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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseigneunents 

Toutes demandes de renseignesents au sujet de cette 
publication cu de statistiques et services connexes 
doivent être adressées a1 

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

Statistics Canada, 	Ottawa, K1A 0T6 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone: 
951-3551) or to the 	Statistics Canada reference 951-3551) ou au centre de consultation de Statistique 
centre in; Canada 1: 

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

Toll-free access is provided in all provinces 
and territories, for users who reside outside 
the local dialing area of any of the regional 
reference centres. 

Newfoundland and Labrador 1-800-563-4255 
Nova Scotia, New Brunswick 
and Prince Edward Island 1-800-565-7192 

Quebec 1-800-361-2831 
Ontario 1-800-263-1136 
Manitoba 1 -800-542-3404 
Saskatchewan 1-800-667-7164 
Alberta 1-800-282-3907 
Southern Alberta 1-800-472-9708 
British Columbia 

(South and Central) 1-800-663-1551 
Yukon and Northern B.C. 	(area 
served by NorthwesTel Inc.) Zenith 08913 

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

How to Order Publications 

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

On service d'appel interurbain sans frais est offert, 
dans toutes les provinces et dana lea territoires, 
atix utilisateurs qui habitant a l'extériaur des zones 
do co..unication locale des centres régionaux de con-
sultation. 

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

Québec 1-800-361-2831 
Ontario 1-800-263-1136 
Manitoba 1-800-542-3404 
Saskatchewan 1 -800-667-7164 
Alberta 1-800-282-3907 
Sud de l'Alberta 1-800-472-9708 
Colombi e -Bri tann ique 

(sud et 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 Ia NorthwesTel 
Inc.) 	Appelez a frais virés au 403-495-3028 

Comment coninander les publications 

On peut se procurer cette publication at 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 Ccrivant a Ia Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 0T6. 

1(613)951-7277 	 1(613)951-7277 

Facsimile Number 1(613)951-1584 	Numéro du tClécopieur 1(613)951-1584 

National toll free order line 1-800-267-6677 	Commandes; 1-800-267-6677(sans frais partout au Canada) 

Toronto 	 Toronto 
Credit card only (973-8018) 
	

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

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

Note do reconnaissance 

Le succès du système statistique du Canada 
repose sur un partenarlat bien établl entre 
Statistique Canada et Ia population, los entreprises 
et los administrations canadiennes. Sans cette 
collaboration et cette bonne volonté, II serait 
impossible de produire des statistiques préclses 
et actuelles. 



SYMBOLS 

The following symbols are used in This 
Statistics Canada publication: 

figures not available. 

figures not appropriate or not applicable. 

- nil or zero. 

-- amount too small to be expressed. 

x confidential to meet secrecy requirements 
of the Statistics Act. 

NOTE 

Components may not add to totals duo to 
rounding. 

A NOTE ON CANSIN 

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

This publication was prepared under the 
direction of: 

• P.N. Triandafiliou, Director, 	Industry 
Division 

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

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

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

S IGNES CONVENTI43KNELS 

Les signes suivants sont employés uniformémant 
dans cette publication de Statistique Canada: 

nombres indisponibles. 

n'ayant pas lieu do figurer. 

- néant ou zero. 

-- nombres infimos. 

x confidentiel an vortu des dispositions do is Loi 
sur is statistique relatives au secret. 

NOTA 

Los chiffres ayant été arrondis, los totaux no 
correspondent pas toujours. 

NOTE AU SUJET BE CANS IN 

La banque do données informatisées de Statistique 
Canada CANSIM (système canadien d'information socio-
Cconomique) fournit au public toutes les statistiques 
ac+uel].es at historiques sur is Commerce de detail 
(matrice nos 2299, 2398-2417), at sur de nombreuses 
autres series, per is biais d'un terminal, d'imprimés 
d'ordinateur ou do supports ordinolingues. Pour plus 
do renseignements, sadr.ss.r au personnel de CANSIM, 
Statiskique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers régionaux des 
bureaux de Statistique Canada si±ués a travers Is 
Canada. 

C.tte publication a été rédigóe sous is direction do: 

• P.N. Triandafilleu, 	directeur, 	Division do 
1' industrie 

• B. Nees, directeur adjoint, Sous-division des 
commerces do distributions, Division do 
1' industrie 

e B. Thériault, chef, Section do l'analys., du 
diveloppement at d'enquê*es spéciales, Sous-
division des commerces do distributions, 
Division do l'industri. 

o S. Deurs, 	iconomisto principale, Section du 
commerce da detail, Sous-division des commorces 
do distributions, Division do l'industrie 

The paper used in this publication meets the minimum 	Le papier utilisé dans Ia présente publication répond aux 
requirements of American National Standard for 	exigences minimales do l'American National Standard for 
Information Sciences - Permanence of Paper for 	Information Sciences - Permanence of Paper for Printed 
Printed Ubrary Materials, ANSI Z39.48 - 1984. 	Library Materials, ANSI Z39.48 - 1984. 
@ 	 @ 	 9 



-J 

TABLE OF CONTENTS TABLE DES NATIERES 

PACE PAGE 

Highlights V Felts saillants v 

Charts vii Graphiques vii 

For Further Reading viii Lectures suggérées viii 

Table Tableau 

1. Retail Sales, Seasonally Adjusted, 2 1. Ventes au detail, desaisonnalisees, 2 
by Trade Group and by Region scion le groupe de commerce at la 
(Current Periods) region (periodes courarites) 

2. Retail Sales, not Seasonally 4 2. Ventes au detail, non-desaisonnali- 4 
Adjusted, by Trade Group and by sees, scion Is groupe da commerce at 
Region (Current Periods) la region (périodes courantes) 

3.  Retail Sales, not Seasonally 6 3. Ventes au detail, non-dósaisonnali- 6 
Adjusted, by Trade Group and by sees, solon Is groupe de commerce at 
Region (Quarterly Estimates) la region (estimations trimestrielles) 

4. Retail Trade Sample Response 20 4. Commerce de detail, fraction de ré- 20 
Fraction and Coefficient of pense de lechantillon at coefficient 
Variation (Current Periods) do variation (periodos courantes) 

S. Retail Sales, Seasonally Adjusted, 22 S. Ventes au detail, desaisonnalisees, 22 
by Trade Group and by Region selon Is groups da commerce at la 
(Historical Estimates) region (estimations historiques) 

6. Retail Sales, not Seasonally 24 6. Ventes au detail, non-dósaisennali- 24 
Adjustod, by Trade Group and by sCes, solon Is groupe de commerce at 
Region (Historical Estimates) la region (estimations historiques) 

7. Department Store Type Merchandise 26 7. Ventes de marchandises genre grand 26 
Sales, not Seasonally Adjusted, by magasin, non-dCsaisonnalisóes, salon 
Region (Currant Periods) la rCgion (périodes courantes) 

8.  Department Store Type Merchandise 26 8. Ventas de marchandises genre grand 26 
Sales, not Seasonally Adjusted, by magasin, non-disaisonnalisCes, salon 
Region (Historical Estimates) la rógion (estimations historiques) 

I. Definitions 29 I. 	Définitions 29 

II. Methodology 31 II. MCthodologie 31 

Ill. Reliability of Data 35 III. FiabilitC des donnees 35 

IV. Seasonal Adjustment 39 IV. DCsaisonnalisation 39 

V. Trade Group Coverage 41 V. Couverture des groupes de come.rce 41 

S 

fl 



NOTE TO USERS 
	

NOTE MiX UTILISATEURS 

Total monthly retail trade estimates (not 
seasonally adjusted) for Montreal, Toronto, 
Plinnipeg and Vancouver are available on 
CANSIM or on request from the Retail Trade 
Section, Industry Division. 

Las estimations mensuelles totales du 
commerce de detail (non desaisonnalisoes) 
pour Montreal, Toronto, Hinnipeg et Vancouver 
sont disponibles sur CANSIM ou sur demande 
la Section du commerce de detail, Division 

de l'industrie. 
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FAITS SAILLANTS 

S 

Seasonally Ad3uSted Monthly Sales in current 
Dollars 

Preliminary estimates indicate that retail 
sales rose 0.81 in April to $15.2 billion, 
following a decline of O.SZ in March and 
virtually no change in February and January. 
Excluding motor vehicle and recreational 
vehicle dealers, retail sales increased 0.6Z 
in April, in contrast to the 0.5Z decrease 
in March. 

The overall gain was broadly based with 11 
of 16 trade groups recording higher sales. 
The most significant increases, in order of 
dollar impact, were registered by motor 
vehicle and recreational vehicle dealers 
(+1.6Z) and general merchandise stores 
(+2.IZ) 

• Motor vehicle and 	recreational vehicle 
dealers recorded higher sales in April fol-
lowing decreases in March (-0.5Z) and Febru-
ary (-0.6Z). Sales of general merchandise 
stores have shown a pattern of alternating 
gains and losses over the last year around a 
stable trend. 

The April increase in retail sales was con-
centrated in two provinces: Quebec (+1.4Z) 
and Ontario (+1.0). Notabl, declines were 
recorded in Manitoba (-4.3) and Alberta 

Trends 

As illustrated in the Chart 2, after declin-
ing sharply from August 1990 to February 
1991 and rising moderately up to July 1991, 
the trend for total retail trade has been 
decreasing slightly ever since. The recent 
downtrend is due mainly to declining sales 
of recreational and motor vehicle dealers. 
Retail sales excluding recreational and 
motor vehicl, dealers have remained almost 
unchanged since last July. 

Vantes mensuelles désaisonnalisées an dollars 
courants 

Los estimations préliminaires indiquent que 
los ventes du commerce do dtail ant aug- 
menté do 0.8Z an avril pour totaliser $15.2 
milliards, faisant suite a une diminution de 
0.5Z an mars at i pratiquement aucun change- 
mont an févrior at janvier. Excluant los 
concessionnaires de vóhicules automobiles at 
récréatifs, les ventes du commerce do detail 
ont augmenté de 0.6Z an avril, faisant con-
traste avec la diminution de 0.SZ on mars. 

Laugmentation globale est 	gértéralisée, 
alors quo des 16 groupes do commerce, 11 on-I 
enrogistré une hausso de leurs vontes. Los 
augmentations los plus significatives, par 
ordre dimportance on dollars, ant Cté dC-
claréss par los concessionnaires do vChicu-
les automobiles at récréatifs (+1.6Z) at los 
magasins do marchandises diverses (+2.IX). 

Laugmentation des vontes des concessionnai-
ros do véhicules automobiles at rCcrCatifs 
fait suite è dos baisses an mars (-0.5Z) at 
an fCvrior (-0.6Z). La tendanco des vontes 
dos magasins do marchandisos diverses a etC 
quolquu peu stable au cours do la dernièro 
annee malgré des variations consécutives a 
la hausse at a la baisse. 

• Laugmontation davril a ClC concentrCs dans 
doux provinces: Québec (+1.4Z) ct Ontario 
(+1.0Z). Des baissos notables ont etC onre-
gistréos au Manitoba (-4.3Z) at an Alberta 
(-2.2) 

Tondice 

Com.e an tC.oigne Is graphique 2, la ten-
dance des vontes totales du commerce do 
detail diminue lCgèrement après uno forte 
baisse daoGt 1990 a fCvrior 1991 at uno 
hausse modCrés jusquen juillet 1991. La 
tendance recente A la baisse act principal.-
mont due aux vontes dicroissantes dos con-
cessionnaires do vChiculoc automobiles at 
rCcréatifs. Lee ventes du co.merce do detail 
excluant les concessionnaires do vChicules 
automobiles at rCcrCatifs d..eur.nt prati-
quemont inchangCes depuis juillet 1991. 
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the 1991 and later data. See footnote at end of tables. 	rrrcluse en 1991 et dans les données ultérieures. Voir note it ia 
fin des tableaux. 

Chart 2 	 Graphique 2 
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Trends represent smoothed seasonally adjusted data. 	Les tendances representent /es donnees désaisonnalisées 
Data prior to 1991 have been adjusted to remove the 	 lissées. 

• 	Federal Sales Tax to be comparable to January 1991 and 	Les données avant 1991 ont ete ajustées pour sup primer Ia tare 
subsequent data. 	 de ve'fle fédérale afin qu elles sorent comparables a janvier 1991 

et aux données subséquentes. 
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TASLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Current Periods) 

change from 
Sales 	 previous month 

Year-to 
Ventes 	date Variation p. r. 

1992 
au mois précédent 

	

April 	March February January 	April 	March 

	

1992 	1992 	1992 	1992 Cuimjlatif 	1992 	1992 

	

Avril 	Mars Février Janvier 	Avril 	Mars 
No. 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,656.6 3,647.9 3,629.5 3 2 618.1 14,552.1 0.2 0.5 

2 All other food stores 295.2 291.0 293.5 297.6 1,177.3 1.4 -0.8 

3 Drugs and patent medicine stores 858.9 847.9 849.9 845.0 3,401.7 1.3 -0.2 

4 Shoe stores 129.0 128.9 129.8 128.5 516.2 0.1 -0.7 

5 Men's clothing stores 130.4 130.1 135.6 140.8 536.9 0.3 -4.1 

6 Women's clothing stores 295.4 292.0 298.5 296.8 1082.7 1.2 -2.2 

7 Other clothing stores 313.6 304.9 309.0 306.1 1,233.6 2.9 -1.3 

8 Household furniture and appliance 647.2 650.6 644.6 631.9 2,574.2 -0.5 0.9 
stores 

9 Household furnishings stores 183.3 185.3 186.6 180.3 735.5 -1.1 -0.7 

10 Motor vehicle and recreational 3,168.5 3,118.3 3,134.8 3,154.8 12,576.4 1.6 -0.5 
vehicle dealers 

11 Gasoline service stations 1 2 121.1 12125.6 1045.9 1 3,171.4 4,564.0 -0.4 -1.8 

12 Automotive parts, accessories 859.4 863.5 862.6 871.1 3,456.6 -0.5 0.1 
and services 

13 General uerthendis. stores 1,748.8 1,713.0 1 1744.6 1,714.5 6,921.0 2.1 -1.8 

14 Other semi-durable goods stores 505.7 506.3 507.4 517.0 2,036.4 -0.1 -0.2 

15 Other durable goods stores 419.3 412.7 414.3 405.5 1,651.8 1.6 -0.4 

16 Other retail stores 847.1 845.0 857.3 867.5 31.417.0 0.3 -1.4 

17 Total, all storma 15 11 179.6 15,063.0 15,144.0 15,146.9 60,533.5 0.8 -0.5 

Regions 

18 Newfcizidland 272.8 276.9 285.1 289.1 1,123.8 -1.5 

19 Prince Edward Island 64.3 65.2 64.1 67.4 260.9 -1.4 

20 Nova Scotia 498.9 501.1 480.1 505.9 1,986.0 -0.4 

21 New Brtsswick 382.0 384.9 383.2 387.7 1,537.9 -0.7 

22 Quebec 32748.2 3,695.1 3,693.1 3,749.4 14,885.9 1.4 

23 Ontario 5,616.4 5,558.5 5,646.7 5,613.7 22,435.3 1.0 

24 Manitoba 506.8 529.6 535.0 529.6 2001.0 -4.3 

25 Saskatchewan 449.0 457.3 445.7 452.2 12804.2 -1.8 

26 Alberta 1,570.9 1,606.7 1 9582.6 1,606.3 6,366.5 -2.2 

27 British Colia 1,948.3 1,973.1 12952.0 1,959.5 7,832.8 -1.3 

28 Yukon 14.5 14.8 14.6 14.5 58.3 -2.4 

29 Northwest Territories 31.7 30.8 30.3 30.4 123.2 2.8 
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Change from 
previous month Change from previous year 

Variation p. r. Variation par rapport & l'année précédente 
au mois précédent  

Year-to- 
February January April March February 

1992 
January 

1992 
date 
1992 1992 

Février 
1992 

Janvier 
1992 

Avril 
1992 
liars Février Janvier Cumulatif 

No 

Per cent - pourcentage 
Groupe de coumorce - Canada 

0.3 -0.9 1.1 0.6 1.4 0.7 0.9 Suormorchés dalimentation at 1 
epicerios 

-1.4 -0.3 -1.2 -7.1 -3.4 5.3 -1.8 bus los autres magasins 2 
dalimentation 

0.6 0.6 7.2 6.6 4.4 9.2 6.8 Pharmacies at magasins do 3 
médicamants brevatés 

1.0 -2.5 -4.7 -4.2 -4.5 3.3 -2.7 tlagasins do chaussures 4 

-3.7 1.4 -12.0 -14.5 -9.6 11.4 -6.9 Magasins do vôtements pour hoes 5 

0.6 -12.1 -6.2 -5.2 -2.5 11.1 -0.6 Magasins do vte.sn*s pour domes 6 

0.9 -2.0 -0.3 -4.5 -4.7 5.6 -1.2 Autres maqosins do vetements 7 

2.0 -0.5 2.6 4.2 8.3 24.1 9.1 liagasins do metdles at dappareils 8 
minagers 

3.5 10.6 6.5 8.4 12.4 27.9 13.1 Pbgasins daccessoiros da.eubleaent 9 

-0.6 . 0.a 3.1 3.2 1.9 3.5 2.9 Concassionnaires do véhicules 10 
automobiles at récréatifs 

-2.2 5.9 -5.9 -3.4 -7.9 -11.5 -7.3 Stations-service 11 

-1.0 0.2 -5.1 -2.2 -5.3 -2.8 -3.9 Piagasins do pieces at daccassoires 12 
pour automobiles at services 

1.8 -2.8 1.8 -0.1 2.1 4.9 2.1 Magasins do marchandises diversas 13 

-1.8 2.3 1.0 0.1 0.2 8.3 2.3 Autrosmagasins do produits 14 
sei-durables 

2.2 -3.7 3.5 4.4 3.4 6.5 4.4 Autres magasins do produits 15 
durablas 

-1.2 5.0 3.2 1.1 3.4 8.3 4.0 Autres megasins do vents au detail 16 - - 0.1 0.9 0.6 0.6 3.2 1.3 Total, ense.ble dos .agasins 17 

legion. 

-1.4 0.9 -1.0 0.1 -1.5 2.8 0.1 Torra-Pleuve 18 

-5.0 3.8 2.7 4.0 -0.2 10.2 4.1 fle-du-Prince-4douard 19 

-5.1 3.4 1.9 3.9 -3.7 6.8 2.1 Nouvlle-4cossa 20 

-1.2 2.8 -1.1 2.6 -1.2 1.6 0.5 Nouveau-Brunswick 21 

-1.5 0.8 0.8 -0.8 -0.6 4.6 1.0 Québec 22 

0.6 - - 1.9 1.1 1.4 2.5 1.7 Ontario 23 

1.0 0.3 -2.6 2.5 3.2 0.3 0.8 Manitoba 24 

-0.1 3.9 1.9 -1.9 0.8 1.1 Saskatchewan 25 

-1.5 • 	
-0.4 

1.5 -1.5 2.0 1.1 3.4 1.2 Alberta 26 

-1.5 0.2 2.2 0.4 3.3 1.5 Coloabie-Britanniqus 27 

0.7 3.0 0.1 5.0 3.1 5.7 3.4 Yukon 28 

-0.4 2.2 6.7 3.7 3.1 7.0 5.1 Territoires du Nord-Ouest 29 

0 TABLEAU 1 • Ventes au detail, désaisonnalisées, salon Is groups do coorce at Ia region 
(pCriodas courantes) 



270.6 

62.9 

502.9 

381.1 

3,902.3 

5,536.7 

511.8 

446.1 

1,562.3 

1,909.6 

13.3 

30.2 

252.3 

56.0 

461.5 

353.8 

3,431.9 

5,044.0 

480.9 

413.5 

1,509.7 

1,870.4 

12.4 

28.5 

237.4 

49.7 

398.1 

316.2 

3,005.4 

4,731.3 

448.5 

372.2 

1,332.8 

1,681.5 

10.7 

26.0 

234.2 

54.3 

424.5 

322.4 

3,098.3 

4,820.8 

459.3 

394.1 

12391.1  

1,705.1 

11.3 

25.0 
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TABLE 2. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 	 0 

Sales 

Ventas 

	

April 	March 	February 	January Year-to-date 

	

1992 	1992 	1992 	1992 	1992 
No. 	 Avril 	Mars 	Février 	Janvier 	Cuiipjlatif 

millions of dollars - millions do dollars 

Trade Group Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nosen'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 

3,589.9 

295.2 

837.5 

124.3 

116.7 

289.6 

288.0 

585.5 

172.0 

3,680.5 

1,057.7 

866.3 

1,640.6 

469.5 

357.4 

759.1 

15,129.8 

3,401.9 

263.7 

811.1 

100.5 

95.4 

252.1 

261.8 

578.2 

163.5 

3,285.4 

1,071.1 

771.8 

1,421.4 

410.8 

308.5 

717.8 

13,914.9 

3,430.5 

256.5 

790.8 

79.9 

81.6 

205.3 

211.4 

524.6 

146.8 

2,559.3 

1,032.2 

666.0 

1,271.0 

393.1 

299.6 

661.1 

12,609.8 

3,568.8 

262.0 

832.3 

96.6 

104.9 

216.6 

227.8 

551.3 

143.5 

2,506.3 

1,115.3 

731.5 

1,237.4 

384.1 

307.0 

655.0 

12,940.3 

Regions 

18 Nowfo.wdland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brt,isw ick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colia 

28 Yukon 

29 Northwest Territories 



N . 

Groups do ccrcs Canada 

Supermerchós dalimentation at ópic.ries 1 

bus les autres magasins dalimontation 2 

Pharmacies at magasins do módica.onts brsv.tés 3 

Magas ins do chaussures 4 

Magasins do vAteoonts pour homass S 

Magasins do vAtoments pour dames 6 

Autr.s magasins do vêt..ents 7 

Magasins do moubles at d'apparoils ménagors 8 

Magasins daccossoiros dameublemont 9 

Concassionnairos do vóhicules automobiles 10 
at récráatifs 

Stations-service 11 

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

Magasins do merchandises divorses 13 

Mitras ..gasins do produits sesi-durablos 14 

Autres eagasins do produits durables 15 

Autros nmgasins do vents au dá'cail 16 

Total, onseuble des megasins 	 17 

Regions 

Terre-Mauve 
	

18 

fle-du-Princ.-douard 
	

19 

Nouvalla4cosse 
	

20 

P4ouvaau-Brumswick 
	

21 

22 

Ontario 
	

23 

Manitoba 
	

24 

Saskatchewan 
	

25 

Alberta 
	

26 

Coloabio-Britwnique 
	

27 

Yukon 
	

28 

Torritoires du Nord-ost 
	

29 
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. TABLEAU 2. Ventes au detail, non -ddsasonnalsées, se3on is groups do coerce et is region 
(periodes courantes) 

- Change from previous year 

Variation par rapport A 1 • annéo prócIdento 

April March February January Year-to-date 
1992 1992 

I  
1992 1992 1992 

Avril Mars Février Janvior Cumulatif 

Per cant - pourcontago 

4.9 -6.8 8.1 3.7 2.2 

4.3 -12.1 0.3 6.2 -0.8 

9.4 5.3 7.7 10.2 8.2 

-5.5 -7.7 1.9 2.2 -2.9 

-12.1 -19.8 -1.9 11.2 -7.2 

-4.6 -10.2 2.6 8.2 -2.1 

0.8 -7.7 0.8 3.9 -0.9 

1.9 3.1 13.1 24.1 9.6 

6.0 7.6 16.0 27.1 13.0 

-0.8 7.5 3.1 3.3 3.1 

-5.7 -4.4 -4.5 -10.7 -6.5 

-6.2 -0.6 -2.5 -3.0 -3.2 

. 	 5.1 -3.0 7.5 4.9 3.4 

2.7 -1.5 4.8 9.0 3.5 

5.4 - - 7.3 5.4 4.5 

4.9 -3.4 9.5 12.6 5.3 

1.6 -1.4 5.0 4.0 2.1 

-1.0 -3.5 4.0 3.9 0.6 

4.8 1.8 3.9 11.4 5.3 

4.7 2.1 0.4 7.8 3.7 

0.9 0.7 2.7 3.4 1.8 

2.8 -3.4 3.0 4.9 1.7 

1.7 -2.0 6.6 3.1 2.2 

-0.6 0.1 7.6 2.3 2.1 

4.4 0.2 3.6 1.4 2.4 

-0.3 0.9 5.4 4.2 2.4 

• 	 -0.2 0.4 4.8 4.9 2.3 

2.7 5.4 6.0 5.9 4.9 

9.7 0.5 7.9 6.9 6.1 

0 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.ates) 

Sales 

Ventes 

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

Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 

millions of dollars - millions do dollars 

10,401.2 11,077.1 11,062.5 11,106.1 10,266.2 

782.3 935.7 899.2 941.9 802.5 

2,434.2 2,779.7 2,381.0 2,375.2 231259.5 

277.0 473.8 398.7 435.7 281.8 

282.0 593.7 380.4 442.2 296.7 

674.0 1067.4 905.8 936.5 680.9 

700.9 1,237.3 906.2 900.0 712.7 

1,654.0 2,224.9 1,947.2 1,770.9 1 3-468.8 

453.8 583.8 544.0 513.7 391.5 

8,350.9 8,493.8 9,735.7 11,497.0 7,962.9 

3,218.5 3,479.6 3,778.4 3,579.2 3,450.5 

2,169.3 2,832.0 2,656.2 2 1 908.8 2,213.4 

3029.8 69958.2 4053.2 4 3,944.1 3,827.5 

11188.0 1,786.7 1,472.7 1,573.1 1,144.6 

915.1 1,646.4 1,209.3 1,141.6 878.9 

2,033.9 2,954.4 2 3.638.8 2,481.6 1,928.4 

	

39,464.9 	49,224.6 	45,869.3 	47,547.6 	,566.9 

	

254.0 	257.1 	263.3 	261.0 	242.9 

56.6 66.6 55.9 56.6 55.1 

3.3 7.4 5.0 5.1 2.8 

2.1 6.6 4.1 4.5 2.6 

7.3 17.5 12.0 11.1 7.4 

10.7 27.7 16.6 16.2 11.5 

17.2 30.4 22.1 18.6 14.2 

3.7 7.6 6.1 5.2 4.6 

112.0 104.6 134.1 178.4 112.8 

84.9 90.7 95.3 85.8 81.9 

30.3 46.0 39.4 41.1 31.8 

89.1 189.0 135.5 127.1 99.5 

17.3 28.7 24.0 23.3 16.2 

8.2 17.7 11.8 11.3 7.8 

21.3 36.0 26.5 24.3 20.0 

723.9 941.3 860.0 877.6 715.1 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homon'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 

Newfoimdland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen ' s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and srvices 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

27 Total, all stores 



MM 

TABLEAU 3. Ventes au d6ta2l, nan-désaisonna1isos, solo,, Ia groups do commerce at la region 
(estimations tri.ostrislles) 

Group, do commerce 

N °  

. change from previous year 

Variation par rapport a lannie précód.nte 

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

Trimestra I Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 

Per cent - pourcentage 

1.3 1.8 1.9 3.3 2.e 

-2.5 -6.1 -12.0 -9.4 -9.6 

7.7 6.7 0.8 2.3 3.4 

-1.7 -14.7 -11.7 -7.9 -18.4 

-4.9 -21.4 -13.2 -13.1 -20.6 

-1.0 -0.9 -7.0 -8.9 -17.0 

-1.6 -7.7 -6.2 -4.5 -7.1 

12.6 -13.1 -7.4 -12.8 -22.8 

15.9 -19.4 -17.4 -24.9 -28.1 

4.9 -6.4 -5.2 -6.6 -20.7 

2.7 -4.2 -1.9 -1.4 -4.9 

-10.9 -14.5 -16.4 -14.7 . +1 -8.1 -9.4 -11.0 -17.6 

55 -2.6 -2.5 -3.8 -6.7 

2.3 -Sb -4.5 -4.9 -9.0 

4.6 4.2 3.0 4.3 6.4 

2.6 6.1 2.4 2.7 5.8 

18.7 12.4 0.2 1.8 0.8 

-20.8 -28.5 -9.5 0.2 -5.7 

-0.9 - - 1.6 -2.1 -13.9 

-7.1 -9.2 -11.2 -16.6 -19.6 

20.7 -4.4 -2.2 2.6 -21.0 

-19.1 -22.8 5.3 -2.0 -7.7 

-0.7 -17.4 -13.3 -8.8 -15.6 

3.6 -15.7 -17.6 -19.3 -6.4 

-4.7 -16.5 -11.2 -12.4 -11.7 

-10.5 0.7 1.2 0.8 -4.1 

6.5 -8.5 -10.0 -9.1 -2.9 

5.4 -7.5 -10.5 -8.1 -15.2 

• :;:; 

Canada 

Superivarchês dalimontation at ópiceri.s 1 

Tous los autres n,agasins d'alimen*a*ion 2 

Pharmacies at magasins do uédica.onts brevetIs 3 

Magasins do chaussuros 4 

Magasins do vêtemsnts pour hoiimes 5 

Magas ins do vêtemonts pour dames 6 

Autres magasins do vétements 7 

tiagasins do meubles at d'appareils ménagers 8 

Magasins daccassoires d'ameublement 9 

Concessionnaires do váhjcules automobiles 10 
at récróatifs 

Stations-service 11 

Magasins do piaces at daccossoires pour 12 
automobiles at services 

Magasins cia marchandis.s diverses 13 

Autres usagasins do produits semi-durable. 14 

Autros megasins do produits durable. 15 

Autres m.gasins cio vents au dótail 16 

Total, easmable des .agasina 17 

Terre-News 

SupermarchIs daliusMation at epicene. 1 

Tous 1.* autros magasins d'ali.sntation 2 

Pharmacies at magasins do uédica.ants brev.tCs 3 

Magas ins do chaussurss 4 

Magasins do vêLe.an*s pour hoes 5 

Magasins do vête.ents pour dames 6 

Autras m.gasins do vâtam.nts 7 

Magasina cia meublas at dappareils mánag.rs 8 

Magasins ci • accessoiro. d'amoublemant 9 

concessionnaires do vfr,iculas automobiles 10 
at rácráatifs 

Stations-service 11 

Magasins do pieces at daccessoires pour 12 
automobiles at services 

Magasins cio merchandises divers.. 13 

Autres nagasins do produits semi-durable. 14 

Autras magasins do produits durable. 15 

Autres magasins do vent, au dtail 16 

Total, snesubla 4.. .agasis 17 

	

-6.7 	-15.8 	-5.8 	-6.9 	2.4 

	

-2.0 	-13.1 	-14.8 	-12.0  
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TABLE 3. Reta.l Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates ) 

Sales 

Ventas 

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

Trimestre 1 Trimestre 4 Trimestro 3 Trimestre 2 Trimostre 1 

millions of dollars - millions do dollars 

12.8 14.6 12.9 11.7 10.3 

0.6 1.3 1.0 1.0 0.5 

1.7 3.7 3.8 2.4 1.5 

5.6 7.1 7.0 6.4 4.5 

1.3 2.1 1.6 1.7 1.3 

28.6 29.5 36.3 44.6 26.8 

17.9 18.8 20.2 17.3 15.6 

14.2 31.3 22.3 20.1 16.8 

4.1 6.4 8.2 6.6 4.4 

1.8 4.9 3.4 2.8 1.8 

9.4 11.4 14.0 9.8 7.3 

160.0 204.7 205.0 198.1 151.6 

399.3 414.1 418.8 406.2 375.2 

88.0 101.3 81.4 80.0 76.5 

6.2 11.2 8.8 9.3 6.6 

5.8 15.2 8.1 9.0 5.9 

18.8 39.1 27.5 27.4 20.0 

15.7 29.6 19.3 17.9 15.7 

37.4 55.6 42.9 38.6 38.3 

8.0 11.6 10.0 9.4 7.6 

245.7 206.8 270.3 335.9 212.2 

147.9 168.4 184.0 179.3 170.9 

47.3 65.7 61.0 69.7 49.8 

118.6 251.7 163.4 160.6 124.9 

32.0 52.3 43.5 41.9 30.7 

24.1 67.7 27.3 26.4 21.2 

73.6 102.3 104.9 93.7 70.1 

1,284.0 1,591.5 1,492.4 1,524.6 1,242.4 

Trade Group 

No. 

Prince Edward Island 

1 Supernorkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasolin, service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 
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 Homen's clothing stores 

7 Other clothing stores 

8 Household furnitur, and applianc, stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Per cent - pourcentago 

24.7 35.3 28.7 22.1 14.6 

20.0 -2.6 7.4 -0.6 -18.6 

10.9 -23.7 -1.4 -8.7  

24.9 -12.9 13.1 2.2 1.3 

-3.7 -4.3 -11.0 0.5 -25.6 

6.9 -24.1 -17.3 -21.5 -30.8 

14.3 28.6 22.9 23.3 40.0 

-15.9 -18.9 -19.2 -22.4 -23.4 

-8.0 -24.4 -21.8 -17.8 -14.1 

-0.9 -13.8 -22.2 -16.2 -23.1 

29.0 4.6 2.5 -6.6 -2.8 
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fl 
TABLEAU 3. Ventes au detail, non-désaisonnalisées, salon la graupe de coerca at Ia region 

(estimations trimestrielles) 

change from previous year 

Variation par rapport a l'année prcédenta 
Quarter I Quarter 4 Quarter 3 Quarter 2 Quarter 1 

1992 	1991 	1991 	1991 	1991 
Trimastre I Trimestre 4 Trimestre 3 Trimestre 2 Trimestro 1 

Groupa do couuierca 

N o 

S 

	

5.5 	.47 	-5.5 	-7.7 	-9.2 

	

6.4 	9.7 	5.4 	9.5 	14.2 

3.3 	 .78 	-4.4 	.47 	.64 

Tle-du.Prince-douard 

Supsrmarchás d'alimentation at ápic.ries 1 

Tous los autres magasins dalimentation 2 

Pharmacies at magasins do nédicamonts brevetIs 3 

lagos ins do chaussures 4 

Magas ins do vêtements pour homees 5 

lagas ins do vêt.monts pour dames 6 

Au*res magasins do vêtemonts 7 

Magasins do maubles at d'appareils managers 8 

Magasins d'accesso ires d • ameubloment 9 

Concessionnair.s do vjculos automobiles 10 
at récreat ifs 

Stations-service 11 

Ilagasins de pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autras magmains do produits sami-durablas 14 

Autres eagasins do produits durables 15 

Autres megas ins do vento au dItail 16 

Total, ens.sbls dma .agasanm 17 

Nouvelle- cossa 

Si.ermarchás dalimentation at ópicaries 1 

bus las autras mogasins dalimentation 2 

Pharmacies at magasins do .ódicamsnts bravatis 3 

Pbgas ins do obaussuras 6 

Magma ins do vêtoments pour ho.ss 5 

Magasins do vêtamsnts pour ds 6 

Autres magma ins do vêtamsnts 7 

Magasins do moubles at dappareils mInagers 8 

Magasins daccessoiras d'amoubleaont 9 

Concassio,viair.s do véhiculas automobiles 10 
at ricróat ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autras magasins do produits sei.i-durablos 14 

Autras imagasins do produits durables 15 

Autras magasins do yenta au dtail 16 

Total, .nsbla des .agasins 17 

15.0 -6.6 -8.7 -7.1 -8.1 

-5.3 -9.4 -10.6 -11.3 -18.6 

-1.7 -20.4 -10.0 -19.6 -30.7 

-6.2 -3.2 0.5 -2.2 -16.7 

0.5 -16.7 -16.1 -15.1 -14.0 

-2.3 -25.6 -16.6 -22.6 -20.4 

5.8 -17.8 -11.7 -16.5 -24.5 

15.8 -21.8 -9.1 -15.4 -29.5 

-13.5 2.1 13.2 13.0 30.7 

-5.0 -17.7 -18.2 -15.3 -20.9 

-5.0 -13.9 -15.2 -14.1 -16.8 

4.6 -6.0 -10.7 -5.0 -8.7 

13.7 -7.7 -10.7 -6.4 -11.5 

51 -6.1 -3.0 5.0 -6.5 
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TABLE 3. Retail Sales, Not Seasonally Adpusted, by Trade Group and by Regaon (Quarterly 
Estimates) 

Sales 

Ventes 

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

Trimestre 1 Trimostre 4 Trimestre 3 Trimestre 2 Trimestre 1 

millions of dollars - millions de dollars 

303.3 321.5 317.8 324.3 308.7 

65.8 73.5 67.8 72.2 70.6 

4.2 8.4 6.3 7.0 4.3 

5.7 16.2 9.0 8.6 5.5 

14.7 29.1 20.0 20.6 14.0 

11.8 25.3 16.8 15.4 11.5 

6.3 9.1 8.3 8.6 5.9 

220.8 207.2 249.0 304.7 190.0 

81.2 93.4 104.9 92.7 91.0 

51.2 74.0 70.6 80.1 56.4 

95.9 189.4 132.2 127.1 96.9 

27.7 39.1 30.7 33.1 21.1 

15.6 30.2 20.0 19.9 14.4 

43.8 62.3 61.7 56.6 43.0 

992.4 1,242.3 1,165.3 1,216.8 971.0 

2,843.1 3,125.4 3005.1 3,110.0 2,864.5 

625.0 718.2 611.0 608.4 573.9 

88.5 178.3 143.3 162.8 87.9 

69.8 146.4 99.5 127.7 73.5 

169.9 287.5 236.1 249.4 166.0 

213.7 368.5 294.4 315.0 224.6 

372.7 516.1 488.1 447.9 316.1 

109.9 147.1 152.8 152.4 94.0 

1,986.7 2,012.7 2,560.5 3070.4 1,909.7 

722.9 783.7 842.1 808.1 808.7 

729.7 1,276.5 957.6 984.2 719.7 

263.2 368.9 332.5 346.7 262.9 

162.9 270.9 223.1 227.6 171.8 

366.3 553.1 433.8 444.4 327.3 

9,535.5 11,821.8 11,451.3 12,1.53.7 9,423.5 

Trade Group 

No. 

Now BrunswicK 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIen's clothing stores 

6 I4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and serv ices 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 l4oen'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 

27 Total, all stores 
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TABLEAU 3 • Ventes au dêta1. non -désaisonnalisdes, salon Is groups do coerce at In region 
(asti.ations trñaestr5el2es) 

Groupe do commerce 

N. 

Change from previous year 

Variation par rapport a i' anne. prócódente 

Quarter 1 Quarter 41 Quarter 3 Quarter 2 Quarter 1 
1992 	1991 	1991 	1991 	1991 

Trimestre 1 Trimestre 4 Trimestro 3 Trimestre 2 Trimestre 1 

Per cent - pourcentago 

-1.7 	-3.8 	3.6 	7.9 	14.0 

-6.7 	-4.2 	1.8 	8.6 	8.7 

-2.8 	-6.4 	-9.9 	-8.7 	-16.4 

3.0 	-2.2 	-0.8 	-15.5 	-22.7 

4.9 	1.0 	-3.3 	-1.2 	-16.3 

2.7 	-5.9 	-11.5 	-12.8 	-22.7 

6.5 	-19.0 	-6.9 	-4.8 	-20.4 

16.2 	-2.0 	-0.6 	-2.9 	-17.6 

. 

-10.8 -13.6 -4.7 -2.3 5.3 

-9.3 -10.4 -7.8 1.4 -2.3 

-1.0 -10.1 -11.7 -10.4 -14.5 

31.2 -0.9 -11.9 -8.6 -15.1 

8.2 -7.2 -6.8 -11.8 -20.8 

2.0 -4.9 -4.5 -7.1 -0.6 

Nouveau -Brunsaick 

S.rmarchis dali.entation at epicorios 1 

Tous leo autres megasins dalimentation 2 

Pharmacies at magasins do módicaaents brevutCs 3 

Hagasins do chaussuras 4 

Magasins do vêtements pour hoones S 

Magasins do vôtemenks pour dames 6 

Autres puagasins do vôtements 7 

Magasins do eeublos at dappareils ménagers 8 

liagas ins d • accessoiros d • ameublement 9 

Concossionnairos do vehicules automobiles 10 
at rócróat ifs 

Stat ions-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magasins do produits somi-durablos 14 

Autros magasins do produits durablos 15 

Autres magas ins do vents au detail 16 

2.2 	-6.0 	-3.1 	-1.9 	-4.1 Total, enseubla dec .agasins 	 17 

Québec 

. 

-0.7 	2.9 	4.0 	5.5 	 3.0 Supermarchés dalimen*ation at épicorios 1 

Tous los autr.s imegas ins d • alimentat ion 2 

Pharmacies at megeains do ioódicnts brevetCs 3 

Plagas ins do chaussur.s 4 

Magas ins do vé*e.en*s pour hos 5 

M.gasins do vâto.ents pour ds 6 

Autras magasins do vStoments 7 

tiagasins do me,âlos at dapparoils u,énagsrs 8 

Piagasins daccassoires dameublement 9 

Concossionnaires do véhicules automobiles 10 
at récréa* ifs 

Stations-servic. 11 

liagasins do pièces at daccassoires pour 12 
automobiles at services 

tiagasins do marchandises diverse. 13 

Autros umegasins do produits s..i-dur.bl.s 14 

Autr.s magasins do produits durable. 15 

Autr.s megasins do vente au detail 16 

Total, eneambis des oagasins 17 

8.9 17.0 8.6 9.7 9.5 

0.7 -15.8 -11.0 -6.1 -21.8 

-5.0 -19.9 -11.0 -15.4 -23.3 

2.3 -1.7 -12.3 -17.2 -24.7 

-4.8 -12.1 -9.4 -6.6 -9.0 

17.9 -12.3 -5.8 -18.2 -34.7 

16.9 -14.0 -8.7 -20.3 -30.2 

4.0 2.3 2.8 -0.2 -15.0 

-10.6 -22.8 -13.9 -16.8 -3.1 

1.4 -6.1 -3.9 -2.0 -6.9 

0.1 -18.8 -17.5 -20.0 -17.7' 

-5.2 -18.9 -15.7 -13.5 -17.9 

119 -2.8 -8.1 -11.8 -14.7 

1.2 -5.5 -4.1 -4.7 -9.2 
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TABLE 3.. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates ) 

Sales 

Vontes 

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

Trimestro 1 Trimostre 4 Trjmestre 3 Trimestra 2 Trimestre 1 

millions of dollars - millions do dollars 

3,426.6 3,630.4 3,641.0 3,703.4 3,428.8 

947.8 12058.0 913.2 920.2 883.6 

100.0 164.1 143.8 157.0 110.3 

114.5 241.5 155.3 176.8 121.9 

255.6 462.1 342.8 367.0 262.1 

230.3 435.1 294.8 284.0 234.4 

681.1 875.2 787.8 719.6 621.4 

178.8 235.8 214.9 193.4 161.7 

31152.9 3,353.6 3,528.1 4080.3 2,935.4 

1 1 158.6 1,197.8 1,308.7 1,265.5 1,214.3 

837.1 1,090.1 1,000.3 1,092.1 855.6 

1,438.9 2,639.2 1,813.3 1,817.1 1,387.1 

456.2 720.3 539.0 601.5 452.5 

376.3 715.7 505.7 455.1 358.8 

901.8 1,351.1 1,241.7 1,145.2 874.4 

	

14,596.1 	18,570.1 	16,825.0 	17,504.8 	14,259.7 

	

412.7 	434.2 	419.0 	433.2 	404.0 

7.3 12.4 9.5 10.8 7.1 

9.6 21.7 12.6 15.6 10.5 

26.6 45.8 34.0 34.6 28.2 

25.1 42.8 31.4 32.4 25.0 

47.2 64.4 52.4 45.1 38.8 

9.2 12.7 12.2 11.6 9.0 

285.1 287.4 321.2 370.4 266.2 

139.2 158.5 169.5 157.0 

62.4 84.6 82.3 92.2 

167.0 288.7 203.2 210.2 

33.3 53.5 42.8 53.1 

31.9 53.9 38.8 36.4 

52.6 77.5 58.8 60.0 

1,388.6 	1,727.4 	1,543.7 	1,639.4 

Trade Group 

No. 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIens clothing stores 

6 Nome&s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 Women • s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Autootivo parts, accessories and srvicas 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durabl, goods stores 

16 Other retail stores 

17 Total, all stores 

148. 0 

61.8 

161.7 

33.0 

29.4 

50.7 

1,346.2 



7.3 4.6 -2.1 1.1 5.5 

-9.3 -18.1 -14.4 -9.8 -14.2 

-6.0 -20.8 -12.8 -10.8 -17.5 

-2.5 -3.2 -9.6 -9.9 -21.1 

-1.8 -6.1 -5.8 -5.2 -9.1 

9.6 -15.9 -6.4 -10.5 -19.3 

10.6 -26.8 -24.2 -33.0 -27.8 

7.4 -5.0 -4.7 -9.1 -26.0 

-4.6 -15.7 -3.8 -3.3 3.6 

-2.2 -12.3 -15.6 -14.0 -18.8 

3.7 -2.9 -1.9 -1.7 -6.5 

0.8 -14.5 -23.3 -25.2 -20.5 

4.9 -6.8 -9.2 -15.3 -22.4 

3.1 -3.6 -1.1 -1.1 -4.8 

2.4 -6.5 -5.8 -6.4 -11.7 

2.1 	0.7 	-7.4 	-8.1 	-3.0 

3.6 -13.3 -15.2 -16.1 -22.3 

-8.3 -19.0 -8.9 -5.7 -15.9 

-5.7 - - -4.1 -7.2 -2.0 

0.3 -2.8 7.6 9.0 2.6 

21.6 -4.4 -0.5 -8.5 -18.1 

2.5 -4.1 -6.3 -10.8 -17.7 

7.1 -9.0 -11.5 -5.0 -13.8 

-6.0 -9.2 4.7 0.3 5.9 

0.9 -11.7 -7.9 -4.1 -13.4 

3.3 -5.9 -1.1 0.5 -1.4 

0.7 -13.2 -10.7 -8.9 -8.3 

8.8 -13.5 -12.9 -15.5 -19.0 

3.7 0.4 -2.3 -3.7 -3.3 

-4.6 -5.1 -4.4 -5.4 
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TABLEAU 3 • Ventes au detail, non-désaisonnalisées, solon 10 groupo do r.rce at la region 
(estimations trisestriollos) 

. Change from previous year 

Variation par rapport è l'annóa précédonto 

Quarter 11 Quarter 4 Quarter 3 Quarter 21 Quarter 1 
1992 	1991 	1991 	1991 	1991 

Trimostro 1 Triniestra 4 Trimestre 3 Trimostre 2 Trimostro 1 

Groups do coorc. 

N' 

Per cant - pourcent ago 

-0.1 	-2.5 	-2.3 	0.5 	-1.0 

Ontario 

Supermarchés d'alimontation at épic.rios 1 

bus los autres magasins d'alimentation 2 

Pharmacies at magasins do médicamonks brevotés 3 

Magas ins do chaussures 4 

Magasins do vêtemonLs pour hommes 5 

Magasins do vête.ents pour dames 6 

Autres magas ins do vê*emen*s 7 

Magasins do meublos at d'apparoils ménagers 8 

Magasins d'accessoires d'ameublo.en* 9 

Concessionnairos do vélticules automobiles 10 
at récréakifs 

Stat ions-sorv ice 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divers.s 13 

Autres magasins do produits somi-durablos 14 

Autros magasins do produits durables 15 

Autres magasins do vonte mu detail 16 

Total, ensambl• dam .agasins 17 

Namiba 

Supermarchés d'ali.ontakion at Ipic.ri.s 1 

Tous lea autres magasins dalimontation 2 

Pharmecies at magasins do médicnts brovotés 3 

Magma ins do chaussuras 4 

Pbgas ins do vêto.onts pour homes. 5 

Magasins do vêtomonts pour dames 6 

Autras magasins do vôtaments 7 

Magasins do moubles at dappareils .ónag.rs 8 

Magasins daccessoires dametâlomsnt 9 

Concsssionnaires do vIhicules automobiles 10 
at rócréat ifs 

Stations-service 11 

Plagasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divers.. 13 

Autres magasins do produits soni-durablos 14 

Au*r.s mogasins do produits durable. 15 

Autr.s mogasins do vents mu detail 16 

Total, ens10 dam .agasIns 17 
. 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiates) 

Sales 

Ventes 

Quarter 11 Quarter 4 Quarter 3 Quarter 2 Quarter 1 

	

1992 	1991 	1991 	1991 	1991 
Trimestre I Trimestre 4 Trimastre 3 Trimestre 2 ITImestre 1 

millions of dollars - millions de dollars 

	

305.9 	329.8 	324.9 	333.5 	312.9 

	

72.0 	75.5 	65.3 	64.1 	63.8 

	

6.6 	9.2 	7.7 	8.7 	6.2 

	

7.2 	15.7 	9.2 	10.3 	8.2 

	

21.1 	33.5 	25.6 	26.8 	19.7 

	

22.2 	34.9 	24.6 	25.1 	23.6 

	

32.3 	44.3 	34.3 	30.9 	30.7 

	

12.8 	12.7 	10.1 	 10.5 	7.8 

	

242.0 	254.0 	275.3 	301.1 	237.3 

	

119.3 	134.1 	148.1 	132.3 	121.6 

	

70.6 	88.6 	88.9 	95.0 	68.2 

141.7 236.7 160.9 164.4 133.0 

36.4 52.3 42.4 50.9 36.3 

26.5 50.2 34.4 34.1 26.0 

49.4 68.3 62.3 59.6 52.0 

1,179.8 1,455.8 1,328.2 1,363.2 1,161.0 

1,049.1 11069.2 1069.5 1,075.3 968.8 

230.4 265.9 230.0 226.3 216.1 

23.8 33.6 29.8 30.8 23.5 

34.0 67.1 41.2 46.1 36.0 

71.5 113.7 96.3 92.6 79.3 

75.3 121.3 91.3 90.0 74.3 

188.8 253.4 212.9 201.3 179.9 

44.8 52.5 44.4 43.4 35.7 

874.1 879.4 1,007.5 11158.0 881.3 

321.1 336.4 360.7 329.3 310.8 

238.8 291.7 293.2 304.7 233.6 

556.4 877.5 664.1 663.3 552.0 

146.7 214.9 190.0 205.5 129.6 

115.7 196.8 139.3 139.9 110.0 

218.0 293.8 268.5 256.4 209.7 

4,233.6 5,131.1 4,803.2 4,920.9 4,094.6 

Trade Croup 

No 

Saskatchewan 

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 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 

Alberta 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 Men's clothing stores 

6 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 

IS Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Per cant - pourcentago 

-2.2 	 6.6 	 8.7 	12.2 	12.5 

12.9 -7.6 -5.9 -8.4 -7.8 

5.5 -6.3 -8.9 -2.1 -10.1 

-12.1 -39.5 -38.3 -35.9 -34.6 

6.9 7.4 6.4 8.8 -0.7 

-6.0 -21.7 -16.3 -19.8 -19.8 

5.5 -11.7 -12.2 -12.1 -14.7 

64.1 -0.7 -5.8 -15.8 -30.5 

2.0 -17.5 -20.8 -15.8 -10.1 

-1.9 0.4 6.3 -4.0 2.3 

3.6 -15.4 -21.2 -19.3 -26.5, 

6.5 -4.5 -8.3 -7.1 

0.1 -12.1 -9.1 -6.3 -11.5 

2.0 -8.5 -8.9 -10.1 -15.7 

-5.0 -0.5 -5.9 -1.9 5.9 

6.6 -1.6 -4.0 -3.6 -3.9' 

1.5 -10.9 -9.2 -6.9 -16.0 

-5.5 -23.6 -16.5 -12.9 -17.5 

-9.8 1.4 1.1 -2.2 -2.1 

1.3 -1.3 1.4 6.8 5.2 

5.0 -19.4 -22.3 -14.7 -17.1 

25.4 -17.5 -23.9 -22.4 -28.4 

-0.8 -12.5 -10.6 -12.0 -19.9 

3.3 -17.5 -5.1 -4.6 -1.8 

2.2 -15.2 -13.7 -12.3 -12.2 

0.8 -6.0 1.4 3.2 2.8 

13.1 4.8 6.5 10.0 -3.3 

5.2 -7.5 -13.8 -5.2 -11.0 

4.0 -5.9 -2.7 -3.3 -6.1 
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TA8LEAU 3. Vontos au d6ta2l, nan-désaisonnalisées, solon Is group, do ocorce at l.a réqáon 
(estimations traestrialles) 

S change from previous year 

Variation par rapport a l'annia prcécIente 

Quarter 11 Quarter 4 Quarter 3 Quartor 2 Quarter 1 
1992 	1991 	1991 	1991 	1991 

Trimestre 1 Tri.sstre 4 Trimestre 3 Trimestre 2 Trimustre 1 

Groupe d. comeerce 

m e 

S 

S 

	

1.6 	-7.1 	-8.0 	-6.6 	-4.7 

	

8.3 	6.5 	5.9 	4.1 	4.4 

3.4 	-6.4 	-4.2 	-4.1 	-6.8 

Saskatchewan 

Sarmarchés d'alimen*a*ion at ipicaries 1 

Tous lea autres magasins d'alimonta*ion 2 

Pharmacies at magasins do médiciuents brevetés 3 

Magas ins do chaussures 4 

Magas ins do vêtements pour homoes 5 

Magasins do vêtem.n*s pour dames 6 

Autres magasins do vôtoin.nts 7 

Magas ins do meubles at d • appar.ils ueénagers 8 

Magasins daccassoires dameublement 9 

Concessionnair.s do véhicules automobiles 10 
at récrdot ifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises div.rsma 13 

Autries magasins de produits se.i-durabl.s 14 

Autres magasins do produits durables 15 

Autras .megasins do vento au dátail 16 

Total, ensemble des .agasins 17 

Alberta 

Stç.rmarchás d'ali.entation at ápiceries 1 

Tous las autrea ..gasins dali.sntation 2 

Pharmacies at magasins do módicaments br.vet6s 3 

Magas ins do chaussures 4 

Magasins do vitements pour hoes S 

Magasins do vôtements pour dames 6 

Autres umegasins do vêtemsMs 7 

Magasins do meubles at d'appar.ils ménagers 8 

Magasins daccessoire. dameuâleisent 9 

Concessionnairas do véhiculos automobiles 10 
at ricrIatifs 

Stations-service 11 

Magasins do pièces at daccossoires pour 12 
automobiles at services 

Magasins cio merchandises diverses 13 

Autres .agasins cio produits semi-durablos 14 

Autres megasins cio produits durables 15 

Autres magasins cdo vento au dátail 16 

Total, ensemble dos .agaslns 17 



TABLE 3. Retail Sales, Nat Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates I 

Sales 

Ventes 

Quarter 11 Quarter 41 Quarter 3 Quarter 2 Quarter 1 
1992 1991 1991 1991 1991 

Trimestre 1 Trimestre 4 Trimestro 3 Trimestre 2 Trimestre 1 

millions of dollars - millions do dollars 

1,336.4 1,418.9 1,422.4 1,381.9 1,294.2 

265.4 324.8 275.0 267.4 244.E 

36.0 47.2 42.9 42.4 32.3 

32.2 60.9 39.7 41.7 31.3 

85.4 133.3 105.4 101.2 80.9 

93.4 147.0 112.4 100.8 90.0 

235.6 322.4 259.1 226.4 193.9 

78.2 91.2 82.4 76.9 63.1 

12188.2 1 3-142.9 1,334.5 1,530.4 1,175.0 

418.1 489.6 534.7 503.3 480.2 

247.8 293.6 296.9 301.6 273.1 

541.9 927.2 659.4 628.1 501.9 

167.2 244.3 213.3 204.8 153.7 

149.4 254.3 202.1 185.0 135.7 

291.0 387.2 357.7 322.5 267.2 

5,257.0 6,396.7 6,036.1 6 1011.3 5,093.3 

22.3 24.0 27.2 25.4 20.1 

0.8 1.3 1.2 1.2 0.8 

2.7 3.5 3.0 2.1 2.0 

14.9 15.6 18.9 22.7 16.2 

36.3 51.1 41.5 42.0 34.1 

4.1 5.9 6.3 5.7 4.1 

2.7 4.0 3.4 3.2 2.1 

6.7 9.3 8.8 8.9 7.0 

114.0 142.0 139.0 137.1 108.4 

Trade Group 

No. 

British Colmebia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIon'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 vehiclo 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandis. stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Northwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Moeans 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 



Change fr-a. previous year 

Variation par rapport è 1' année prócódonto 

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

Trimestre 1 Trimestro 4 Trim.stre 3 Trimestre 2 Trimestre 1 

Per cent - pourcentage 
3.3 5.9 5.2 4.6 4.6 

8.6 8.0 -0.2 -1.6 -6.3 

11.2 -9.2 -8.4 -7.6 -25.8 

2.8 -22.3 -12.3 -10.2 -19.8 

5.5 5.8 2.4 5.0 -3.4 

3.7 -0.7 -1.5 1.9 3.8 

21.5 - - 2.9 -4.3 -17.4 

23.9 -11.3 -14.9 -18.8 -28.9 

1.1 -11.2 -9.0 -3.3 -17.9 

-12.9 -14.8 -6.8 -6.7 3.3 

-9.3 -10.7 -10.1 -12.6 -12.3 

fl 

8.0 0.6 5.4 3.3 0.5 

8.8 1.4 -1.2 -8.1 -2.0 

S 	10.1 3.6 3.0 0.6 -8.9 

8.9 4.6 1.0 -3.6 -7.3 

Grot.o do corce 

N' 

Co1.o.bi.-Britannique 

Supermarchés dali.antation at epicene. 1 

Tous los autros magasins d'ali.entation 2 

Pharmacies at magasins de médicaments brev.tCs 3 

Magasins do chaussures 4 

Magas ins do vCtements pour homees 5 

Magasins do vCtoments pour dames 6 

Autres magasins do vêtements 7 

tiagasins do meubles at d 1 appareils ménagers 8 

Magasins daccessoiras d'ameuble.ent 9 

Concessionnair.s do véhicules automobiles 10 
at nicreat ifs 

Stations-service 11 

Magasins de pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diverse. 13 

Autras segasins do produits semi-durable. 14 

Autres magasins do produits durables 15 

Autres magasins do yenta au detail 16 
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TABLEAU 3 • Vontes au déta]i, non -dAsaiscnnalis&ea, sa1n Is groups do oa.rce at Ia reggon 
(estiations tr,aastrielles) 

3.2 -1.9 -1,3 -1.4 

11.2 -3.4 4.6 2.2 

0.3 6.5 7.4 63.1 

35.7 2.5 -6.2 -26.2 

-8.0 -32.3 -17.8 -5.6 

6.5 1.8 - - -3.5 

-1.5 -18.2 -11.9 -18.4 

28.6 4.7 -2.5 1.4 

• ;::..  .. 

-6.4 Total, ensbls doe ..gasins 	 17 

Yukon at Torritoires du tiord-Ouset 

Supermarchás dalimentation at ápicaries I 

Tous las autres magasins dalimentation 2 

Pharmacies at megasins do médicamants bravetCs 3 

Magas ins do chaussures 4 

Pbgasins do vête.ents pour hog... 5 

Magasins do vôte.ents pour ds 6 

Autros mogasins do vôte.ents 7 

Pbgasin. do .eubl.s at dappar.ile managers 8 

Magas ins d • accessoires d • a.aub lament 9 

Concessionnairos do váhicul.s automobiles 10 
at récréatifs 

Stations-service 11 

Magasint do pièces at daccessoiros pour 12 
automobiles at services 

Magas ins do merchandises diverse. 13 

Autres magasins do produits semi-durable. 14 

Autres imegasins do produits durables 15 

Autros magasins do vents au detail 16 

Total, ensemble doe megasins 17 

-4 • 3 

58.6 

-34.7 

-22.9 

-7.3 

-14.4 

1.7 

5.3 

-10.9 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esta..ates) 

Sales 

Ventes 

Quarter 11 Quarter 4 Quarter 3 Quarter 2 Quarter 1 

	

1 
992 
	1991 	1991 	1991 	1991 

Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 Trimestro I 

millions of dollars - millions do dollars 

	

8.3 	8.6 	11.1 	10.1 	 75 

	

x 	 X 	 x 

	

x 	 x 	 x 	 x 

	

x 	x 	x 	x 

	

X 	 X 	 X 	 X 

	

0.3 	0.4 	0.4 	0.4 	0.2 

	

x 	x 	x 	x 

	

0.6 	1.1 	1.0 	0.6 	0.4 

	

x 	x 	x 	x 

	

6.3 	7.1 	7.9 	10.8 	6.8 

	

x 	x 	x 	x 	x 

	

1.6 	2.6 	3.1 	2.5 	1.9 

	

x 	x 	x 	x 	x 

	

34.4 	44.5 	47.8 	45.3 	32.5 

14.0 15.5 16.1 15.2 12.6 

x x X X X 

x x x x x 

x x x 

x x x x x 

0.5 0.9 0.8 0.8 0.6 

x x x x x 

2.0 2.3 2.0 1.5 1.5 

x x x x x 

8.5 8.5 11.0 12.0 9.3 

3.2 2.9 2.9 2.7 3.1 

x x x x x 

2.4 3.3 3.1 3.2 2.2 

1.4 2.0 1.4 1.6 1.4 

X X X x X 

79.6 97.5 91.3 91.8 75.9 

Trade Group 

No. 

Yukon 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homon's clothing stores 

7 Other clothing stores 

8 Household furnitur, and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthres 

Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Moaen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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S 
TABLEAU 3. Ventes au detail, non -dCsaisonnalisées, salon Is groupe do corce at la region 

(estivations trivastriellas) 

Change from previous year 

Variation par rapport a l'année précédente 

Quarter 11 Quarter 4 Quarter 3 Quarter 2 Quarter 1 
1992 	1991 	1991 	1991 	1991 

Trimostre I Trimestre 4 Trimostre 3 Trimostro 2 Trimestra 1 

Per cent - pourcontage 

Groups do comoerca 

N o  

Yukon 

Supermarchés d'alimontation at épiceries 	1 

bus los autres magasins d'alimentation 	2 

Pharmacies at magasins do u.édicaments brevatés 3 

. 

. 

11.0 	-10.1 	7.6 	8.4 	-2.4 

x x x x x 

x x x x X 

X X x X 

x x x x x 

27.5 x x x x 

x x x x x 

44.5 34 7.3 -39.5 -56.0 

X X x x X 

-7.1 -24.1 -25.7 -13.4 -23.1 

x 	x x x x 

-13.1 	-22.3 -3.7 -8.7 -5.9 

x 	 X x x x 

5.7 	-10.2 -7.3 -7.8 -1.5.7 

11.4 0.8 2.7 -1.6 -5.4 

x x x x x 

X X X 

x x x x x 

x x x x x 

-11.2 x x x x 

x x x x x 

33.1 2.1 -11.5 -19.2 -23.8 

X X X X 

-8.7 -37.9 -11.0 2.6 -22.7 

1.2 -19.1 -23.8 -19.3 -10.8 

x 	x x x 

8.2 	-14.8 -18.9 -24.8 -20.5 

5.5 	-16.5 -22.6 -7.5 5.2 

x 	x x x x 

Magas ins do chaussures 4 

Magas ins do vétements pour hojumies 5 

Maqasins do vêtements pour dames 6 

Autres uwagasins do vôte.ents 7 

Magas ins do neubles at d appare lie ménagars 8 

Magasins daccessoires da..ubleaent 9 

Concessionnair.s do véhiculas automobiles 10 
at récréatifs 

Stations-service 11 

Ifagasins do piacas at daccassoiras pour 12 
automobiles at services 

Magasins do merchandises div.rs.s 13 

Autras ullagasins cia produits saui-durabl.s 14 

Autres magasins do produ its durabios 15 

Autres magas ins do vents au detail 16 

Total, ans1e des magasins 17 

T.rritor.s du tlord-Ouest 

Supormarchés dalimentation at epicene. 1 

Tous los autres magasins d'alimentation 2 

Pharmacies at mogasins do médicaments brevatés 3 

Magas ins do chaussures 4 

Ilagasins do vetauonts pour homess 5 

Pfagasins cio vAtemonts pour dames 6 

Autr.s megas ins do vétem.nts 7 

Magasins do meublas at dappareils ménagors 8 

Magasins daccessoiros da.etóleeent 9 

Concessiorviairos do véhicul.. suto.objI.s 10 
at récréatifs 

Stations-service 11 

Magasins do piicas at daccessoir.s pour 12 
automobiles at services 

fagasins do merchandises divarsas 13 

Autres megasins do produits se.i-durabl.s 14 

Autres magasins do produits durabios 15 

Autres mag.sins do vents au detail 16 

4.8 	-6.6 	 -.1 	-3.8 	 -8.8 Total, ense.ble des .agasJs 	 17 
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TABLE 4. Retail Trade Sa.ple Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction de réponse 

	

April 	 March 	February 	 January 

	

1992 	1992 	1992 	1992 

	

Avril 	 Mars 	 Février 	 Janvier 

Per cent - pourcentage 

Trade Group - Canada 

No. 

I Superisarkets 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 
dealors 

11 Gasolin, service stations 

12 Autouotive parts, accessories and services 

13 General merchandise stores 

14 Other sa.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthres 

95.5 95.0 95.6 96.0 

92.9 93.7 93.4 95.3 

92.0 92.7 96.5 96.2 

78.0 89.4 93.1 98.4 

91.9 92.6 91.9 93.4 

94.0 94.3 93.4 93.4 

96.3 96.5 95.9 95.2 

93.0 96.2 95.5 95.3 

95.1 92.8 95.2 93.7 

95.0 95.8 95.2 93.8 

94.2 95.9 95.3 96.0 

94.8 95.5 95.0 95.2 

99.5 99.5 99.5 99.2 

95.6 95.5 96.4 95.8 

87.9 88.1 91.4 95.3 

96.8 97.9 98.3 97.7 

95.0 95.6 95.9 95.8 

96.3 97.2 95.5 94.5 

94.3 94.5 94.9 92.2 

96.0 96.1 96.0 97.1 

94.6 95.1 94.9 95.1 

96.3 97.9 97.2 96.9 

94.0 93.8 95.1 94.9 

96.0 97.3 96.5 96.9 

95.3 96.5 97.7 96.2 

92.9 94.1 94.1 94.8 

96.6 96.7 96.8 97.0 

86.5 87.4 88.0 93.7 

96.2 95.4 95.7 94.9 

Regions 

18 Newfo4.ridland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coltathia 

28 Yukon 

29 Northwest Territories 



N °  

Groups do cemesres - Canada 

Supormarchás d'alimon*a*ion at épic.ries 1 

Tous los autros magasins d'alimon*ation 2 

Pharmeci.s at magasins do méciica.ents brevetés 3 

Magas ins do chaussuros 4 

Magas ins cio vôke.en*s pour hoiss S 

tiagasins do vêk.ments pour dames 6 

Autres megasins do vêtoments 7 

Magasins do meubles at dapparails ménagors 8 

Magasins daccessoires d'ameubleeen* 9 

Concossionnaires do véhicules automobiles 10 
at rócrialifs 

Stat ions-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins cio merchandises divorses 13 

Autros .agasins do produits sesi-durables 14 

Autres megas ins do produi ts durablos 15 

Autres uuagasins do vents au dótail 16 

Total, onsaublo dos sagasins 	17 

Regions 

Torre-Nouve 
	 18 

li.-ciu-Pr inc.4douard 
	

19 

Nouvall.-cosse 	 20 

Nouvoau-8riaswick 
	

21 

22 

Ontario 
	 23 

Manitoba 
	

24 

Saskatchewan 
	

25 

Alberta 
	

26 

Colo.bi.-Britanniquo 
	 27 

Yukon 
	 28 

Tarritoir.s du Nord-0u.s* 
	

29 
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TABLEAU 4. Corco do detail, fraction do réponso do 2 'échantil]on ot coefficient do variation S  (périodes courantes) 

Coefficient of variation 

Coefficient do variation 

April March February January 
1992 1992 1992 1992 

Avrij. liars Fóvrior Janvier 

Per cent - pourcentag. 

2.5 2.4 2.8 2.9 

6.0 5.8 5.4 5.6 

3.1 3.0 3.3 3.3 

4.0 3.6 4.3 4.8 

6.6 5.9 5.5 5.8 

2.9 2.8 3.2 3.7 

3.4 3.5 3.3 4.5 

5.8 5.8 5.1 4.9 

5.4 5.6 5.5 6.5 

4.9 4.1 4.1 4.0 

4.0 3.9 5.8 3.7 

3.7 3.8 4.0 4.2 

S 	1.1 1.2 1.3 1.4 

4.5 4.4 4.1 4.5 

5.0 4.3 5.1 5.6 

2.4 2.0 1.9 2.1 

1.4 1.3 1.3 1.3 

2.6 2.8 5.3 5.1 

2.8 2.3 2.5 2.8 

4.7 4.2 2.9 2.9 

4.7 4.0 4.0 3.5 

5.3 2.9 2.7 2.9 

2.9 2.6 2.6 2.6 

2.6 2.4 2.3 2.4 

2.9 2.8 2.8 2.9 

2.5 2.5 2.5 2.5 

2.1 2.5 2.1 2.2 

0.6 0.6 0.8 0.6 

1.9 1.9 2.0 2.5 

0 
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TABLE S. Retail Sales, Seasonally Ad3usted, by Trade Group and by Region (Historical 
Estiaates) 

	

April 	March February January Oecesther Noveeber October 

	

1992 	1992 	1992 	1992 	1991 	1991 	1991 
No. 	 Avril 	Mars Fêvrier Janvior DIceebre Novoebro Octobre 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men'S clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and 
appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicl, dealers 

11 Gasoline service stations 

12 Automotive parts, accessories 
and service 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

3,656.6 3,647.9 3 3.629.5 3,618.1 

295.2 291.0 293.5 297.6 

858.9 847.9 849.9 845.0 

129.0 128.9 129.8 128.5 

130.4 130.1 135.6 140.8 

295.4 292.0 298.5 296.8 

313.6 304.9 309.0 306.1 

647.2 650.6 644.6 631.9 

	

183.3 	185.3 	186.6 	180.3 	163.1 	170.2 	177.6 

	

3,168.5 	31118.3 	3,134.8 	3054.8 	3035.8 	33,168.4 	2,968.4 

	

11121.1 	11125.6 	1,145.9 	1,171.4 	1,106.5 	19137.9 	1075.2 

	

859.4 	863.5 	862.6 	871.1 	869.7 	870.6 	884.4 

	

1,748.8 	1,713.0 	1,744.6 	1,714.5 	1,764.5 	1,740.9 	1,718.6 

	

505.7 	506.3 	507.4 	517.0 	505.5 	506.2 	498.2 

	

419.3 	412.7 	414.3 	405.5 	421.0 	410.0 	415.1 

	

847.1 	845.0 	857.3 	867.5 	826.1 	872.0 	878.2 

15,179.6 15,063.0 25,144.0 15,146.9 15,138.1 15,207.7 14,949.9 

3,651.9 3,631.9 3,637.2 

298.4 299.7 292.4 

839.8 880.7 833.6 

131.8 125.4 125.9 

138.9 134.3 129.0 

337.5 314.7 306.4 

312.5 309.0 308.9 

635.0 635.9 620.8 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colia 

28 Yukon 

29 Northwest Territories 

	

272.8 	276.9 	285.1 	289.1 	286.4 	290.5 	280.4 

	

64.3 	65.2 	64.1 	67.4 	65.0 	64.3 	62.7 

	

498.9 	501.1 	480.1 	505.9 	489.3 	486.1 	476.7 

	

382.0 	384.9 	383.2 	387.7 	377.3 	381.9 	375.9 

	

3 1748.2 	3,695.1 	3,693.1 	3,749.4 	3,720.6 	3,767.6 	3,709.5 

	

5,616.4 	5,558.5 	5,646.7 	5,613.7 	5,614.2 	5,629.0 	5,570.3 

	

506.8 	529.6 	535.0 	529.6 	528.1 	529.0 	513.1 

	

449.0 	457.3 	445.7 	452.2 	452.5 	440.0 	429.5 

	

1,570.9 	1,606.7 	1,582.6 	1,606.3 	1,582.0 	1,574.6 	1,537.9 

	

12948.3 	1,973.1 	1 1952.0 	1,959.5 	1088.4 	1 3.967.3 	1066.9 

	

14.5 	14.8 	14.6 	14.5 	14.0 	14.3 	13.9 

	

31.7 	30.8 	30.3 	30.4 	29.8 	30.2 	29.5 



3,645.8 31.634.5 3,623.8 3,641.9 3,634.5 3,618.4 

292.4 294.2 297.0 301.6 304.0 298.7 

817.2 810.6 805.1 801.5 822.2 801.4 

132.5 133.3 133.7 138.7 138.8 135.3 

142.3 149.1 145.1 147.2 149.2 148.2 

309.1 306.1 311.0 304.1 311.7 308.3 

314.1 314.1 310.0 319.0 320.9 314.6 

634.4 646.3 635.9 625.1 620.0 630.6 

174.6 173.6 183.6 168.7 171.7 172.2 

3,215.5 3,065.9 3,309.0 3,377.8 5,221.8 3,074.4 

19.182.3 1092.0 13,207.9 1071.3 1,190.2 1,191.0 

869.1 875.2 875.1 874.3 898.9 905.6 

1,714.6 1,756.3 1,743.3 1,715.8 1,747.9 19718.6 

498.5 494.5 483.3 484.4 515.9 500.6 

429.7 412.8 404.6 391.3 409.5 405.0 

845.1 836.1 818.9 825.2 814.9 820.9 

Supormerchás dalimentation at épiceries I 

Tous los autros magasins dalinontation 2 

Pharmacies at ntagasins do médicamonts brevetés S 

lagasins do chaussuras 4 

Magasins do vétoments pour bonuses 5 

Magasins do vétoments pour dames 6 

Autres magasins do vétamants 7 

Magasins do meubles at dappareils ménagors 8 

Magasins daccossoires d'ameublem.nt 9 

Concassiorwaires do véhicules automobiles 10 
at récreat ifs 

Stations-service 11 

Magas ins do p iôc.s at d' accessoires pour 12 
auto.obilos at services 

Magasins do merchandises divorces 13 

Autres magasins do produits somi-durablos 14 

Autros magasins do produits durables 15 

Autres magasins do vento au detail 16 
S 
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. TABLEAU S. Vontes au d6ta1, d6saisonnal3.séos, salon 10 groups do coercs at la rég.on 
(.stiaations historiquas) 

	

Septeobor, 	August 	July 	Juno 	May 	April 

	

1991 	1991 	1991 	1991 	1991 	1991 

	

Septeuthra 	AoGt 	Juillot 	Juin 	Mai 	Avril 

millions of dollars - millions do dollars 

Groupe do comeerce - Canada 

15,217.2 15,094.6 15,287.4 15,287.9 15,272.3 15,043.8 Total, ensaohls des •aqasil%s 	 17 

Regions 

	

284.5 	286.5 	281.4 	280.3 	280.5 	275.5 

	

63.5 	64.2 	62.8 	63.4 	62.7 	62.6 

	

491.2 	491.4 	489.2 	488.5 	496.9 	489.8 

	

377.5 	385.5 	386.3 	391.5 	388.8 	386.2 

	

3,747.1 	3,757.9 	33,827.4 	3,772.0 	3,802.1 	3,720.2 

	

5,709.8 5,582.7 5,690.9 5,645.4 	5,656.2 	5,514.1 

	

526.1 	523.5 	523.1 	525.7 	524.3 	520.1 

	

446.2 	440.3 	436.4 	437.3 	442.7 	432.0 

	

1,617.9 	1,582.4 	1,590.4 	1,594.9 	1,585.4 	1,595.0 

	

22011.6 	1,957.7 	1,991.4 	12955.2 	1079.2 	1,943.9 

	

13.8 	14.2 	14.5 	14.3 	14.7 	14.5 

	

29.0 	30.0 	30.6 	30.3 	30.1 	29.7 

T.rre-Nouvo 18 

tlo-du-Princ.-Edouard 19 

Nouvollo-cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabio-Britanniqu. 27 

Ycon 28 

Territoires do Nord-Ou.st 29 

is 
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TABLE 6. Retail Sales, not Seasonally Adzjusted, by Trade Group and by Regwn 
Estimatas) 

(Historical 

April March February January Deceróer Noverther October 
1992 1992 1992 1992 1991 1991 1991 

No. Avril Mars Févrior Janvier Déceebre Noveiithro Octobre 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 5,589.9 3,401.9 3,430.5 3,568.8 3,720.7 3,707.5 3,648.9 

2 All other food stores 295.2 263.7 256.5 262.0 359.4 289.1 287.3 

3 Drugs and patent medicine 837.5 811.1 790.8 832.3 1,042.0 877.2 860.5 
stores 

4 Shoe stores 124.3 100.5 79.9 96.6 181.7 154.2 138.0 

5 Men's clothing stores 116.7 95.4 81.6 104.9 275.2 178.1 140.3 

6 Homens clothing stores 289.6 252.1 205.3 216.6 505.9 348.0 313.5 

7 Other clothing stores 288.0 261.8 211.4 227.8 532.7 373.4 331.2 

8 Household furniture and 585.5 578.2 524.6 551.3 855.6 719.7 649.7 
appliance stores 

9 Household furnishings stores 172.0 163.5 146.8 145.5 200.7 191.6 191.5 

10 Motor vehicle and recreational 3,680.5 3,285.4 2,559.3 2,506.3 2,504.0 2,925.0 3 3.064.8 
vehicle dealers 

11 Gasoline service stations 1,057.7 1,071.1 1,032.2 1,115.3 1,116.4 1,140.2 1,223.0 

12 Automotive parts, accessories 866.3 771.8 666.0 731.5 938.4 960.1 933.5 
and service 

13 General merchandise stores 1,640.6 1,421.4 1,271.0 1,237.4 2,920.0 2,232.0 1,806.1 

14 Other semi-durable goods stores 469.5 410.8 393.1 384.1 776.1 532.8 477.8 

15 Other durabl, goods stores 357.4 308.5 299.6 307.0 831.3 432.7 382.4 

16 Other retail stores 759.1 717.8 661.1 655.0 1,209.0 908.6 836.7 

17 Total, all stores 13,129.8 13,914.9 12,609.8 12,940.3 17,969.1 13,970.1 15,285.3 

Regions 

18 Newfoud1ad 270.6 252.3 237.4 234.2 350.4 313.7 277.1 

19 Prince Edward Island 62.9 56.0 49.7 54.3 76.7 66.5 61.5 

20 Nova Scotia 502.9 461.5 398.1 424.5 589.7 521.5 480.3 

21 Now Brunswick 381.1 353.8 316.2 322.4 449.0 411.0 382.4 

22 Quebec 3002.3 3,431.9 3,005.4 3,098.3 4,161.2 3,844.4 3,816.1 

23 Ontario 5,536.7 5,044.0 4,731.3 4,820.8 6,838.9 6,050.3 511680.9 

24 Manitoba 511.8 480.9 448.5 459.3 637.1 563.0 527.4 

25 Saskatchewan 446.1 413.5 372.2 394.1 526.8 476.2 452.7 

26 Alberta 1,562.3 1,509.7 1,332.8 1,391.1 1,894.0 1,648.7 1,588.5 

27 British Colia 1,909.6 1 2870.4 1,681.5 1,705.1 22393.6 2428.6 1,974.4 

28 Yukon 13.3 12.4 10.7 11.3 15.7 14.4 14.3 

29 Northwest Territories 30.2 28.5 26.0 25.0 35.9 31.8 29.7 

0 



	

3,476.2 	3,935.0 	3,651.3 	3,769.4 	3,915.3 	3,421.4 

	

277.1 	311.2 	310.9 	328.0 	330.7 	283.1 

	

784.4 	812.7 	783.8 	777.1 	832.9 	765.21 

141.2 140.4 117.1 150.9 153.4 131.5 

134.8 129.5 116.2 154.8 154.7 132.8 

322.8 300.9 282.1 305.6 327.2 303.7 

321.3 325.8 259.2 306.2 308.1 285.7 

632.8 679.1 635.3 608.7 587.8 574.4 

	

173.7 	182.3 	187.9 	176.0 	175.4 	162.3 

	

3,032.7 	33,034.4 	3,668.5 	3,702.9 	4,084.9 	3,709.2 

13,991.1 Sup.rmarchés d'alimsntat ion at 1 
ópicorlos 

1 2 077.5 bus lea autres umgasins 2 
d'alimentation 

3,271.6 Pharmacies at magasins do médicament 3 
brevotés 

401.3 Magasins do chaussures 4 

398.7 Magasins do vetomonts pour homees 5 

963.6 Magasins do vétomonts pour dames 6 

988.9 Autros magasins do vétoments 7 

2,239.5 Magasins do meublos at d'appareils 8 
ménagars 

625.8 Magasins d'accassoires d'ameubloeant 9 
12,031.4 Concessionnairos do véhiculos 10 

aukomoblos at récróa*ifs 

4,276.3 Stations-service ii 

3,035.7 Magasins do pièces at dacc.ssoires 12 
pour automobiles at services 

5,570.4 Ilagasins do merchandises divorses 13 

1,657.5 Autr.s magasins do produits somi- 14 
durabl.s 

1,272.5 Autres .agasins do produits durablas 15 

2,793.0 Autros megasins do vanto au detail 16 

54,594.7 Total, .ns..bl. dos .agasins 17 

Régians 

Torr.-N.uve 

il.-du-Pr Inc.- Edouard 

Nouv.11o-coss. 

Nouveau-Brunswick 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloio-Brit.iviquo 

Yukon 

Territoires du Nord-Ouest 

994.5 

222.9 

1,786.9 

1,373.5 

13,437.8 

20,132.7 

1,900.5 

1 1 625.9 
5,796.0 

7,166.6 

47.6 

109.8 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 
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TABLEAU 6. Vontes au detail, non-desaisonnalisées, selon Is groups de coercs at Is region 
(estimations historiques ) 

	

Sopto.r 	August 	July 	Jun. 	May 	April 	Year 

	

1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

Septore 	AOI* 	Juille* 	Juin 	Mai 	Avril 	Année 	 N' 

millions of dollars - millions do dollars 

Groups d. cumeero. - Canada 

1084.1 1,293.9 1,300.5 1,210.1 1,247.1 1,122.0 

836.0 881.9 938.3 954.3 1,031.2 923.3 

. 	 1,637.7 1,738.1 1,577.4 1,638.6 1,744.9 1,560.6 

478.2 510.9 483.6 519.4 596.7 456.9 

	

266.0 	302.9 	291.1 	291.6 	312.7 	273.3 

	

60.5 	72.2 	72.2 	69.4 	68.6 	60.1 

	

467.6 	521.2 	503.7 	503.6 	540.6 	480.4 

	

358.8 	404.6 	401.9 	411.7 	427.4 	377.6 

	

3,612.0 3,925.6 3013.7 3076.9 4 9381.1 	3,795.7 

	

5,426.5 5,675.2 	5,723.3 	5,902.0 	6,158.1 	5,444.7 

	

508.0 	535.1 	520.5 	549.8 	574.5 	515.0 

	

427.8 	457.1 	443.4 	462.3 	473.7 	427.2 

	

1,558.9 	1,638.0 	1,606.3 	1,662.2 	1,692.4 	1,566.3 

	

1,913.6 	2,064.2 	2,058.3 	1,994.4 	2003.1 	1,914.0 

	

14.0 	16.7 	17.0 	16.2 	16.2 	12.9 

	

27.9 	31.1 	32.3 	33.0 	31.3 	27.5 

407.1 419.6 382.7 390.8 411.7 339.1 

801.5 947.9 889.4 880.3 877.6 723.6 

14,641.6 15,643.5 15,583.9 15,873.0 16,779.7 14,894.8 

9 
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TABLE 7. Departoent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 

Sales 

Vontos 

	

April 	March 	February 	January Year-to-date 

	

1992 	1992 	1992 	1992 1992 

	

Avril 	Mars 	Févrimr 	Janvier 	Cuoulatif 

millions of dollars - millions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Coluobia 

Yukon 

Northwest Territories 

83.2 

18.6 

140.9 

111.4 

1,181.1 

1,824.3 

165.7 

151.8 
551.9 

630.3 

4.1 

17.7 

74.9 

15.8 

125.6 

99.7 

984.5 

1,657.5 

149.6 

134.8 
528.9 

612.1 

3.8 

15.9 

69.1 

14.0 

109.6 

89.1 

901.5 

1,547.8 

135.5 

118.9 
466.4 

534.1 

3.3 

14.8 

71.3 

15.1 

119.5 

92.4 

919.3 

1,574.2 

136.8 

125.0 
492.1 

538.3 

3.2 

14.2 

298.6 

63.5 

495.6 

392.6 

3,986.4 

6,603.9 

587.6 

530.5 
2,039.4 

2,314.8 

14.4 

62.5 

Total 	 4,881.0 
	

4,403.2 
	

4,004.1 
	

4,101.4 
	

17,389.8 

. 

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

	

April 	Marchl Februaryl January Doceer Noveebor October 

	

1992 	1992 	1992 	1992 	1991 	1991 	1991 

	

Avril 	Mars Février Janvier Dócasóro Noveebre Octobre 

willions of dollars - millions do dollars 

Regions 

t4ewfotwdland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Coluobia 

Yukon 

Northwest Torritorias 

Total 

83.2 74.9 69.1 71.5 163.3 134.0 101.8 

18.6 15.8 14.0 15.1 33.7 24.0 19.3 

140.9 125.6 109.6 119.5 265.9 197.6 151.8 

111.4 99.7 89.1 92.4 195.8 153.6 123.4 

1 2 181.1 984.5 901.5 919.3 1,683.2 1,347.0 1,248.0 

1,824.3 1,657.5 1,547.8 1,574.2 3 9208.7 2,327.6 2010.8 

165.7 149.6 135.5 136.8 286.9 207.9 176.6 

151.8 134.8 118.9 125.0 232.5 180.4 152.1 

551.9 528.9 466.4 492.1 914.3 673.8 608.5 

630.3 612.1 534.1 538.3 1,106.6 769.3 676.7 

4.1 3.8 3.3 3.2 7.0 5.1 4.6 

17.7 15.9 14.8 14.2 23.2 19.3 17.5 

6,881.0 4,403.2 6,004.1 6,101.4 8,121.2 6,039.8 5,291.1 
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Ic 

. TABLEAU 7. Vantes do .archandises genre grand eagasin, non-désaisonnalisées, salon Ia régaon 
(périodes caurantes) 

Change f roe previous year 

Variation par rapport a lannóe pr6c6clente 

	

April 	March 	February 	January 	Year-to-date 

	

1992 	1992 	1992 	1992 	1992 

	

Avril 	Mars 	Février 	Janvier 	Cjmjla*if 

Per cant - pourcantago 

Regions 

-5.3 -12.8 -2.5 9.9 -3.5 

9.3 -0.6 1.4 2.3 3.3 

6.9 -2.8 -0.1 10.3 3.4 

4.1 -0.3 2.9 6.5 3.2 

5.5 -6.3 9.2 12.9 4.6 

2.3 -1.0 6.2 7.7 3.6 

3.0 -0.3 9.1 6.9 4.4 

12.4 2.4 9.3 8.7 8.2 

-0.7 -0.6 4.8 7.1 2.4 

5.8 6.1 12.4 13.4 9.0 

12.0 13.4 21.2 6.0 12.9 

14.8 2.7 11.3 8.5 9.2 

3.6 -1.4 7.2 9.5 4.4 

Terre-Neuve 

fla-du-Pr ince-douard 

Nouvella-cosse 

Nouveau-Brtaiswick 

Québec 
Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloobie-Britanniqu. 

Yukon 

Territoiras du Nord-Ouest 

Total 

TABLEAU 8. Vontos do earchandases genre grand •agasi.n non -désaisonnalisées, Solon Ia region 
(estiwations historiques) 

	

Septeobar 	August 	July 	Juno 	May 	April 	Year 

	

1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

S.pteithre 	Aot 	Juillet 	Juin 	Mai 	Avril 	Aivée 

millions of dollars - millions do dollars 

Regions 

94.4 105.8 92.9 93.5 97.4 

19.3 23.9 22.5 21.0 20.4 17. 

141.8 152.0 138.4 141.4 147.2 131. 

113.8 123.7 111.2 117.5 121.9 107.1 

1 3.176.0 1,225.7 1036.8 1,188.3 1,314.5 1,119. 

1,926.0 1,972.8 1,811.8 1,913.6 1,994.8 1,783. 

167.8 172.1 159.5 169.7 181.7 160. 

136.6 143.9 132.0 143.5 147.4 135.0 

579.4 604.7 555.1 583.9 599.6 555. 

656.2 692.4 643.2 633.4 645.7 595J 

4.4 5.1 4.8 4.3 4.1 

16.2 17.3 17.1 17.8 18.0 15. 

5 0 033.9 5 1239.4 4 18.2 5,027.9 5,292.8 4,712. 

Terre-Mauve 

fle-du-Prince-douard 

Nouvslla-coss. 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloobie-Britannique 

Yukon 

Territoires do Nord-Ouost 

Total 

298.6 

63.5 

495.6 

392.6 

3,986.4 

6,603.9 

587.6 

530.5 

2,039.4 

2,314.8 

14.4 

62.5 

17,389.8 





Footnote 

Retail sales estimates exclude the Goods & 
S.rvjcss Tax (GST). Prior to January 1991, 
sales data included the Federal 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 estimate does not 
permit adjustments at the provincial or trade 
group level. 

No to 

.a* estimations des ven-tes au detail .xcluent 
Is taxe sur los produits at las services 
(TPS). Las donnees sur las ventas antCrieures a janvier 1991 incluent la taxe de vente fCdó-
rale (TVF). 00 a ce changemont dans los taxes 
jndiractas, las donnóes après 1990 no sent pas 
tout a fait co.parables avec celles des annó.s 
prócCdentes. Pour las utilisateurs intCressCs 
I calculer des donnóes coeparables, une esti-
mation du montant do la TVF inclus dane lee 
ventes au dátail pour 1990 est disponible pour 
1. Canada. Cette estimation nest pas suffi-
samment fiable pour permettre des ajustements 
au niveau provincial ou au niveau des groupes 
de commerce. 

. 

is 



APPENDIX I 

Definitions 

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

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

Total not 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. 

Doparto.nt store type ..rchandis. (DSfll) 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 hoer stores; and re-
tail stores, n.e.c.). 

APPENDICE I 

Definitions 

Caerce do detail signifie, pour les be-
soins de Ia présente publication, "l'ensemble 
des ventes faitos par des points do vente au 
detail". 

Un point do vente au detail, suivant la dé-
finition do Statistique Canada, est un local 
d'affaires (habituellement un magasin) dont 
l'activitó principale est Is yenta do marchan-
disos at do services connexes au grand public 
pour la consemmation ménagère ou personnella. 
Las estimations relatives au commerce do dé-
tail no prennont pas an compto las ventes di-
rectes, e'est-à-diro las ventes qui no sent 
pas faites par l'intermédiaire d'un point do 
yenta au detail, par exemple les ventes direc-
tos par dCmarchage, los ventos par distribu-
tour autematique, los vantas do journaux ou do 
revues faites directausent par los imprimeurs 
at éditeurs, at las ventes faites par las cer-
cbs du livre at los clubs de disques. Il n'y 
a qu'une exception: las ventes des grands ma-
gasins faites par la poste ou par catalogue, 
qui sent elassCes dens la catégorie des "maga-
sins de marchandises diverses". En outre, 1s 
commerce de detail no comprend pas los ventos 
au dótail dos unites auxiliaires, par example, 
ontrepôts, sieges sociaux, etc., ni los ventes 
des entrepreneurs dent l'activité principala 
no relève pas du commerce do detail, ni los 
operations do detail entre particuliers. 

Los ventes nettos totales comprennent las 
ventes do merchandises nauves at d'occasion at 
los recettes provanant do reparations, do lo-
cation do matérial, do la vente de ropes at 
d'autres activités do services, mains Is va-
lour dos rendus (marchandises retournées), las 
ajustements at los rabais. Las vantes totalos 
nettos compronnent également; la valour dos 
reprisas, los commissions sur la yenta do mar-
chandises appartenant C autrui (y cempris las 
commissions touchées pour la vente de billets 
de loterie) at la valour (au detail) des mer-
chandises prClevéos par 1s propriétaire pour 
son usage personnel. On no prend pas on compte 
los rocettes hors exploitation, los rocouvre-
ments do mauvaisos creancos at las taxes do 
vent. (taxe do vents provinciale at Is taxe 
sur los produits at los services (TPS)) 
parcuos pour Is compte d'un organism. public. 

Los .arctiandisos dii genre do cellos venduos 
dns lee grands .agasans (NGGM) correspondent 
au total du commerce do detail coins las grou-
pes do commerce suivants: los supermarchés 
d'alimontation at las épicaries; tous les au-
tres magasins d'ali.entation; las concession-
nairos de véhicules automobiles at récréatifs; 
los stations-service; los eagasins do pièces 
at d'accessoires pour véhiculas automobibos at 
services; at los autres magasins de yenta au 
detail (comprend los magasins de spiritueux, 
do yin at do bière; at los esgasins de vents 
au detail, n.c.a.). 
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APPENDIX II 

METHODOLOGY 

Cemponsnts of the Universe 

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

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

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

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

The New Sple 

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

APPENDICE II 

NtTH000LOGXE 

co.posantms do I 'waivers 

Le nouveau registre des ontreprises ou Base 
do données du registra central (BDRC) rapré-
sente l'univors do l'Enquôte monsuello sur 1e 
commerce do detail. La BDRC a étI concue afin 
de servir de base do sondage centrals pour 
toutes les enquôtes-entreprises, cc qui permet 
do normalisar las concepts at do gCnCralisar 
los méthodos at las systemes. La qualitC 
d'onsembia des donnCes commerciales at écono-
miques est ainsi améliorés: on obtient une 
plus grande coherence, des données administra-
tives plus oxactes at une meilleure coordina-
tion des systèmos at des procedures. Un jour, 
*ou*es les enquêtes-entreprises de Sta*istiquo 
Canada soront remaniées at s'intCgreront a cc 
nouveau cadre. 

La population cibie do iEnquête sur lo 
commerce do detail eat formée de tous los 
emplacements statistiquos clans la BDRC qui 
appartionnent au sectour du commerce de dé-
tail. Cos unites constituent la base do son-
dage do lEnquête sur Is commerce do detail. 

La base do sondage do la BDRC ost divisCe on 
deux composantes: la partie intógrCe (P1) at 
la par*ia non intógróe (PNI). La premiere 
englobe toutos los antroprises importantes qui 
ont une structure complexe at constitue la 
coaposanto la plus importanto do Is base on cc 
qui a trait aux ventes. Los entreprises do Is 
P1 peuvont être roprésantées C plusieurs ni-
veaux C Pintérieur du cadre hiérarchiquo do 
l'entitC statistique, cc qui permot Is col-
lects do Is gammo complete des donnCes écono-
miques dans Is cas des grandes sociCtCs. Los 
rensoignements sur cos ontreprises sont tires 
des fichiars ad.inistratifs des declarations 
dimpôt sur Is revenu at des fichi.rs des 
comptos do rotenues sur Ia paye do Revenu 
Canada. 

La partie non intCgrCe ss* constituCs des 
ontroprises C .n*itC simple do plus petite 
taille dont la valour des ventes ost sous is 
li.ite calculéa do la Pt. LEnquôte mensuelle 
sur 1s commerce do detail tire ses entitCs 
statistiques du fichior des comptes do ret.-
nues sur la pay. de Revenu Canada, cc qui 
permet dintCgrer aux unites de 1. PNI do is 
base los ronseignements los plus recent.. 

Nouvel échantillon 

Los mntropris.s de is population cible sont 
classCes an fonction des codes C qu.tre chif-
fres de la Classification type des industries, 
C partir do la proportion des vontes quo ro-
presente chaque genre dentrupriso ou encore 
chaque genre do marchandises vendues. La 
population cible est aussi stratifiée par 
region géographique. Chaque combinaison bran-
ch. dactivité - region géographique ost divi-
se, on trois sous-stratos: uno I tirage com-
p1st, un. 'grand. C tirago partiel at une 

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

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

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

Data Collection 

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

"petite a tirage partiel. Las entreprises de 
Ia sous-strate a tirage coisplet sont autore-
présentatives puisquelles sont forcóment 
intógróes a lóchantillon. La sous-strate a 
tirage complet englobe las socit6s d6sign6es, 
comme les grands magasins, les socióts an 
activitê dans plusiaurs strates at celles an 
activité dans une strata at ayant des ventes 
supêrieures au seuil calculé. Les unites de 
Ia sous-strate "grande a tirage partial" at do 
celle "petite a tirage partiel" sont classées 
salon leurs recettes. 

Afin de determiner Is taille des échantil-
lons pour las branches dactivitó salon la 
strata géographique, on calculo la variance at 
Is total des ventes dans chaque sous-strate at 
on utilise los rósultats pour la repartition. 
Celle-ci so fait suivant une methode qui per-
met de calculer 1e nombro dunitCs 5 prelever 
dans la strata a tirage partial a partir des 
deux critères suivants: Is coefficient do 
variation requis pour Is strata at, bien sGr, 
Is nombre total dunités d'dchantillonnage de 
1' onquêto. 

L'échantillon initial a eto prélevó a la 
fin da 1988 at a été rafraIchi chaque mois par 
l'introduction d'un échantillon do nouvelles 
unites do la population. Las unites do la 
base do sondage sont reparties alatoirement 
entre un nombra ótabli do panels a lintórieur 
de chaque sous-strate, cc qui p.rmat non seu-
lament de mettre a jour lechantillon par 
l'ajout do nouvalles unites mais aussi do 
róduiro Is fardeau do Is réponse des unites 
des stratos è firage partiol. La presence do 
panels permet do supprimor pour un temps, par 
renouvellement, las entraprises sólectionnas 
dans las strafes a tirage partiel at ainsi do 
réduire 1s fardeau do la réponse. La nombre 
do panels do chaque sous-strato ost calculó an 
fonction du faux d'échanfillonnage, du nombre 
maximal do cycles pendant lasquels uno unite 
pout roster 1 l'intórieur do l'echantillon of 
du no.bre minimal do cycles pendant lesquels 
she doit roster a l'extóriour do léchan-
tillon. Une fois los panels retenus dans 
léchantillon initial choisis, 1s renouve].le-
mont do léchantillon pout être effectué pé-
riodiquomant par la suppression dun panel do 
léchantillon courant at par lajout dun 
nouveau panel. 

collecto dos donnéss 

La collecta dos donnéos, Is saisie des don-
riCes, Is verification prCliminaira at lo suivi 
des non-rCporidants sont accomplis par las huit 
bureaux rCgionaux d. Statistique Canada. On 
communique aveo lea entreprises Cchantillon-
nCes par la posts ou par tólCphona, solon ce 
quellos prCfèrent. La saisie des donnCes at 
Is verification prCliminaire sont offectuCes 
an memo te.ps afin do garantir la validité des 
données. On fait imm6diatement he suivi pour 
las eritités do collecto qui n'ont pas répondu 
ou pour cellos dont los donnCes contiennent 
des erreurs. Las misos a jour aux donnCes at I 
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17J These revised procedures have resulted in much 
improved response rates (approximately 90Z 
response is achieved for preliminary ash-
mates). 

Statistical Edit and I.putation 

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

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

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

to.tion  

la base sent transeises è Ottawa at elles sont 
entrées dams La base do données de lenquête a 
plusieurs reprises au cours do chaque cycle. 
Ces procedures révisées ont eu pour consé-
quance de •eilleurs taux do réponse (on ob-
tient environ 90Z do réponses pour las estima-
tions provisoires). 

Verification statistique at imputation 

Los donnóes sont analysóes a l'intCrieur do 
chaque groupe do commerce at region géographi-
qua. Les valeurs extremes sont inscritos sur 
une liste, pour quon puisse an faire un con-
trôle manuel, suivant un ordre de priorité 
qul est fonction de Pampleur do l'écar* par 
rapport C La moyenne. Los enregistrements qui 
sont rejetés C la verification statistique 
sont considérés comae des valeurs aberrant.s 
at no servant pas au calcul des variables 
d'imputa*ion (comma los tondances mensualles) 
utilisóos par Is système dimputation. 

On impute une estimation aux enregistrements 
des entreprises n'ayant pa. répondu C temps ou 
dont les ventes déclarées ont óté rejetdes C 
La verification préliminairo. Diverses métho-
des dimputation sent utilisées, Is choix de 
la méthode étant 'fait automatiquement per Is 
système an fonction do La disponibilité doe 
donnóes requises. La système pout notamment 
ukiliser Las tendancas mensuellas ou annual-
lee, Is moyenne do Is cellulo, los données 
annuelles divisCes par douze ou Los valeurs 
historiquas. S'il manque des données pour Is 
cellule dimputation (groups do commerce par 
region géographiqua), celle-ci ast automati-
quuent combinee avoc des cellul.es semblables. 

Ii y a un décalags perceptible antre 1s 
moment oCt l'entreprisa ouvre see portes at 
celui oCt alle figure dans 1* base da len-
quCte. Afin do coupensar leffet do ce retard 
sur los estimations monsuelles, on impute I 
robours, jusqul Is date do creation do Is 
nouvelle unite ou jusquau debut do lannóe 
précédenta (selon is plus lointains des daux 
dates), Los ventes des nouv.11es unites de 
léchantillon. Limputation C rebours dos 
nouvellos unites repose sur les tendanoes 
monsuollos inverses at produit une estimation 
de meilleur niveau pour los données rCvisóos. 

tlaation 

r 

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

On estime Is total dos ventes au detail an 
affectant dun coefficient destimation Las 
chiffres dos vent.s des unites échantillon-
ness. Un poids Cgal I linverse de Is probe-
bilitC do selection eat attribui au depart I 
chaque ontitC. Las poids sont .nsuite ajustCs 
an fonction do La tai].le do lCchantillon 
obtenu, Co qui permet do gonflar lestimation 
pour quelle roprCsenta lensomble do Is popu-
lation courante. Los chiffres dos yenta& 
pondérés ainsi calculés sont additionnCs par 
domaine co qui donno lee vent.% totales esti-
matives par strat.. Par domain., on antend 
los valours d. classification 1.s plus ré-
cantos disponiblos dans is BDRC pour lentité 
statistique at Is periode do référence de 
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industry, or location. Changes in classifica-
tion are reflected immediately in the esti-
mates and do not accumulate over time. 

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

Non -Eoployer Estaoates 

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

l'enquête. 	Les domaines peuvent êtra diffó- 
rants da la strata déchantillonnage initiale 
lersque la taille, la brancha dactivitó ou 
leeplacement des unites représentées par las 
enregistrements ont subi des modifications. 
Las changements de classification so répercu-
tent immédiatement sur les estimations at no 
saccumulent pas avec le temps. 

Las comparaisons dune période a lautre 
peuvent traduire des facteurs autres qu'une 
tandanca génêrale des vantes, par example la 
modification da l'échantillon at la reclassi-
fication des firmes 6chantillonn6es a d'autres 
groupes commerciaux. Il faut donc las utilisor 
avec prudence. 

Estivatons pour los ontreprases n'ayant pas 
de salaries 

Las entreprises n'ayant pas do salaries no 
sont pas repr6sent6es dans la partie non ink6-
grée do la BDRC. Elles no constituent quo 2% 
environ do l'ensomblo du commerce do detail 
mais leur importance vane considérablement 
solon le groupe do commerce et la region. Les 
estimations do l'enquête sont completees par 
des estimations pour los entreprises n'ayant 
pas do salaries, qui ont été calculóes a par-
tin des données fiscales do 1984 a 1987. Il y 
a environ 30,000 ontreprises da dótail non 
constituóes on societe exploitóas par leur 
propriétaire au Canada. 



S 

. 

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 assist the reader in 
the interpretation of the estimates published. 

Sanpllng and Non-sanpling Errors 

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

Spling Errors 

Sampling errors are present because observa-
tions are made only on a sample and not on the 
entire population. The sampling error depends 
on factors such as the size of the sa.ple, 
variability in the population, sampling design 
and method of estimation. For example, for a 
given sampl, 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 f or the same sampling design, we can make 
different calculations to arrive at the most 
efficient estimation procedure.) 

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

Non -s1ing 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 
incomplet, listing and inadequate coverage of 
the population of interest. 

Data response •rror. 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 

Fiabalitd des données 

Ce bulletin présente des estimations fondées 
sur une enquote par échantillonnage qui ris-
quent, par consequent, dêtre entachées der-
reurs. La section qui suit vise a faciliter, 
pour 1e lecteur, linterprétation des estima-
tions qui sont publiées. 

Erraurs d' échantillonnage at autras erreurs 

Las estimations ótablies sur la base dune 
anquCto par échantillonnage sent sujet*es 
différonts types derreurs. On les regroupe an 
deux grandes categories: las erreurs qui sont 
dues A lCchantillonnage at cellos qui no Is 
sent pas. 

Erreurs d' dchantillonnage 

Ca genre d'erreur exists parce que los ob-
servations portent uniquement sur un échantil-
lon, at non sur lensumble do la population. 
Lerreur depend de facteurs tels quo la taille 
de lCchantillon, Ia variabilité do Ia popula-
tion, 1, plan de sondaga at la uséthode desti-
mation. Pour une tailla donnée déchantillon, 
par example, lerreur d'échantillonnage sera 
fonction de Is method, do stratification adop-
tee, de lattribution de léchantillon, du 
choix des unites sondCos at de la méthode de 
selection. (On pout mouse, dans Is cadre dun 
saul plan de sondage, effectuer plusieurs cal-
culs pour arriver i la uséthode destimation Is 
plus efficace.) 

Comma, dans une enquOte par óchantillonnsge, 
on tire des conclusions sur lansembla dune 
population a partir des donnCas concernant une 
partia seulement, las résultats seront proba-
blement diffCrents do ceux quon aurait obte-
nus an recensant touts Is population dans lea 
memos conditions. La principals caractéristi-
quo dos sondages probabilistes, cost quo 
lerreur déchantillonnage pout Otr. direct.-
ment •asurée a partir da léchantillon. 

Err.urs non liMs C 2' éohantillannags 

C.s err.urs se retrouv.nt tant dana los re-
censements quo dans las enquOtes par óchantil-
lonriage. Ellos sont dues 0 un ou plusi.urs 
facteurs par.i 1.. suivants: 

La chp couvert par l'enquCt.. Lerreur pout 
résulter dun listage incoeplet at duns cou-
verture insuffisante do la population visCs. 

La répons.. Ici, lerreur peut ôtr. attribua-
ble C la conception du questionnaire at aux 
caractéristiques do Ia question, C lincapaci-
té ou au ref us de lenquOté do fournir des 
renseignoments exacts. C linterprétation fau-
tive des questions duo a des problC.ss dordre 
sémantique, ou aux variations, dun intervie-
wer a lautre, dans lexplication dos ques-
tions ou dana linterprCtation dos rCponses. 

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

La non-réponsa. Certains enquêtés refusent de 
répondre, tandis que dautres on sont incapa-
bbs ou encore rópondent trap tard. Los don-
nes relatives aux non-rpondants peuvont être 
imputes a parLir des chiffres fournis par las 
rpondants ou 1 laido des statistiques ante-
rieures sur les non-rópondants, lorsque cob-
les-ci existent. On no connaIt gendrabement 
pas avec precision limportance de lerraur 
dimputation; cella-ci vane beaucoup salon 
las caractéristiques qui distinguent las ré-
pondants des non-répondants. Comma ce type 
derreur prend habituolbement do l'ampleur a 
nesure quo diminue be taux de réponse, on 
safforce dobtenir is meilleur taux de 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 
errorsi units have been defined in a most pre-
cise manner and the most up-to-data listings 
have been usedi 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 dBtailed ac-
ceptance testing has been carried out for the 
different stages of editing and processingi 
every possible effort has been made to reduce 
the non-response rate as well as the response 
burden. 

Measures of Spling and Nmn-sa.pling Errors 

Spli.ng 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 sans conditions, with an esti-
•ate calculated from each sample, it would be 
expected that the sample estimates would dif-
fer from each other. The average estimate de-
rived from all these possible sample estimates 
is termed the expected value. The expected 
value can also be expressed as the value which 
would be obtained if a census enumeration was 
taken under identical conditions of collection 
and processing. An estimate calculated from a 
sample survey is said to be precise if it is 
near the expected value. 

La traite.ent. L'erreur peut so produire lors 
des diverses étapes du traitemant, tellas qua 
be codage, 1ontr6e, la verification, la pon-
dération at la totalisation, etc. 

Ii est difficile do mesurer los erreurs non 
hess a léchantillonnage. Dc plus, il faut 
has corner a un niveau oü olles no nuisent pas 
a lutilisation ou a linterprétation des 
chjffres définitifs. QuanE aux estimations du 
present bulletin, tout a etC mis on oeuvro 
afin do minimiser los orreurs non liéos a he-
chantillonnago. Ainsi, los unites ont CtC dé-
finies avec boaucoup do precision, au moyen 
des listes los plus a jouri los questionnaires 
ont été congus avec soin afin do réduiro au 
minimum las différentes interpretations possi-
bbs (on a demandé aux interviewers de poser 
lea questions telles quellas figurent aux 
questionnaires)s las diversos étapos de yen-
fication at de traitemont ont fait lobjet do 
contrôles daccoptation dCtaillés on na ab-
solumont non negligé pour qua is taux de non-
réponse at he fardeau da rCponse soient fai-
bbs. 

va1uat1on do l'arreur d'dchantzllonnage at do 
l'erreur non 21" a l'échantil]onnage 

tvaluatian do I 'erreur d 'échantl1onnag. 

LCchantillon utilisé aux fins de Is prCsen-
to enquêta est un des nombroux échantillons do 
mono taille qui auraient Pu être choisis salon 
be memo plan at los mômos conditions. Si cha-
quo Cchantilbon pouvait faire lobjot dune 
onquCto monóe essentiellenent dans las nOnes 
conditions, 11 faudrait sattendre C cc quo 
lostimation calculée vane dun échantillon a 
lautre. On nones valour probable lestima-
tion •oyenne obtanue do tous les échantilbons 
possibles. Autrement dit, la valour probable 
est cello quort obtiondrait on recensant toute 
la population dans des conditions idantiques 
do colbecte at do traitement. Une estimation 
calculée a partir d'une enquOte par échantil-
bonnage est dita precise lorsqu'olbo sap-
proche de is valour probable. 
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Sample estimates 	may 	differ from this 
expected value of the estimates. However, 
since the estimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
ples, of the squared difference of the esti-
mate from its expected value. 

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

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

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

Or, las estimations fondóes sur un échantil-
lon peuvent no pas correspondre a la valeur 
probable. Cependant, comae les estimations 
proviennent deun  échantillon probabiliste, il 
est possible den mesurer la variabilité par 
rapport 5 leur valeur probable. Ainsi, la va-
riance duna estimation, qui an mesure la pré-
cision, se définit comme la moyenne, parmi 
tous les 6chantillons possibles, des carrés de 
la difference entre lestimation at la valeur 
probable. 

Une fois qu'on a calculé lestimation at as 
variance, il devient possible de mesurer Is 
precision autrement. Par example, I'erreur-
type, soit la racine carree de la variance, 
mesure lerreur d'óchantillonnage dans la mârte 
unite qua l'estimakion (en dollars, notam-
ment). Autrement dit, lerreur-type mesure la 
precision an tames absolus. Par contre, Is 
coefficient do variation , cest-à-dira ler-
reur-type divisóo par lestimation, mesure la 
precision an termes relatifs. Ainsi, lemploi 
du coefficient de variation facilite la compa-
raison de lerreur déchantillonnage de deux 
estimations. 

Dans cette publication, on utilise le coef-
ficient de variation pour óvaluer lerreur 
d'echantillonnage des estimations. Cependant, 
puisque le coefficient de variation publiC 
pour cette enquête est calculC I partir des 
rCponses dos unites, ii mesure aussi une cer-
tame erreur non liCe a lCchantillonnage. 

Yoici la formula utilisCe pour calculer les 
coefficients de variation du tableau 3 

S(X) 
	

S(X) 
CV(X)= 
	 Cv(x) = 

x 	 x 

whore X denotes the estimate and S(X) denotes 
the standard error of X. 

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

Confidence intervals can be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possible to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
stru*sd around the estimate. For example, if 

N estimate of $12,000,000 has a coefficient 
variation of lOX, the standard error will 

be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can than be 
stated with 68X confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, .e., between $10,800,000 and 
$13,200,000. Or, it can be stated with 95Z 
confidence that the expected value will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
between $9,600000 and $14,400,000.  

dans laquelle X est lastimation at S(X) est 
l'Ccart-typa de X. 

Lerreur do X est exprimCs on pourcentage 
dans cc bulletin. 

Lestimation at Ia coefficient do variation 
nous permettent de construire des intarvalles 
do confiance autour de lestimation. Ainsi, 
pour notre Cchantillon, on peut affirmer qua-
vec une conf lance donnCe, la valeur probable 
est comprise dans lintervalle de conf lance 
construit autour d. lestimation. Par exe.ple, 
si 1e coefficient de variation dune estima-
tion de $12,000,000 est Cgal I lOX, lCcart-
type sara do $1,200,000, soit lestimation 
multiplies par In coefficient de variation. 
Alors, on peut affiruer avac une confiance de 
68Z qua la valeur probable sera centenue dens 
lintervalle dune longueur egale I un Ccar*-
type autour de 1estlma*ion, soit entre 
$10,800,000 at $13,200,000. Ou •ncore, on paut 
affirmer avec une cenfiance de 95Z qua la va-
lour probable sera contenue dans lintervalle 
dune longueur de deux Ccart-types autour de 
lestimatien, soit sntro $9,600,000 at 
$14,400,000. 
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Non-sp2ing Error Measures 

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

One source of non-sampling error is the non-
response error. To assist users in evaluating 
these errors, the response fractions are given 
in Table 3. The response fraction, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25%. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80Z. 

Jo.nt 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 batter will be the published as-
Limate. 

Evaluation do l'erreur non hem a 1 0 6chant3l-
lonnage 

Lenquête par óchantillonnage at Is reconse-
mont cherchent tous deux a determiner Ia 
valour exacte do lensemble. Lestimation ast 
dite precise si ella so rapproche do cette 
valour. Bien quil sagisse dune valour seu-
haitable, ii n'est pas róalis'ce do supposer 
que la valour exacte do chaque unite do Pen-
semble ou do láchantillon peut ê+ro obtenue 
at traitóe sans erreur. La diffdrence entre la 
valour probable at la valour exacte do Pen-
se.bla sappelle lo biaas . On no pout calcu-
icr los biais systématiques dos donnees on ro-
courant aux mesures do probabilite do Perreur 
d'échantilionnage d6crites plus haut. La pré-
cision dune estimation est dótorminéo par 
leffet conjuguó des errours dchantillonnage 
at des erreurs non liées 5 lchantillonnage. 

Uno source d'orreur non hoe a l'Ochantil-
lonnage, est lerreur due 1 ha non-rOponse. Lo 
tableau 3 prOsenta los fractions da rOponse 
afin daider l'utilisatour i Ovaluer cc genre 
d'erreur. La fraction do réponso est Is taux 
do réponso des donnOas, cest-a-dira la pro-
portion do Pestimation do lOchantillon qui 
ost fondOe sur des données dOciarOos. Par 
exemple, Is taux do rOponso d'uno callule corn-
portant un Ochantillen do 20 unitOs dont cinq 
répondent hors dun mois donnO atteindrait 
25Z. Copendant, si las cinq unites dOclarantes 
reprOsontent $8 millions sur Pestimation gb-
bale do $10 millions, la fraction do réponse 
s'Ohôverait i 80Z. 

Interpretation si.ultanée dos •esures d 'erreur 

Ii faut tenir compto simultanOment do Ia 
mesuro d'errours non hOes a POchantillonnaga 
ainsi quo du coefficient da variation pour 
avoir un aperçu do la qualitO dos estimations. 
Plus 1s coefficient do variation sara bas at 
quo la fraction do rOponso sara ObevOe, mail-
beure sara lestimation publiOe. 
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APPENDIX IV 

Seasonal Adjusent 

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

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

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

APPENDICE IV 

Désaisannalisati.on 

Las sries 6conomiques temporeiles ou chro-
nologiques comport ent las 616ments essentials 
a la description, l'explication at la prévi-
sion du comportement d'un phénomène économi-
quo. "Ce sont des dossiers statistiques de 
l'évolution des processus óconomiques dana Ia 
te.ps'(l). L'obsarvation par las 6conomistes 
at les statisticiens do l'activitó 6conomique 
l'aide des sóries temporelles a donc permis 

de distinguar quatre composantos principales 
du comportement des sóries temporalles: la 
tendance 5 long tense ou trend, le mouvement 
cyclique, les variations saisonnières at las 
fluctuations irrógulières ou accidentelles. 
Ces •ouve.ents sent causes par différents 
facteurs, soit óconomiques, climatiques ou 
institutionnels. Las variations saisonnières 
sont las fluctuations pniodiques plus ou 
moms róguliras gui se produisent au courm 
d'une annCe on raison du cycle météorologique 
normal, des conges fixes at d'autres óvéna-
ments qui se repètent 5 intorvalles avec une 
certaine r6gularit6 pour influencer do facon 
significative le taux d'activit6. 

Afin de favoniser l'interprtation exacte de 
1 1 6volution fondamentale d'un phéno.èna écono-
mique at de produire une meilleure prediction, 
Statistique Canada rajusta las series tempo-
relies au moyen de la mCthode de désaisonnali-
sation X-11-ARMMI(2) afin da justament minimi-
ser l'impact des variations saisonnières sur 
las series. Cette technique consista assan-
tiellement a ajouter las estimations d'une 
annee da donnóes brutes a l'extrémitê de la 
série initiale avant de procéder a la dósai-
sonnalisation proprement dite. Las donnêas 
estimatives proviennent d'extrapolations pros-
pectives róalisêes par des modèles ARMMI (mo-
dèles autorCgressifs I moyennes mobiles into-
grOes) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI fait 
surtout appal a la iuOthode do rapport aux 
moyennes mobiles pour effectuer le lissage de 
la sOn, modifiOe at obtenir une estimation 
provisoire de la tendance-cycle, calculer lea 
rapports de 1* sOnic initiale (ajustOe) aux 
estimations de Ia tendance-cycle, at asti.er 
lea facteurs saisonniers I partir de ces dits 
rapports. Los facteurs saisonniers dOfinitifa 
no sent produits qum lorsque cas operations 
ont 0(0 exOcutOes I plusieurs reprises. Ces 
Otapss dCterminat lea facteurs saisonniers 
necessaires au calcul des donnéms d6s.isonna- 

. 

. 

1 "A Note on the Seasonal Adjustment of 
Economic Time Series," Canada Statstcal 
Raviaw, August 1974. 

2 For further information see the X-11-ARDIA 
Seasonal Adjusth.nt Nethod, by Estella Bee 
Dagu., Statistics Canada,Catalogue 12-564E, 
Occasional. 

1 La dOsaisonnalisation des series t..porelles 
Oconomiques: quelques re.arques3 tirO de la 
Revue statistique du Canada, soOt 1974. 

2 Pour do plus amplas infor.ations voir La 
uéthode do désaisoqwsalisatwi X- 11 -*1,_I, 
par Estella Bee Dagum, Statistique Canada, 
no 12-564F au catalogue, hors sOn.. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current months unadjusted 
data as well as the previous months revised 
unadjusted data. 

While seasonal adjustment permits a better 
understanding of the underlying trend-cycle of 
a series, the seasonally-adjusted series still 
contains an irregular component. Slight month-
to-month variations in the seasonally adjusted 
series may be simple irregular movements to 
get a better idea of the underlying trend, 
users should examine several months of the 
seasonally adjusted series. 

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

lisóes finales sont exócutées a chaque mois. 
Cotta approche garantit qua la série non-dé-
saisonnalisée, A partir de laquelle sont cal-
culées las estimations des facteurs saison-
niers, inclut toutes les donnóes los plus ré-
cantos relativement A ladite série, c.-à-d., 
les données qui portent sur le mois courant at 
los données révisées du mois précédent. 

Bien qua la désaisonnalisation permette do 
mieux comprendre la tendarico-cycle fondamenta-
le d'une série, la s6rie désaisonnalisée n'en 
contient pas moms une composante irrégulire. 
De légères variations d'un mois a lautre clans 
la sórie désaisonnalisée peuvent n'être qua do 
simples mouvements irróguliersj pour avoir une 
meilleure idée de la tendance fondamentale, 
los utilisateurs doivent donc examiner los 
series dósaisonnalisées cPun certain nombre do 
mci 5. 

La total désaisonnalisé au nivaau du Canada 
est dérivé do 'façon indirocte" an faisant la 
somme des genres do commerce désaisonnalisés 
séparément au préalable. 



APPENDIX V 

TRADE GROUP COVERAGE 

010 Supermarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 

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

030 Drugs and Patent PI.dicn. Stores 

6031 Pharmacies  
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

eso lien's Clothing Stores 

6121 Men's clothing stores 

060 Wceen's Clothing Stores 

6131 Homen's clothing stores 

070 Other Clothing Stores 

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

050 Household Furnatur. and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Heusehold Furnishings Stores 
6231 Floor covering stores 
6232 Drapery stores  
6239 Other household furnishings stores 

100 Motor Veh.tol.a and Recreational Vehiclo 
Dealers 

6311 Automobile (now) 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 recrea*ional vehicle dealers  

APPENDICE V 

OUVERTURE DES GROUPES DE 0PIIERCE 

010 Supermarchés d'alisentation at épiceries 

6011 up.rmorchós d'alimentation 
6012 Epiceries (sauf los sup.rmarchós) 

020 Tous las autres ..gasins d' alimantation 

6013 Boulangerias-pàt isserias 
6014 Confiserias at imagasins do noix 
6015 Magasins de fruits at legumes 
6016 Marches do viando 
6019 Autres ea9asins dalimentation 

spécialises, n.c.a. 

030 Pharmacies at aaqasins do médicsnts 
brevetds 

6031 Pharmacies  
6032 Magasins do médicaments brevetós at do 

produits de toilett. 

040 Magasins do chaussures 

6111 Magasins do chaussures 

050 Magasins do vete.ents pour hemess 

6121 Magasins do vâtemants pour ho.es 

060 Nagasins de vêt.mants pour dames 

6131 Mogas ins do vêto.ents pour dames 

070 Autres .agasins do v6t.nts 

6141 Magasins do vôtemsnts pour anfants 
6142 Magas ins do fourrures 
6149 Autres magasins do vâtements, n.c.a. 
6151 Magasins do tissus at do filós 

050 Magasins do .eublss at d' appar.ils 
ménagers 

6211 Magasins do meublas do maison 
(avec appareils mén.gars at accessoires 
d' ameublement) 

6212 Piegasins de maublos do maison 
(sans apparo i ls ménagsrs ni accosso ires 
cI'a.eublement) 

6213 Ateliers do reparation do u.aublss 
6221 Hagasinsdapparsils mInagers, do postes 

do télévision at do radio at d'appareals 
stCréophoniques  

6222 Magasins do postas do tClIvision at do 
radio at dapparoils steráophoniquas 

6223 Ateliers do reparation dappareils 
ménagars, do postes do television at de 
radio at d'appareils s&óréophoniques 

090 Magasins d'accossoirss d'ilanont 

6231 Megasins do revite.ents do aol 
6232 Magas ins do tontur.. 

Au 6239 tres magasins daccossoires d'a.eiâlement 

100 Concessionnaires do vdhicules automabil.s 
at rdcrdatifs 

6311 Concessionnairs dautomobilos neuvos 
6312 Concess ionna ires d • automobiles d • occasion 
6321 Marchands do roulottes motorislas at do 

roulottes do voyage 
6322 Plarchands do bataaux, do motaurs hors- 

bord at dacessoires pour bataaux 
6323 Marchands do .otocyclettes at do 

motonaiqes  
6329 Autros marchands do véhiculos do loisir 
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110 Gasoline Service Statians 

6331 Gasoline service stations 

120 Automotive Parts, Accessories and 
Services 

6341 Home and auto supply stores 

6342 Tire, battery, parts and accessories 
stores 

6351 Garages (general repairs) 
6352 Paint and body repair shops 
6353 tiffler 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 Bookend 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 jowollery repair shops 

6571 Camera and photographic supply stores 

160 Other Retail Stores 

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

6592 Opticians shops 
6593 Art galleries and artists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and tostone dealers 

6596 Pet stores 
6597 Coin and stapp dealers 

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

110 Stations -service 

6331 Stat ions-service 

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

6341 tiagasins de fournitures pour l.a nelson at 
pour 1 1 automobilo 

6342 Ma9asins do pneus, daccumulatours, do 
pieces at d'accessoires 

6351 Garages (reparations généralos) 
6352 Ateliers do peinture et do carosserla 
6353 Ateliers do reaplacement do silencieux 

6354 Ateliers de remplacement de glacos pour 
vóh icules automobiles 

6355 Ateliers de reparation at do 
reriplacement do boItos do vitesse de 
véhicules automobiles 

6359 Autres ateliers do reparation do 
véhicules automobiles 

6391 Lave-autos 
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Ilagasins do •archandises diverses 

6411 Magasins A rayons 
6412 Magas ins généraux 
6413 Autras negasins do marchandisesdiverses 

(bazars et magasins do marchandises 
divorses) 

140 AUtres .ag.sins do produits seui-durables 

6511 Librairies at papeteries 
6521 Fleuristes  
6522 Centres do jardinage 
6531 Quincailleries 
6532 -bgasins do  

apie 	
pointure, do vitro at do 

6581 I r point
Iagasins do jouats at d'articl.s do 
loisir 

6582 Magasins do cadeaux, d'articles de 
fantaisie at do souvenirs 

1.50 Autres .agasins do praduits durablos 

6541 Magasins darticles do sport 
6542 Magas ins de bicyclettes 
6551 Magasins dinstrumen*s de umisique 
6552 Magasins de disques at de bandos 

magnet iques 
6561 Bijoutories 
6562 Atoliors do reparation do montres at do 

bl]oux  
6571 Magasins d'appareils at do foLalitures 

photographiquos 

160 Autres ..gasins do vente em detail 

6021 Magasinsdo sQiritueux 
6022 Magasins do yin 
6023 Magasins do bièra  
6591 Magasans do merchandises d'occasion, 

n.c.a. 
6592 Opticians 	- 
6593 Galeries dart at unagasins do 

fournitures pour artistes 
6594 Magas ins do bagagos at do .aroquinorie 
6595 Magasins do monuments fi.xiéraires at do 

pierres -toobales 	- 
6596 Magasins d'aniumaux do nelson 
6597 Marchands do pièces do monnaje at do 

ki,thres  
6598 Marchands do ma isons iuuobiles - 
6599 Autros negasins de vente au detail, 

n.c.a. 
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Will Answer 
Your Questions 
About Canada's 
Corporate 
Pyramids 

LIENS 
I PARENTE ENTRE 

SOCIETES 
1992 

La publication (1W 
répondra a toutes 
ios questions sur 
les pyramides de 

sociOtés au Canada 

NTER- 
0 CORPORATE 

OWNERSHIP 
1992 

Inter-Corporate OwnershIp 1992 
is the most comprehensive and authoritative source of 
information available on Canadian corporate ownership. 

Inter-Corporate Ownership lists over 65,000 
corporations providing the names of all holding and held 
companies, ownership percentages and the position of 

• 	each within the overall corporate hierarchy. 

Inter-Corporate Ownership is an indispensable 
reference source for researching: 

• Business-to-business marketing: who owns your 
corporate clients? 

• Purchases: who owns your suppliers? 

• Investments: what else does a company own or 
control? 

• Corporate competition: what do your competitors 
own and control? 

• Industrial development: in which province and 
industry isa corporation active? 

inter-Corporate Ownership 1992 (Cat. no. 61-517) 
is available for $325 in Canada, US$390 in the United 
States and US$455 in other countries. To order, write 
Publication Sales, Statistics Canada, Ottawa, Ontario, 
K1A 016. Orcontact your nearest Statistics Canada 
Reference Centre listed in this publication. For faster 

• 

	

	ordering, fax your orderto 1-613-951-1584. OrcaIl toll- 
free to 1-800-267-6677 and use your VISA or MasterCard. 

Liens de pareW entre soclts 1992 est Ia source de 
renseignements Ia plus fiable eLla plus exhaustive que 
l'on puiSse consulter sur les liens cle parenté entre 
socités canadiennes. 

Vous y trouverez une liste de plus de 65 000 sociétés 
faisant état do nom de toutes les sociétés actionnaires ou 
détenues, du degre de parent exprimé en pourcentage Ct 
de Ia position de chacune au sein de La hiérarchie globale 
des entreprises. 

Liens de parentë entre sociëts con stitue une source 
de rtfrence indispensable dans lea domaines suivants: 

• Commercialisation entre sociétés : qui sont les 
propriétaires de vos sociétés clientes? 

• Achats : qul sont les propriétaires cle vos 
fournisseurs? 

• Investissements :quelles sociétés l'entreprise en 
cause posséde-t-elle ou contrOle-t-elle? 

• Concurrence entre soclétés: quelles entreprises vos 
concurrents possédent-ils ou contrOlent-ils? 

• Expansion industrieile : dans quelle province et 
dans quel secteur d'activité une soCiété oeuvre- 
t-elle? 

Liens de pareW entre socits 1992 
(n' 61-5 17 au Catalogue) se vend 325 S au Canada. 
390 S US aux Itats-Unis et 455 S CS A létranger. Pour 
commander, écrivez a Vente des publications. Statistique 
Canada. Ottawa (Ontario), K 1 A 016, ou encore, 
communiquez avec le centre regional de consultation de 
Statistique Canada Ic plus proche (voir Ia liste figurant 
dans Ia présente publication). Pour commander 
plus rapiclement. telécopiez votre commande au 
1-613-951-1584. Ou cornposez le numéro sans frais 
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TBIE MARKET 
RESEARCH 
HANDBOOK 
1992 
The fastest way 
to get off to a 
gd 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 your 
target markets. 

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

45 urban areas? 

.revenue and expenditure data for retailers and small 
businesses? 

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

• personal spending 
• size and composition of households 
• wages and salaries 
I 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. 63-224) is $94 
(plus 7 % GST) in Canada, US$113 in the United States and US$132 
in other countries. 
To order, write to Publication Sales, Statistics Canada, Ottawa, 
Ontario, KIA 0T6 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 RECUEIL 
MSTIQUE DES 

ETWES,DE 
MARCB1 1"2 

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

mateurs canadiens et les entreprises 
qui les servent. I1 vous aide définir 
et situer vos marches cibles. 

Vous cbercbez... 
des profils socio-économiques et démographiques de 

45 regions urbaines? 

• . - des données sur les recettes et les dépenses de 
détaillants et de petites entreprises 2  

Le Recueil contient tout cela - - - et plus encore 

• depenses personnelles 
• taille et composition des mCnages 
• traitements et salaires 
• investissements par secteur d'activité économique 
• population active par secteur d'activité 
• prix de I'industrie et de la consommation 

Si c'est l'un de nos succes depuis 1977, c'est parce qu'il vous 
renseigrie en long et en large sur Ic marché. Pour 
économiser temps et argent, vous ne sauriez vous en 
passer. 
Le Recueil statistique des etudes demarché 1992 (n° 63-224 au 
catalogue) coOte 94 $ (TPS de 7% en sus) au Canada. 113 S CS aux EtatsLnis 
et 132 $ US dana les autres pays. 

Pour commander, veuillez &rire a Vente des publIcations. Statistique 
Canada, Ottawa (Ontario), K1A 0T6 ou communiquer avec le Centre 
de consultation de Statistique Canada Ic plus prês (volt Ia liste 
Ilgurant dans Ia prserne publication). 
Pour un service plus rapide, commandez par tlCcopieur au 
1-613-951-1584. Ou composez sans frais Ic 1-800-267-6677 et utilisez 
votre cane VISA ou MasterCard. 

Pour partir 
dubonpied! 

E 

seances de remue-mthinges 
ilissent d'excellentes id&s de 
ommercialisation. Mais lesuuelles 
choisir? Le Recuell 

statistique des etudes 
de marché 1992 peuc 

vous fadiiter les choix 
avant que vous n'engagiez 

plus de temps et de ressources 
a l'élaboration de votre stratégie. 


