act automati-
quement combinéa avec des cellules semblables. 

Xl y a un décalage perceptible entre 1s 
moment oü lentreprise ouvre sos portes at 
celui oi alle figure dens Is base de len-
quCta. Afin de componser leff.t do cc retard 
sur l.a estimations mensuelles, on impute C 
reboura, jusqul Is dale de cr6alion de 1s 
nouvella unite ou jusqucu debut da lannée 
pr6c6dente (colon Is plus lointaine des daux 
dates), las ventes des nouvelles unites de 
l'óchantillon. Limputation I rebours des 
nouvelias unites repose sur las tendances 
mensuelles inverses at produit una estimation 
de ceill.ur niveau pour lea donn6es ravisees. 

Esticat ion 

On estime Is total dos ventes au detail on 
affectant dun coefficient destimation las 
chiffrea des v.ntas des unit6s chanti1ion-
n6es. Un poids agal I linverse do Is proba-
bilit6 de selection est attribuó su depart C 
chaque entite. Las poids sont ensuite ajustés 
an fonction de Is taille de l'áchantillon 
obtenu, cc qui parmet da gonfler lestimation 
pour queue représenta lensamble de is popu-
lation courante. Las chiffras des vantas 
pondérés Sinai calcui6s sont additionnés par 
domains cc qui donna las ventes totales esti- 
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from the CFDB for the statistical entity and 
the survey reference period. These domains 
may differ from the original sampling strata 
because records may have changed in size, 
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.ployer Estates 

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

matives par s'crate. 	Par domaine, on entend 
les velours do classification les plus r-
centes disponibles dens la BDRC pour l'entit 
statistique at la priodo de rf6rence de 
l'enquôte. Les domaines peuvent être diff6-
rents de la strate d'chan+il1onnage initiale 
lorsque la taille, la brancho dactivité ou 
lemplacemont des unitós représentes par les 
enregistrements ont subi des modifications. 
Las changements do classification so rpercu-
tent immédiatomont sur los estimations at no 
s'accumulent pas avec 1. temps. 

Los comparaisons d'une priode i l'autro 
peuvent traduire des facteurs autres qu'une 
tendance gónórale des ventes, par exemple la 
modification de lchantillon at la reclassi-
fication des firmes 6chantillonnges a d'autres 
groupes commerciaux. Il faut donc les utiliser 
avec prudence. 

Estiaations pour los entreprises n'ayant pas 
do salaries 

Les entreprises n'ayant pas do salariós no 
sont pas reprsentées dans la partie non into-
gróe de la BDRC. Elles no constituent quo 2 
environ do lensemble du commerce do detail 
mais leur importance vane considOrablement 
selon le groupe de commerce et la rógion. Los 
estimations do l'enquête sont complétóes par 
des estimations pour los ontreprises n'ayant 
pas do salaries, qui ont Oté calcules i par-
tir dos donnOes fiscalos do 1984 A 1987. Ii y 
a environ 30,000 eritraprises do dO*ail non 
constituOos on sociOtO exploit6es par leur 
propniOtairo au Canada. 
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APPENDIX III 

Data Re1abiIity 

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. 

Splinq and Non-sp1ing Errors 

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

Sa.pling Errors 

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

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

Non -sa.pling Errors 

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

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

Data response error. This error may be due 
to questionnaire design and the charac'ceris-
tics of the question, inability or unwilling-
ness of the respondent to provide correct in-
formation, misinterpretation of the questions 
because of definitional difficulties and dif-
fer.nt tendencies of different interviewers 
in •xpiaining questions or interpreting re-
spons.s. 
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Fabi1ité des donnêes 

Ce bulletin présante des estimations fondées 
sur une enquête par óchantillonnage qui ris-
quent, par consequent, d'être entachées der-
reurs. La section qui suit vise I faciliter, 
pour Is lecteur, iinterprtation des estima-
tions qui sont publiées. 

Erreurs d'dohantillonnage et autres erreurs 

Lea estimations ékablies sur Is base dune 
enquête per échantillonnage sont sujettes I 
différents types derreurs. On lea regroupe on 
deux grandes categories: los erreurs qui sont 
dues I léchantillonnage at ceiles qui no 1s 
sont pas. 

Erreurs d 'áchantaj]onnage 

Ce genre derreur exist, parce que las ob-
servations portent uniquemant sur un échantil-
ion, at non sur lensemble de Is population. 
Lerreur depend de facteurs tels qua Is taille 
de léchantillon, Is veriabilité de Is popula-
tion, Is plan de sondage et Is méthode desti-
mation. Pour une taille donnée déchantillon, 
par example, lerreur déchantillonnage sore 
fonction de Is méthode do stratification adop-
tee, de lattribution do lCchantillon, du 
choix des unites sondées at de Is méthode d. 
selection. (On pout mIme, dans 1s cadre dun 
soul plan de sondage, effectuer piusiours cal-
culs pour arriver 1 1s méthode destination is 
plus efficac..) 

Comme, dana une anquIto par échsntillonnage, 
on tire des conclusions sur l'ensemblo d'une 
population I partir dos données concernant une 
partie seulement, las résultats seront proba-
blement différents do ceux quon aurait obte-
nus an recensant toute Is population dans las 
mImes conditions. La principal, caractéristi-
quo des sondagas probabilistes, cost que 
Perreur déchantilionnage peut Itre directe-
ment mosurée I partir de léchantillon. 

Erreurs non 1Ces I l'Cohantfllonnago 

Ces erreurs se ratrouvent tent dana les is-
censements qua dana los enquIt.s per échantil-
ionnage. Elles sont dues I un ou plusi.urs 
facteurs parmi los suivants: 

Le cha.p couvert par I'enquéto. Lerreur pout 
résulter dun listage incomplet at dune cou-
vorture insuffisanto do Is population visé.. 

La rCponse. Ici, lerreur pout Itre attribua- 
ble I Is conception du questionnaire at aux 
caractéristiques do 1. question, I lincapaci- 

ou au rofus do lenquItó do fournir des 
renseignements exacts, I linterprCtation fau-
tive des questions due I des probilmes dordre 
sémantique, ou aux variations, dun intervie-
wer a lautre, dana lexplication des ques-
tions ou dans iint.rprCtation d.s rCponses. 
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Hon-response error. Some respondents may re-
fuse to answer questions, some may be unable 
to respond, while others may be too late in 
responding. Data for the non-responding units 
can be imputed using the data from responding 
units or some earlier data on the non-respon-
ding units if available. The extent of error 
due to imputation is usually unknown and is 
very much dependent on any characteristic dif-
ferences between the respondent group and the 
non-respondent group in the survey. This error 
generally decreases with increases in the re-
sponse rate and attempts are therefore made to 
obtain as high a response rate as possible. 

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

Non-sampling errors are difficult to mea-
sure. More important, non-sampling errors re-
quire control at the level at which their 
presence does not impair the use and interpre-
tation of final results. 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 Sampling and Hon-sampling Errors 

Sampling Error Measures 

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

La non-rponse. Certains enquêtés refusent de 
rpondre, tandis qua d'autras an sont incapa-
bles ou encore répondent trop tard. Los don-
nóes relatives aux non-répondants peuvent fitre 
imputóas è partir dos chiffres fournis par las 
répondants ou a l'aide des statistiques ante-
rieures sur las non-repondants, lorsque cal-
les-ci existent. On no connalt g6n6ralement 
pas avec precision l'importance de l'erreur 
dimputation; celle-ci vane beaucoup salon 
les caractéristiques qui distinguent les ré-
pondants des non-répondants. Comma ce type 
d'erreur prend habituallement do i'amplour 
nesure quo diminuo le teux do réponso, on 
s'afforce dobtenir In m.illeur taux de répon-
so possible. 

La traite.ent. Lerraur pout so produire lors 
des diverses étapes du traitement, telles quo 
le codago, lentrée, la verification, la pon-
deration at la totalisation, etc. 

11 eat difficile do mesurer los arreurs non 
hoes a l'Ochantilionnago. Dc plus, ii faut 
los corner è un nivaau oü ollos no nuisent pas 
a i'utilisation ou a l'intarprótation des 
chiffraa dOfinitifs. Quant aux estimations du 
present bulletin, tout a OtO mis an oeuvro 
afin do minimiser los orreurs non hOes a lO-
chantillonnage. Ainsi, los unites on'c OtO dO-
finies avec boaucoup do prOcision, au moyan 
des histes los plus A jour; las questionnaires 
ont OtO congus avec soin ofin do réduira cu 
minimum los différontos interprOtations possi-
bles (on a demandO aux interviewers do poser 
los questions telles qu'ollos figurent aux 
questionnaires); los divorsos Otapos de vOn-
fication at do traitement ont fait l'objot do 
contrôies d'accoptation dOtaillOs; on n'a ab-
solument non negligé pour quo he taux do non-
réponse at he fardeau do rOponse soien* fai-
bias. 

evaluation do l'erreur d'Cchantillonnage at do 
l'erreur non liCe A l'Cchantillonnage 

tvaluation do l'arraur d'Ochantillonnago 

L'échantillon utilisé aux fins do la présen-
te enqute est un des nombreux Ochantillons do 
méme tailho qui auraient Pu étre choisis salon 
ho même plan at las memos conditions. Si cha-
qua Ochantilhon pouvait faire l'objot dune 
enquéto menOe ossentiohlomont dans los mOmes 
conditions, i] faudrait sattendre A co qua 
hestimation calculOe vane dun Ochantjllon C 
lautre. On nomme valour probable iestima-
tion moyanno obtenue do tous los Ochantihlons 
possibies. Autrament dit, la valeur probable 
est cello quon obtiendrait an recensant toute 
ha population dans des conditions idantiques 
do cohiecte at do traitomont. Une estimation 
calcuiOo C partin dune enquCte par Ochantil-
lonnago ost dito precise lorsqu'ohhe sap-
proche do ha valour probable. 
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Sample estimates 	may 	differ from this 
expected value of the estimates. However, 
since the estimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
ples, of the squared difference of the esti-
mate from its expected value. 

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

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

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

S(X) 
CVI XI = 

x 

where X denotes the estimate andSIX) denotes 
the standard error of X. 

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

Confidence intervals can 	be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possibl, to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
strutad around the estimate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of 10, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68Z confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800,000 and 
$13,200,000. Or, it can be stated with 95% 
confidence that the expected value will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
between $9,600,000 and $14,400,000. 

Or, les estimations fondes sur un échantil-
lon peuvent no pas correspondre & Is valeur 
probable. Cependant, comma lea estimations 
proviennent d'un óchantillon probabiliste, il 
est possible d'en mesurer la variabilit6 par 
rapport I leur valeur probable. Ainsi, Is ye-
riance duno estimation, qui an mosuro Is pr-
cision, so dMinit comme la moyenne, parmi 
tous les óchantillons possibles, des carrés do 
Is diffórence antre l'estimation at Is valour 
probable. 

Une fois quon a calculó l'estimation at ao 
variance, il deviant possible de mesurer 1s 
prcision autrement. Par exemple, l'erreur-
type, soit la racine carróe do la variance, 
mesure l'erreur déchantillonnage dans Is mIme 
units qua lastimation (en dollars, notam-
mant). Autrement dit, l'err.ur-type mesuro 1a 
prcision an termes absolus. Per contra, 1@ 
coefficient do variation , c'est--dire icr-
reur-type divisóe par l'.stimation, mesure la 
prócision on termes relstifs. Ainsi, l'emploi 
du coefficient do variation facilite la coinpa-
raison do lerreur d'6chantillonnage de deux 
estimations. 

Dana cotte publication, on utilisa 1s coef-
ficient de variation pour évaluer lerrour 
dóchantillonnage des estimations. Cependant, 
puisque Is coefficient de variation publió 
pour cette enquête est calculé I partir des 
réponses des unites, il mesure aussi une car-
tame erreur non liée I léchantillonnage. 

Voici Is formula utilisóa pour calcuier les 
coefficients cio variation du tableau 3 

SIX) 
CV(X) = 

x 

clans laquello X est lestimation at SIX) eat 
lócart-type do X. 

Lerreur do X est exprimee on pourcentage 
dans ce bulletin. 

l'es+imation at Is coefficient de variation 
nous permettent do construire des intervalles 
do confiance autour de lestimation. Ainsj, 
pour notre échantillon, on pout affirmer qua-
voc une confiance donnee, la valeur probable 
est comprise dana lintervalle do confiance 
construit autour do lestimation. Par exemple, 
si 1s coefficient de variation dune estima-
tion do $12,000,000 est 4gal I 10, lcart-
type sore do $1,200,000, soit leslimation 
multiplies par la coefficient de variation. 
Alors, on pout affirmer avoc une confianco de 
68% quo la valour probable sore contenue dens 
lintervalle dune longueur egal. I un ócart-
type autour de Pestimation, soit ontre 
$10,800,000 at $13,200,000. Ou encore, on peu'c 
affirmer avec una confianco do 95Z quo Is va-
lour probable sore cont.nue dana lintervallo 
dune longueur do deux ócart-typos autour do 
lestimation, soit entre $9,600,000 at 
$14,400,000. 
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Non-sa.pling Error Measures 
	

tvaluation do l'erreur non liCe a l'Cchantil- 
lonn age 

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 fraction, which is 
• measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a call 
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 807. 

Joint Interpretation of Measures of Error 

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

Lenquôto par óchantillonnage at Is recense-
mont cherchent tous deux a determiner la 
valeur exacto de lensemble. Lestimation est 
dito precise si ella se rapproche de cette 
valeur. Bien quil sagisse dune valour sou-
haitable, il nest pas réaliste do supposer 
quo la valeur exacte do cheque unite do len-
semble ou de lóchantillon peut être obtenue 
at traitee sans erreur. La diff6rence entre la 
valour probable at Is valour oxacte do len-
semblo sappello lo biais . On no pout calcu-
br los biais systCmatiques des donnCes an re-
courant aux mesuros do probabilité do lerreur 
déchantillonnage d6critos plus haut. La pro-
cision dune estimation ast dOtorminCe par 
loffet conjugul des erreurs dOchantillonnago 
at des errours non hOes & lOchantillonnage. 

Une source derreur non hOe a lOchantil-
lonnage, ost l'erreur duo ha non-rOponse. Le 
tableau 3 prOsente los fractions de rOponsa 
afin daidar lutilisateur & Ovaluer co genre 
derreur. La fraction do rCponso eat 1s taux 
do reponse dos donnóes, cest-â-dire Is pro-
portion do lestimation do l'Ochantillon qui 
est fondOe sur dos donnOas dOclarOos. Par 
exomplo, Is taux do rOponse dune cellube corn-
portent un Ochantihlon do 20 unites dont cinq 
rOpondent hors dun mois donnO attoindrait 
25Z. Cependan'c, si les cinq unitOs d6claran'ces 
reprOsentent $8 millions sur l'estimation gb-
bale do $10 millions, ha fraction do rOponse 
sOlèverait a 80Z. 
Interpretation siultanêe des mesures d'erreur 

Il faut tenir compte simultanment do la 
mesure d'erreurs non hoes i l'Ochantillonnage 
ainsi que du coefficient do variation pour 
avoir un aperçu de ha qualitO des estimations. 
Plus be coefficient de variation sore bas at 
quo la fraction de rOponse sera OlevOe, mail-
leure sore Pestimation publiOe. 
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APPENDIX IV 

Seasonal Adjustment 

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

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

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

APPEND ICE IV 

Désaisonnalisation 

Les sóries économiques 'temporelles ou chro-
nologiques comportent lea élments essentials 

Is description, l'oxplication at Is próvi-
sion du comportement d'un phénomène économi-
que. "Ce sont des dossiers statistiques do 
l'óvolu'tion des processus éconoriiques dens le 
temps"(l). L'observation par lea 6conomistes 
at lea statisticiens de iactivit6 économique 
l'aide des series temporelles a donc permis 

do distinguer quatre composantes principales 
du comportement des series temporelles: 1s 
tendance a long terme ou trend, Is mouvement 
cyclique, las variations saisonnièras at las 
fluctuations irrógulières ou accidentelles. 
Ces mouvements sont causós par diffrents 
facteurs, soit óconomiques, climatiquos ou 
institutionnels. Los variations saisonnières 
sont les fluctuations périodiques plus ou 
coins regulieres qui so produisent cu cours 
d'une annee an raison du cycle meteorologique 
normal, des congós fixes at d'autres óvóne-
cents qui se répètent 5 intervallos avoc une 
certaine rogularite pour influencer do facon 
significative Is taux d.ctivite. 

Afin do favoriser l'int.rpretation exacte de 
l'évolution fondamentale dun phénomène econo-
mique at do produire une mailleure prediction, 
Statistique Canada rajuste lea series tempo-
relies au moyen do Is m6*hodo do desaisonnali-
sa'Lion X-11-ARIIPII(2) afin do justement minimi-
ser l'impact des variations saisonnièr.s sur 
lea s6ries. Cette technique consists essen-
tlellement A ajouter lea estimations d°une 
annóe de données brutes A l'extremite do 1* 
sórie initiala avant de procéder I Is dósai-
sonnalisation propremant dite. Lea données 
estimatives proviannent dextrapolations pros-
pectives réelisóes par des aodlles ARMIII (ao-
dIles autorégressifs I moyennes mobilas inté-
grées) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI felt 
surtout app.l a 1* méthode do rapport aux 
moyonnes mobiles pour offactuar Xe lissago do 
Is s6ris modifióa at obtonir une estimation 
provisoire do Is tendance-cycle, calculer los 
rapports do Is série initiala (ajustée) aux 
estimations de Is tandance-cycle, et estimer 
les facteurs saisonniars a partir do ces dits 
rapports. Lea facteurs saisonniers définitifs 
no sont produits que lorsque ces operations 
ont ótó exócutées a plusieurs reprises. Ccc 
étapes determinant les facteurs saisonniars 
nécessaires cu calcul des données d4saisonna- 
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1 "A Note on 	the Seasonal Adjustment of 
Economic Time Series," Canada Statistical 
Review, August 1974, 

2 For further information see the X-ll-ARIMA 
Seasonal Adjustment Method, by Esteila Bee 
Dagum, Statistics Canada,Catalogue 12-564E, 
Occasional. 

Retail Trade, October 1992 
Statistics Canada - Cat, No. 63-005 

1 La désaisonnalisation des series temporelles 
économiques: quelquos remarquos) tire de la 
Revue statistique du Canada, aot 1974. 

2 Pour do plus amples informations voir La 
•éthode de désaisonnalisation X-l1-ARPiI, 
par Es'tella Bee Dagum, Statistique Canada, 
no 12-564F au catalogue, hors sórie. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current month's unadjusted 
data as well as the previous month's revised 
unadjusted data. 

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 movements; to 
get a better idea of the underlying trend, 
users should examine several months of the 
seasonally adjusted series. 

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

lisas finales sont excutes i cheque mois. 
Cette approche garantit que la série non-dé-
saisonnalisóe, ê partir do laquelle sont cal-
culées las estimations des facteurs saison-
niers, inclut toutes les donnéos los plus r6-
centes relativement & ladite srie, c.-à-d., 
los donnos qui portent sur le mois courant at 
las donnóes révisées du mois pr6c6dent. 

Bien quo la d4saisonnalisation pormatte da 
mioux comprondre la tendance-cycle fondamanta-
lo dune série, la série désaisonnalisée n'an 
contient pas moms une composante irrégulière. 
Do lêgres variations d'un mois i l'autre dans 
la série désaisonnalisée peuvent n'être quo do 
simples mouvements irréguliars; pour avoir une 
meilleure idée do la tandance fondamentalo, 
las utilisateurs doivent donc examiner los 
series dósaisonnalisées d'un certain nombre do 
mois. 

Le total désaisonnalisé cu niveau du Canada 
est dérivé do "façon indirocto" an faisant Ia 
somme dos genres do commerce désaisonnalisés 
séparément au préalable. 
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APPENDIX V 

TRADE GROUP COVERAGE 

010 Supermarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 AU Other 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 Drug. and Patent Medicine Stores 

6031 Pharmacies  
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stores 

6121 lens clothing stores 

060 Women's Clothing Stores 

6131 Nomen's 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 furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers 

APPENDICE V 

COUVERTURE DES GROUPES DE CDMERCE 

010 Supermarchés d'alentation at épiceri.s 

6011 upermarchés dalimentation 
6012 Epicerias (sauf les supermarchés) 

020 Tous los autr.s •agaains d'ali.entation 

6013 Boulangeries-pêtissaries 
6014 Confiserios at magasins do noix 
6015 Magasins do fruits at legumes 
6016 Marches do viando 
6019 Autres magasins dalinientation 

spécialises, n.c.a. 

030 Pharmacies at magasins do •édicaaents 
brovetés 

6031 Pharmacies 
6032 Magasins do médicamonts brevofés at de 

produits do toilette 

040 Magasins do chaussur.s 

6111 Magasins do chaussures 

050 Magasins de v8tmaents pour hou.es 

6121 Magasins do vêtements pour hommes 

060 Magasins do v8te.ents pour dames 

6131 Magasins do vêtements pour dames 

070 Autr.s magasins do vStemsnts 

6141 Sasins do vêtemonts pour infants 
6142 	 asins do fourrures 
6149 	 ras magasans do vätemonts, n.c.a. 
6151 Magasins do tissus at do files 

080 Nagasins do •eubles at d'appareils 
•ênagars 

6211 Magasins do moubles do maison 
(avoc appareils ménagers at accossoiros 
dameublemont)  

6212 Magasins do moubles do maison 
(sans appareils ménagers ni accessoiros 
d'amoublomen+) 

6213 Atoliers do reparation do moublos 
6221 Ptagasins dapparoils mónagors, do postes 

do télévasion at do radio at dappareils 
stéréophon iquos 

6222 Ilagasins do postes do télévision at do 
radio at dapparoals skéréophoniguos 

6223 Ateliers do riparation dappareils 
ménagers, do postes do télévision at do 
radio at dappareals stóréophoniques 

090 Magasins d'accessoires d'eublament 

6231 Magasins do rovétounonts do sol 
6232 Magasins do tonturos 
6239 Autros magasins daccossoaros damoublemont 

100 Concessionnaires do vChicules automobiles 
at rCcrdatifs 

6311 Concassionnairos dautomobiles neuvos 
6312 Concossionnairos d'automobilos d'occasion 
6321 Marchands do roulottos motorisées at do 

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

bord at dacossoiros pour bateaux 
6323 Marchands do ,00tocyclottos at do 

motone ages 	. 
6329 Autros marchands do vOhiculos do loisir 

C 
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110 Gasoline Service Stations 	110 Stations-service 

6331 Gasoline service stations 	6331 Stations-service 

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

6341 Home and auto supply stores 6341 Piagasins do fournitures pour la maison at 
pour l'automobilo 

6342 Tire, battery, parts and accessories 6342 Ma9asins do pneus, daccumulatours, do 
stores pieces et daccessoiras 

6351 Garages (general repairs) 6351 Garages (reparations genérales) 
6352 Paint and body repair shops 6352 Ateliers do peinture at de carosserie 
6353 Muffler replacement shops 6353 Ateliers do rer1acement do silancioux 

6354 Motor vehicle glass replacement shops 6354 Ateliers de romplacoment de glacas pour 
véhicules automobiles 

6355 Motor vehicle transmission repair and 6355 Ateliers do réparat ion at do 
replacement shops remplacement do boItes do vitesse do 

v6hicules automobiles 
6359 Other motor vehicle repair shops 6359 Autres ateliers do reparation do 

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

automobiles, n.c.a. 

130 General Plerchandise Stores 	130 Magasins do •archandises diverses 

6411 Department stores 6411 Magasins 	rayons 
6412 
6413 

General stores 6412 Magasins généraux 	- 
Other general merchandise stores 

and general merchandise stores) 
6413 Autres magasins do marchandisesdiverses 

do (variety (bazars at magasins 	marchandises 
diverses) 

140 Other Semi-Durable Goods Stores 140 	Autres eagasins de produits semi-durebles 

6511 Book and stationery stores 6511 Librairies at papetories 
6521 Florist shops 6521 Fleuristes  
6522 Lawn and garden centres 

- 

6522 Centres de 	ardinaga 
6531 Hardwa re stores 6531 Quincailleries 
6532 Paint, glass and wallpaper stores 6532 Magasins do peinture, de vitre at do 

papier point 
6581 Toy and hobby stores 6581 Magasins do jouets at darticles do 

loisir 
6582 Gift, novelty and souvenir stores 6582 Magasins de cadeaux, darticles do 

fantaisie at do souvenirs 

150 Other Durable Goods Stores 150 	Autres •agasins de produits durables 

6541 Sporting goods stores 6541 Magasins darticles do sport 
6542 Bicycle shops 6542 Magasins do bicyclettos 
6551 Musical instrument stores 6551 Magasins dinstruments do musiquo 
6552 Record and tape stores 6552 Hagasins do disquos at do bnde 

magnet iques 
6561 Jowullery stores 6561 Bijoutorios 
6562 Match and jawellory repair shops 6562 Atoliers do reparation do montres at do 

bijoux 
6571 Camera and photographic supply stores 6571 Magasins dappareils at do founituros 

photograph iques 

140 Other Retail Stores 160 	Autres •agasins de vente au detail 

6021 Liquor stores 6021 tiagasins do spiritueux 
6022 Mine stores 6022 Magasins do yin 
6023 Beer stores 6023 Magasins do biére 
6591 Socond-hand merchandise stores, n.e.c. 6591 Magasins do merchandises doccasion, 

n. c. a. 
6592 Opticians 	shops 6592 Opticiens 
6593 Ark galleries and artists 	supply stores 6593 Calories dart at magasins do 

fournituros pour art istos 
6594 Luggage and leather goods stores 6594 Magasins do bagages ot do maroquinerie 
6595 Monument and tombstone dealers 6595 Magas ins do monuments funéraires at do 

piorres tombales 
6596 Pet skoros 6596 Magasins danimaux do inaison 
6597 Coin and stamp dealers 6597 Marchands do pieces do monnaie at do 

timbres  
6596 Mobile home dealers 6598 tiarchands do maisons mobiles 
6599 Other retail stores, n.e.c. 6599 Autros magasins do vento au detail, 

n.c.a. 

S 
Retail Trade, October 1992 	 Commerce de detail, octobre 1992 
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E very day you read news items 
about recycling, waler pollution. 

industrial emissions or the depletion of 
the ozone layer. Unfortunately, these 
reports are often fragmented, making It  difficult to get a complete picture 01 zl~ Canada's physical environment. 

Human Activity and the Environment is 
written to help you understand the links 
between our population, soclo-economic 
activities and our environment. You'll 
see. for example, how the purple 
loosestrife and zebra mussels are 
spreading throughout inland waters 
and the effect they have. 

C485 SlID): ,4statJstJea,proflle of an 

OntarIo ,*er basin Is also Included as 

a ease study to demonstrate huH 

socio-economk Information can be 

linked with pfr,slcal data at a local fr;eI. 

Organized in three, easy-to-read sections: Population. Socio-
Economic Systems, and Environmental Conditions, this publication 
examines our activities from a number of perspectives: 

Vous lisez tous ies jours des articles 
traitant de recyciage. de Ia pollution 

de l'eau, des emissions de gaz Indus-
trielles ou de Ia diminution de Ia couche 
d'ozone. Malheureusement, ces rapports 
sont trop souvent fragmentés et ii devient 
difficile de se faire une parfait.e We de 
l'envlronnement physique du Canada. 

ActMk humalne Ct Ienv1mnnement est 
'crlF afin de vous aider a comprendre les 
it'rls entre notre population, nos activités 

cio-economiques et notre environ-
it'ment. Vous verrez, par exemple. 

(omment les salicaires et k-s dreissna 
sont réparties a travers k-s eaux 
iritéricures Ct quels en sont leurs effets. 

I.?! DE Dt.. (;45 us profli sitaUstique do bassin 

hydrographlque de l'Ontario eat 'galement présenté, 

commt- 1'tude de cas, en we de monfrer comment 

rinformation so io-t'eonomlque peut actre misc en rapport 

a,ec lea doniu'es physiqacs a on endrolt donné. 

Uouvrage est divisé en trois parties importantes: Ia population, 
ies réseaux soclo-économiques et l'état de l'envlronnement, qui 
examine nos activités sous difl'érents angles: 

• resource consumption 	 • Ia consommation des ressources naturelles 
• waste-generation 	 • Ia production des déchets 
• monitoring the conditions of land water, air and 	 . Ia surveillance de l'état den terres, de l'eau, de lair et 

living organisms 
	

des organismes vlvants 

This unique bestseller highlights such fascinating details as: 
• purchases of potential pollutants by Canadian households 
• the importance of natural resources to the Canadian economy 
• energy consumption by industry 

Ce best-seller unique met en relief des details aussi 
fascinants que: 
• les achats de polluants potentiels par ics grandes 

maisons canadiennes 
• l'tmportance des ressources naturelles pour 

l'économie canadienne 
• Ia consommation d'énergle par industrie 

Ordet' pour copy today! 
Human 4 etA 11% and the Eni irunment. 
(Catalogue %o. I 1-509E) $35 in 
Canada, US $42 in the Listed States 
and 115 $49 in other countries. 

Write to: 
Publication Sales, Statistics Canada 
Ottawa. Ontario 
k I A 1116 

S 

If more comienlent. FAX 
your order to: 
(613) 951-1584, or contact 
your local Statistics Canada 
Relerence Centre listed in 
this publication. 

For laster ordering call 
1 -800-267 -6677 
and use %1SA or MasterCard. 

Commandez votre 
esemplaire aujourd'hul! 
AcUvlh humalne et I'enimn-
nement. (n1  de catalogue 
11-5091') 35$ au Canada, 
42 $ (uS) aux itats-IJnM et 
49 $ (US) dans les autres paw. 
Ecrtwez a : VenUe des publi-
cations Slatislique Canada 
Ottawa (Ontario) kIA 016 

Si ous Ic pr#Férez, tcl#coplez votre 
commande au (613) 951-1584, 
on contactez votre centre de 
consultation réØonal de Statlstique 
Canada, dont vous pouvez consulter 
Ia lisLe dans Ia présente publication. 
Pour tin senice plus rapide, 
composez sans train Ic num#ro 
14100-267.6677 et utlllsez votre 
carte Usa on MasterCard. 

Caiiad1 I *1 Statistics Statistique 
Canada Canada 
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Then Canadian Social Trends is the acquisition for you. A first 
on the Canadian scene, this journal is claiming international 
attention from the people who need to know more about the 
social issues and trends of this country. 

Drawing on a wealth of statistics culled from hundreds 
of documents, Canadian Social Trends looks at Canadian 
population dynamics, crime, education, social security, 
health, housing, and more. 

For social policy analysts, for trendwatchers on the gov 
ernment or business scene, for educators and students, 
Canadian Social Trends provides the information for an 

improved discussion and analysis of Canadian social issues. 

Published four times a year, Canadian Social Trends also 

features the latest social indicators, as well as information 
about new products and services avaiiable from Statistics 

Canada. 

CANADIAN SOCIAL TRENDS 

(Catalogue No. 1 1-008E) is $34 annually in Canada, US$40 
in the United States and US$48 in other countries. 

To order, write to Publication Sales, Statistics Canada, 
Ottawa, Ontario, K1A 0T6 or contact the nearest Statistics 
Canada Regional Reference Centre listed in this publication. 

For faster service, fax your order to 1-613-951-1584. Or call 
toll free 1-800-267-6677 and use your VISA or MasterCard. 

Alors Tendances sociales canadiennes est Ia publication qu'iI 
vous faut. Premiere en son genre sur Ia scene canadienne, cette 
revue retient l'attention des gens d'ici et d'ailleurs qui désirent en 
savoir plus sur les questions sociales de l'heure au pays. 

A ('aide d'abondantes statistiques extraites de nombreux 
documents, Tendances sociales canadiennes brosse le tableau 
de Ia dynamique de Ia population canadienne, de Ia criminalité, 
de ('education, de Ia sécurité sociale, de Ia sante, de t'habitation 
et de plusieurs autres sujets. 

Que ce salt pour les analystes de Ia politique sociale, les 
analystes des tendances oeuvrant au sein des administrations 
publiques et du monde des affaires, les enseignants ou encore 

es étudiants, Tendances sociales canadiennes dégage 'informa-
tion nécessaire a des discussions et des analyses approfondies 
relativement aux questions sociales. 

Tendances sociales canadiennes presente également les plus 
récents indicateurs sociaux de même que des renseignements 
relatifs aux produits et services qu'offre Statistique Canada. 

TENDANCES SOCIALES CANADIENNES 

Ce trimestriel (No 11-008F au catalogue) se vend 34$ 
labonnement annuel au Canada, 40$ US aux Etats-Unis ei 
48$ US dans les autres pays. 

Pour commander, veuillez écrire a Vente des publications, 
Statistique Canada, Ottawa (Ontario), K1A 0T6 ou commu-
niquer avec le Centre regional de consultation de Statistique 
Canada le plus près (voir Ia liste figurant dans Ia préserite 
publication). 

Pour un service plus rapide, commandez par télécopieur au 
1-613-951-1584. Ou composez sans frais le 1-800-267-6677 
et utilisez votre carte VISA ou MasterCard 
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