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Data in Many Forms... 

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

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques 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 951-3552) ou au centre de consultation de Statistique 
centre in: Canada i 

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

Toll-free access is provided In all provinces 
and territories, for users who ruide 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 lea provinces et dans les territoires, 
aiim utili.at.urs qui habitant a 1 1.xtdrieur d•a zones 
de ca..unlcation locals des centres régionaux de con-
sultation. 

Terre-Neuve at Labrador 	1-800-563-4255 
Nouvelle-tcosse, 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 l'Al.berta 	1-800-472-9708 
Colombie-Britannique 

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

Territoires du Nord-Ouest (territoire 
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, 
MA 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 et les autres 
publications de Statistique Canada auprès des agents 
autorisés et des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en écrivant 1 Ia Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

1(613)951-7277 

Numéro du télécopieur 1(613)951-1584 

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

Toronto 
Carte de credit seulement (973-8018) 
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SYNIOLS 	 SIONES CONVENTIONNELS 

The following symbols are used in this 	Les signes suivants sent •mp1oys unifor.ó.ent 
Statistics Canada publication: 	 dens cette publication de Statistique Caned.: 

figures not available. 	 .. nombres indisponibles. 

figur.s not appropriat, or not applicable. 	... n'ay.nt pee lisu di figurer. 

- nil or zero. 	 - nant ou zóro. 

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

x confidential to meet secrecy requirements 	x confidentiel an vertu des dispositions di 1. Loi 
of the Statistics Act. 	 cur is stalistique relatives au secret. 

TE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANS IN 

All current and historical statistics on 
Retail Trade (Matrix Nos. 2299, 2398-2417), as 
well as many other series, are availabl, to the 
public from Statistics Canada's computerized 
date 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 615-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared under the 
direction of: 

• P.M. Trandafillou, Director, 	Industry 
Division 

• S. Neues, Assistant Director, Distributive 
Trade Sub-division, Industry Division 

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

• S. De.ers, 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 

Lee chiffr.s ayant it& arrondis, lss totaux no 
correspondent pas *oujours. 

NOTE AU SUJET DE CANS IN 

La banque de donnes informatises di Statistiqu. 
Canada CANSIM (systme canadien d'information socio-
conomique) fournit eu public toutus lee stetistiquis 

actuelles it historiques our 1. Commerce di detail 
(metric. nos 2299, 2398-2417), at cur di nombreuses 
autr.s sCries, per le biais d'un terminal, d'impriu,ós 
d'ordinat.ur ou de supports ordinolingues. Pour plus 
di rens.ignements, s'adr,sser au personnel di CANSIPI, 
Statistique Canada, Ottawa, K1A 0Z8 (tlCphone 
613-951-8200), ou aux conseillers rCgionaux des 
bur.eux di Statistique Canada situás I travers 1. 
Canada. 

C.'tte publication a it& rCdig. sous 1e direction di: 

• P.M. Triandafillou, directeur, 	Division de 
1' industrie 

• 	. Neues, 	directiur adjoint, Sous-division des 
commerces di 	distributions, Division 	di 
1' industri. 

• I. ThCriault, 	chef, Section di l'analyse, du 
dóvelopp.m.nt it d'enqutes spóciales, Sous-
division des commerces di distributions, 
Division di l'industrie 

• S. Deuers, 	iconomiste principal., Section du 
commerce de detail, Sous-division des commerces 
da distributions, Division di l'industrie 

Le papier utilisé dans la présente publication répond aux 
exigences minimales de I"American National Standard for 
Information Sciences' - 'Permanence of Paper for Printed 
Library Materials', ANSI Z39.48 . 1984. 

0 



TABLE OF CONTENTS TABLE DES NATIfRES 

PAGE PAGE 

Highlights v Faits saillants v 

Charts vii Graphiques vii 

For Further Reading viii Lectures suggéres vij 

Table Tableau 

1. R.tail Sales, Seasonally Adjusted, 2 1. Vantes su dtsi1, dsaisonnalis6.s, 2 
by Trade Group and by Region scion 1a,  groups do commerce at 1. 
(Current Periods) r6gion (poriod.s courant.$) 

2. Retail Sales, not Seasonally 4 2.  Ventes au dótail, non-ds.isonnali- 4 
Adjusf.d, by Trade Group and by só.s, s.lon 1s groups d. commerce at 
R.gion 	Current Periods) 1. rógion (priod.s courantes) 

3.  Retail Sales, not Seasonally 6 3. Ventes su dótail, non-désaisonnali- 6 
Adjusted, by Trade Group and by ses, scion 1e groupi de commerce of 
Region (Quarterly Estimates) la r6gion (estimations trimestriell.$) 

4. Retail Trade Sample Response 20 4. Commerce de dt.ii, fraction de r- 20 
Fraction end Coefficient of ponse ds l6chantillon at coefficient 
Variation (Current Periods) de variation (p6riod.s courantes) 

S. Department Store Type Merchandise 22 S. V.nt.s de merchandises genre grand 22 
Sales, not Seasonally Adjusted, by magasin, non-dósaisonn.lisóes, selon 
Region (Current Periods) Is rgion (p4riodss courant.$) . Department Store Type Merchandise 22 6. Vent.s de marchandises genre grand 22 • Sales, not Seasonally Adjusted, by magasin, non-dósaisonnaijsées, scion 
Region (Historical Estimates) 1. region (estimations historiques) 

7. Retail Sales, Seasonally Adjusted, 24 7. Yentes mu dt.il, d6seisonnalis4es, 24 
by Tred. Group and by Region scion Is groups de co.m.rce at Is 
(1990 Revised Historical Estimatss) rógion (estimations historiques 

rvisé.s 1990) 

8. Retail Sales, Seasonally Adjusted, 26 S. VenLes au dtail, désaisonnaiisóes, 26 
by Trade Group and by Region scion 1s groups do commerce at Is 
(1991 Revised Historical Estimates) region (estimations historiques 

rCvisCss 1991) 

9. Retail Sales, not Seasonally 28 9. Ventes au d6tail, non-d6saisonnali- 28 
Adjusted, by Trade Group and by sees, scion 1s groups de commerce at 
Region (1990 Revised Historical Is region (estimations historiques 
Estimates) rCvjsCes 1990) 

10. Retail Sales, not Seasonally 30 10. Ventes au detail, non-dósaisonnsli- 30 
Adjusted, by Trade Group and by sees, scion Is groupe du commerce at 
Region (1991 Revised Historical Is rgion (estimations historiques 
Estimates) rvisées 1991) 

Appendix Appendice 

I. Definitions 33 I. D6finitions 33 

II. Methodology 35 II.  M6thodologie 35 

III.  Reliability of Data 39 III. FiabiiitC des donnC.s 39 

IV. Seasonal Adjustment 43 IV. DCssisonnalisaLion 43 

V. Trade Group Coverage 45 V. Couverture des groupes de commerce 45 

I. 



NOTE TO USERS 
	

NOTE MIX UTILISATEURS 

Monthly retail trade estimates for 1990 
	

Las estimations mensuslies du com..rce ds 
and 1991 have been revised and appear in 

	
detail de 1990 at 1991 ont fitd rvis•s at 

this issu.. 	 sent prósen*es dens ce nuiséro. 



HIGHLIGHTS 	 FAITh SAILLANTS 

. 

Seasonally Adjusted Monthly $al.s in current 
Dollars 

• Pr.limin.ry estimat.s indicate that retail 
sales w.r& virtually flat in February at 
$15.1 billion, following no growth in Jan-
uary. Excluding motor vehicle and r.cre-
etional vehicle dealers, retail sales 
incr.ased 0.1Z in February after a 0.2Z 
decline in January. 

• Most (red, groups showed little change from 
January. Decreases reported by motor vehicle 
and recreational vehicle dealers (-0.5) and 

7utomotive parts, accessories and services -1.5Z) were offset by the gains of general 
merchandise stores (+2.0Z) and household 
furniture and applianc, stores (+1.6Z). 

Sales of motor vehicle and recreational 
vehicle dealers continued in February to 
fluctuate around a declining trend. Auto.o-
tive parts, accessories and services posted 
a sales decrease in February after a 0.4% 
increase in January. The increase in sales 
of general merchandise stores followed a 
2.9% drop in January. The higher sales by 
household furniture end appliance stores in 
February followed two declines, -0.4Z in 
January and -0.2 in December. 

• All provinces except Manitoba 1+1.0Z) and 
British Columbia l+0.871 posted sales 
decr..s.. in February, ranging from -6.9k in 
Nova Scotia to -0.1Z in Ontario. Sales 
advanced in the Yukon (+0.5) but fell in 
the Northwest Territories (-0.9Z1. 

Trends 

• As illustrat.cI in Chart 2, after declining 
sharply from July 1990 to April 1991 and 
rising slightly between May and August, the 
trend for total retail frde has been de-
creasing slightly. Retail sales excluding 
recreational and motor vehicle dealers 
remained virtually unchanged since May 1991. 

Yentas eensu.11as désaisonnalisées on dollars 
courants 

Lea estimations prliminaires indiqu.nt qua 
las yentas du commerce au d6tail ont 6t6 
presque stables an f4vrier I $15.1 mil-
liards, faisant suite I aucuna croissance on 
janvier. Excluant les concessionnaires de 
vêhicul.s automobiles at rócróatifs, las 
ventes du commerce do dtail ont augm.ntó do 
0.IZ on fvrier aprIs uns baisse ds 0.2Z an 
janvier. 

La plupart des groupes do commerce ont p.0 
vari6 comparativement I janvier. lea vent.s 
plus foibles, d6clar6es par los concession-
nair.s do v6hicules automobiles at rcr6a-
tifs (-0.5Z) at per las magasins do piIc.s 
at dacc.ssoires pour véhiculas automobiles 
at services (-I.SZ), ont dt6 contrab.lanc4es 
per los gains d4clars des magasins do mar-
chandisas divers.. (+2.0) at dos magasins 
do maubles at dappareils ..6nag.rs (+1.6k). 

Los vent.s des concessionnaires di vêhicul.s 
automobiles at r6cr6atifs ont continuó I 
varier autour dune tend.nco d6croissante an 
fvri.r. La diminution des vent.s des maga-
sins do pièces at accessoires pour váhicul.s 
automobiles at ssrvices an f6vri.r fait 
suit. I una augmentation de 0.4 an janviar. 
Las magasins de marchandises divers.s ont 
enr.gistr6 une hausss de leurs vent.. .prIs 
una diminution d. -2.9Z an janvi.r at l.s 
vent.. plus 4l.ves des magasins do maubles 
at dapparails mnagars font suite I deux 
baissa., -0.4Z an janviar at -0.2Z an dóc.m-
br. 

Toutes 1.s provinces 	sauf 1. Manitoba 
4+1.0 	at Is Colombie-Britanniqua (+0.8Z), 
ont dclar6 uns baisse de leurs ventes an 
fóvriar, sch.lonn.nt do -6.9Z an Nouvell.-
-Ecossa I -0.IZ an Ontario. Las vant.a ont 
.ugm.ntó au Yukon (+0.5?.) mais ont chut 
dana las T.rritoiras du Nord-Ouest (-0.9Z). 

Tendances 

Comm. an tmoigna 1. graphiqua 2, Is ten-
dance dos ventes total.s du commerce au 
detail diminue légIr.m.nt aprIs une forte 
baissa do juillat 1990 1 avril 1991 at une 
légIra haus.e d. mai I .ot. Las vent.s du 
commerce do dt.il excluant las concession-
flair.s do v6hicul.s automobiles at r4cr6a-
tifs dem.ur.nt relativem.nt inchang6es do-
puis mai 1991. 

0 
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Chart 1 	 Graphique 1 

RetaH Sales, Canada 	 Ventes au detail, Canada 

$ billions 	 $ milbarcis 
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Prior to 1991, data includes indirect taxes. See footnote 	l Avant 1991, !es données incluentles taxes ind,rectes. Voir 
at end of tables 	 note a Ia fin des tableaux. 

Chart 2 	 Graphque 2 
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Retail Sales Trends 1  - Canada 	 Tendances 1  des ventes au detail - Canada 
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Trends represent smoothed seasonally adjusted data. 	 Les tendances representent les données désaisonnal,sees 
1991. data includes indirect taxes 	 lissées 

2 Avant 199 I. les données ,ncuent les taxes indirectes. 
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LECTURES SUOOtRtES 

Selected Publications Choisies parulti las publications 
from Statistics Canada de Statistiqu. Canada 

Title Titr. Catalogue 

Departoant Store Sales and Stocks Ventes at stocks dos grands magasins, 63-002 
Monthly, Bilingual Mensuel, Bilingue 

Departoent Store Sales by Region - Ventes des grands •agasins par 63-004 
Advance Relsase, Monthly, Bilingual region, Rapport provisoira, M.nsuel, 

Bilingue 

New Motor Vehicle Sales, Monthly, Ventes de véhicules automobiles neufs, 43-007 
Bilingual Mensuel, Bilingue 

Retail Chain and Departoent Stores, Magasins de detail a succursales at 63-210 
Annual, Bilingual los grands magasins, Annual, Bilingue 

Vending Machine Operators, Annual, Exploitants de distributeurs 63-213 
Bilingual automatiques, Annuel, Bilingue 

Direct Selling in Canada, Annual, La Yenta diracte su Canada, Annual, 63-215 
Bilingual Bilingue 

Campus Bookstores, Annual, Bilingual Librairies do campus, Annual, 63-219 
Bilingu. 

Annual Retail Trade, Annual, Bilingual Commerce de detail annual, Annual, 43-223 
Bilingue 

Market Research Handbook, Annual, Recueil statistique des etudes de 43-224 
Bilingual •archê, Annuel, Bilingu. 

Retail commodity Survey, Occasional, 	EnquCte sur las marchandises vendues 	43-541 
Bilingual 	 au detail, Hors s6ris, Bilingu. 

To order a publication you may telephone 
1-613-951-7277 or use facsimile number 
1-613-951-1584. For toll free in Canada 
only telephone 1-800-267-6677. Hhen 
ordering by t.l.phone or facsimile a 
written confirmation is not required. 

Pour obtenir une publication v.uillez tl4phoner 
au 1-613-951-7277 ou utiliser 1s numéro du t616-
copieur 1-613-951-1584. Pour appeler sans frais, 
au Canada, composez In 1-800-267-6677. Ii nest 
pas nCcessaire de nous faire parvenir une con-
firmation pour une commando passóe per t6l6pho-
na ou 't616copi.ur. 
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TABLE 1. Retafl Sales, S.asonally AdJust.d,  by Trad. Group and by m.gion (Currsot Pariods)e 

Change from 
Sales previous month 

Year-to- * 
V.ntes data Variation p. 	r. 

.0 mois précédent 
1992 

February January December November February Januar 
199~ 199~ 1991 1991 Cuimilatif 199~ 199 

Février Janvior Dóceithre Novembre Fóvrier Janvier 
No. 

millions of dollars - millions do dollars 

Trade Group - Canada 

I Supermarkets and grocery stores 3,597.0 3,604.6 3,644.2 3,631.9 7,201.6 -0.2 -1.1 

2 All other food stores 294.9 298.6 299.5 299.7 593.5 1.2 -0.3 

3 Drugs and patent medicine stores 850.9 845.6 839.8 880.7 1,696.5 0.6 0.7 

4 Shoe stores 127.6 128.1 131.4 125.4 255.7 -0.4 -2.5 

5 Mens clothing stores 138.8 142.4 140.2 134.3 281.2 -2.5 1.6 

6 Homen's clothing stores 298.5 297.3 338.2 314.7 595.8 0.4 -12.1 

7 Othar clothing stores 304.9 305.1 312.1 309.0 610.0 -0.1 -2.2 

8 Household furniture and appliance 642.4 632.4 634.8 635.9 1,274.8 1.6 -0.4 
stores 

9 Household furnishings stores 184.7 180.1 162.9 170.2 364.8 2.6 10.5 

10 Motor vehicle and recreational 3033.6 3,150.8 3,140.0 3,168.4 6,284.5 -0.5 0.3 
vehicle dealers 

11 Gasoline service stations 1,164.9 1,170.2 1,107.0 1,137.9 29335.1 -0.5 5.7 

12 Automotive parts, accessories 857.0 870.2 867.2 870.6 1,727.2 -1.5 0.4 
and services 

13 General merchandise stores 1,748.6 1,715.0 1,767.0 1,740.9 3,463.6 2.0 -2.9 

14 Other semi-durable goods stores 509.9 517.7 506.3 506.2 1027.6 -1.5 2.3 

15 Other durable goods stores 410.6 404.2 421.0 410.0 814.8 1.6 -4.0 

16 Other retail stores 856.2 868.6 826.0 872.0 1,724.7 -1.4 5.2 

17 Total, all stor.s 35,120.6 15,130.9 15,137.5 15,207.7 30,251.5 -0.1 - 	 - 

Regions 

18 Newfoundland 287.8 290.9 287.0 290.5 578.7 -1.1 1.4 

19 Prince Edward Island 65.1 67.4 65.1 64.3 132.5 -3.4 3.5 

20 Nova Scotia 670.2 505.1 486.6 486.1 975.3 -6.9 3.8 

21 New Brunswick 383.7 387.9 377.3 381.9 771.6 -1.1 2.8 

22 Quebec 3,667.2 3,749.0 3,721.7 3,767.6 7,416.1 -2.2 0.7 

23 Ontario 5,615.2 5,622.4 5,618.7 5,629.0 11,237.5 -0.1 0.1 

24 Manitoba 536.9 531.4 528.5 529.0 1,068.3 1.0 0.5 

25 Saskatchewan 442.0 451.4 451.9 440.0 893.4 -2.1 -0.1 

26 Alberta 1,578.7 1,608.4 1,577.7 1,574.6 3,187.1 -1.8 1.9 

27 British Columbia 1,986.6 1071.7 1,992.1 1067.3 3,958.3 0.8 -1.0 

28 Yukon 14.4 14.3 14.0 14.3 28.7 0.5 2.3 

29 Northwest Territories 29.8 30.1 29.7 30.2 59.9 -0.9 1.3 

See footnote at and of tables. 
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TABLEAU 1 • Vent.s cii detail, dCsaisonnalisé.s, aslon 1s groups da aoarce at I. rCgon 
(periodss courantss a 

Change from  
previous .onth 	Change from previous year 

Variation p. r. 	Variation par rapport è Pannéa précédonto 
au mois précéd.nt 

Year-to- 

	

Decambsr Novother February January Dacethar Nov.ab.r 	date 
1991 	1991 	1992 	1992 	1991 	1991 	1992 

Oóouuthr. Nov.uthre Février Janvier Déc..,r. Noveabro Cumlat if N. 

Per cent - pourcontago 

Groupe do cou..ro. - Canada 
0.3 -0.1 0.5 0.3 2.1 1.5 0.4 Sup.rmarchés dalimentation at 1 

ép icer los 

-0,1 2.5 -2.9 5.7 -3.9 -5.4 1.2 bus los autros magasins 2 
dalimentation 

-4.6 5.6 4.5 9.3 7.1 10.5 6.8 Pharmacies at magasins de 3 
.,édicamonts brevatés 

4.8 -0.4 -6.1 3.0 -14.6 -14.6 -1.8 Magasins do chaussures 4 

4.4 4.1 -7.5 12.7 -16.4 -22.9 1.7 Magasins do vitements pour homass 5 

7.5 2.7 -2.5 11.3 1.3 0.2 4.0 Magasins do vêtsnents pour dames 6 

1.0 - - -6.0 5.2 -9.7 -7.8 -0.7 Aukras Pmgasins do vêtomonts 7 

-0.2 2.4 8.0 24.2 -19.0 -7.9 15.5 Magasins do .eublss at d'sppar.ils 8 
ménagers 

-4.3 -4.2 11.3 27.7 -27.5 -16.3 18.9 Negasins dacc.ssoir.s d'.m.ubl.ment 9 

-0,9 6.7 1.9 3.3 -2.2 -3.4 2.6 Concessionnairos do véhiculss 10 • 
automobiles at récréahfs 

-2.7 -3.2 -6.4 -11.6 -18.1 -16,8 -9.1 Stations-service II 

-0.4 -1.6 -5.9 -2.9 -13.2 -14.6 -4.4 Magasins do pièces at daccessoiras 12 
pour automobiles at services 

1.5 1.3 2.3 4.9 -3.8 -3.0 3.6 Magasins do aarchandis.s divorses 13 - - 1.6 0.7 8.5 -10.4 -9.4 4.5 Autres megasins de produits 14 
somi-durables 

2.7 -1.2 2.4 6.1 -7.4 -8.5 4.2 Autres u.gasins do produits 15 
durables 

-5.3 -0.7 3.3 6.4 -5.5 0.2 5.6 Autres magasins do vento au detail 16 

-0.5 1.6 0.5 3.1 -5.2 -4.3 1.8 Total, onamabi. do. •.gasins 17 

Regions 

-1.2 3.6 -0.6 3.4 -4.3 -3.4 1.4 Terra-Neuve 18 

1.2 2.7 1.4 10.2 -7.0 -6.5 5.7 tl.-du-Princo-douard 19 

0.1 2.0 -5.7 6.6 -8.5 -7.1 0.3 Nouvells-Ecosso 20 

-1.2 1.6 -1.1 1.7 -6.6 -5.4 0.3 Nouveau-Brunswick 21 

-1.2 1.6 -1.3 4.6 -6.0 -4.1 1.6 Québec 22 

-0.2 1.1 0.8 2.7 -7.6 -5.4 1.7 Ontario 23 

-0.1 3.1 3.6 0.6 -4.5 -3.4 2.1 Planilobs 24 

2.7 2.4 -2.7 0.6 -4.4 -8.3 -1.1 Saskatchewan 25 

0.2 2.4 0.8 3.6 -6.4 -5.0 2.2 Alberta 26 . 	1.3 - - 2.1 4.0 -1.1 -1.8 3.0 Coloabie-Britannique 27 

-2.0 2.8 1.8 4.5 -6.2 -8.6 3.1 Yukon 28 

-1.7 2.4 1.5 5.9 -5.1 -8.2 3.71 Territoires du Nord-Ou.st 29 

Voir note I 1e fin des tableaux. 
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TABLE 8. R•tail 8.1cc, Not Seasonally Adjusted, by Trade Group and by Region (Current 
P.riods )* 

Sales 

Ventes 

	

February 	January 	December 	November 	Year-to-date 

	

1992 	1992 	1991 	1991 	1992 

	

Fávrier 	Janvier 	Dcethre 	Novembre 	Cumulatif 

millions of dollars - millions do dollars 

Trade Group - Canada 

No. 

3,385.1 3,568.8 3,720.7 3,707.5 6,933.9 

257.3 262.0 359.4 289.1 519.3 

790.3 832.3 1,042.0 877.2 1,622.6 

78.0 96.6 181.7 154.2 174.6 

82.6 104.9 275.2 178.1 187.5 

204.4 216.6 505.9 348.0 421.0 

207.6 227.8 532.7 373.4 435.3 

522.3 551.3 855.6 719.7 1,073.6 

145.1 143.5 200.7 191.6 288.6 

2,551.4 2,506.3 2,504.0 2,925.0 5,057.7 

1,045.0 1015.3 1016.4 1,140.2 2,160.3 

660.4 731.5 938.4 960.1 1,391.9 

1,275.2 1,237.4 2020.0 2,232.0 2,512.6 

394.9 384.1 776.1 532.8 779.0 

297.1 307.0 831.3 432.7 604.1 

657.9 655.0 10209.0 908.6 1 9312.9 

12,554.7 12,940.3 17,949.1 15,970.1 9S P 494.9 

236.1 234.2 350.4 313.7 470.3 

50.7 54.3 76.7 66.5 104.9 

390.5 424.5 589.7 521.5 814.9 

316.4 322.4 449.0 411.0 638.7 

2084.7 3098.3 4061.2 3,844.4 6083.0 

4,681.3 4,820.8 6,838.9 6,050.3 9 1502.0 

447.8 459.3 637.1 563.0 907.1 

368.8 394.1 526.8 476.2 762.9 

1,326.2 1,391.1 1 9894.0 1,648.7 2,717.3 

1,716.1 1,705.1 2,393.6 2,028.6 3,421.2 

10.5 11.3 15.7 14.4 21.8 

25.7 25.0 35.9 31.8 50.7 

I Supermerk.ts and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Mans 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 vehici. 
dealers 

II Gasoline service stations 

12 Automotiv, parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

legions 

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 

See footnote at and of tables. 



Change from previous year 

Variation par rapport A lanno prCc6d.nte 

F.bruary 
1992 

January 
1992 

O.c.ithar 
1991 

Noveither 
1991 

Year-to-date 
1992 

F6vri.r Janvi.r Dcothre Novonâr. Cuim.slatif 

Per cent - pourcentago 

6.6 3.7 -1.6 2.4 5.1 

0.6 6.2 -5.2 -7.1 3.4 

7.6 10.2 7.1 8.5 8.9 

-0.5 2.2 -16.3 -13.5 1.0 

-0.8 11.2 -20.6 -21.7 5.6 

2.1 8.2 -0.3 0.1 5.2 

-1.0 3.9 -9.5 -7.3 1.5 

12.6 24.1 -19.4 -7.1 18.2 

14.6 27.1 -27.1 -16.8 20.5 

2.8 3.3 0.9 -6.0 3.1 

-3.3 -10.7 -17.6 -17.3 -7.3 

-3.3 -3.0 -12.0 -15.4 -3.1 

S 	7.8 4.9 -6.0 -2.8 6.3 

5.3 9.0 -11.6 -9.6 7.1 

6.4 5.4 -8.0 -8.8 5.9 

8.9 12.6 -8.7 1.1 10.7 

4.5 4.0 •6. -4.9 4.2 

3.4 3.9 -3.9 -3.2 3.7 

5.9 11.4 -7.5 -6.7 8.7 

-1.5 7.8 -9.0 -7.5 3.1 

2.8 3.4 -7.1 -6.0 3.1 

2.3 4.9 -6.3 -5.1 3.6 

5.5 3.1 -8.3 -5.1 4.2 

7.4 2.3 -4.8 -4.1 4.8 

2.6 1.4 -5.7 -7.2 2.0 

4.9 4.2 -7.0 -5.4 4.5 

7.0 4.9 -2.2 -1.6 5.9 

4.6 5.9 -9.4 -9.7 5.3 

6.4 6.9 -7.4 -6.91 6.6 

Voir note 1 1a fin dos tableaux. 

N o  

Grouped. co.mrcs - Canada 

Sup.rusarchós dalimentation at Apicaries 1 

Tous los autros magasins d'alip,,entation 2 

Pharaaci.s at mag.sins do usédicamonts br.v.tCs 3 

Magasins do chaussures 4 

Magasins do vItemonts pour houtuims 5 

Magasins do vêtamonts pour dames 6 

Autras ulagasina do vlt.m.nts 7 

Piagasins do moubl.s at d.pp.r.ils m6nagers 8 

lagasins daccassoires dameubl.msnt 9 

Conc.ssionnairss do vIhicules automobiles 10 
at récréatifs 

Seat ions-service 11 

Ilagasins do pilcos at d'accassoir.s pour 12 
automobiles at sarvices 

Ilagasins do merchandises div.rs.s 13 

Autr.s magasins do produits seiui-dur.bl.s 14 

Autres megasins do produits durablos IS 

Autrss m.gasins do vanta au detail 16 

Total, sns.ubls dss .agasins 	17 

legions 

T.rr.-N.uve 18 

2 l.-du-Pr inca-douard 19 

Nouvolle-(coss. 20 

Houvo.u-Brtwisw ick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colouthi.-Britannique 27 

Yukon 28 

T.rritoir.s du Nord-Ou.st 29 

-5- 

• TABLEAU 2 • V.nt.e am detail, non-ddsaisonn.lizd.s, anIon 1s groups d. oosroa at Is region 
(period.. courantan ) 

0 
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TABLE 3. RetaIl Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
tsti.at.s)a 

Sales 

Ventes 

Quarter 4 Quarter 3 Quarter 2 Quarter uarter 4 
1991 1991 1991 199 

ilTrQimest  
1990 

Trimestre 4 Trimostre 3 Tri.estre 2 Trimestre re 4 

millions of dollars - millions de dollars 

11,077.1 11,062.5 11006.1 10,266.2 10,876.5 

935.7 899.2 941.9 802.5 996.9 

2,779.7 2,381.0 2,375.2 2,259.5 2,605.2 

473.8 398.7 435.7 281.8 555.5 

593.7 380.4 442.2 296.7 755.7 

1,167.4 905.8 936.5 680.9 1,177.7 

1,237.3 906.2 900.0 712.7 1,341.2 

2,224.9 1,947.2 1,770.9 1,468.8 2,559.1 

583.8 544.0 513.7 391.5 724.5 

8,493.8 9,735.7 11,497.0 7,962.9 9,075.4 

3,479.6 3,778.4 3,579.2 3,450.5 4,131.5 

2,832.0 2,656.2 2,908.8 2,213.4 3,257.7 

6,958.2 4,953.2 4,944.1 3,827.5 7,266.0 

1,786.7 1,472.7 1,573.1 1,144.6 2006.1 

1,646.4 1,209.3 131141.6 878.9 1,790.6 

2 9 954.4 2,638.8 2,481.6 1,928.4 3,032.6 

49,224,6 45,869.3 47,547.6 38,566.9 52,152.3 

257.1 263.3 261.0 242.9 246.7 

66.6 55.9 56.6 55.1 62.8 

7.4 5.0 5.1 2.8 6.6 

6.6 4.1 4.5 2.6 9.2 

17.5 12.0 11.1 7.4 17.5 

7.6 6.1 5.2 4.6 9.8 

104.6 134.1 178.4 112.8 126.6 

90.7 95.3 85.8 81.9 107.6 

46.0 39.4 41.1 31.8 55.1 

189.0 135.5 127.1 99.5 187.6 

28.7 24.0 23.3 16.2 31.4 

17.7 11.8 11.3 7.8 19.2 

36.0 26.5 24.3 20.0 36.7 

941.3 860.0 877.6 715.1 979.6 

Trade Group 

No. 

Canada 

I Sup.rrk.ts and grocery stores 

2 All other food store, 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Newfoundland 

1 Sup.rmerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Hooen'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 

Se, footnote at and of tables. 



Per cent - pourcenLage 

1.6 1.9 3.3 2.8 3.9 

-6.1 -12.0 -9.4 -9.6 -4.2 

6.7 0.8 2.3 3.4 4.5 

-14.7 -11.7 -7.9 -18.4 0.1 

-21.4 -13.2 -13.1 -20.6 1.3 

-0.9 -7.0 -8.9 -17.0 -2.9 

-7.7 -6.2 -4.5 -7.1 2.8 

-13.1 -7.4 -12.8 -22.8 1.6 

-19.4 -17.4 -24.9 -28.1 3.5 

-6.4 -5.2 -6.6 -20.7 -8.0 

-15.8 -5.8 -6.9 2.4 11.8 

-13.1 -14.8 -12.0 -16.2 3.1 

-4.2 -1.9 -1.4 -4.9 5.6 
-10.9 -14.5 -16.4 -14.7 -2.2 
-8.1 -9.4 -11.0 -17.6 -0.6 

-2.6 -2.5 -3.8 -6.7 1.6 

-5.4 	 -4.5 	 -4.9 	 -9.0 	 1.3 

fl 

4.2 	3.0 	4.3 	8.4 	8. 

6.1 2.4 2.7 5.8 2. 

12.4 0.2 1.8 0.8 8. 

-28.5 -9.5 0.2 -5.7 21.. 

- - 1.6 -2.1 -13.9 S. 

-22.8 5.3 -2.0 -7.7  

-17.4 -13.3 -8.8 -15.4 -2. 

-15.7 -17.6 -19.3 -6.4 18. 

-16.5 -11.2 -12.4 -11.7 12. 

0.7 1.2 0.8 -4.1 10. 

-8.5 -10.0 -9.1 -2.9 16.' 

-73 -10.5 -8.1 -15.2 7. 

-1.9 2.7 -2.1 0.3 5.. 

-3.9 -4.4 -3.9 -2.7 7.' 

Voir note 6 1s fin des fabl.aux. 

. 
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TABLEAU 3. Vontes au detail, non-désaisonnal*aCes, solon 10 •roupo do 000rc. at Ia rdgion 
(ostiations triestri.11es ii 

S Chwgs from previous year 

Variation par rapport a i'annóe pr6c6dents 

Quart.r 4 Qtart.r 3 Quarter 2 Quarter 1 Quarter 4 
1991 	1991 	1991 	1991 	1990 

Trimestra 4 ITripestro 3 ITrimostro 2 Trimestre 1 Trimestro 4 

Groups do couus.rc. 

N .  

Canada 

Sup.rmarchs d'aiimontation at 6piceries 1 

Tous i.e autr.s nsagasins d'aii.,ontation 2 

Pharmacies at usagasins do módicamonts brev.tü 3 

Piagas ins do chaussur.s 4 

tiagas ins do vèt.ments pour homneo S 

tiagasine do vêtements pour dames 6 

Autros magasins do v6tomonts 7 

Piagasins do meublos at d'appar.iis m6n.gers 8 

Magasins d'accessoir.s damoubl.mont 9 

Concessionnaires do véhicul.s automobii.s 10 
at r6cr6at ifs 

Stat ions-sorvics 11 

Magasins do pièces at d'accossoires pour 12 
automobiles at servicss 

Magasins do merchandises divers.s 13 

Autras usogasins do produi*. semi-durable. 14 

Autros magasins do produits durable. 15 

Autr.s usgasins do vents ou detail 16 

Total, •nssublo doe aagoein. 17 

T.rrs-Nsuy. 

Sup.r.archés dalimentation at èpic.rios 1 

Tous los autros magssins delimontation 2 

Pharmacies at magasins do s.édicam.nts brov.tCs S 

lagos ins de chaussuros 6 

tisgasins do vitomonts pour home.. S 

Magasins do vêt.ments pour dames 6 

Autres ..gasins do v6tomonts 7 

Magasins do moubios of d.ppar.ils ménagers 8 

tisgasins dacc.ssoiroe dameublomont 9 

Concessionnaires do véhicuies automobiles 10 
of récréat ifs 

Stat ions-s.rv ice 11 

Magasins do piIcos of daccessoiros pour 12 
automobiles at services 

Magasins do marchandises div.rs.s 13 

Autres magasins do produits somi-durabios 14 

Autres magasins do produits durabios 15 

Autros megesins do vonta su dCtaii 16 

Total, onsembis des •agasins 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Oroup and by Region (Quarterly 
Estioatss)a 

Sales 

V.ntes 

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

Trimestre 4 Trimestre 3 Trii.estre 2 Trimestro I Trimestre 4 

millions of dollars - millions de dollars 

1.3 1.0 1.0 0.5 1.3 

1.2 0.6 1.0 0.8 3.0 

3.7 3.6 2.4 1.5 4.8 

7.1 7.0 6.4 4.5 8.1 

2.1 1.6 1.7 1.3 2.2 

29.5 36.3 46.6 26.8 38.9 

18.8 20.2 17.3 15.6 14.6 

31.3 22.3 20.1 16.8 38.6 

6.4 8.2 6.6 4.4 8.5 

4.9 3.4 2.8 1.8 5.6 

11.4 14.0 9.8 7.3 10.9 

204.7 205.0 198.1 31.4 219.3 

414.1 418.8 406.2 375.2 377.6 

101.3 81.4 80.0 76.5 108.4 

11.2 6.8 9.3 6.6 12.6 

39.1 27.5 27.4 20.0 40.4 

29.6 19.3 17.9 15.7 35.5 

55.6 62.9 38.6 38.3 74.7 

11.6 10.0 9.4 7.6 14.1 

168.4 184.0 179.3 170.9 165.0 

65.7 61.0 69.7 49.8 79.9 

251.7 163.4 160.6 124.9 292.4 

52.3 63.5 41.9 30.7 55.6 

47.7 27.3 26.4 21.2 51.7 

102.3 104.9 93.7 70.1 108.9 

1,591.5 1,492.4 1,524.4 1,242.4 1,725.5 

Trade Group 

No. 

Prince Edward Island 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Noman ' 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 durabl, goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 
I Sup.rmarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

S., footnote at and of tables. 



-16.6 

-18.6 

-36.4 

1.3 

-25.6 

-30.6 

40.0 

1.6 

7.0 

5.7 

22.2 

7.2 

3.7 

13.0 

14.2 

-18.6 

9.2 

5.8 

-7.0 

9.0 

5.7 

0.4 

4.3 

19.4 

-3.2 

2.1 

3.3 

2.1 

4.0 

2.4 

-16.7 

-14.0 

-20.4 

-24.5 

30.7 

-20.9 

-16.8 

-8.7 

-11.5 

-6.5 

-6.4 

-23.4 

-14.1 

-23.1 

-2.8 

-9.2 

-4.0 

11.9 

-4.0 

3.5 

Per cent - pourc.ntege 

-2.6 7.4 -0.6 

-59.3 -44.7 -27.6 

-23.7 -1.4 -6.7 

-12.9 13.1 2.2 

-4.3 -11.0 0.5 

-24.1 -17.3 -21.5 

28.6 22.9 23.3 

-18.9 -19.2 -22.4 

-24.4 -21.8 -17.8 

-13.8 -22.2 -16.2 

4.6 2.5 -6.6 

•6.7 -5.5 -7.7 

9.7 5.4 9.5 

-6.6 -8.7 -7.1 

-9.4 -10.6 -11.3 

-3.2 0.5 -2.2 

-16.7 -16.1 -15.1 

-25.6 -16.6 -22.6 

-17.6 -11.7 -16.5 

2.1 13.2 13.0 

-17.7 -18.2 -15.3 

-13.9 -15.2 -14.1 

-6.0 -10.7 -5.0 

-7.7 -10.7 -6.4 

-6.1 -3.0 5.0 

-7.5 -4.4 -4.7 

21.-du-Princ.- douard 

Sup.rmarchés dalimentation at 6pic.ri.s 1 

Tous los autr.s megasins d.lim.ntation 2 

Pharmacies at magasins do .êdica.ents br.v.t6s 3 

P$agas ins do chaussures 4 

tiagasins do vItemonta pour homm.s 5 

H.gasins do vItoments pour dames 6 

Autres megas ins do vet...nts 7 

Isgasins do meubles at d.ppar.ils ménspors 8 

Magasins daccessoires da.eubl..ent 9 

Conoossionnairos do vhicules automobil.s 10 
at récrést ifs 

Stat ions-service 11 

Ptsgasins do pilc.s at daccessoiros pour 12 
automobiles at services 

Plagasins do merchandises diverses 13 

Autr.s mag.sins do produits s.mi-durables 14 

Autres megasins do produits durables 15 

Autr.s m.gasins do vents su dtail 16 

Total, ensemble des •agasins 17 

Nouvello - cosse 

Sup.rumrchés dalimentation at 6piceries 1 

Tous lea .utr.s .,agaains dalimentation 2 

Pharmacies at magasins do .6dicaments brevot6s 3 

lagasins do chaussures 4 

Pages ins do vItem.nts pour hoiimi.s 5 

Pisgas ins do vItemonts pour dames 6 

Autres megasins do vltements 7 

lagasins do meubles at dapparoils mênagers 8 

Piegasins daccessoires dameublemont 9 

Conc.ssionnaires do véhicules automobiles 10 
at rcr6st ifs 

Stations-service 11 

lagasins do pieces at d'accossoir.s pour 12 
automobiles at services 

Piagasins do merchandises diverses 13 

Autres magasins do produits s.mi-durables 14 

Autros magasins do produits durables 15 

Autres magasins do vents su dtsil 16 

Total, ensemble des •agasins 17 
. 
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TAILIAU J. V.nt.s mu d#t.fl, non-d6saAsonn.1sê.s, sslon Is groupe ds oo.raa at I. region 
(ssti.ations tria.stri921. a 

Change from previous year 

Variation per rapport I lannés prócódonto 

Quartor 4 Q 2 Quarter 1 Quarter 4 
1991 	1991 	1991 	1991 	1990 

Trirn.str. 4 ITr. , 

	
2 

str. 3 Trimestro  Trimestr. I Trimestra 4 

Groups d. comeerco 

P1 

Voir not. 1 1s fin des tableaux. 
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TASLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estioat.s)a 

Sales 

Ventes 

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

Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 Trimestra 4 

millions of dollars - millions de dollars 

73.5 67.8 72.2 70.6 76.7 

16.2 9.0 8.6 5.5 16.6 

29.1 20.0 20.6 14.0 28.8 

25.3 16.8 15.4 11.5 26.9 

9.1 8.3 8.6 5.9 11.2 

207.2 249.0 304.7 190.0 211.4 

93.4 104.9 92.7 91.0 108.1 

74.0 70.6 80.1 56.4 82.7 

189.4 132.2 127.1 96.9 210,8 

39.1 30.7 33.1 21.1 39.5 

30.2 20.0 19.9 14.4 32.6 

62.3 61.7 56.6 43.0 65.5 

1,242.3 1,165.3 1 1 216.6 971.0 1,322.0 

3,125.4 3,105.1 3010.0 2,864.5 3,037.8 

716.2 611.0 608.4 573.9 613.6 

176.3 143.3 162.6 87.9 211.6 

146.4 99.5 127.7 73.5 182.8 

287.5 236.1 249.4 166.0 292.6 

368.5 294.4 315.0 224.6 419.2 

516.1 488.1 447.9 316.1 588.2 

147.1 152.8 152.4 94.0 170.9 

2012.7 2,560.5 3,070.4 1,909.7 1,967.3 

783.7 842.1 806.1 808.7 1015.7 

1,276.5 957.6 984.2 719.7 1,359.5 

366.9 332.5 346.7 262.9 454.3 

270.9 223.1 227.6 171.8 334.2 

553.1 433.8 444.4 327.3 569.1 

11,821.8 11,451,3 12,153.7 9,423.5 12,503.3 

Trade Group 

No. 

New Brunsaicic 

I Supermarkets and grocery stores 

2 All oth.r food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S lien's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

6 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 G.n.r.l iu,erchandise 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 ether food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

See footnote at and of tables. 



-4.2 	1.8 	8.6 	8.7 	4.9 

-2.2 -0.8 -15.5 -22.7 -1.1 

1.0 -3.3 -1.2 -16.3 7.1 

-5.9 -11.5 -12.8 -22.7 -5.6 

-19.0 -6.9 -4.8 -20.4 7.9 

-2.0 -0.6 -2.9 -17.6 -4.3 

-13.6 -4.7 -2.3 5.3 10.0 

-10.4 -7.8 1.4 -2.3 10.7 

-10.1 -11.7 -10.4 -14.5 -1.1 

-0.9 -11.9 -8.6 -15.1 -0.9 

-7.2 -6.8 -11.8 -20.8 -3.7 

-4.9 -4.5 -7.1 -0.6 2.5 

-4.0 	-3.1 	-1.9 	-4.1 	4.1 

. 

2.9 	4.0 	5.5 	3.0 	3.0 

17.0 8.6 9.7 9.5 9.1 

-15.6 -11.0 -6.1 -21.8 3.3 

-19.9 -11.0 -15.4 -25.3 3.2 

-1.7 -12.3 -17.2 -24.7 -5.1 

-12.1 -9.6 -6.6 -9.0 6.4 

-12.3 -5.8 -18.2 -34.7 -10.4 

-14.0 -8.7 -20.3 -30.2 -2.2 

2.3 2.8 -0.2 -15.0 -10.0 

-22.8 -13.9 -16.8 -3.1 12.9 

-6.1 -3.9 -2.0 -6.9 8.9 

-18.8 -17.5 -20.0 -17.7 -2.9 

-18.9 -15.7 -13.5 -17.9 2.1 

-2.8 -8.1 -11.8 -14.7 -6.1 

-5.5 -4.1 -4.7 -9.2 0.6 

Voir not. 1 1s fin dos tableaux. 

. 
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1ALAU 3 • Vent•s su dêtal, non -désaisannaliséss, salon Is groups d. nono.rce at 1. réglon 
(estimations trimmatriell.. )N 

. thange from pr.vious year 

Variation per rapport I 1'anne prcódont. 

	

Quarter 41 Quarter 31 Quarter 21 Qu.rt.r 1 	Quarter 4 
1991 	1991 	1991 	1991 	1990 

Trim..tr. 4 Trimastre 3 Trimostra 2 Trimestre I Trimostro 4 

Groups do coemerce 

N o  

Per cont - pourcontag. 
Nouv.au-Irunssick 

Supsrmarchs d.liment.tion at ópic.ri.. 1 

Tous los autres .mgasins dalimontation 2 

Pharmacios it u,agasins do .ódica.ents brev.t6s 3 

Ilagasins do chaussur.s 4 

liagas ins do vêtements pour honri.s S 

Magasins do vêtem.nts pour dames 6 

Autres magasins do vôt.monts 7 

M.gasins do meublos at d.ppar.ils m6nagors 8 

tiagasins daccossoires damoubl.m.nt 9 

Concossionnair., do vIhiculos automobil., 10 
it rócréatifs 

Stations-service 11 

liagasins do piIce, at d'accessoir.s pour 12 
automobiles at services 

Ilagasins do marchondis.s dIvers., 13 

Autres nogasins do produit. semi-durable, 14 

Autros .agasins do produits durable, 15 

Autr.s magasins do vents au dtail 16 

Total, ensemble d.s •aga.ins 17 

Qu6b.c 

Super..rchs cIali..ntation at 6pic.ries I 

Tous los autres .agasins dalimontation 2 

Pharmacies at magasins do .èdica.onts brevot6s 3 

lag., ins do chaussures 4 

lag., ins do vètements pour honoss 5 

Ilagasins do vôt.monts pour dames 6 

Autros magas ins do vêtem.nts 7 

Plagasins do moublos at dappareils món.g.rs 8 

Magasins daccossoires d'am.ubl.mont 9 

Concossionnaires do véhicules automobiles 10 
at récréatifs 

Stat ions-servic. II 

Plag.sins do pièces at dacc.a.oir.s pour 12 
automobiles at sarvic., 

tiagasins do ..rchandis.s div.rs.s 13 

Autr.s nogasins do produits s.mi-durabl.s 14 

Autr.s .,agasins do produits durable, 15 

Aufr.s magasins do vents au détail 16 

Total, ensemble des •agasins 17 
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TAILS 3. S.tall Sal.s, Not Soasonally Adjustad, by Trade Group and by R.glon (Quart.rly 
Estimates)a 

Sales 

Ventes 

Quarter 4 Quarter 31 Quarter 2 Quarter I Quarter 4 
1991 1991 1991 1991 1990 

Trimestro 4 Trimostre 3 Trimestre 2 Trinestre 1 Trinestre 4 

millions of dollars - millions de dollars 

3,630.4 3,641.0 3,703.4 3,428.8 3,725.0 

1,058.0 913.2 920.2 883.6 1,011.7 

164.1 143.8 157.0 110.3 200.4 

241.5 155.3 176.8 121.9 305.1 

462.1 342.8 367.0 262.1 477.3 

435.1 294.8 284.0 234.4 463.3 

875.2 787.8 719.6 621.4 19040.7 

235.8 214.9 193.4 161.7 322.2 

3,353.6 3,528.1 4,180.3 2,935.4 3,528.5 

1,197.8 1,308.7 1,265.5 1,214.3 1,420.7 

2,639.2 1,813.3 1,817.1 1,387.1 2,717.7 

720.3 539.0 601.5 452.5 842.4 

715.7 505.7 455.1 358.8 768.0 

1,351.1 1,241.7 1045.2 874.4 1,402.2 

	

18,570.1 	16,825.0 	17,504.5 	14,259.7 	19,866.8 

	

434.2 	419.0 	433.2 	404.0 	431.2 

12.4 9.5 10.8 7.1 14.3 

21.7 12.6 15.6 10.5 26.8 

45.8 34.0 34.6 28.2 45.8 

42.5 31.4 32.4 25.0 44.0 

64.4 52.4 45.1 38.8 67.4 

12.7 12.2 11.6 9.0 13.3 

287.4 321.2 370.4 266.2 315.9 

158.5 169.5 157.0 148.0 174.5 

84.6 82.3 92.2 61.8 95.8 

288.7 203.2 210.2 161.7 306.6 

53.5 42.8 53.1 33.0 61.7 

53.9 38.8 36.4 29.4 62.4 

77.5 58.8 60.0 50.7 77.2 

1,727.4 1,563.7 1,639.4 1,346.2 1,810.3 

Trade Group 

No 

Ontario 

1 Sup.rmark.ts and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Hens 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 durabie goods stores 

16 Other retail stores 

17 Total, all storse 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Sho. stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

See footnote at end of tables. 



Per cent - pourcentag. 

-2.5 	 -2.3 	 0.5 	 -1.0 	 4.7 

4.6 -2.1 1.1 5.5 6.7 

-18.1 -14.4 -9.8 -14.2 2.6 

-20.8 -12.8 -10.8 -17.5 -0.9 

-3.2 -9.6 -9.9 -21.1 -6.1 

-6.1 -5.8 -5.2 -9.1 -0.8 

-15.9 -6.4 -10.5 -19.3 4.7 

-26.8 -24.2 -33.0 -27.8 7.5 

-5.0 -4.7 -9.1 -26.0 -11.4 

-15.7 -3.8 -3.3 3.6 7.6 

-2.9 -1.9 -1.7 -6.5 2.9 

-14.5 -23.3 -25.2 -20.5 -4.4 

-6.8 -9.2 -15.3 -22.4 -4.8 

-3.6 -1.1 -1.1 -4.8 6.0 
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TAILEAU 3. Vsntes au detail, non-déoaioonnaljsé.s, scion Is groups de oosroa at 2. region 
(sstioations trio.stri.11.s )5 

. Change from previous year 

Variation per rapport è lann. prócéd.nt. 

Quart.r 41 Quarter 3 Quarter 2 Quarter I Quarter 4 
1991 	 1991 	 1991 	 1991 	 1990 

Trimostro 4 Trimestre 3 Trimestre 2 Trimestr. 1 Trimestre 4 

Groupe do comeerce 

II. 

. 

-13.3 -15.2 -16.1 -22.3 -7.1 

-19.0 -8.9 -5.7 -15.9 -0.5 

- - -4.1 -7.2 -2.0 2.3 

-2.8 7.6 9.0 2.6 4.8 

-4.4 -0.5 -8.5 -18.1 1.6 

-4.1 -6.5 -10.8 -17.7 -2.9 

-9.0 -11.5 -5.0 -13.8 -5.5 

-9.2 4.7 0.3 5.9 10.6 

-11.7 -7.9 -4.1 -13.4 -1.1 

-5.9 -1.1 0.5 -1.4 7.0 

-13.2 -10.7 -8.9 -8.3 0.5 

-13.5 -12.9 -15.5 -19.0 5.1 

0.4 -2.3 -3.7 -3.3 0.2 

Ontario 

Supormarchés dalimentation at épic.ries I 

bus us autres usagasins d'alimentation 2 

Pharuiaciss of magasins do médicaments brevetIs 3 

Plagasins do chaussuros 4 

Ilagasins do véfements pour hoiiuiies 5 

Plagas ins do vêtemen(s pour dames 6 

Autres uuag.sins do vtements 7 

Plagasins do moubl.s at d'appar.ils iuónag.rs 8 

Magasins d'acc.ssoir.s d'amoublemont 9 

Concessionn.jres do vóhjcul.s automobiles 10 
at r6cr6at ifs 

Stat ions-service 11 

lisgasins do pièces at dacc.ssoir.s pour 12 
automobilos of services 

Itagasins do merchandises diversos 13 

Autr.s m.gasins do produits somi-durables 14 

Autr.s ..gaoins do produit. durabl.s 15 

Autr.s magesins do vento au detail 16 

Total, sn.bl. dos .agasins 17 

Nanitoba 

Supormurchés dalimentation at épicari.s 1 

Tous leo aufr.s magasins d'slimentation 2 

Phar..cies at magasins do médicamenis brevetCs 3 

M.gasins do ch.ussur.s 4 

Hagas ins do vit.usents pour hoimusos 5 

Piagasins do vêtoments pour dames 6 

Autr.s magasins do vétements 7 

Hagasins do .eubles at dapparails ménag.rs 8 

liagasins daccossoir.s damaublement 9 

Concessionnaires do vdhicules automobiles 10 
at rCcráaiafs 

Stat ions-s.rv ice 11 

lagasins do pièces at dacc.ssoir.s pour 12 
automobiles at services 

Magasins do merchandises divorses 13 

Autres .sg.sins do produits smuui-durabl.s 14 

Autres magasins do produits durables 15 

Autres usogasins do vento au dItail 16 

	

-4.5 	 5$ 	 -4.4 	-11.7 	 -0.1 

	

0.7 	 -7.4 	 -8.1 	 -3.0 	 -4.0 

. 

	

-4.4 	 -5.1 	 44 	 -5.4 	 0.3 Total, ansesbie des sagasins 	 17 

Voir note è 1e fin d.s tableaux. 
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TA3LE 3. ftstafl Sales, Not Seasonally Adjusted, by Trade Oroup and by R.ggon (Quarterly 
Sstiaat.s)a 

Sales 

Ventss 

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

Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 

millions of dollars - millions de dollars 

329.8 324.9 333.5 312.9 309.5 

75.5 65.3 64.1 63.8 81.8 

9.2 7.7 8.7 6.2 9.8 

15.7 9.2 10.3 8.2 25.9 

33.5 25.6 26.8 19.7 31.2 

34.9 24.6 25.1 23.6 44.6 

44.3 34.3 30.9 30.7 50.2 

134.1 148.1 132.3 121.6 133.6 

88.6 88.9 95.0 68.2 104.7 

236.7 160.9 164.4 133.0 247.9 

52.3 42.4 50.9 36.3 59.5 

50.2 34.4 34.1 26.0 54.9 

68.3 62.3 59.6 52.0 68.6 

1,455.8 1 1328.2 1,363.2 1,161.0 1,546.9 

1,069.2 1,069.5 1,075.3 968.8 1,004.0 

265.9 230.0 226.3 216.1 270.3 

33.6 29.8 30.8 23.5 37.7 

67.1 41.2 46.1 36.0 87.9 

113.7 96.3 92.6 79.3 112.1 

121.3 91.3 90.0 74.3 123.0 

679.4 19007.5 1 1 158.0 881.3 1,004.6 

336.4 360.7 329.3 310.8 408.0 

291.7 293.2 304.7 233.6 344.1 

877.5 664.1 663.3 552.0 933.5 

214.9 190.0 205.5 129.6 205.0 

196.8 139.3 139.9 110.0 212.8 

295.8 268.5 256.4 209.7 314.3 

5,131.1 4,803.2 4,920.9 4,094.6 5,484.4 

Trade Group 

No. 

Saskatchewan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Man'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 merchandis. 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 Hen's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasolin, service stations 

12 Automotive parts, accessories and s.rvices 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

See footnote at end of tables. 



Change from previous year 

Variation par rapport I lannáe pr6c6d.nt. 

Quarter 4 Quarter 31 Quarter 2 Quarter 11 Quarter 4 
1991 1991 1991 1991 1990 

Trimestre 4 Trimostre 3 Trimestre 2 Trimostre 1 Trimostra 4 

Per cent - pourcentags 

6.6 8.7 12.2 12.5 2.1 

-7.6 -5.9 -8.4 -7.6 0.3 

-6.3 -8.9 -2.1 -10.1 3.1 

-39.5 -38.3 -35.9 -34.6 2.4 

7.4 6.4 8.6 -0.7 9.5 

-21.7 -16.3 -19.8 -19.8 - 

-11.7 -12.2 -12.1 -14.7 3.2 

0.4 6.3 -4.0 2.3 3.0 

-15.4 -21.2 -19.3 -26.5 -2.9 

-4.5 -8.3 -7.1 -5.7 7.0 

-12.1 -9.1 -6.3 -11.5 -2.4 

-8.5 -8.9 -10.1 -15.7 1.4 

-0.5 -5.9 -1.9 5.9 -5.8 

-7.1 	-6.0 	-6.6 	-4.7 	0.1 

S 

El 

6.5 	5.9 	4.1 	4.4 	3.6 

-1.6 -4.0 -3.6 -3.9 0.5 

-10.9 -9.2 -6.9 -16.0 -10.9 

-23.6 -16.5 -12.9 -17.5 7.6 

1.4 1.1 -2.2 -2.1 2.5 

-1.3 1.4 6.8 5.2 6.9 

-12.5 	-10.6 	-12.0 	-19.9 	-5.4 

-17.5 -5.1 -4.6 -1.1 22.8 

-1512 -13.7 -12.3 -12.2 9.9 

-6.0 1.4 3.2 2.8 11.0 

4.8 6.5 10.0 -3.3 -7.4 

-7.5 -13.8 -5.2 -11.0 1.6 

-5.9 -2.7 -3.3 -6.1 -0.6 

-6.4 -4.2 -4.1 -6.8 4.1 

Voir note I 1s fin des tableaux. 

. 
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TAILtAU 3 • Vant•s au dótall, non -désaisonnalizês, s.lon 2s groups ds oo.ras at Is region 
(estimations trimestriollas)a 

Saskatchewan 

Supormarchs dalimantation at èpiceries I 

Tous los autr.s magasins dalimontation 2 

Pharmacies at magasins do módicamonts brev.ts 3 

Hagasins do chaussur.. 4 

tagas ins do vêtsmsnts pour hoenas 5 

Kagas ins do vItements pour dames 6 

Autr.s megas ins do vIt.monts 7 

lagasins do moubles at dappar.ils mónagors 8 

liagasins daccossoir.s d.m.ublement 9 

Concossionnaires do v6hicul.s automobjiss 10 
at r6crIatifs 

Stations-sorvic. Ii 

lagasins do pièces at dacc.ssoir.s pour 12 
automobiles at services 

M.gasins do march.ndis.s div.rs.s 13 

Autros magasins do produits ..mi-durabl.s 14 

Autros magasins do produits dur.bl.s 15 

Autres ..g.sins do vents au dtail 16 

Total, amasublu d.c .agasins 17 

Alberta 

Sup.ramrcMs dalius.ntation at èpic.ri.s I 

Tous l.a sutres mag.sins d'alimont.tion 2 

Pharmacies at magasins do mfidicamants brev.ts 3 

lagasina do chaussur.s 4 

lIsgas ins de vItesmnts pour homass S 

Pbgas in. do vêtem.nts pour dames 6 

Autr.s magasins do vIt.iumrits 7 

Magasins do meubles at dappareils m6nagors 6 

Magasins daccessoires damoubl.m.nt 9 

Concossionnairos do v6hicules automobiles 10 
it récráatifs 

Stations-service 11 

Magasins do piIcos at daccossoiros pour 12 
automobil.s at services 

lagasins di merchandises diverses 13 

Autr.s m.g.sins de produits s.mi-durabl.s 14 

Autres magasins do produits durables 15 

Autros magasins do vonto au dAtail 16 

Total, snsbl. des •agasins 17 

Groupo do cous.rc. 

II. 
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TAILE 3 • Retail Sales, Not Seasonally Adjusted, by Trade Oroup and by Region (Quarterly 
Estiaates o 

Sales 

Ventes 

Quarter 41 Quarter 31 Quarter 2 Quarter 4 
1991 1991 

Quar

me

ter 1 
1991 

Tristre 4 me me
1991 

Tristre 3 Tristre 2 mo Tristre 1 
puie1990 

Tristre 4 

millions of dollars - millions de dollars 

1,418.9 1,422.4 1,381.9 1,294.2 1,339.3 

324.8 275.0 267.4 244.5 300.9 

47.2 42.9 42.4 32.1 52.0 

60.9 39.7 41.7 31.3 78.4 

133.3 105.4 101.2 80.9 125.9 

147.0 112.4 100.8 90.0 148.0 

322.4 259.1 226.4 193.9 322.5 

91.2 52.4 76.9 63.1 102.9 

1,142.9 1,334.5 1,530.4 1,175.0 1,286.7 

489.6 534.7 503.3 480.2 574.7 

293.6 296.9 301.6 273.1 328.7 

927.2 659.4 628.1 501.9 921.3 

244.3 213.3 204.8 153.7 241.0 

254.3 202.1 185.0 135.7 245.3 

387.2 357.7 322.5 267.2 370.0 

6,396.7 	6,036.1 	4,011.5 	5,093.3 	4,520.2 

24.0 27.2 25.4 20.1 24.9 

1.5 1.6 1.7 1.1 1.4 

6.1 6.1 5.8 5.5 9.2 

1.5 0.9 0.7 0.6 1.3 

3.5 3.0 2.1 2.0 3.4 

1.4 1.2 0.8 0.8 1.5 

51.1 41.5 42.0 34,1 50.2 

5.9 6.3 5.7 4.1 7.2 

14 3:.O 

Trade Group 

No. 

Iritish Colibia 

I Sup.rmarkMs and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Oth.r sami-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yi*on and Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Hens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durabl, goods stores 

15 Other durabl, goods stores 

16 Other retail stores 

17 Total, all stores 

S.e footnote at and of tables. 



-17- 
TABLEAU 3 • Ventes au dAtsil, non-d6saisonna1sées, elon Is groups du corcs at Is region 

(estisations tri.estrgall.s )s 

i• Change from previous year 

Variation per rapport I 1ann6o pr6c6donte 

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

Trimostr. 4 Trjmestre 3 Trimostre 2 Trimostro I Trimestro 4 

Groups do coim.orce 

Per cent - pourcontage 
Colombia -IritaiwEiqu. 

5.9 5.2 4.6 4.6 2.2 Supormarchs dalimentation at épiceries 1 

Tous las autr.s .agasins d.limontation 2 

8.0 -0.2 -1.6 -6.3 -5.5 Pharmecies at magasins do médicaments brev.t6s 3 

-9.2 -8.4 -7.6 -25.8 -8.4 Ilagasins do chaussures 4 

-22.3 -12.3 -10.2 -19.8 -0.3 Magasins do vIt.ments pour homoes 5 

5.8 2.4 5.0 -3.4 -0.3 Magasins do vItements pour dames 6 

-0.7 -1.5 1.9 3.8 4.4 Autros ..agasins do vôte..n*s 7 - - 2.9 -4.3 -17.4 5.6 M.gasins do moubles at dappareils mánagers 8 
-11.3 -14.9 -18.8 -28.9 -0.8 Pgasins daccessoires damoubloment 

-11.2 -9.0 -3.3 -17.9 2.1 Conc.ssionnaires do véhiculos automobiles 10 
at rácrat ifs 

-14.8 -6.8 -6.7 3.3 13.2 Stations-service 11 

-10.7 -10.1 -12.6 -12.3 -0.8 Nagasins do pilces at daccassoires pour 12 
.utomobil.s at services 

0.6 5.4 3.3 0.5 5.8 Piagasins do morchandises diverse. 13 

1.4 -1.2 -8.1 -2.0 7.8 Autres megasins do produits semi-durable. 14 • 3.6 3.0 0.6 -8.9 5.0 Autres magesins do produits durable. 15 

4.6 1.0 -3.6 -1.3 1.0 Autr.s magasins do vente au detail 16 

-1.9 -1.3 -1.6 -6.6 3.0 Total, enssuble des magasins 17 

Yidion at T.rritoires dii Nerd -Ouset 

-3.4 4.6 2.2 -4.3 3.8 Sup.rmarcMs dalimentation at Cpiceri.s 1 

7.3 9.1 11.7 -2.3 -13.9 Ious las sutres m.gasins dalimentation 2 

-34.1 -27.0 -28.1 -25.7 9.6 Pharmacies it puagasins do u,Idicamonts br.vet6s 3 

Magasins do chaussur.. 4 

Magasins do vêtaiuorits pour hoeuues 5 

-. Nag.. ins do vêt.monts pour dames 6 

6.7 -30.6 -37.5 -47.4 -14.8 Autr.s maga.ins do vit.m.nts 7 

2.5 -6.2 -26.2 -34.7 -20.6 Magasins do moublos at dapp.r.ils mIn.g.rs 8 

-4.0 21.8 -22.2 -3.6 41.4 Magasins d.cc.ssoir.s daiseublement 9 

Conc.ssionnaires do vehiculos automobiles 10 
at récrCatif. 

Stations-service 11 

Magasins do pilces at d'accossoires pour 12 
automobiles at services 

1.8 - - -3.5 -7.3 -4.1 Hagasins do merchandises divers.. 13 

-18.2 -11.9 -18.4 -14.4 7.3 Autros magasins do produits semi-durable. 14 
.. .. .. .. .. Autres magasins do produits durablos is 

2.9 0.6 2.7 5.3 3.5 Autros megasine do vents au dót.il 16 

-7.8 -5.2 -5.2 -10.9 4.2 Total, 	dac ensmoble 	•agasins 17 

Voir not. I la fin dos tableaux. 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Eat imat•s )a 

Sales 

Ventes 

Quarter 4 Quarter 3 Quarter 2 Quarter I Quarter 4 

	

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

millions of dollars - millions de dollars 

	

8.6 	11.1 	10.1 	7.5 	9.5 

	

x 	x 	x 	3.5 

	

x 	x 	x 	x 

	

X 	 X 	 x 	X 	 X 

	

x 	x 	x 	x 	x 

	

x 	x 	x 	x 	x 

	

1.1 	1.0 	0.6 	0.4 	1.1 

	

x 	x 	x 	x 	x 

	

7.1 	7.9 	10.8 	6.8 	9.3 

	

x 	x 	x 

	

x 	x 	x 

	

44.5 	47.8 	45.3 	32.5 	49.6 

15.5 16.1 15.2 12.6 15.4 

1.3 1.4 1.5 1.0 1.1 

x x x x 5.8 

X x X X K 

x x K 

K K K K K 

K K K K K 

2.3 2.0 1.5 1.5 2.3 

K K K K K 

2.9 2.9 2.7 3.1 3.6 

K K K K K 

3.3 3.1 3.2 2.2 3.9 

K K K K K 

97.5 91.3 91.8 75.9 104.4 

Trade Group 

No. 

Yukon 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hen's clothing stores 

6 Housen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotiv, parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all •torss 

Northwest Terriries 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 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 s.rvices 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

See footnote at and of tables. 



Per c.nt - pourcontag. 

-10.1 	7.6 	8.4 	-2.4 	10.9 

x x x x 10.9 

x X x x 

K K K K 

K K K K K 

Ic K K IC K 

3.4 7.3 -39.5 -56.0 -26.6 

IC K x IC K 

-24.1 -25.7 -13.4 -23.1 -13.1 

	

K 	 K 	 IC 	 IC 	 K 

. 	 K 	 IC 	 X 	 K 	 IC 

	

-10.2 	-7.3 	-7.5 	-15.7 	-2.2 
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TABLEAU 3 V.ntos au dtai1, nan-d6sa&sonna1ia.s, s.301t 1• growpoi d. o.ro. at Ia reggon 
(.stations tr.stri.1I.s Ja 

S Change from pr.vious year 

Variation per rapport è l'ann6o pr6céd.nt. 

Quart.r 4 Quarter 3 Quarter 2 Quarter 1 Quarter 4 
1991 	1991 	1991 	1991 	1990 

Trim.s+ro 4 Trjm.stro 3 ITrimostre 2 Trimestro 1 ITrimostre 4 

Groups ci. cou.rcs 

N' 

0.8 2.7 -1. -5.4 -0.1 

10.8 7.6 13.5 3.9 -6.2 

x X x x 8.9 

IC IC K IC K 

K IC K K K 

K IC K K IC 

K K K IC K 

2.1 -11.5 -19.2 -23.8 -17.4 

K K K IC PC 

Yukon 

supriusrcMs dsliu,sntation ot 6picaries 1 

Tous lea .utros u,agasins d'sliiuentation 2 

Pharmsci.s of magasins do m6dicam.nts br.v.tês 3 

Kagas ins do chaussur.s 4 

Plagas ins do vôt000nts pour ho.... 5 

Nsg.sins do vêtomsnts pour dam.. 6 

Autros usgs. ins do vêtamonts 7 

Magasins do moubi.. at dappareils managers 8 

Magasins d'.ccessoir.s d'smeublem.nt 9 

Concossionnair.s do v6hicul.s sutomobil.. 10 
at r6cr6atifs 

Stat ions-s.rvic. 11 

Magasins do pièces at d.ccssoirss pour 12 
automobiles at sarvicss 

Magasins ci. .srchandis.s div.rs.s 13 

Autr.s magasins do produits somi-durabi.. 14 

Autros usagasins do produits durabl.s 15 

Autr.s .agasins do vents su d6tail 16 

Total, sns..ble dos maqasins 17 

T.rrltoir.s dii Nord -Ousst 

Sup.r.usrchés d'slimont.tion at 6picsri.s 

Tous los autr.s magasin. dalimsntation 2 

Pharmoci.. at juagasins do módic.m.nts br.v.t6s 3 

Ilagasins do chaussur.s 4 

Magasins do vlt.iuonts pour ho..,.. 5 

Magasins do vItemonts pour dam.. 6 

Autr.s magas ins do vit.m.nts 7 

M.gasins do ..ublos of d.ppar.ils u,6nagors 8 

Magasins dacc.ssoir.s damoublomant 9 

Concossionnairss do vóhiculos automobiles 10 
at récröat ifs 

Stat ions-sorv Ico 11 

Plagasins do pièces at daccossoir.. pour 12 
automobil.s at sorvic.s 

Ilagasins do marchandisos divorsos 13 

Autros magasins do produits s.iui-durabl.s 14 

Autros .sag.sins do produits durabl.s 15 

Autros magssins do vents au detail 16 

Total, snseubls des usgasins 	 17 

	

-19.1 	-23.8 	-19.3 	-10.8 	15.7 

	

K 	 IC 	 IC 	 K 	 IC 

	

-14.8 	-18.9 	-24.6 	-20.5 	2.2 

7.: 

Voir not. 1 1s fin dos tablosux. 
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TAELE 4. Retail Trade Spl. Reaponse Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction de réponse 

February January 	Decenther Noveth.r 
1992 1992 1991 1991 

No. Fóvrier Janvier 	Dác.sâre Novethre 

Per cent - pourcentage 

Trade Oroup - Canada 

I Sup.rmerkets and grocery stores 95.5 96.0 96.5 96.5 

2 All oth.r food stores 91.9 95.3 92.1 94.5 

3 Drugs and patent medicine stores 96.3 96.2 91.0 88.9 

4 Sho. stores 89.0 98.4 99.2 99.1 

S Plan's clothing stores 92.7 93.4 95.9 94.7 

6 Nomen ' s clothing stores 90.8 93.4 95.5 93.9 

7 Other clothing stores 95.3 95.2 98.1 96.5 

8 Household furniture and appliance stores 95.3 95.3 97.3 96.9 

9 Household furnishings stores 93.2 93.7 96.0 96.1 

10 Motor vehicle and recreational vehicle 95.0 93.8 95.0 94.6 
dealers 

11 Gasolin, service stations 96.0 96.0 96.8 95.4 

12 Automotive parts, accessories and services 94.5 95.2 96.1 95.5 

13 General merchandise stores 98.9 99.2 99.4 99.5 0 14 Other s.mi-dur.ble goods stores 95.9 95.6 96.8 95.6 

15 Other durable goods stores 91.4 95.3 96.7 95.8 

16 Other r.tail stores 98.3 97.7 99.1 98.0 

17 Total, all stores 95.6 95.8 96.6 96.0 

legion. 

18 Newfoundland 95.0 94.5 97.7 97.3 

19 Prince Edward Island 93.9 92.2 91.7 94.1 

20 Nova Scotia 95.4 97.1 97.5 97.7 

21 New Brunswick 93.8 95.1 96.4 96.8 

22 Quebec 96.9 96.9 96.8 97.4 

23 Ontario 95.2 94.9 96.1 94.5 

24 Manitoba 95.6 96.9 97.8 97.9 

25 Saskatchewan 97.7 96.2 99.2 99.2 

26 Alberta 93.8 94.8 95.6 94.9 

27 British Coluethia 96.1 97.0 97.7 96.7 

28 Yukon 86.1 93.7 94.6 92.8 

29 Northwest Territories 96.0 94.9 	- 93.5 - 95.9 

0 



N' 

Groups de omeroo Canada 

Supsrntarchés dalimentation at épiceri.s 1 

Tous 1.. autres Isagasina dalim.ntation 2 

Pharmacies at magasins do médicaments brev.tós 3 

tegas ins de chaussures 4 

Magas ins do vôtomonts pour homes. S 

Nagas ins de vêts.snts pour dames 6 

Autras magasins do v8temenks 7 

Piagasins do .sithl.s at dapparsils .nag.rs 8 

Ptagssins daccossoires dameubl.mont 9 

Concsssionnairos do vóhicules automobiles 10 
at rácratifs 

Stations-service 11 

Piagesins do puces at daccsssoir.s pour 12 
automobiles at services 

Ptagasins do merchandises div.rs.s 13 

Autr.s magasins do produits semi-durable. 14 

Autres magasins do produits durable. 15 

Autras magasins ds vents au dtail 16 

Total, .nsbl. d.c .agasins 	17 

l8gion. 

T.rro-N.uva 
	

18 

tl.-du-Pr inc.4douard 
	

19 

Nouvell.4coss. 
	

20 

Nouveau-Brunswick 
	

21 

euob.c 
	

22 

Ontario 
	

23 

Manitoba 
	

24 

Saskatchewan 
	

25 

Alberta 
	

26 

Colouó ic-Br itann ique 
	

27 

Yon 
	

26 

Torritoires du Nord-Ouest 
	

29 
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TAALtAU 4 • Coac.rco do d&tail, fraction d• rpons. do I 'échantillon at coatficiant da variation 
(pêridu courantas) 

Co.ffici.nt of variation 

Coofficiant do variation 

F.bru.ry 
1992 

January 
1992 

Decoaber 
1991 

Noveidor 
1991 

F6vri.r Janvier Dc.abr. Noveabra 

Per cant - pourcantag. 

2.7 2.9 2.7 2.6 

5.3 5.6 8.6 7.5 

3.3 3.3 3.5 3.8 

4.4 4.8 5.1 4.1 

5.5 5.8 3.8 4.7 

3.2 3.7 2.7 3.3 

3.4 4.3 4.6 4.0 

5.2 4.9 4.5 4.6 

5.7 6.3 7.0 6.3 

4.1 4.0 4.4 4.5 

3.7 3.7 4.5 4.6 

4.1 4.2 3.7 4.2 

. 	 1.4 1.4 1.0 1.2 

4.3 4.5 5.0 4.4 

5.3 5.6 4.6 5.8 

2.0 2.1 2.1 2.3 

1.2 1.3 1.1 1.2 

5.5 5.1 3.1 3.6 

2.4 2.8 2.9 2.6 

2.9 2.9 2.9 2.8 

4.0 3.5 3.3 3.6 

2.8 2.9 2.2 2.3 

2.6 2.6 2.2 2.6 

2.3 2.4 2.1 2.6 

2.8 2.9 2.7 2.7 

2.6 2.5 2.4 2.7 

2.1 2.2 2.1 2.3 

0.7 0.6 1.2 1.1 

2.3 2.5 3.0 3.6 

0 



Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alb.rta 

British Columbia 

Yukon 

Northw.st T.rritories 

Total 

Regions 

74.4 71.3 163.3 134.0 145.8 

14.4 15.1 33.7 24.0 29.4 

107.8 119.5 265.9 197.6 227.3 

88.8 92.4 195.8 153.6 181.3 

900.4 919.3 1,683.2 1,347.0 1,819.7 

1,543.2 1,574.2 3,208.7 2,327.6 3,117.5 

135.0 136.8 286.9 207.9 271.9 

117.0 125.0 232.5 160.4 242.1 

463.1 492.1 914.3 673.8 955.2 

535.7 538.3 1006.6 769.3 1,073.9 

3.1 3.2 7.0 5.1 6.3 

14.6 14.2 23.2 19.3 28.7 

3,997.6 4,101.4 5,121.2 6,039.8 8,099.0 
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TAILE S. D.parto.nt Star. Typ• Mrchandis. Sales, not S.asonally Adjusted, by R.gion 
(Current Periods )s 

Sales 

V.nt.s 

	

February 	January 	December 	November 	Year-to-dat. 

	

1992 	1992 	1991 	1991 	1992 

	

Fvrisr 	J.nvi.r 	Décothr. 	Nove.thr. 	Cumulatif 

millions of dollars - millions do dollars 

TABLE 6. Departoent Store Type Morchandise Sales, 
(Historical Estioat.s)a 

not Seasonally Adjusted, by Region 

February 
1992 

Février 

January 
1992 

J.nvi.r 

December 
1991 

Déceithre 

November 
1991 

Novembre 

Octob.r 
1991 

Octobre 

September 
1991 

Septembro 

August 
1991 
AoOt 

millions of dollars - millions do dollars 

Regions 

Newfoundland 74.4 71.3 163.3 134.0 101.8 94.4 105.8 

Prince Edward Island 14.4 15.1 33.7 24.0 19.3 19.3 23.9 

Nov. Scotia 107.6 119.5 265.9 197.6 151.6 141.8 152.0 

New Brunswick 88.8 92.4 195.8 153.6 123.4 113.8 123.7 

Quebec 900.4 919.3 1,683.2 1,347.0 1,248.0 1,176.0 1,225.7 

Ontario 1,543.2 1,574.2 3,208.7 2,327.6 2010.8 1,926.0 1072.8 

Manitoba 135.0 136.8 286.9 207.9 176.6 167.8 172.1 

Saskatchewan 117.0 125.0 232.5 180.4 152.1 138.6 143.9 

Alberta 463.1 492.1 914.3 673.8 608.5 579.4 604.7 

British Coluthia 535.7 538.3 1006.6 769.3 676.7 656.2 692.4 

Yukon 3.1 3.2 7.0 5.1 4.6 4.4 5.1 

Northwest Territories 14.6 14.2 23.2 19.3 17.5 16.2 17.3 

Total 3,997.6 4,101.4 6,121.2 6 1 039.8 5 1 291.1 5,033.9 5,239.4 

S.e footnote at end of tables. 



145.8 

29.4 

227.3 

181.3 

1,819.7 

3,117.5 

271.9 

242.1 

955.2 

1,073.9 

6.3 

28.7 

8,099.0 

T.rr.-N.uv. 

tl.-du-Princ.-gdouard 

Nouvelle4coss. 

Nouveau-Brunswick 

Québec 

Ontario 

ti itoba 

Saskatchewan 

Alberta 

Coloith is-Br it.nniqu. 

Yukon 

Territoiras du Nord-Ouest 

Total 
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• TABLEAU S. Ventes do •archandses genre grand •agasAn, non-désaisonnajisées, solon In région 
(pêrAod•s courant.s a 

Change from previous year 

Variation per rapport a lanné. pr6c6dentc 

	

February 	January O.c.th.r November Year-to-dat. 

	

1992 	1992 	1991 	1991 	1992 

	

F6vri.r 	Janvier Décembre Novethr., 	Cuinulataf 

Per cent - pourcentage 

fté9ions 

5.0 9.9 -1.6 -1.2 

4.0 2.3 -13.4 -10.9 

-1.8 10.3 -12.2 -12.5 

2.6 6.5 -6.1 -7.6 

9.1 12.9 -11.0 -5.1 

5.8 7.7 -9.4 -5.3 

8.7 6.9 -5.7 -4.1 

7.6 8.7 -8.2 -7.5 

4.1 7.1 -8.6 -5.7 

12.7 13.4 -0.8 2.8 

15.1 6.0 -6.5 -9.1 

9.9 8.5 -2.7 2.7 

7.1 	9.5 	-8.3 	-4.6 

0 

7.3 Terre-Mauve 

3.1 tl.-du-Prince-douard 

4.2 Nouv.l l.4coss. 

4.6 Nouveau-Brunswick 

11.0 Québ.c 

6.8 Ontario 

7.8 Manitoba 

8.2 Saskatchewan 

5.6 Alberta 

13.0 Coloob is-Br itanniqu. 

10.3 Yton 

9.2 T.rritoir.s &i Nord-Ou.st 

8.3 Total 

TABLEAU 6. Ventes do marchandses genr, grand aagasn, non-désaisonnalisé.s, solon 1. regIon 
(estImations historiqu.s )a 

	

July 	Jun. 	May 	April 	March February 	Year 

	

1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

Juill.1 	Juin 	Mai 	Avril 	More FAvrierl 	AnnCe 

millions of dollars - millions do dollars 

legions 

92.9 93.5 97.4 87.9 85.9 70.9 

22.5 21.0 20.4 17.0 15.9 13.8 

138.6 141.4 147.2 131.8 129.2 109.7 

111.2 117.5 121.9 107.1 100.0 86.6 

1,136.8 1,188.3 1,314.5 1019.3 1,050.6 825.3 

1,811.8 1,913.6 1,994.8 1,783.2 1,673.9 1,458.1 

159.5 169.7 181.7 160.8 150.0 124.3 

132.0 143.5 147.4 135.0 131.6 108.7 

555.1 583.9 599.6 555.6 532.1 444.9 

643.2 633.4 645.7 595.5 577.1 475.4 

4.8 4.3 6.1 3.7 3.4 2.7 

17.1 17.8 18.0 15.4 15.5 13.3 

4,825.2 5,027.9 5,292.8 4,712.3 4,465.2 3,733.6 

W Voir note a 1* fin des tableaux. 
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TABLE 7. 	Retail Sales, Seasonally Adjustd, by Trad. Group and by Region (1990   
R.vis.d Historical Eat iaat.$) 

Sales 

January February Ilarch 

Ventos 

April May June 
1990 1990 1990 1990 1990 1990 

No. Janviar Février 

millions of 

Mars 

dollars - 

Avril 

millions do 

N.j 

dollars 

Juin 

Trade Group . Canada 

I Sup.rmark.ts and grocery stores 3,473.2 3,528.3 3,483.7 3,577.0 3,511.6 3,455.8 

2 All other food stores 337.5 336.3 333.4 338.0 323.0 332.8 

3 Drugs and patent medicin, stores 773.5 760.7 757.2 778.2 784.9 808.8 

4 Shoe stores 163.5 153.8 155.8 154.0 144.0 152.3 

5 Men's clothing stores 170.7 191.9 173.2 175.3 168.5 170.4 

6 Women's clothing stores 360.5 347.2 340.1 337.9 327.9 338.4 

7 Other clothing stores 326.4 328.2 337.6 344.1 326.9 333.2 

8 Household furniture and 746.2 728.9 721.6 710.0 722.4 716.2 
appliance stores 

9 Household furnishings stores 219.1 218.5 223.0 217.5 226.6 233.7 

10 Motor vehicle and recreational 3 1 760.8 3,584.8 3,799.0 3,517.6 3,451.8 3,457.9 
vehicle dealers 

11 Gasoline service stations 1071.4 1 1 219.0 1,267.4 1,269.5 1,268.9 1,272.3 

12 Automotive parts, accessories 1032.4 1,085.7 1,056.8 1,026.3 1,009.1 1 1 006.1 
and service 

13 General merchandis, stores 1,764.2 1,755.7 1,754.0 1,789.6 1,710.9 1,761.4 

14 Other semi-durable goods stores 573.5 594.1 567.2 594.7 602.5 597.0 

15 Other durable goods stores 458.0 486.1 465.1 442.8 445.1 448.7 

16 Other retail stores 880.6 902.2 869.7 873.6 834.3 838.0 

17 Total, all wthrs 16,211.6 16,221.3 16,304.8 16,146.3 33,858.4 33,923.2 

Regions 

18 Newfoundland 284.4 290.5 291.8 293.8 282.6 292.7 

19 Prince Edward Island 67.3 69.5 69.3 68.0 68.4 66.9 

20 Nova Scotia 510.6 516.7 518.1 513.8 511.7 520.9 

21 New Brunswick 387.9 397.5 398.7 395.4 391.1 404.7 

22 Quebec 3,995.5 4,028.5 4,021.6 3,985.6 3,892.4 3,954.0 

23 Ontario 6,138.7 6,111.8 6,229.9 6,076.0 5,979.5 5,908.6 

24 Manitoba 544.7 547.4 549.5 547.7 548.3 546.7 

25 Saskatchewan 474.8 463.9 467.0 666.8 453.1 482.3 

26 Alberta 1,661.4 1,667.2 1,674.6 1,651.4 19,652.8 1,671.4 

27 British Colunóia 2,046.4 2009.1 2,054.2 2,027.0 1,992.9 1,961.3 

28 Yukon 16.8 15.8 16.7 15.3 15.8 15.9 

29 Northwest Territories 32.3 32.2 31.3 31.4 31.4 30.9 



3,565.1 3,559.1 39598.3 3,575.3 3,579.0 3,568.2 

330.8 333.3 332.5 320.1 316.8 311.5 

806.3 802.8 812.5 810.6 796.8 783.9 

151.3 152.6 149.2 148.3 146.8 153.9 

174.5 173.0 161.3 171.6 174.2 171.7 

328.5 328.3 324.5 318.2 314.1 333.9 

335.5 336.1 333.5 334.5 335.2 345.6 

696.6 690.6 696.1 694.3 690.3 783.8 

213.7 218.5 208.2 204.6 203.4 224.8 

3,420.0 3,490.5 3,385.1 3,337.3 3,279.7 3,210.8 

1,262.8 1,285.6 1,252.2 1,366.3 1,367.6 1,352.1 

1,015.1 1,049.5 1016.9 1004.6 1,019.1 999.2 

1,799.6 1,788.9 1,789.6 1,808.9 19794.2 1,836.9 

590.4 570.5 569.3 567.7 558.5 565.1 

451.8 457.9 459.7 456.6 448.3 454.6 

842.8 857.2 870.5 870.8 870.5 874.2 

Sup.rmarchCs dali.entation at Ipic.ri.s 

Tous les .u*res magasins daljmentatjon 2 

Ph.rm.ci.s it magasins di médicaments brevetCe 3 

Magasins di chaussures 6 

Magas ins di vêtaments pour honmas 5 

Magasins di vStements pour dames 6 

Autres m.gasins d. vêt..ents 7 

lagasins di .eubl.s it dappareils minagers 8 

Mag.sins dacc.ssoir.s dameublement 9 

Concessionnaires di vihicul.s automobiles 10 
it rCcráat ifs 

Stat ions-ssrvics 11 

Magasins di piic.s at daccassoiros pour 12 
automobiles at urvices 

Magasins di merchandises div.rses 13 

Autres megasins di produits .emi-durabl.s 14 

Autres magasins do produits durobles 15 

Autr.s magasins do vents au dát.il 16 

. 
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TABLEAU 7. V•ntss au detail, dCsaisonnalisCes, salon 1s groups de oomiseras at Is region 
(.sti.ations historaques rCvAsCes 1990) 

Sales 

Ventes 

	

July 	August September October November December 

	

1990 	1990 	1990 	1990 	1990 	1990 

	

Juillet 	Aoit S.pteobr. Octobre Nov.mbr. D6ceithre 

millions of dollars - millions di dollars 

Groups ds oarca Canada 

15,984.7 16,894.2 15,959.3 15,989.7 15,894.5 15,970.1 TDtal, snsbl. die ..gaeins 	17 

Regions 

296.2 301.0 294.9 298.7 300.8 299.9 

68.1 66.2 68.4 66.8 68.8 70.0 

525.1 522.9 499.3 520.6 523.4 531.7 

400.1 395.0 400.2 396.6 403.6 404.1 

3,909.4 3,963.6 3,969.6 3,971.1 3029.4 3,957.5 

6,018.6 6,064.8 5,997.3 5,993.0 5,948.4 6 1 081.6 

565.1 556.4 544.1 545.6 547.5 553.3 

484.8 492.6 474.8 475.8 479.9 472.7 

1,680.1 1,677.9 1,672.5 1,670.8 1,656.7 1,686.1 

2,018.3 2431.5 2017.4 2,024.3 2003.6 2014.0 

15.4 15.2 15.3 15.8 15.6 15.2 

31.5 31.2 30.7 31.3 32.9 31.3 

T.rr.-Neuv. 18 

lie-du-Princ.-Edouard 19 

I4ouv.11.-Ecossa 20 

Nouv..u-Brunswick 21 

Quáb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colo.thie-Britannique 27 

Yukon 28 

Tsrriroires du Nord-Ou.st 29 

0 



-26- 

TABLE B. 	Reta1 Sales, Seasonally Adjustsd, by Trade Oroup and by Region (1991 Ruvsed 
Hstorica2 Estiates )a 

Sales 

January February 

Ventes 

March April May June 
1991 1991 1991 1991 1991 1991 

No. Janvier Fóvrier 	Mars 

millions of dollars - 

Avril 	Mai 

millions d. dollars 

Juin 

Trade Group • Canada 

1 Supermarkets and grocary stores 3 3-593.3 3,579.5 3 3-626.8 3,618.4 3,634.5 3441.9 

2 All other food stores 282.6 303.9 313.4 298.7 304.0 301.6 

3 Drugs and patent medicine stores 773.8 814.3 795.4 801.4 822.2 801.5 

4 Sho, stores 124.4 135.9 134.6 135.3 138.8 138.7 

5 Men's clothing stores 126.4 150.0 152.1 148.2 149.2 147.2 

6 Homen's clothing stores 267.0 306.1 307.9 308.3 311.7 304.1 

7 Other clothing stores 290.0 324.3 319.1 314.6 320.9 319.0 

8 Household furniture and 509.0 595.1 624.1 630.6 620.0 625.1 
appliance stores 

9 Household furnishings stores 141.0 165.9 170.9 172.2 171.7 168.7 

10 Motor vehicle and recreational 3,048.9 3,076.3 3423.0 3474.4 3,221.8 3,377.8 
vehicle dealers 

11 Gasoline service stations 1,323.2 13.244.8 1 1 165.0 13-191.0 1,190.2 1,171.3 

12 Automotive parts, accessories 896.6 910.6 882.9 905.6 898.9 874.3 
and service 

13 General merchandis, stores 1,634.9 1,709.5 1,715.4 1,718.6 1,747.9 1,715.8 

14 Other semi-durable goods stores 477.2 506.2 505.8 500.6 515.9 484.4 

15 Other durable goods stores 380.9 400.8 395.4 405.0 409.5 391.3 

16 Other retail stores 801.1 828.9 835.9 820.9 814.9 825.2 

17 Total, all stores 14,470.2 15 0 052.2 14,947.4 15,043.8 15,272.3 15,287.9 

R.gons 

18 Newfoundland 281.3 289.5 276.7 275.5 280.5 280.3 

19 Prince Edward Island 61.2 64.2 62.7 62.6 62.7 63.4 

20 Nova Scotia 473.9 498.4 482.3 489.8 496.9 488.5 

21 New Brunswick 381.6 387.9 375.1 386.2 388.8 391.5 

22 Qu.b.c 3,584.4 3,716.3 3,724.0 39720.2 3,802.1 3,772.0 

23 Ontario 5,476.6 5,568.1 5,497.8 5,514.1 5,656.2 5,645.4 

24 Manitoba 528.2 518.3 516.8 520.1 524.3 525.7 

25 Saskatchewan 448.8 454.2 448.9 432.0 442.7 437.3 

26 Alberta 1,553.2 1,565.5 1,575.0 1,595.0 1,585.4 1,594.9 

27 British Coluabia 1,896.1 1,945.0 1,931.1 1,943.9 1,979.2 1,955.2 

28 Yukon 13.7 14.1 14.1 14.5 14.7 14.3 

29 Northwest Territories 28.4 29.4 29.7 29.7 30.1 30.3 

See footnote at and of tables. 



Sup.rm.rchós dalimentation at ópicari.s 1 

Tous las autres megasins dalimentation 2 

Pharciss at megasins cio m6dicaments br.vstás 3 

Magasins ci. chaussur.s 4 

Ibgas ins da vêt.msnts pour home.s 5 

Magas ins cia vÔtsmen*s pour dames 6 

Autres meg.sins ci. vâte..nts 7 

Magasins cio m.ubles at dappar.ils mónag.rs 8 

Magasins daccsssoir.s da.subl.m.nt 9 

Concassionnairas cio vIhiculas automobiles 10 
at récrést ifs 

Stat ions-ssrvics 11 

Magasins do pièces at daccassoires pour 12 
automobiles at services 

Mag.sins cio merchandises divarsas 13 

Autras megasins do produits s..i-dursbl.s 14 

Autras m.gasins cio produits dur.blss 15 

Autr.s magesins ds vent* au dátail 16 

3,623.8 3,634.5 3,645.8 3,637.2 3,631.9 3,644.2 

297.0 294.2 292.4 292.4 299.7 299.5 

805.1 810.6 817.2 833.6 880.7 839.5 

133.7 133.3 132.5 125.9 125.4 131,4 

145.1 149.1 142.3 129.0 134.3 140.2 

311.0 306.1 309.1 306.4 314.7 338.2 

310.0 314.1 314.1 308.9 309.0 312.1 

635.9 646.3 634.4 620.8 635.9 634.8 

183.6 173.6 174.6 177.6 170.2 162.9 

3,309.0 3,065.9 3,215.5 2068.4 3,168.4 3,140.0 

1,207.9 1092.0 1,182.3 1,175.2 1,137.9 1,107.0 

875.1 575.2 869.1 884.4 870.6 867.2 

1,743.3 1,756.3 1,714.6 1,718.6 1,740.9 1,767.0 

483.3 494.5 48.5 498.2 506.2 506.3 

404.6 412.8 429.7 415.1 410.0 421.0 

818.9 836.1 845.1 878.2 872.0 826.0 
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TASLEAU I • Vsntss au detail, dêsaisonnaiiséms, amion is group. d. csras •t Ia rögion S  (.stiaatians historiqu.s révisé•s 199 15 

Sales 

Ventas 

	

July 	August S.p*.ab.r October Novsab.r D.cewè.r 

	

1991 	1991 	1991 	1991 	1991 	1991 

	

Juillet 	AOt Saptaabre Octobre Nov.ithre Dác.,thra 

millions of dollars - millions ci. dollars 

Groupa da ooros • Canada 

N' 

15,287.4 15,094.6 13,217.2 14,969.9 13,207.7 15,137.5 Total, snsabls dat magasins 	17 

Rógions 

	

281.4 	266.5 	284.5 	280.4 	290.5 	287.0 

	

62.8 	64.2 	63.5 	62.7 	64.3 	65.1 

	

489.2 	491.4 	491.2 	476.7 	486.1 	486.6 

	

386.3 	385.5 	377.5 	375.9 	3819 	377.3 

	

3,827.4 	3,757.9 	3,747.1 	3,709.5 	3,767.6 	39721.7 

	

5,690.9 	5,582.7 	5,709.8 	5,570.3 	5,629.0 	5,618.7 

	

523.1 	523.5 	526.1 	513.1 	529.0 	528.5 

	

436.4 	440.3 	446.2 	429.5 	440.0 	451.9 

	

1,590.4 	1,582.4 	1,617.9 	1,537.9 	1,574.6 	1,577.7 

	

1 1,991.4 	1057.7 	2,011.6 	1066.9 	1,967.3 	1,992.1 

	

14.5 	14.2 	13.8 	13.9 	14.3 	14.0 

	

30.6 	30.0 	29.0 	29.5 	30.2 	29.7 

Voir note ii. fin das tableaux. 

Terre-Mauve 18 

!l.-du-Princ.-dou.rd 19 

Nouvsll.-gcoss. 20 

Nouveau-Brunswick 21 

9ub.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabie-Britanniqua 27 

Yukon 28 

Terriroirss du Nord-Ouast 29 
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TABLE 9 • Retail Sales, not Seasonally Adjusted, by Trade Oroup and by R.gcn (1990 Revised 
Historical Estiates) 

Sales 

January February 

Ventos 

March April May June 
1990 1990 1990 1990 1990 1990 

No. Janvier Fóvrier 

millions of 

Mars 

dollars - 

Avril 	Hal 

millions do dollars 

Juin 

Trade Group - Canada 

1 Sup.riimrk.ts and grocery stores 3,223.9 3,138.0 3,627.6 3,338.6 3,661.3 3,747.9 

2 All other food stores 285.2 283.2 319.3 328.3 347.9 363.5 

3 Drugs and patent medicine 745.8 687.2 752.4 736.1 786.2 800.6 
stores 

4 Shoe stores 122.6 89.9 132.8 144.8 159.1 169.0 

5 Men's clothing stores 124.1 107.4 141.9 152.5 175.4 181.0 

6 Momens clothing stores 268.5 229.7 321.9 325.7 350.2 352.1 

7 Other clothing stores 244.9 213.6 308.3 304.2 313.6 325.0 

8 Household furniture and 656.7 575.6 671.4 625.4 683.5 721.5 
appliance stores 

9 Household furnishings stores 174.4 168.1 201.8 200.8 233.0 250.3 

10 Motor vehicle and recreational 3,003.4 2022.2 4,117.4 3,975.5 4,372.5 3,960.9 
vehicle dealers 

11 Gasoline service stations 1 1 088.0 1,058.3 1,224.2 1,200.1 1,321.7 1,320.8 

12 Automotive parts, accessories 861.5 815.6 963.9 1,007.5 1,159.6 1,138.4 
and service 

13 General merchandise stores 1,254.4 1 9 212.6 1 3I556.0 1,587.4 1,704.3 1,723.1 

14 Other semi-durable goods stores 419.0 441.5 481.0 534.6 691.3 654.9 

15 Other durable goods stores 349.5 342.0 375.3 369.2 447.9 465.4 

16 Other retail stores 624.3 651.8 791.0 761.3 876.6 940.8 

17 Tota2, all stores 13,444.4 12,936.7 15,954.2 15,592.3 17,284.1 17,115.3 

Regions 

18 Newfoundland 224.1 228.8 282.3 285.2 314.1 314.0 

19 Prince Edward Island 52.8 51.6 62.5 64.2 74.5 75.8 

20 Nova Scotia 415.5 411.0 501.1 496.5 551.3 552.0 

21 Now Brunswick 313.4 315.0 383.9 380.5 421.7 437.8 

22 Quebec 3,225.5 3,181.3 32969.1 4001.9 4,465.2 4,291.2 

23 Ontario 5,171.9 4,891.2 63-080.1 5,807.8 6,481.2 6,416.6 

24 Manitoba 456.8 440.4 525.1 534.2 591.1 589.9 

25 Saskatchewan 404.1 369.0 445.5 450.0 483.7 526.0 

26 Alberta 1,406.7 1,351.5 19636.7 1,589.5 1,755.8 1,783.8 

27 British Coluabia 1,736.2 1,659.1 22055.2 1 2 939.5 2,096.2 29075.9 

28 Yukon 12.9 11.3 14.3 13.8 17.0 18.3 

29 Northwest Territories 26.5 26.5 30.3 29.2 32.3 33.9 



	

3,534.3 	3,740.2 	3,586.3 	3,476.8 	3,620.7 	3,781.1 42,474.6 

	

348.3 	351.6 	321.7 	306.7 	311.0 	379.2 
	

3,946.0 

	

775.1 	810.6 	777.2 
	

823.8 	808.8 	972.6 
	

9,476.4 

131.3 153.9 166.5 

136.9 160.1 161.1 

299.4 317.6 356.7 

281.2 336.0 348.9 

680.0 717.3 706.3 

160.2 178.2 217.2 

181.9 227.4 346.4 

322.8 347.7 507.2 

349.6 402.8 588.8 

723.4 774.6 1,061.2 

1,825.4 

2,076.3 

3,999.5 

4,016.9 

8,596.6 

2,611.5 

41,695.2 

	

218.2 	230.0 	210.4 	219.1 	230.2 	275.3 

	

3,616.8 	3,565.7 	3,085.3 	3,483.1 	3011.0 	2481.3 

1,363.1 1,394.0 1,253.4 1,397.3 1,379.1 1,355.0 

1,068.3 19070.2 978.1 1,055.5 1,135.3 1,066.9 

1,578.2 1,731.9 1,739.9 1,865.3 2,295.8 3004.9 

583.1 586.3 552.9 539.0 589.5 877.7 

426.0 463.7 445.2 412,9 474.2 903.5 

908.4 954.9 842.7 809.6 899.1 1,323.9 

15,948.4 14,543.9 15,532.5 14,124.9 14,785.3 19,242.1 

15,355.0 

12,320.8 

21,353.8 

6,950.6 

5,474.9 

10,384.4 

192,558 .2 

TABL!AU 9 • V.ntes au detail, non-désaisonnaliséea, solon Is groups ds cosrcs at Is region 
(antimations historiqu.s réviséss 1990) 

Sales 

Ventes 

	

July 	August Sep*oiéar October November December 	Year 

	

1990 	1990 	1990 	1990 	1990 	1990 	1990 

	

Juillet 	Aout Septeithr. ,  Octobre Noventhre Oécethre 	Annee 

millions of dollars - millions do dollars 

N' 

Groupe d. cameerce • Canada 

Suparmerches dalimontation at I 
Ipiceries 

bus las autros ma9asins 2 
d alimantat ion 

Pharmacies at magasins do mdicamant 3 
bravatés 

Magas ins do chaussur.s 4 

logasins do vêtaments pour harness 5 

Magasins do vête..nts pour dames 6 

Autras sagas ins do vCternents 7 

Pbgasins do usublea at d'apparoils 8 
mónagers 

Ilagasins daccessoirea  d'a.oublement 9 

Concessionnaires do véhiculos 10 
automobiles at rácrCatifs 

Stat ions-ssrv ice 11 

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

Mogasins do merchandises divsrs.s 13 

Autros megasins do produits semi- 14 
dur.b Los 

Autros megasins do produits durablos 15 

Autros magasins do vents au detail 16 

Total, snsambl. dca •agasins 17 

R8gions 

3,527.4 

817.7 

6,214.9 

4,776.8 

47,578.2 

72,568.4 

6,596.4 

3,685.5 

20,023.0 

24,199.9 

188.7 

378.4 

	

301.6 	316.9 	280.8 	290.9 	324.1 	364.6 

	

76.0 	75.0 	66.0 	65.1 	71.3 	82.9 

	

528.9 	550.0 	483.0 	513.9 	563.7 	648.0 

	

405.1 	415.4 	382.0 	401.3 	437.2 	483.4 

	

3,931.4 	4024.9 	3,884.5 	4 7 011.2 	4,051.3 	4,440.8 

	

5,921.2 	6016.4 	5,815.2 	6,033.2 	6,378.3 	79455.3 

	

549.4 	569.6 	529.6 	554.0 	587.4 	668.9 

	

476.7 	502.0 	464.6 	494.8 	513.4 	558.8 

	

11660.8 	1,727.3 	1,626.5 	1,704.9 	1,742.6 	2,036.9 

	

2,046.9 	2016.4 	1054.2 	2008.1 	2,065.8 2,446.3 

	

17.7 	18.2 	15.7 	16.2 	16.0 	17.4 

	

32.9 	31.9 	30.4 	31.4 	34.2 	38.8 

Torro-Neuve 18 

1s-du-Pr ince- Edouard 19 

Nouvell.-cosse 20 

Nouvoau-Br*.aiswjck 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britanniqu. 27 

Yukon 28 

Territoires du Nord-Ouost 29 
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TASL.E 10 • Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (1991 Revised 
Historical Rstioates)a 

Sales 

W 

January February 

Vantes 

March April hay Jun. 
1991 1991 1991 1991 1991 1991 

No. Janvier Févrisr 	Hers 

millions of dollars - 

Avril 	Mai 

millions de dollars 

Juin 

Trade Group - Canada 

1 Sup.rsmrk.ts and grocery stores 3,441.8 3,174.7 3,649.7 3,421.4 3,915.3 3,769.4 

2 All other food stores 246.7 255.7 300.0 283.1 330.7 328.0 

3 Drugs and patent medicine 755.2 734.4 770.0 765.2 832.9 777.1 
stores 

4 Shoe stores 94.5 78.4 108.9 131.5 153.4 150.9 

5 Hen's clothing stores 94.4 83.2 119.0 132.8 154.7 154.8 

6 4omen's clothing stores 200.1 200.2 280.6 303.7 327.2 305.6 

7 Other clothing stores 219.3 209.7 283.7 285.7 308.1 306.2 

8 Household furniture and 444.2 464.0 560.6 574.4 567.8 608.7 
applianc, stores 

9 Household furnishings stores 112.9 126.6 152.0 162.3 175.4 176.0 

10 Motor vehicle and recreational 2,425.6 2,482.4 3,054.9 3,709.2 4084.9 3,702.9 
vehicle dealers 

11 Gasoline service stations 13.249.0 1081.2 1,120.3 1,122.0 1,247.1 1,210.1 

12 Autonotive parts, accessories 754.0 683.0 776.4 923.3 1,031.2 954,3 
and service 

13 General merchandis, stores 1079.8 1,182.8 1,464.9 1,560.6 1,744.9 1 1638.6 
14 Other semi-durable goods stores 352.4 375.2 417.1 456.9 596.7 519.4 

15 Other durable goods stores 291.2 279.3 308.4 339.1 411.7 390.8 

16 Other retail stores 581.6 603.9 742.8 723.6 877.6 880.3 

17 Total, all stores 12,442.8 12,014.6 14,109.5 14,894.8 14,779.7 15,873.0 

Regions 

18 Newfoundland 225.4 228.2 261.5 273.3 312.7 291.6 

19 Prince Edward Island 48.7 47.8 55.0 60.1 68.6 69.4 

20 Nova Scotia 393.9 396.4 452.1 480.4 540.6 503.6 

21 New Brunswick 311.7 307.8 351.5 377.6 427.4 411.7 

22 Quebec 2,953.2 2,918.5 3,551.7 3,795.7 4,381.1 3,976.9 

23 Ontario 4,677.9 4,437.0 5,144.8 5,444.7 6,158.1 5,902.0 

24 Manitoba 449.0 416.8 480.5 515.0 574.5 549.8 

25 Saskatchewan 388.8 359.3 412.8 427.2 473.7 462.3 

26 Alberta 1,334.7 1,264.3 1,495.5 1,566.3 1,692.4 1,662.2 

27 British Coluabis 1,625.3 1,604.3 1,863.6 1,914.0 2,103.1 1,994.4 

28 Yukon 10.6 10.1 11.8 12.9 16.2 16.2 

29 Northwest Territories 23.4 24.1 28.4 27.5 31.3 33.0 

Sac footnote at and of tables. 



	

3,651.3 	3,935.0 	3,476.2 	3448.9 	3,707.5 	3 1720.71 

	

310.9 	311.2 	277.1 	287.3 	269.1 	359.4 

	

783.8 	812.7 	784.4 	860.5 	877.2 	1,042.0 

117.1 140.4 141.2 138.0 154.2 181.7 

116.2 129.5 134.8 140.3 178.1 275.2 

262.1 300.9 322.6 313.5 348.0 505.9 

259.2 325.8 321.3 331.2 373.4 532.7 

635.3 679.1 632.8 649.7 719.7 855.6 

187.9 182.3 173.7 191.5 191.6 200.7 

3,668.5 3034.4 3,032.7 3,064.8 2025.0 2,504.0 

	

1,300.5 	19293.9 	1084.1 	1,223.0 	1,140.2 	1,116.4 

• 	
938.3 	881.9 	636.0 	933.5 	960.1 	938.4 

	

1,577.4 	19738.1 	1,637.7 	1,806.1 	2432.0 	2,920.0 

	

483.4 	510.9 	478.2 	477.8 	532.8 	776.1 

	

382.7 	419.6 	407.1 	382.4 	432.7 	831.3 

	

889.4 	947.9 	501.5 	836.7 	908.6 	1 0209.0 

15,583.0 15,643.5 14,641.6 15,285.3 15,70.1 17,969.1 
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• TAILIAU 10 • Vsqitss au dtai1, non -desagaannalis.s, s.Ion is group. ds ODnosrou at Ii region 
(.stiaations llstoriqu83 révsé.s 1991)a 

Sales 

Vsnt.s 

	

July 	Auus* Sapteuió.r October Novether Dscsthsr 

	

1991 	1991 	1991 	1991 	1991 	1991 

	

Juill.t 	AoOt S.p*er. Octobr. Novsrs Dócsithre 

millions of dollars - millions di dollars 

Year 
1991 

Armóe N' 

Groupi di osrcs . Canada 

Supermarchés d'ali.entation it 1 
épiceries 

bus los autres .agasins 2 
dalimentation 

Pharmacies at mag.sins do mádica.u,.nt 3 
brevetés 

lagas ins di chaussurs. 4 

Magasins di vitements pour home.s 5 

Magasins di vit.msnts pour dames 6 

Autr.s merges ins do vite.ents 7 

t'gasins d. m.tthl.g at d.pp.r.ils 8 
ménagers 

Mergasins dacc.ssoir.s dameubl...nt 9 

Concassionnsirea di véhicules 10 
automobiles at rácrèatifs 

Stations-s.rvics 11 

Magasins di pièces it dacc.sseir.s 12 
pour automobiles at services 

PI.gaeins di merchandises div.rs.s 13 

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

Autr.s megasins di produits durabl.s 15 

Autr.s ..gasins do vento su detail 16 

Total, .nse.bl. dos •agesins 17 

43,511.8 

3,579.3 

9,795.4 

1,590.0 

1,713.0 

3,690.6 

3,756.2 

7,411.8 

2,033.0 

37,489.4 

14,287.7 

10,610.5 

20,683.0 

5,977.1 

4,876.3 

10,003.1 

181,208.4 

Séginns 

	

291.1 	302.9 	246.0 	277.1 	313.7 	350.4 	3,394.0 

	

72.2 	72.2 	60.5 	61.5 	66.5 	76.7 	759.3 

	

503.7 	521.2 	467.6 	480.3 	521.5 	589.7 	5,851.0 

	

401.9 	404.6 	356.8 	382.4 	411.0 	449.0 	4,595.4 

	

3,913.7 	3,925.6 	3,612.0 	3416.1 	3,844.4 	4061.2 44,850.2 

	

5,723.3 	5,675.2 	5,426.5 	5,680.9 	6,050.3 	6 9838.9 67,159.6 

	

520.5 	535.1 	505.0 	527.4 	563.0 	637.1 	6,276.7 

	

443.4 	457.1 	427.8 	452.7 	476.2 	524.8 	5,308.2 

	

1,606.3 	1,638.0 	1,558.9 	1,588.5 	1,648.7 	1,894.0 18,949.8 

	

2,058.3 	2,064.2 	1,913.6 	1074.4 	2,028.6 	2,393.6 23,537.6 

	

17.0 	16.7 	14.0 	14.3 	14.4 	15.7 	170.1 

	

32.3 	31.1 - 	27.9 	29.7 	31.8_ -- 	35.9 	356.6 Amk 
V Voir not. I Ia fin dos tableaux. 

T•rr.-Neuv. 18 

tl.-du-Princ.-Edousrd 19 

Nouv.11.-coss. 20 

Nouveau-Srtaisw ick 21 

Quáb.c 22 

Ontario 23 

Pnitoba 24 

Saskatchewan 25 

Alberta 26 

Colaabi.-Britannique 27 

Yiicon 28 

Territoires du Nord-Ouost 29 



Footnote 

Retail sales estimates exclud, the Goods I 
Services Tax (GST). Prior to January 1991, 
sales data includ.d the Fadaral Sales Tax 
FST). 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 estimat, does not 
permit adjustments at the provincial or trade 
group level. 

Note 

Les estimations des ventes au detail excluent 
la taxe sur les produits at las service. 
tIPS). Las donnCas sur lea vent.. antCrleures 
I janvier 1991 incluant 1a taxe de vent. fodo-
rala (TVF). DO I cc chang.mant dana las taxes 
indiractes, lea donnóes aprIs 1990 no sont p.s 
tout I fait comparables avec calles des années 
prCcédentes. Pour les utilisateurs intCressCs 
I calculer des donnée, comparable., uns esti-
mation du montant de la TVF inclus dana lea 
ventes au detail pour 1990 eat disponibla pour 
1. Canada. Cette estimation nest pas suffi-
samment fiabla pour p.rmettre des ajustemonts 
au niveau provincial ou au niveau des groupes 
di commerce. 
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APPENDIX I 

Definitions 

istail Trade for the purpose of this re-
port, is d.fined as "the aggregate sales made 
through retail locations (outl.ts)'. 

A r.tail location , as defined by Statis-
tics Canada, is a "business location (usually 
a stor.) in which the principal activity is 
the sale of merchandise and related services 
to the g.n.ral public, for household or per-
sonal consumption". Retail trade estimates do 
not includ, any form of direct sailing which 
bypass.s the retail store, e.g., dir.ct door-
to-door selling, sales made through •uto.atic 
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 
sal.s activiti.s of department store busi-
nesses, which have been classified to the 
general merchandise store category. In addi-
tion, retail trade excludes: retail sales 
through ancillary units, e.g., warehouses, 
head offices, etc.; sales of contractors whose 
major activity is not retailing; and retail 
transactions between individuals. 

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

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 
services; and all other retail stores (in-
cludes liquor, wine and beer stores; and re-
tail stores, n.e.c.). 

APPENDICE I 

Definitions 

coan.roe de d#tail signifie, pour las be-
soins de Is prósente publication, lensemble 
des vent.s faites per des points de vente au 
d6tail". 

Un point de vents au d#tail, suivant Is d-
finition de Statistiqu. Canada, est un local 
d'affaires (habituellement un magasin) dont 
l'activiIó principal* est la vente de marchan-
discs at de services connexes au grand public 
pour Is consomm.tion m6nagire ou personnelle. 
1.s estimations relatives au commerce de d4-
tail na prennent pam an coapts les vent.& di-
rectes, cast-i-dire les vent.s qui no sont 
pas felt.s per i'interm6diairs dun point de 
vents su d6tail, per exemple les ventes direc-
tes per démarchage, lus vent.s per distribu-
teur automatique, les vent.& de journaux ou de 
revues f.ites directement per lea imprimeurs 
at éditeurs, at las vent.s faites per 1.a cer-
des du livre at 1.a clubs de disques. Ii ny 
a qu'une exception: las ventes des grands ma-
gasins faites per Is posts ou per catalogue, 
qui sont classóes dens In catgori. des "maga-
sins de marchandises diverses. En outre, Is 
commerce de détail no coasprend pas lea ventss 
au d4tail des unit6s auxili.ir.s, per exempis, 
entrepôts, sieges sociaux, etc., ni 1.a vent.s 
des entrepreneurs dont l'activit6 principals 
no relève pas du commerce de d6taii, ni las 
operations de detail untre particuli.rs. 

Lee vent.s n•ttes totales comprennent les 
ventes de marchandises n.uv.s at doccasion at 
is* recettes provenant de róparations, do lo-
cation de m.tri.l, de 1s vents de rapes at 
d'autr.s activjt4s de services, mains 1s ye-
leur des rendus luarchandises retournées), lea 
ajuste.ents at les rabais. Les ventas totales 
nettes comprenn.nt ógaiement; Is valeur des 
reprise., 1.s commissions our Is vente de mer-
chandises appartenant I autrui (y compris las 
commissions touché.s pour Is vents de billets 
da loterie) at Is valeur fou detail) des mar-
chandises prClevée. par 1& propriCtaire pour 
son usage personnel. On no prend pus an compte 
les racettes hors exploitation, les recouvre-
cents de mauvaises cranc.s at lea taxes de 
vent. (taxe de vent& provincials at Is taxe 
our les produits at les services (TPS)) 
perçues pour 1s compte d'un organisme public. 

1.. •archandis.s du genre da celles vendues 
dens las grands magasins (MGGM) correspondent 
au total du commerce de dótail moms las grou-
pes de commerce suivants: les supermarchCs 
dalimentation at lea êpiceries; tous lea au-
tres magasins d'alimentation; l.s concession-
naires de vóhicules automobiles at recreatifs; 
1.a stations-sorvice; las magasins do pilc.s 
at d'accessoires pour vóhicul.s automobiles at 
services; at las autres magasins de vents au 
dtail (comprand las magasins de spiritueux, 
de yin at de biirej at isa magasins de vents 
su dótail, n.c.a.). 

. 
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APPENDIX II 

METhDDOLDQT 

co.pon.nte of the Universe 

The new business register or C.ntral Fr... 
Data lass (CFDB) contains the survey universe 
for the Monthly Retail Trade Survey. The CFDB 
was dsv.lop.d as a common central frame for 
all business surveys, in order to provide 
standardized conc.pts, 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 compris, the sam-
pling frame for the Retail Trade Survey. 

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

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

The New Sa.ple 

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

APPENDICE II 

M(TIDOLOG IE 

Co.posantes de l'univers 

La nouveau ragistre des entreprises ou Base 
de données dii registr. central (BDRC) r.prê-
sente l'univers do i'Enquête mensu.11e sur 1. 
commerce de d+ail. La BDRC a dt6 conçue afin 
de servir de base do sondage centrals pour 
toutes les enquêt.s-entrepris.s, ce qui permet 
de normaliser las concepts at de g6n6raliser 
lea m6thodes at las systmes. La qualitó 
d'.nsemble des donnêes commorciales at ócono-
miqu.s esi ainsi amlioróe: on obtient une 
plus grand* cohórenc., des donn6es administra-
tives plus exactes at une meilleura coordina-
tion des systèmes at des procduras. Un jour, 
toutes lea enquôtes-entreprises do Stahstiqu. 
Canada seront remani6as at s'intógreront & cc 
nouveau cadr.. 

La population cibie ds l'Enquête our Is 
commerce da d6tail eat form4e de tous lea 
emplacements statistiques dans 1. BDRC qui 
appartiennent au sect.ur du commerce da d4-
tail. Ces unitós constituent 1* base do son-
dage de l'Enquôte our le commerce de detail. 

La base do sondage de 1. BDRC not diviss on 
deux composantas: 1s partie intgr6e IPX) at 
1s partie non int6gr6e (PHI). La premiere 
englobe tout.s lea entraprises importantes qui 
ont une structure complaxe at constitue Is 
composante Is plus importante de Is base an cc 
qui a trait aux ventes. Las entreprises de 1. 
P1 peuvent être raprs.nt4.s C piusi.urs ni-
v.aux C l'int6rieur du cadre hiórarchique de 
1'entit6 statistique, ce qui permet 1s col-
lacte da 1s gamma complCte des donnóes écono-
miques dana 1s cas des grandes socitós. Las 
renseignaments sur ces antreprises sont tirs 
des fichi.rs administratifs des dclerations 
d'impôt our 1e, r.venu at des fichiers des 
comptes de retenues our Is pay. d. Revanu 
Canada. 

La partio non int6gr6. sat constituó. des 
.nLr.prises C ontit6 simple de plus petite 
tailie dont In valeur des v.ntas ost sous Is 
limit* calcuiée da 1. P1. L'EnquCte mansuelle 
our le commerce de dtai1 tire sea entits 
statistiques du fichi.r daa comptas da rate-
nues sur Is paye da Rovenu Canada, cc qui 
permet d'int6gr.r aux unita da is PHI de 1s 
bass las rens.ign.mants las plus rc.nts. 

Nouval dchantillon 

L.a entr.prisaa do Is population cible sont 
classes on fonction des codes I quatra chif-
fras de In Classification type des industries, 
I partir de 1s proportion des ventes que ra-
prsante chaque genre d'antraprise ou encore 
chaque genre de marchandises venduss. La 
population cible eat aussi stratifi4a par 
r6gion góographiqus. Chaque combinaison bran-
che d'activitó - rgion góographique eat dlvi-
s6e an trois sous-strates: une I tirage com-
plet, une "grands I tirage partiel" at Un. 

. 
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. the sample with certainty. The take-all sub-
stratusi 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 determin, 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 lats 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-som, 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-
mitted to Ottawa and loaded onto the survey 
data base several times during each cycle. 

petite 6 tirage partiel". Las entreprises de 
Is sous-strate 6 tirage complat sont autore-
pr6sentatives puisquelles sont forcêmant 
int6gr4es I lóchantillon. La sous-strate a 
tirage complet englobe las sociêtês d6signes, 
comme las grands magasins, las socit6s an 
activit6 dans plusieurs strates at celies an 
activit6 dans une strata at ayant des ventes 
supérieures mu seuii calcul6. Las unites de 
Is sous-strate "grands I tirage partiel" at de 
cell, "petite I tirage partial" sont classées 
salon leurs recettes. 

Afin de determiner Is tailla des Cchantil-
ions pour las branches d'activite salon Is 
strata geographique, on calcule Is variance et 
Is total des ventes dans chaque sous-strate at 
on utiiise lea rósultats pour In rpartition. 
Calls-cl as fait suivant une method, qui per-
met de calculer In nombre dunités I prelever 
dana In strate I tirag. partiel I partir des 
deux critIr.s suivants: Is coefficient de 
variation requis pour 1s strata at, bien sQr, 
1, nombre total d'unitCs déchantillonnaga de 
1 anquIte. 

L 1 6chantillon initial a 6t6 prelev4 I Is 
fin de 1988 at a Ct6 rafraIchi chaque mois par 
lintroduction dun 6chantillon de nouvelles 
units de Is population. Las unitCs de Is 
base de sondage sont reparties alóatoirement 
enire un nombre 6tabli de panels I iintCrieur 
de chaque sous-strate, cc qui permet non seu-
lament de met+ru I jour l'Cchantillon par 
lajout do nouvelles unites mais aussi da 
rCduire le fardeau de Is réponse des unit6s 
des strates I tirage partial. La presence de 
panels permet de supprimer pour Un temps, par 
r.nouv.11em.ntp las entreprisas sélectionnas 
dana las strates I tirage partial at ainsi de 
réduire le fardaau de is r6ponsa. La nombre 
de panels da chaque sous-strate eat calcule an 
fonction du taux d'chantillonnage, du nombre 
maximal de cycles pendant lesquals une unit6 
peut rester I iintórieur de l6chantillon at 
du nombre minimal da cycles pendant lasquels 
die dolt rester I lext6rieur de lóchan-
tillon. Une fois les panels retenus dana 
léchantillon initial choisis, Is renouvelle-
ment da l'chantillon peut ôtra effectuó p6-
riodiquament per is suppression dun panel de 
l'óchantiilon courant at par lajout dun 
nouveau panel. 

Collects des donnCes 

La collects des donn4es, Is saisie des don-
n6es, Is v6rjficatjon pr6liminaire at Is suivi 
des non-rópondants sent accomplis par las huit 
bureaux rógionaux da Statistique Canada. On 
communique avec lea entreprisas 6chantilion-
n6as par Is posts ou par t6l6phone, salon ca 
queues pr6llrent. La saisia des donnóas ct 
1s v6rifica*ion pr6liminaire sont effectuóes 
an mIme tampa afin de garantir Is validit6 des 
donnCes. On fait immédiatemant Is suivi pour 
lea entit6s do collects qui nont pas r6pondu 
ou pour celies dont lea donnóes contianrient 
des •rreurs. Las mises I jour aux données at I 



-.37- 

S 

. 

These r.vissd procedures have resulted in much 
improved response rates (approximately 90Z 
rasponso is achieved for preliminary .sti-
mates). 

Statistical Edit and Imputation 

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

For records which do not respond on time or 
whose reported sales fail preliminary •dits, 
an estimate is imputed. A variety of imputa-
tion methods are available and the selection 
of the method is done automatically by the 
system d.p.nding on the availability of the 
required data. Methods within the system 
includoi using a monthly or yearly trend, the 
cell mean, annual data divid.d by twelve, or 
historical values. If thore is insufficient 
data for an imputation cell (trade group by 
geographic region), the cell is automatically 
enl.red 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. 

Estimation 

la base sont transmises ô Ottawa at silos sont 
entrées dens Is base do donnó.s do l.nquête è 
plusiours reprises au cours do cheque cycle. 
Ces procedures róvisó.s ont ou pour consé-
quenc. do meilleurs taux do répons. (on ob-
tient environ 90 do réponses pour las estima-
tions provisoires). 

Verification stat.tstiqua at imputation 

Las donnóes sont analysées I l'intêrieur de 
cheque groupe de commerce it region géographi- 
quo. Los valeurs extrImes sont inscrites sur 
une list., pour qu'on puisse in faire un con- 
trôlo manuel, suivant un ordr* do priorit6 
qui est fonction de lampleur do l'Ccart per 
rapport I Is moy.nno. Los enr.gistrements qui 
sont rejetés 1 1s vérificakion statistique 
sont considérés comae des valours aberrant.s 
at no servant pas au calcul d.s variables 
dimputation (comma los *sndancos mensu.11.$) 
utiiisC.s par In système dimputation. 

On impute uno estimation aux enregistr.m.nts 
des .ntrepris.s nayant pas répondu I (imps ou 
dont les ventas d6clar6.s ont 4L6 r.j.t6es I 
Is verification prCliminair.. Divorces mtho-
des dimputation sont utilisóos, 1s choix do 
is móthods dtant fait automatiqu.m.nt par 10 
système on fonction do 1s disponibilite des 
donn6.s requises. 1* system, pout notammont 
utilisor icc t.ndancss m.nsu.11ss ou annu.l-
los, is moyenn. do 1s collulo, los donnC.s 
annualles divi.6os par douzo ou los velours 
historiquss. S'il manque dos donnC.s pour Is 
cellul. dimputation (groupo do commorco par 
rgion gogr.phiqu.), calls-cl •st automati-
quement combinCe svoc dos cellul.s semblables. 

Ii y $ un décalage perceptible ontre 1. 
•om.nt oü l'entrepriso ouvre sos portos at 
celui oü .11* figure dens Is base do len-
quIto. Afin do componser loffet di co retard 
sur las .stimstions m.nsuoll.s, on impute I 
rebours, jusqu1 Is data do crC.tion do is 
nouvolls unit6 ou jusquau d6but d. P.nn6a 
prCcédonts Iselon Is plus lointaino des deux 
dales), los v.nl.s dos nouvollos unites do 
léchantillon. Limputation I robours dos 
nouvellas unites repose sur los tsndanc.s 
m.nsuelles inverses at produit unst estimation 
do moilleur nivesu pour los données rCvisées. 

Estimation 

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

On oslimo is total des vanles eu detail on 
affactant dun coefficient destimatjon l.s 
chiffr.s des vont.s dos unites Cch.ntillon-
nées. Un poids 4gal I linvorse do la proba-
bilitC do sl.ction oct atlribué au depart I 
chaque .ntitó. Los poids sont onsuite ajustés 
an fonction ds is t.illo de léchantilion 
obtenu, ce qui p.rmst de gonfler l'sstimation 
pour quelle represente lonsomble do 1* popu-
lation courante. Los chiffr.s dos ventes 
pondérés ainsi calculés sont additionnés per 
domains co qui donna los vontos totalss asH-
mativos par strat.. Per domain., on ontend 
les valours do classification l.s plus ré-
centas disponiblos dans Is BDRC pour lentité 
statistiqu. at 10 period, do réfCronc. do 
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industry, or location. Changes in classifica-
Lion 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 sampl.d firms to different trade 
groups. They should therefore be used with 
caution. 

Non -mp1oysr Estimates 

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

lenquMa. 	Les domaines peuvent être diffé- 
rents de Is strafe déchantillonnage initials 
iorsque Is tailie, is branche d'activit6 ou 
lsmplacement des unit6s r.présentóes per los 
enr.gistr.ments ont subi des modifications. 
Lea changements de classification se r6p.rcu-
tent imm6diat.ment sur les estimations at no 
saccumulent pas avec is temps. 

Les comparaisons dune póriode I l'autre 
peuvent Iraduire des facteurs autres quune 
tsndance gónórals des ventes, par •xsmpl. 1a 
modification do i'êchantillon at la reclassi-
fication des firmes 6chantilionn.s I dautres 
groupes commerciaux. Ii faut donc les utilis.r 
avec prudence. 

F.stisatlons pour leo entreprises n'ayant pee 
ds salaries 

Les entreprises nayant pea de salariós no 
sont pas repr6sent4es dens Is partie non inté-
gróe de Ia BDRC. Elies no constituent quo ZZ 
environ de lensemble du commerce do dtaii 
mais leur importance vane consid6rabl.ment 
scion 1s groupe de commerce eL Is rgion. Les 
estimations do lenqulta sont compltóes par 
des estimations pour lea entreprises nayant 
pas de salanió., qui ant ótó calculóos I par-
tir des données fiscales de 1984 1 1987. Il y 
a environ 30,000 .ntreprises de dótaii non 
constitues in soci6t6 exploit6es per leur 
propritaire au Canada. 
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APPENDIX III 

Data Reliability 

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 acslst the reader in 
the interpretation of the estimates published. 

Sampling and Non-sampling Errors 

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

Sampling Error. 

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 some sampling design, we can make 
different calculations to arrive at the most 
efficient estimation procedure.) 

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

Non-sampling Errors 

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

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

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

APPENDICE III 

Fiabilité des donnêes 

Ca bulletin prósente des estimations fondóes 
our une enquête per 6chantillonnage qui nc-
quent, per cons6qu.nt, d'être entach6.s d.r-
reurs. La section qui suit vise i faciliter, 
pour Is lecteur, l'int.rprdtation des estima-
tions qui sont publi6es. 

Erreurs d'échentillannage at autres erreurs 

Las estimations 6tablies sur Is base dune 
enquête per 6chentillonnage sont sujettas I 
diff6rents types derreurs. On les regroups an 
deux grandes catógorias: 1.s erreurs qui sont 
dues I léchantillonnage at cell.s qui no Is 
sont pas. 

Erronre d 'échantillonnege 

Ce genre d'err.ur existe parce que las ob-
servations portent uniqu.ment our un chantil-
ion, at non our l.nsemble de Is population. 
L'.rreur dpend do facteurs tel. que 1s taille 
de 14chantillon, Is variabilit6 de Is popula-
tion, Is plan de sondage at Is m6thod. d.sti-
cation. Pour Uns taille donn6& d6chentillon, 
par exemple, l'.rreur d'chantillonnsge sera 
fonction de is mthode de stratification adop-
tie, de l'attribu'tion de lchantillon, du 
choix des units sondá.s at do Is m6thode de 
sl.ction. (On peut mIme, dens Is cadre d'un 
saul plan de sondage, .ffectu.r piusieurs cal-
cuis pour arriver 1 Is mthods d'estimation is 
plus efficac..) 

Comme, dens une enqulte per 6chantillonnag., 
on tire des conclusions our lensamble d'une 
population I partir des donnó.s concernant une 
partie seulement, lea r.uitats soront probe-
blem.nt diffnents de ceux qu'on •urait obte-
nus on recenssnt tout* is population dan. 1.s 
mIme, conditions. La principals canact6nisti-
qua des sondages probabilistes, cost qua 
l'erreur dIchantillonnags peut Itre directe-
cent •esuróe I partir de l'Ichantillon. 

Erreurs non lie.. I I 'ëchantillonneg. 

C.s erreurs as retrouvent tant dana 1.a re-
c.n.ements que dan. lea .nquItes par 6chantil-
lonnag.. Eli.t sont dues I un ou plusicurs 
fact.urs par-mi l.s suiv.nts: 

Le champ couvert per 1'.nqulte. Lerneur peut 
résulter dun listage incomplet at dune cou-
venture insuffisante do Is population vis6e. 

La rêpouis.. Id, l'erreur peut otre sttribua-
ble I is conception du questionnaire at aux 
caractéristiqu.s de is question, I lincapaci-
té ou au refus de l.nquItó do fournir des 
renseignements exacts, I linterprótation fau-
tive d.c questions due I des probllmes dordne 
sémantiqu., ou aux variations, dun intervie-
wer I lautne, dans lexplication des ques-
tions ou dans lint.rpr6tation des réponsas. 

. 
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Non-response •rror. Some respondents may re-
fuss to answ.r questions, some may be unable 
to respond, whil, 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 betwsen 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 rssponss rate as possible. 

La non-réponse. Csrtains .nquêt6s refussni de 
répondre, tandis que dautr.s on sont incapa-
bles ou encore r6pondent trop tard. Lea don-
noes relatives aux non-rOpondants psuvent ôtre 
imputOes & partir des chiffres fournis per les 
rOpondants ou I laide des statistiques entO-
rieurss sur lee non-r6pondants, lorsque ccl-
les-ci existent. On no connak gOnOrelement 
pas avec precision limportance de lerreur 
d'imputationi celle-ci vane b.eucoup selon 
les caract6ristiques qui distinguent lee rO-
pondants des non-r6pondants. Comme cc type 
d'erreur prend habituellement de l'ampleur & 
assure qua diminu. 1s taux de rpons., on 
s'efforce d'obtenir 1s meill.ur taux di répon-
se 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 usedj 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)j 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. 

Pleasures of Sampling and Non-sa.pling Errors 

Sampling Error Measures 

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

Le traitement. Lerreur p.ut as produire lors 
des diverses Otapes du traitement, folios que 
1s codage, lentrOs, Is verification, Is pon-
dOration it Is totalisation, etc. 

I1 set diffjcjle do mesurer les erreurs non 
hOes I lOchantillonnag.. Dc plus, 11 faut 
lea cerner I un niveau oO silos no nuisent pa. 
I lutilisation ou I linterprOtation des 
chiffres dCfinitifs. Quant aux estimations du 
prOs.nt bulletin, tout a 6i6 mis on o.uvre 
afin de minimiser lee erreurs non hOes I 16-
chantillonnage. Ainsi, lea unitOs ont 0t6 dO-
finies avec beaucoup de prOcision, au .oyen 
des listes los plus I jouri los questionnaires 
ont OtO concus avsc soin af in de rOduire au 
minimum lea diffOrentes interprOtations possi-
bles (on a demandO aux interviewers de poser 
lea questions t.11es quelles figurent aux 
questionnair.$)p lea diverses Otapes de vOn-
fication at de traitement ont fait lobjet de 
contrôl.s dacceptation d4taill6s on na ab-
solument non nOgligO pour que is faux de non-
rOpons. at In fardeau do rOponse soi.nt fai-
bl.s. 

(valuation de I 'errour d 'Ocllantillonneg. at de 
l'.rreur non hO,. I l'Och.ntillonnege 

(valuation de I'.rr.ur d'Ochantihlonnag 

LOchantillon utulisO aux fins di In prOsen-
to enquôte eat un d.s nombreux Ochantillons de 
mIme tailie qui auraient pu Itre choisis solon 
Is mIme plan at lea mImes conditions. Si cha-
que Ochanfullon pouvaif faire lobjet dune 
enqulte monOe essenti.ilement dana l.a mImes 
conditions, il faudrait sattendre I cc que 
lestimation calculOe vane dun Ochantillon I 
lautre. On nomme valour probable lestima-
tion moyenne obtenue de iou. lea Ochantillons 
possiblos. Autrem.nt dit, la valeur probable 
eat celle quon obtiandraif an recensant toute 
Is population dana des conditions identiques 
do collects of de fraitement. Une estimation 
calculOe I partir dune enqulte per Ochantil-
lonnage est diis précisa lorequelle sap-
proche do 1s valeur probable. 
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Sample estimates 	may 	differ from this 
expected value of the .sti.at.s. However, 
since the .stimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be me.-
aured. The verianoe of estimate is a messure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
ples, of the squared differ.nce 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 some units as the 
estimate (e.g., dollara) The standard error 
is a measure of precision in absolute terms. 
The cosfficfent 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, sinc, the coef-
ficient of variation published for this survey 
is calculated from the responses of individual 
units, it also aeasurss some non-sampling er- 
ror. 

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

Or, lea estimations fond4es our un échantil-
ion peuvent no p.s corr..pondre I Is veleur 
probable. Cependant, comea lea estimations 
proviennent dun dchantillon probebiliste, il 
eat possible den mesur.r 1s vari.bilit6 per 
rapport I leur valeur probable. Ainsi, In Va-
rfmnce dune estimation, qui an mesure 1s pr-
cision, as dfinit comma Is moyenne, parmi 
tous las êchantillons possible., des carrós de 
1s diffrence entre l'..timstion at Is val.ur 
probable. 

line fois qu'on a calcul4 lestimation at as 
variance, il devient possible di mesursr 1s 
prcision autr.m.nt. Par example, l'err.ur• 
type, soit Is racine carróe de Is variance, 
mesure lerreur dóchantillonnag. dens 1s mIme 
unite que l'estimation len dollars, notam-
ment). Autrement dit, lerreur-type mesure Is 
prcision an term.. absolus. Par contre, Is 
oo.fficient d. variation , cest-I-dire 1cr-
reur-type diviséo per lestimation, mesure Is 
prcision an termes rel.tjfs. Ainsi, l'.mploi 
du coefficient de variation facilite 1s compa-
raison de lerreur d'chantillonnage de deux 
estimations. 

Dana cetts publication, on utilis. 1s coef-
ficient de variation pour 6voluor lerreur 
dchantjllonnage des estimations. Cependant, 
puisque Is coefficient de variation publi 
pour cette •nquIte eat calculi I pertir des 
r6ponaes des units, ii assure sussi une air-
tame erreur non life I l6chantillonnage. 

Voici 1s formula utilis6e pour osicuier lea 
coefficients di variation du tableau 3 

SIX) 
	

SIX) 
CVI X) 

	

	
CVIX) 

X 

0 

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

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

Confidence intervals can be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possibl, to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
struted around the estimate. For example, if 
an estimate of $12,000000 has a coefficient 
of variation of 10k, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68X confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800000 and 
$13,200,000. Or, it can be stated with 95Z 
confidence that the expected value will fell 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
between $9600,000 and $14,400,000.  

dan. laquelle X est lestimation at SIX) eat 
lcart-type Ia X. 

L'.rreur di X eat expri.6e an pourc.ntage 
dana cc bulletin. 

L'estimation it Is coefficient de variation 
nous perm.tt.nt de construire des intervalles 
de confiance eutour de lestimation. Ainsi, 
pour notre óchantillon, on peut affirmer qua-
vec une confiance donnóe, Is valsur probable 
est comprise dans lint.rvalle di confiance 
construit autour de listimation. Per example, 
si In coefficient de variation dune estima-
tion de $12,000,000 ..t 6gal I 10k, lc.rt-
type aera de $1,200400, soit lestimation 
.ultiplie per 1* coefficient de variation. 
Alors, on peut .ffirm.r avec una confiance de 
68Z que Is valsur probable aera contenue dens 
linturvalla dune longueur 6gale I un 6cart-
type autour di lestimation, soit entre 
$10,800,000 at $13,200,000. Ou encore, on psut 
af firmer avec une confianc. de 95Z qua Is ye-
l.ur probabla sera cont.nue dens lintervalle 
dune longu.ur da deux cart-types autour de 
lestimation, soit entre $9 1 600,000 at 
$14,400,000. 



Nan -sampling Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. H. say the estimate is accurate if 
it is near this value. Although this valu, 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 bisis. 
Systematic biases in the data cannot be mea-
sured by the probability measures of sampling 
error as previously described. The accuracy of 
a survey estimat, 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 Cr. given 
in Table 3. The response fraction, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
bassd upon rsported data. For example, a cell 
with • sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25k. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80%. 

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.  

tyaluation de l'.rraur non ii6a a l'dchantil-
lonnage 

Lenqu8t. par 6chantiiionnage at 1s recent.-
ment ch.rch.nt tous deux I dterminer 1s 
valsur exacts de l'ense.bl.. Lestination sst 
dite precise si ella se rapproche de cetts 
vaisur. Bien qu'il Sagisse dune valeur sou-
haitable, ii nest pas r6aliste de supposar 
que In valeur exacts de chaqus unit6 do len-
semble ou de l'échantillon peut Itre obtenue 
at traite sans erreur. La diffrence entrs Is 
val.ur probable at la valeur exacts de len-
sembla s'appelie 1. biais . On no psut calcu-
isr les biais systématiques des donn6es an re-
courant aux mesures da probabilit6 de lerreur 
d'6chantilionnaga d4crites plus haut. La prC-
cision dun, estimation not dót.rminóe par 
1sf fet conjuguC des erreurs dêchantillonnage 
at des .rrsurs non lióes I léchantilionnage. 

Une source derreur non hoe I iOchantil-
lonnag., est lerreur due I is non-rOponse. Is 
tableau 3 prOsente las fractions do rOponse 
afin daider lutilisateur I Ovaluer cs genre 
derreur. La fraction da rdponse est Is taux 
de rOponse, des donnO.s, cest-i-dire Is pro-
portion de i.stimation de lOchantillon qui 
not fondOo our des donnOes dOci.rOes. Par 
exempis, is taux de rOponss dune cehlule com-
portant un Ochantillon d. 20 unitOs dont cinq 
rOpondent lors dun mois donnO atteindrait 
25?.. Cependant, ci las cinq unitOs dOclarsntes 
reprOsentsnt $8 millions our lestimation glo-
bal. de $10 millions, 1s fraction de rOpons. 
sOlIverait I 80k. 

Interpretation sioultande des ansures d 'err.ur 

Ii faut tsnir compte simultanOment d, Is 
mature derreurs non hiO.s I lOchantillonnags 
ainsi qua du coefficient de variation pour 
avoir un aperçu de In qualitO des estimations. 
Pius is coefficient de variation sara bas at 
qua Is fraction de rOponse sera OlevOs, meil-
l.ur. Sara lestimation publiOe. 
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APPENDIX IV 

Saasanal Adjurant 

Economic time series contain the .lem.nts 
essential to the description, explanation and 
forecasting of the behaviour of an economic 
phenomenon: They are statistical r.cords of 
the evolution of economic processes through 
ti.e'(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 mov.ments 
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 ph.-
nom.non and producing forecasts of superior 
quality, Statistics Canada uses the X-11-ARIMA 
seasonal adjustment method(2) to seasonally 
adjust its time series. This method minimizes 
the i.pect of seasonal variations on the se-
ries and essentially consists of adding one 
year of estimated raw data to the and of the 
original series before it is seasonally ad-
justed per se The estimated data are derived 
from forecasts using ARIPIA (Autoregressive In-
tegrated Iloving Average) models of the Box-
Jenkins type. 

The X-11 part of the X-11-ARIPIA 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 

Désaiscnna1satoI 

Les series Cconomiques temporsiles ou chro-
nologiques comportent les álCments essentiels 
o Is description, l'explication at Is prvi-
sion du comportement dun phnomIne Cconomi-
que. "Ce sont des dossiers statistiques de 
l'Cvolution des processus 6conomiques dans Is 
temps")l). Lobservation par les áconomist.s 
at les statisticiens de l'activitá 4conomique 
I laide des sines temporelles a donc permis 
de distinguer quatre composantes principales 
du comportement des sines temporelles: Is 
tendance I long terme ou trend, 1s mouvement 
cyclique, les variations saisonniIres at Las 
fluctuations irrigulilres ou accidentelles. 
Ces mouvements sent causis par diffirents 
facteurs, soit iconomiques, climatiques ou 
institutionnels. Les variations saisonniIres 
sont les fluctuations piriodiques plus ou 
moms rigulières qui to produisent mu cours 
dune annie an raison du cycla mitiorologique 
normal, des congis fixes at d'autres ivine-
ments qui se ripetent I intervalles avec une 
certaine rigulariti pour influencer cM façon 
significative Is taux dactiviti. 

Afin de favoriser l'interprCtakion exacts de 
l'Cvolution fondamentals dun phinomOne Ccono-
mique at de produire une meilleure pridiction, 
Statistique Canada rajuste les sines tempo-
relles au moyen de Is mthode de disaisonnali-
setion X-11-ARMMI21 afin de justem.nt minimi-
5cr l'impact des variations saisonniIres sur 
les sines. Cette technique consist. essen-
tiellement I ajouter les estimations dune 
annie de donnies brutes I l'extrmiti do Is 
sine initiale avant de procider I Is disai-
sonnalisation proprement dite. Les donnies 
esti.atives proviennent d'extrapolations pros-
pectives rialisies per des modIles ARMMI mo-
dOles autorigressifs I •oyennes mobiles inti-
gries) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI felt 
surtout appel I Is mithode de rapport aux 
moyennes •obiles pour effectuer Is lissage de 
Is sine modifiie at obtenir une esti.ation 
provisoire de 1s tendance-cycle, calculer l.s 
rapports de Is sine initiale (ajustie) aux 
estimations de Is tendance-cycle, at estimer 
les facteurs saisonniers I partir de ces dits 
rapponts. Les factaurs saisonniers difinitifs 
no sont produits que lorsque ces opirations 
ont etC exicuties I plusieurs reprises Ces 
itapes diterminant les facteurs saisonniers 
nicessaires au calcul des donnCes d6saisonna- 

C 

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

2 For further information see the X-11-ARIMA 
Seasonal Adjusthent Method, by Estella Bee 
Dagu., Statistics Canads,Catalogue 12-564E, 
Occasional. 

1 La disaisonnalisation des sines temporelles 
iconomiques: quelques remarques; tir4i de Is 
Revue statistique du Canada, aout 1974. 

2 Pour de plus amples informations vein La 
adthode de désaisonnalisation X- ll-ARSII, 
per Estella Bee Dagum, Statistique Canada, 
no 12-164F au catalogue, hors sine. 
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sure. that the •stimat.d seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current months unadjusted 
data as well as the previous months revised 
unadjust.d data. 

Pihile seasonal adjustment permits a better 
understanding of the underlying trend-cycle of 
• series, the seasonally-adjusted series still 
contains an irregular component. Slight month-
to-month variations in the seasonally adjusted 
series may be simple irregular mov*mentso 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.  

lisss finales sont excut6es I chaque mois. 
Cette approche garantit qua la sons non-dO-
saisonnalisOe, a partir de laquelle sont cal-
culOes las estimations des facteurs saison-
niers, inclut toutes 1.a donnOes les plus r6-
centes relativement I ladite sOns, c.-I-d., 
les donnOes qui portent our le mois courant at 
las donnOes rOvisOes du mois prOcOdent. 

Bien quo la dOsaisonnalisation permette de 
mieux compr.ndre Is tendance-cycle fondaisenta-
le duno sOnic, la sOne dOsaisonnalisee nan 
contient pas moms uns composante irrOgulilre. 
0o lOglrss variations d'un mois I l'autre dane 
la s6rie d6saisonnalis6e peuvent nItre qua de 
simples mouvsments irr6guliersj pour avoir une 
meilleure idea de Ia tsndance fondamentale, 
las utilisateurs doivent donc examiner les 
sOries d6seisonnalis6.s dun certain nombre, de 
moi 5. 

1e total dOsaisonnalisO au niveau du Canada 
•sf dOnivO do "fagon indirecte" an faisant 1e 
somme des genres de commerce d6saisonnalis6s 
spar6ment au pralabl.. 

. 



. 

APPENDIX V 

TRADE GROUP COVERAOE 

010 Supormarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stor.s 

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

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 She. stor.. 

050 Men's Clothing Stores 

6121 Men ' s clothing stores 

040 Women's Clothing Stores 

6131 Homsns 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 Furnitur, and Appliance 
Stores 

6211 Hou5ehold 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 

OUVERTURE DES 000UPES DE OI?(ERCE 

010 Super.archés d'alinentation at êpiceri,s 

6011 upermarchés d'alimentation 
6012 Epicene. (sauf los supermarchs) 

020 Tous les autres magasins d'alinentation 

6013 Boulangeries-pltisseries 
6014 Confiseries et magasins do noix 
6015 Magasans do fruits at légu.es 
6016 March6s do viande  
6019 Autras magasins dalimentation 

spécialasès, n.c.a. 

030 Pharmacies at •agasins de médioa.ents 
brev.tés 

6031 Pharmacies 
6032 Megasins de .4dicaments brevetós at de 

produits de toilatte 

040 Magasins do chaussures 

6111 Mogasins do ch.u.suras 

050 Magasins de v0te.ents pour hoomes 

6121 Magasins do vôtements pour bomass 

040 Magasins de v6ts.ents pour domes 

6131 Megasins do vôt.ments pour dames 

070 Autres •aga.ins da v6t..ents 

6141 Magasins do vêtoments pour enfants 
6142 tlagasins de fourruros 
6149 Autres m.gasins do vôtemonts, nc... 
6151 Magasins de tissus at do fil6s 

080 Magasins de meubles at d'appar.ils 
•énagers 

6211 Magasins do meublos do maison 
(avec upparoils ménagors at accessoires 
d' ameubi.ment) 

6212 Pbgasins do moubles do maison 
(sans appareils ménagers ni accossoires 
d • ameub lament) 

6213 At.liers do reparation de moubles 
6221 Hagasinsd'appar.ils ménagers, do postes 

de tól6vision et do radio at d'app.r.ils 
st6r6ophoniquos 

6222 Megasins do posies do tClévision at de 
radio ot dappareils st6r6ophonigues 

6223 Atoliers da reparation d'app.rails 
ménagers, do postes do télévision at de 
radio at dappereils stCréophoniques 

090 Magasins d ' accessoires d 'ameublement 

6231 laçjasins do revtemsnts do sol 
6232 Magas ins do tentures 
6239 Autres magasins daccessoires d'aiuoublemont 

100 Conc.ssionnair.s do v6h1cules automobiles 
at rCoréatif S 

6311 Concessionnaires d'.utomobiles neuves 
6312 Concossionnaires dautomobiles doccasion 
6321 Marchands de roulottes moiorisées at do 

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

bord at dacossoires pour batoaux 
6323 Marchands do motocycloitas at do 

motoneiges 
6329 Autros marchands do v6hiculos do blur 

. 

E 



110 Gasoline Service Stations 

6331 Gasolin. •.rvica station. 

120 Autcuotiva Parts, Accessories and 
Ssrvic.s 

6341 Home and auto supply stor.s 

6342 Tire, battery, parts and accessories 
stor.s 

6351 Garages (general repairs) 
6352 Paint and body repair shops 
6353 Mofflor replacement shops 

6354 Motor vehicle glass replacement shops 

6355 Motor vehicle transmission repair and 
replacement shops 

6359 Other motor vehicle repair shops 

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

130 General Merchandise Stores 

6411 Department stores 
6412 General stores 
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Semi-Durable Goods Stores 

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

6581 Toy and hobby stores 

6582 Gift, novelty and souvenir stores 

150 Other Durable Goods Stores 

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

6561 Jewellery stores 
6562 Hatch and 3ewell.ry repair shops 

6571 Camera and photographic supply storas 

160 Other Retail Stores 

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

6592 Opticians shops 
6593 Art galleries and art ists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and toithstone dealers 

6596 Pet stores 
6597 Coin and siamp ,  dealers 

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

110 Stations-s.rvics,  

6331 Stat ions-service 

120 Magasins do pi6cas at d'accessoires pour 
véhicules automobiles at services 

6341 Magasins de fournitures pour Is uuiaison at 
pour lautomobils 

6342 Magasins denous, daccumulatours, de 
pieces at da 

p
cc.ssoiros 

6351 Garages (rparations générales) 
6352 Ateliers do pointuro at do carossorie 
6353 Ateliers do r.mplacement de silencioux 

6354 Ateliers do reaplecement do glaces pour 
véhicules automobiles 

6355 Ateliers do reparation at de 
reu1acement do boIfos do vitesse do 
véhacules automobiles 

6359 Autres ateliers de r6paration do 
vóhicules automobiles 

6391 Lave-autos 
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Magasins di marchandises diverses 

6411 Magasins I rayons 
6412 Magasins génáraux 
6413 Autres magasins do merchandises divorces 

(bzars at magasins de marchandisos 
diverse.) 

140 Autrss .agasins do produits seui-durables 

6511 Librairies at papoterias 
6521 Fleuristos 
6522 Centres do jardinage 
6531 Quincaillerios 
6532 Megasins do pointur., do vitre at do 

papier point 
6581 M.gasins cia jousts at d.rticl.s ci. 

loisir 
6582 Magasins cio cadeaux, darticles do 

fantaisia at do souvenirs 

150 Autres •agasins do produits durables 

6541 Magasins darticles do sport 
6542 Magasins do bicclttes 
6551 Hagasins dinstr

y
une

e
nts do im.*sique 

6552 Magasins do disquos at do bandes 
m.gn6t iqtes 

6561 Bijouteriss 
6562 Ateliars do rpar.tion do montres at do 

bi3eux 
6571 Magasins dappareils at do founitur.s 

photographiques 

160 Autres •agasins da vents so ddtail 

6021 Magasins do spirituoux 
6022 Magasins do yin 
6023 Magasins d. biro 
6591 Magasins do merchandises doccasion, 

n.c.a. 
6592 Opticians 
6593 Galerios dart at magasins do 

fournitures pour artistes 
6594 Magasins do bagages at do maroquinerle 
6595 Piagasins de monuments funIrairos at do 

pierres toiuóales 
6596 Piagasins danimaux do meison 
6597 Marchands do pièces do monnais at do 

tithres 
6598 Marchands do maisons mobiles 
6599 Autres magasins do vents su detail, 

n.c.a. 
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THE MARKET 
RESEARCH 
HANDBOOK 
1992 
Nfastat way 
to get off to a 
good start! 
Brainstorming with your 
colleagues produces some 
great marketing ideas. But 
which ones will you use? The 
Market Research Handbook 
1992 can help you narrow 
your options before you commit 
any more time and resources to 
developing your strategy. 

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

TJtJ 
• . . socio-economic and demographic profiles of 
45 urban areas? 
• . . revenue and expenditure data for retailers and small 
businesses? 

The Market Research Handbook 1992 has it all... 
and more. It provides information on: 

• personal spending 
• size and composition of households 
• wages and salaries 
• investment in Canadian industries 
• labour force in various industries 
• industry and consumer prices 
It has been one of our bestsellers since 1977 for the 
simple reason that it offers such a range and depth of 
market data. Save time and money when you're 
looking for data or data sources, keep the Market 
Research Handbook 1992 close at hand for 
easy reference. 

The Market Research Handbook 1992 (Cat. no. 63-2 24) is $94 
(plus 7 % GST) in Canada, US$1 13 in the United States and US$132 
in other countries. 
To order, write to Publication Sales, Statistics Canada, Ottawa, 
Ontario, KIA 016 or contact the nearest Statistics Canada 
Reference Centre listed in this publication. 
For faster service fax your order to 1-613-951-1584. Or call toll-free 
1-800-267-6677 and use your VISA or MasterCard. 

LE REM11 
STMSTIQUE DES 
ETUDESJ)E 
MARCHE 1992 

Pour partir 
dubonpied! 

seances de remue-mninges 
Ilissent d'excellentes id&s de 
ommercialisation. Mais lesciuelles 
choisir? Le Recueil 

statistique des etudes 
de marché 1992 peut 

vous faciliter les choix 
2vant que vous n'engagiez 

plus de temps et de ressources I l'laboration de votre stratgie. 

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

mateurs canadiens et les entreprises 
qui les servent. II vous aide a définir 
et situer vos marches cibles. 

Vous cbercbez... 
• des profils sociO-&onomiques et dmographiques de 

45 regions urbaines? 

• . des donnCes sur les recettes et les dépenses de 
détaillants et de petites entreprises ? 

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

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

Si c'est lun de nos succes depuis 1977, cest parce qu'il vous 
renseigne en long et en large sur Ic marche. Pour 
&onomiser temps et argent, vous ne sauriez vous en 
passer. 
Le Recueil statistique des etudes de marché 1992 (n° 63-22 4 au 
catalogue) coUte 94$ )TPS de 7% en sus) au Canada, 113$ US aux Etats-Unis 
ct 132 $ US dans les autrcs pays. 
Pour commander, veuillez &rire a Verne des publications, Statistique 
Canada, Ottawa (Ontario), K IA 016 ou communiques avec Ic Centre 
de consultation de Statistique Canada Ic plus pres (voir Ia lisie 
figurant dans Ia pr&nte publication). 
Pour un service plus rapide, commandez par tl&opicur au 
1-613-951-1584. Ou composez sans frais Ic 1-800-267-6677 et utilisez 
votre carte VISA ou MasterCard. 
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L'ANNUAIRE DU CANADA 
CANADA YEAR BOOK 
	 LE PLUS UTILE ET LE PLUS - 

EVER PUBLISHED. 	 ATTRAYANT JAMAIS PU BLUE. 
On the occasion of the nation's 125th anniversary of 
Confederation, the 1992 Canada Year Book takes a 
unique look at the fascinating highlights in the develop-
ment of Canada since 1867. 
Exceptionally popular among business people, jour-
nalists, librarians, parliamentarians, educators and 
diplomats for 125 years, the 1992 Canada Year Book is 
designed as a comprehensive reference source for the 
latest on economic, political, and social information 
on Canada and Canadians. And for the first time, 
this "special collector's" edition presents pictur-
esque vignettes on Canada's past with informative, 
easy-to-read text. 

Special features include: 
• a new 22cm X 30cm (9" X 12") format 
• larger typeface 
• over 300 rare archival photos 
• historical perspectives on Canada's past 
• 22 chapters, 607 pages bound in 

deluxe hard cover 

Time and time 
again, you'll reach 
for this compact 
encyclopedia to 
answer questions on 
all aspects of Canada. 

'THE LAND 
• THE PEOPLE 

THE NATION 
'THE ECONOMY 
• ARTS AND LEISURE 

L'Annuaire du Canada de 1992, qui marque le 125e 
anniversaire de Ia Confêdêration, jette un regard 
unique sur les grands moments de l'évolution du pays 
depuis 1867. 

Cet ouvrage, particulièrement populaire depuis 125 ans 
auprès des gens d'affaires, des journalistes, des biblio-
thécaires, des parlementaires, des enseignants et des 
diplomates, est conçu comme tin ouvrage de référence 
oü l'on retrouve les donnêes économiques, politiques et 
sociales les plus récentes sur Ic Canada et les Cana-
diens. Cette edition spéciale présente, pour la premiere 
fois, de pittoresques illustrations se rapportant a l'his-
Loire du Canada de même que des textes informatifs et 
faciles a lire. 

Au nombre des caractéristiques spéciales, on compte: 
• un nouveau mode de presentation: 

22cm x 30 cm (9" x 12") 
• des caractères plus gros 
• plus de 300 photos d'archives rares 

des perspectives historiques sur le passé du Canada 
22 chapitres, 607 pages reliées par Hue 
couverture rigide de luxe. 

Cette encyclopédie compacte est Ufl 

ouvrage indispensable pour répondre 
vos questions portant sur tolls les 

aspects du Canada. 

LE TERRITOIRE 
'LA POPULATION 
•L&NATION 
'L'ECONOMIE 

LES ARTS ET LES LOISIRS 

Available in separate English and French editions, the Canada Year Rook 

(CaL No. 11-402E) sells for $49.95 (plus $5.05 shipping and handling) in 
Canada. US $60 in the United States, and US$70 in other countries 

(includes shipping and handling). 

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

For faster ordering, using your VISA or MasterCard, call toll-free 
1-800-267-6677 or fax your order to (613) 951-1584. Please do not 
send confirmation. 

-' 	 VOUS pouvez vous procurer rAnnualre du Canada (no 11 402F 

au Catalogue), en version fraiiçaise on anglaise, pour 49,95 $ (plus 5.05$ 

pour frais d'expédltion et de manutention) an Canada, 60$ (devises amen-
caines) aux Elats-Unis et 70$ (devises américaines) dans lea autres pays 

(frais d'ep6d1tion et de manutention compris). 

Pour commander, prlère d'écrire au Service des Ventes des publications de 
Statistique Canada. Ottawa (Ontario) KIA 0T8, on de communiquer avec le 
Centre regional de consWtalion de Statistique Canada le plus pres de chez 
vous (voir Ia liste qui figure dans Ia publication). 

Pour aceélérer les commandes, utilisez votre carte VISA ou MasterCard 
ou composez sans frais Ic 1-800-267-6677 (téléphone) ou Ic (613) 951-1584 
(teléeopieur). Veuillez ne pas envoyer de confirmation. 


