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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques et services connexes 
doivent ëtre adressées : 

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

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

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

Toll-free access is provided in all provinces 	Un service d'appel interurbain sans frais est offert, 
and territories, for users who reside outside 	dans toutes les provinces et dans les territoires, 
the local dialing area of any of the regional 	aux utilisateurs qui habitant a lextérieur des zones 
reference centres. 	 do co..unication locale des centres régionaux de con- 

sultation. 

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

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

(South and Central) 1-800-663-1551 
Yukon and Northern B.C. 	(area 

served by NorthwesTel Inc.) Zenith 08913 
Northwest Territories 

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

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

Québec 	 1-800-361-2831 
Ontario 	 1-800-263-1136 
Manitoba 	 1-800-542-3404 
Saskatchewan 	 1-800-667-7164 
Alberta 	 1-800-282-3907 
Sud de lAlberta 	1-800-472-9708 
Colombie-Britannique 

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

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

How to Order Publications 

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

1(613)951-7277 

Facsimile Number 1(613)951-1584 

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

Toronto 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication et les autres 
publications de Statistique Canada auprès des agents 
autorisés et des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en écrivant I la Section des ventes des publications, 
Statistique Canada, Ottawa, K1A OTG. 

1(613)951-7277 

Numéro du télécopieur 1(613)951-1584 

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

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

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

Note Ce reconnaissance 

Le succès Cu système statistique du Canada 
repose sur un partenariat bien établi entre 
Statistique Canada et Ia population, les entreprlses 
et les administrations canadienries. Sans cette 
collaboration et cette bonne volonté, II serait 
impossible de produire des statistiques précises 
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 *oo small to be expressed. 

x confidential to meek secrecy requirements 
of the Statistics Ack 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANS IN 

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

This publication was prepared under The 
direction of: 

• G.W. Andrusiak, Director, Industry Division 

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

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

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

SIGNES cONVENTIONNELS 

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

nombres indisponibles. 

n'ayan* pas lieu de figurer. 

- néant ou zero. 

-- nombres infimes. 

x confidentiel en vertu des dispositions de la Loi 
sur la s*a*is*ique relatives au secret. 

1IOTA 

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

NOTE AU SUJET BE CANS IN 

L.a banque de donnóes informatisées de Statistique 
Canada CANSIII (système canadian d'informa*ion socio-
économique) fournit au public toutes lea statistiques 
actuelles at historiques sur le Commerce de detail 
(matrice nos 2299, 2398-2417), at sur de nombreuses 
autres series, par le biais d'un terminal, d'imprimés 
dordinateur ou de supports ordinolingues. Pour plus 
de renseignements, s'adresser au personnel de CANSIM, 
S*atistique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers régionaux des 
bureaux de Statistique Canada situIs è travers Is 
Canada. 

Cette publication a été rédigCe sous 1s direction de: 

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

• B. Names, 	directeur adjoin*, Sous-divjsion des 
commerces 	de 	distributions, 	Division 	de 
1' industrie 

• B. Thériault, chef, Section de l'analyss, du 
développement at d'enquites spCciales, Sous-
division des commerces de distributions, 
Division de l'industrie 

• S. Da.ers, 	fconomiste principale, Section du 
commerce de detail, Sous-division des commerces 
de distributions, Division de 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 de !'American National Standard for 
Information Sciences - Permanence of Paper for 	 Information Sciences 	Permanence of Paper for Printed 
Printed Library Materials, ANSI Z39.48 - 1984. 	 Library Materials, ANSI Z39.48 - 1984. 
0 	 0 	 41 
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Seasonally Adjusted Monthly Sales in Current 
Dollars 

• Preliminary estimates indicate that retail 
sales fell 0.7% in May, offsetting most of 
the 1.0% gain seen in April. At $15.1 
billion, sales returned to the level 
recorded in the first three months of the 
year. Excluding motor vehicle and recre-
ational vehicle dealers, retail sales 
decreased 0.9% in May, in contrast to the 
0.9Z gain in April. 

The overall decline was broadly based with 
13 of 16 trade groups recording lower 
sales. The most significant decreases, in 
order of dollar impact, were registered by 
supermarkets and grocery stores (-1 .3Z) 
and household furniture and appliance 
stores (-3.6Z). Partly counterbalancing 
these losses was a gain reported by drug 
and patent medicin, stores (+1.9Z). 

• Lower sales in May by supermarkets and 
grocery stores followed three monthly 
gains. Sales of household furniture and 
ppliance stores showed a fluctuating 
pattern over the last year but the May 
1992 level was comparable with that of May 
1991. 

• Half 	of 	the provinces 	posted sales 
decreases in May, ranging from -3.0Z in 
Newfoundland to -0.3Z in British Columbia. 
Notable increases were recorded in Mani-
toba (+4.0Z) and Prince Edward Island 
(+2.3Z). 

Trends 

As illustrated in Chart 2, after declining 
sharply from August 1990 to February 1991 
and rising moderately up to August 1991, 
the trend for total retail trade has been 
decreasing slightly ever since. The 
recent downward trend is due mainly to 
declining sales of recreational and motor 
vehicle dealers. Retail sales excluding 
recreational and motor vehicle dealers 
remain almost unchanged since May 1991. 

Year -to -dat. in Current Dollars 

Cumulative retail sales in current dollars 
for the first five months of 1992 amounted 
to $70.8 billion, up 0.8% from the corre-
sponding period in 1991. In April, cumu-
lative sales were 2.2Z higher than in the 
same period of the previous year. However, 
users are reminded that estimates for 
early 1991 were unusually low following 
the introduction of the Goods and Services 
Tax. 

Ventes aensuelles désaisonnaliséas on dollars 
courants 

Les estimations préliminaires indiquent quo 
las ventes du commerce de dó*ail ont chute 
de 0.7Z on mai contrebalancant an grande 
partie laugmentation de 1.OZ davril. Tota-
lisant $15.1 mil.iiards, les vontes sont 
revenues au niveau enragistré des trois 
premiers mois de l'année. Excluant les con-
cessionnaires do v6hicules automobiles at 
rócróatifs, las ventes du commerce do detail 
ant diminu6 do 0.9Z an rnai, faisant con-
traste avec Is gain de 0.9% davril. 

La diminution globale des ventes es* génCra-
lisóe, alors qua des 16 groupes do commerce, 
13 ont enregiskré une baisse do leurs 
vontes. Las diminutions las plus significa-
tives, par ordre dimportanco an dollars, 
ont 6*6 d6clar6es par las suparmarchés 
dalimontation at épiceries -1.3/.) at las 
magasins do meublos at dapparoils ménagers 
(-3.6Z). Ces baisses ant 6*6 partiolloment 
con*rebalancóes par Is gain des pharmacies 
at magasins de médicaments brevatés +1.9Z). 

• Los supermarchés dalimentation at épicerios 
ont onregistré uno diminution do laurs von-
tes an mai faisani suite i trois hausses 
monsuelles. Los ventos des magasins do ecu-
bios at dapparoils ménagers ont fluctuó au 
cours do la dernièro annéo mais Is nivoau do 
mai 1992 ost comparable a celui de mai 1991. 
Los vmn*es ont diminuC dans la moitié des 
provinces, sócholonnant do -3.OZ a Terre-
Neuve a -0.3Z an Colombie-Britannique. Dos 
hausses notables ant Cté enr.gistrées au 
Manitoba l+4.QZ) at a lIle-du-Princ.-
Edouard (+2.3Z). 

Tendanco 

Comma an kémoigne Is graphique 2, après une 
forte baisse daoGt 1990 a févriar 1991 at 
une hausso modéréa jusquen aou* 1991, Ia 
tendance des vantos totales du commerce de 
detail diminue légêroeant depuis. La ten-
dance recente a la baisse est principalement 
due aux ventes décroissantes des concession-
naires de véhicules automobiles at récréa-
tifs. Los ventes du commerce de dCtail ox-
cluant los concessionnaires de vChiculos 
automobiles at récréa*ifs d..eur.nt prati-
quement inchangéas dapuis .ai 1991. 

Ciulatif on dollars courants 

Las vantes so chiffrent A $70.8 milliards an 
dollars courants depuis 1s debut do lannóe, 
an hausse de 0.8Z par rapport aux cinq pre-
miers mois do lannée derniBre. En avril, 
los ventes cumulatives étaient 2.2Z plus 
élevóes quo cellos do la memo période quo 
lannéc passéa. Toutofois, los utilisat.urs 
doivant so rappeler quo las estimations du 
debut de 1991 ont 6*6 exceptionnelloment 
faibles après lintroduction de la taxe sur 
los produits at services. 





Chart 1 	 Graphique 1 
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Chart 2 Graphique 2 

Retail Sales Trendsl - Canada Tendances 1  des ventes au detail - Canada 
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Trends represent smoothed seasonally adjusted data. Les tenciances repr6sentent /es données désaisonnalisées 
Data prior to 1991 have been adjusted to remove the /issees. 

deraj Sales Tax to be comparable to January 1991 and Les données avant 1991 ont été ajustées pour supprimer Ia taxe • 
)sequent data. de vente fédérale afin qu 'e//es so,ent corn parables a janvier 1991 

et aux données subséquentes. 
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Retail Sales Trends 1  - Canada, 	 Tendancesi des ventes au detail - Canada, 
By Major Group 	 par groupe principal 
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TABLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Currant Periods) 

Change from 
Sales 	 previous month 

Year-to- 
Ventes 	date Variation p. r. 

au riois pr6c6dent 
1992 

May 	April 	March February 	 May 	April 
199~ 	1992 	1992 	199~ Cu,mjla'cif 	199~ 	1992 
Mai 	Avril 	Mars Févrjer 	 Mai 	Avrjl 

No. 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,616.3 3,665.8 3,644.5 3,627.0 18,171.6 -1.3 0.6 

2 All other food stores 295.5 300.3 291.6 294.2 1,479.3 -1.6 3.0 

3 Drugs and patent medicine stores 877.0 860.9 851.1 851.8 4,285.9 1.9 1.2 

4 Shoe stores 127.2 131.5 128.6 129.5 645.3 -3.3 2.2 

S Mens clothing stores 130.9 131.9 130.2 135.9 669.8 -0.8 1.3 

6 Piomen's clothing stores 301.0 294.7 292.6 298.9 1,483.9 2.1 0.7 

7 Other clothing stores 311.7 315.9 305.3 309.5 1,548.5 -1.3 3.5 

8 Household furniture and appliance 618.2 641.1 647.7 641.6 3,180.6 -3.6 -1.0 
stores 

9 Household furnishings stores 175.2 182.0 184.7 186.2 908.4 -3.7 -1.5 

10 Motor vehicle and recreational 3058.0 3,167.1 3021.8 3 1 136.0 15,737.7 -0.3 1.4 
vehicle dealers 

11 Gasoline service stations 1023.4 1,128.0 1,126.6 1,146.2 5,695.7 -0.4 0.1 

12 Automotive parts, accessories 857.0 859.2 861.9 862.1 4,311.3 -0.3 -0.3 
and services 

13 General merchandise stores 1,738.4 1,748.1 1,711.8 1,743.5 8,656.2 -0.6 2.1 

14 Other semi-durable goods stores 514.5 509.6 507.6 508.3 2,556.9 0.9 0.4 

15 Other durable goods stores 403.4 415.9 410.9 412.8 2,048.6 -3.0 1.2 

16 Other retail stores 851.9 859.7 845.5 858.0 4,282.7 -0.9 1.7 

17 Total, all stores 15,099.7 15,211.9 15,062.4 15,141.5 75,662.4 -0.7 1.0 

Regions 

18 Newfoundland 264.1 272.4 275.7 284.2 1,385.5 -3.0 -1.2 

19 Prince Edward Island 65.7 44.3 65.3 64.1 326.8 2.3 -1.5 

20 Nova Scotia 502.6 505.1 502.7 480.1 2,496.4 -0.5 0.5 

21 New Brunswick 387.2 384.6 385.5 383.6 1,928.5 0.7 -0.2 

22 Quebec 3,717.7 3,760.3 3,694,6 3,692.7 18,614.6 -1.1 1.8 

23 Ontario 5 5552.6 5 1 617.8 5,556.7 5,642.6 27083.5 -1.2 1.1 

24 Manitoba 526.3 506.0 530.4 535.6 2,627.8 4.0 -4.6 

25 Saskatchewan 448.0 447.8 457.0 445.6 2,250.6 0.1 -2.0 

26 Alberta 1,602.7 1,583.2 1,609.4 1,584.5 7,986.2 1.2 -1.6 

27 British Coluria 1,942.0 1,948.2 1,970.4 1,951.1 9,771.1 -0.3 -1.1 

28 Yukon 13.4 14.3 14.7 14.5 71.3 5.7 3.0 

29 Northwest Territories 30.8 31.9 30.8 30.3 154.2 -3.6 3.7 

fl 
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Depart.ent Store Sales and Stacks Ventes at stacks des grands magasins, 63-002 
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Bilingual Mensuel, Bilingue 
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TABLE 1. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Current Periods) 

Change from 
Sales previous month 

Year-to- - 

Ventes date Variation p. r. 
au imois precedent 

1992 

May April March February 
Cumulatif 

May April 
1992 1992 

Mal 
1992 

Avril 
1992 
Mars 

1992 
F6vrier 

1992 
Mai Avril 

No. 

j11jons of dollars - millions de dollars 

Trade Group - Canada 

I Supermarkets and grocery stores 3,616.3 3,665.8 3,644.5 3,627.0 18,171.6 -1.3 0.6 

2 All other food stores 295.5 300.3 291.6 294.2 1,479.3 -1.6 3.0 

3 Drugs and patent medicine stores 877.0 860.9 851.1 851.8 4,285.9 1.9 1.2 

4 Shoe stores 127.2 131.5 128.6 129.5 645.3 -3.3 2.2 

5 Men's clothing stores 130.9 131.9 130.2 135.9 669.8 -0.8 1.3 

6 I4omen's clothing stores 301.0 294.7 292.6 298.9 1,483.9 2.1 0.7 

7 Other clothing stores 311.7 315.9 305.3 309.5 1,548.5 -1.3 3.5 

8 Household furniture and appliance 618.2 641.1 647.7 641.6 3,180.6 -3.6 -1.0 
stores 

9 Household furnishings stores 175.2 182.0 184.7 186.2 908.4 3.7 -1.5 

10 Motor vehicle and recreational 3,158.0 3,167.1 3,121.8 3,136.0 15,737.7 -0.3 1.4 
vehicle dealers 

11 Gasoline service stations 1,123.4 1,128.0 1,126.6 1,146.2 5,695.7 -0.4 0.1 

12 Automotive parts, accessories 857.0 859.2 861.9 862.1 4,311.3 -0.3 -0.3 
and services 

13 General merchandise stores 1,738.4 1,748.1 1,711.8 1,743.5 8,656.2 -0.6 2.1 

14 Other semi-durable goods stores 514.5 509.6 507.6 508.3 2,556.9 0.9 0.4 

15 Other durable goods stores 403.4 415.9 410.9 412.8 2,048.6 -3.0 1.2 

16 Other retail stores 851.9 859.7 845.5 858.0 4,282.7 -0.9 1.7 

17 Total, all stores 15,099.7 15,211.9 15,062.4 15,141.5 75,662.4 0.7 1.0 

Regions 

18 Newfoundland 264.1 272.4 275.7 284.2 1,385.5 -3.0 -1.2 

19 Prince Edward Island 65.7 64.3 65.3 64.1 326.8 2.3 -1.5 

20 Nova Scotia 502.6 505.1 502.7 480.1 2,496.4 -0.5 0.5 

21 New Brunswick 387.2 384.6 385.5 383.6 1,928.5 0.7 -0.2 

22 Quebec 3,717.7 3,760.3 3,694.6 3,692.7 18,614.6 -1.1 1.8 

23 Ontario 5,552.6 5,617.8 5 1556.7 5,642.6 27,983.5 -1.2 1.1 

24 Manitoba 526.3 506.0 530.4 535.6 2,627.8 4.0 

25 Saskatchewan 448.0 447.8 457.0 445.6 2,250.6 0.1 -2.0 

26 Alberta 1,602.7 1,583.2 1,609.4 1,584.5 7,986.2 1.2 -1.6 

27 British Colujthia 1,942.0 1,948.2 1,970.4 1,951.1 9,771.1 -0.3 -1.1 

28 Yukon 13.4 14.3 14.7 14.5 71.3 -5.7 -3.0 

29 Northwest Territories 30.8 31.9 30.8 30.3 154.2 -3.6 3.7 



0.5 0.2 -0.5 1.3 0.5 1.3 

-0.9 -1.2 -2.8 0.5 -6.9 -3.2 

-0.1 0.8 6.7 7.4 7.0 4.6 

-0.7 0.8 -8.4 -2.8 -4.4 -4.7 

-4.1 -3.5 -12.3 -11.0 -14.4 -9.4 

-2.1 0.7 -3.4 -4.4 -5.0 -2.4 

-1.3 1.1 -2.9 0.4 -4.3 -4.6 

1.0 1.5 -0.3 1.7 3.8 7.8 

-0.8 3.3 2.0 5.7 8.1 12.2 

Groupe de commerce - Canada 

Supermarchès daliusentation at I 
épiceries 

bus lef autres magasins 2 
d'alimentation 

Pharmacies at nagasins do 3 
médicaments brevetés 

Magasins de chaussures 4 

Magasins de vètements pour honmies 5 

Magas ins do vête.ents pour dames 6 

Autres magasins do vètements 7 

Magasins de meubles at dappareils 8 
unénagers 

Magasins daccessoires dameublemont 9 

Concessionnairos do vChicules 10 
automobiles at récrCatafs 

Stations-service 11 

Magasins de pièces  at  daccossoires 12 
pour automobiles at services 

Ilagasins do marchandises diverses 13 

Autresmagasins do produits 14 
semi-durables 

Autros magasins do produits IS 
durables 

Au'cros magasins do vent, mu detaIl 16 

Total, ensemble des •agasans 17 

0.7 

-1.S 

7.0 

-3.5 

-7.7 

-1 • I 

-1.3 

6.8 

10.5 

1.9 

-6.8 

-4. 1 

1.5 

2.0 

2.9 

4.4 

0.9 

-3.0 -1.7 -5.8 -1.1 -0.4 -1.8 

1.8 -4.9 4.9 2.7 4.2 -0.1 

4.7 -5.1 1.1 3.1 4.2 -3.7 

0.5 -1.1 -0.4 -0.4 2.8 -1.1 

- - -1.5 -2.2 1.1 -0.8 -0.6 

0.5 -1.8 1.9 1.1 1.3 

-1.0 1.1 0.4 -2.7 2.6 3.3 

2.6 -1.5 1.2 3.6 1.8 -1.9 

S 1.6 -1.4 1.1 -0.7 

0.2 

2.2 

2.0 

1.2 

0.3 1.0 -0.4 -1.9 

1.6 - - -8.7 -1.4 4.0 2.5 

1.7 -0.4 2.4 7.5 3.7 3.1 

Terre-Mauve 18 

I l.-du-Pr ince-douard 19 

Nouvelle-gcosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabi.-Br itannique 27 

Yukon 28 

Territoires du Nord-Ouest 29 

-1.3 

4.3 

2.3 

0.5 

0.4 

1.0 

0.8 

1.1 

1.4 

0.8 

0.3 

4.7 
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. TABLEAU 1. Vontes au detail, dCsaisannalis&es, solon 1s groupo do coerco at Ia region 
(pCriodas courantes) 

Change from 
previous month 

Variation p. r. 
au mois prócódent 

March Februar 
1992 199 
Mars Févri.r 

Change from previous year 

Variation par rapport è Pannóe precedent. 

Year-to- 
May 	April 	March February 	date 
199~ 	1992 	1992 	1992 	1992 
Mai 	Avril 	Mars Fóvrier Cijejiatif 

Per cent - pourcentage 

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

Sales 

Ventes 

May 	April 	March 	February 	Year-to-date 
1992 	1992 	1992 	1992 	1992 
Ilai 	Avril 	Mars 	Fvrier 	Cumulatif 

millions of dollars - millions do dollars 

Trade Group Canada 

No. 

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 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluabia 

28 Yukon 

29 Northwest Territories 

3,867.2 

318.0 

872.1 

138.0 

136.6 

318.9 

302.7 

570.2 

176.0 

3,770.3 

1,163.9 

948.2 

1,692.2 

587.6 

395.7 

897.3 

16,154.9 

285.8 

69.6 

535.0 

414.3 

4,167.3 

5,911.8 

560.4 

468.9 

1,671.6 

2,023.9 

14.1 

32.2 

3,615.2 

302.4 

836.8 

128.7 

119.1 

287.4 

291.3 

586.3 

171.4 

3,679.8 

1,066.9 

867.6 

1,639.8 

473.2 

356.9 

774.4 

1.5,196.9 

270.3 

62.7 

510.7 

386.2 

3,923.4 

5,556.8 

510.6 

444.7 

1,575.5 

1,914.2 

13.3 

30.6 

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 

13,91.9 

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 

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 

12,609.81 

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 

17,883.6 

1,402.7 

4,143.1 

543.7 

537.6 

1,280.3 

1,294.9 

2,810.6 

801.2 

15,801.0 

5,449.3 

3,985.1 

7,261.8 

2,248.8 

1,667.6 

3,705.6 

70,816.8 

1,280.0 

292.3 

2,329.7 

1,790.8 

17,626.3 

26,064.7 

2,459.6 

2,093.4 

7,680.7 

9,195.0 

61.8 

142.4 



-8.6 -1.1 -3.5 4.0 

1.5 4.4 1.8 3.9 

-1.0 6.3 2.1 0.4 

-3.1 1.7 0.7 2.7 

-4.9 3.4 -3.4 3.0 

-4.0 2.1 -2.0 6.6 

-2.5 -0.9 0.1 7.6 

-1.0 4.1 0.2 3.6 

-1.2 0.6 0.9 5.4 

-3.8 - - 0.4 4.8 

-12.7 2.6 5.4 6.0 

2.9 11.1 0.5 7.9 

Terre-Nouvo 18 

Ile-du-Prince4douard 19 

Nouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloithio-Brifannique 27 

Yukon 28 

T.rritoires du Nord-Ouost 29 

-1.6 

4.3 

2.9 

0.8 

0.1 

0.8 

1.0 

1.5 

1.7 

0.9 

0.3 

5.7 
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. TABLEAU 2 • Ventes au detail, non -désaisonnaliséms, solon 3m groupe do corce at Is region 
(pdriodes courantos) 

Change from previous year 

Variation par rapport a Pannée précédente 

May 	April 	March February Year-to-date 
1992 	 1992 	 1992 	 1992 	 1992 
Mai 	Avril 	Mars 	Février 	Cumulatif 

Per cent - pourcentaga 

No 

-1.2 5.7 -6.8 8.1 

-3.8 6.8 -12.1 0.3 

4.7 9.4 5.3 7.7 

-10.0 -2.1 -7.7 1.9 

-11.7 -10.3 -19.8 -1.9 

-2.6 -5.4 -10.2 2.6 

-1.8 2.0 -7.7 0.8 

-3.0 2.1 3.1 13.1 

0.3 5.6 7.6 16.0 

-7.7 -0.8 7.5 3.1 

-6.7 -4.9 -4.4 -4.5 

-8.0 -6.0 -0.6 -2.5 

-3.0 5.1 -3.0 7.5 

-1.5 3.6 -1.5 4.8 

-3.9 5.2 - - 7.3 

2.2 7.0 -3.4 9.5 

Groupe do commerce - Canada 

Supermarchés dalimenfation at épiceries 	1 

bus las autras magasins d'alimentation 	2 

Pharmacies of magasins de inédicaments brevotés 3 

Magas ins do chaussures 	 4 

Magasins do vétements pour houmnes 	5 

Magasins do vétomonts pour dames 	6 

Autres magasins do vtements 	7 

Magasins do moubles at dapparoils managers 	8 

Magasins daccessoires dameublement 	9 

Concessionnairos do véhiculos automobiles 	10 
at récréat ifs 

Stations-service 	 11 

Magasins do picos at daccessoires pour 	12 
automobiles at services 

Magasins do merchandises divors.s 	13 

Autres magasins do produits semi-durablos 	14 

Autres magasins do produits durables 	15 

Autres magasins do vonte au detail 	16 

1.6 

7.4 

-4.1 

-8.0 

-2.4 

-0.9 

6.8 

9.9 

0.3 

-6.4 

-4.4 

1.8 

2.3 

2.3 

5.0 

-3.7 	2.0 	-1.4 	5.01 
	

0.8 Total, ensemble des .agasins 	17 

Regions 

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

Sales 

Ventes 

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

Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 Trimestre I 

millions of dollars - millions de 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 2,259.5 

277.0 473.8 398.7 435.7 281.8 

282.0 593.7 380.4 442.2 296.7 

674.0 1,167.4 905.8 936.5 680.9 

700.9 1 1-237.3 906.2 900.0 712.7 

1,654.0 2,224.9 1,947.2 1 1770.9 1,468.8 

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 1450.5 
2,169.3 2,832.0 2,656.2 2 1 908.8 2,213.4 

3,929.8 6,958.2 4,953.2 4,944.1 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 2,638.8 2,481.6 1,928.4 

39,464.9 	49,224.6 	45,869.3 	47,547.6 	38,566.9 

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 lIen's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Newfoundland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 lIen's clothing stores 

6 Ilomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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TABLEAU 3 • Ventes au dtazl, non -désaisonnalisées, solon lo groupo do coorce at Ia region 
(estivations triaostrialles ) 

. Change from previous year 

Variakion par rapport a l'anne précédento 

	

Quarter 1 	Quarter 4 Quarter 3 Quarter,  2 Quarter 1 

	

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

Per cent - pourcentage 

Croupe do coimnorco 

S 

-6.7 -15.8 -5.8 -6.9 2.4 

-2.0 -13.1 -14.8 -12.0 -16.2 

2.7 -4.2 -1.9 -1.4 -4.9 

3.8 -10.9 -14.5 -16.4 -14.7 

4.1 -8.1 -9.4 -11.0 -17.6 

5.5 -2.6 -2.5 -3.8 -6.7 

Canada 

Supermarchés d'alimentation of épicerios 1 

bus los aufros ,nagasins d'alimon'Laf ion 2 

Pharmacies of magasins do médicaments brovotIs 3 

Magasins do chaussures 4 

Magas ins do vôfomonfs pour hoaunes 5 

Magasins do vêtemenfs pour dames 6 

Au'tres magas ins do vêtoiiients 7 

Magasins do moublos of d'apparoils ménagers B 

Magasins d'accessoiros d'ameublement 9 

Concessionnaires de véhiculas automobiles 10 
of récréat ifs 

Stations-service 11 

Magasins do pièces of daccessoiros pour 12 
automobiles of services 

Magasins do merchandises divorces 13 

Autras magasins do produits somi-durables 14 

Autres magasins do produits durables 15 

Autros l,sagasins do vento eu detail 16 

1.3 1.8 1.9 3.3 2.8 

-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 -1311 -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 

. 

	

2.3 	-5.6 	-4.5 	-4.9 	-9.0 

	

4.6 	4.2 	3.0 	4.3 	8.4 

Total, ensemble dos magasins 	 17 

Terre-Howe 

Supermarchós d'alimentation at épicories 1 

Tous les autros isagasins dalimentation 2 

Pharmacies at inagasins do médicaments brevetés 3 

Plagasins do chaussuros 4 

Magas ins do vêtements pour houimies 5 

Magas ins do vêtemenfs pour dames 6 

Aufres magasins do vôtemonts 7 

Magasins do meubles at d'apparoils ménagers 8 

Magasins daccessoires damoublement 9 

Concessionnairos do véhiculos automobiles 10 
of récráatifs 

Stations-service 11 

Magasins do pièces at daccossoiros pour 12 
automobiles of services 

Magasins do merchandises divorces 13 

Autres ulagasins do produits semi-durables 14 

Autr.s magasins do produits durables 15 

Autres magasins do vonfe au detail 16 

Total, ensemble des .agasins 17 

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 -19.8 

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 

6,7 -1.9 2.7 -2.1 0.3 

1.2 -3.9 -4.4 -3.9 -2.7 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates ) 

Sales 

Ventes 

	

Quarter 1 	Quarter 4 Quarter 31 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 

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 2.8 118 

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 47.7 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 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 P4omen'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 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Per cent - pourcentage 

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 -36.4 

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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TAELEAU 3. Ventes au detail, non -désaisonnaliséss, salon 10 groupe de caumerce at la region 
(estaations triaastriallas ) 

. Change from previous year 

Variation par rapport è l'année précédente 

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

Trimestra 1 Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 1 

Groupa de comeerce 

N o 

. 

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 

4.4 -6.0 -10.7 -5.0 -8.7 

13.7 -7.7 -10.7 -6.4 -11.5 

5.1 -6.1 -3.0 5.0 -6.5 

3.3 -7.8 -4.4 -4.7 -6.4 

Ile-du-Prince- douard 

Supormarchés dalimentation at épiceries 1 

bus los autres magasins d'alimen*ation 2 

Pharmacies at magasins do médicaments brevetés 3 

Hagas ins de chaussuras 4 

Plagas ins do vétoments pour homies S 

Magasins de vètements pour dames 6 

Autres magasins de vêtements 7 

Ilagasins do meubl.s at d'appareils ménagers 8 

Plagasins daccessoires dameublement 9 

Concessionnaires de vi6hicules automobiles 10 
at récrént ifs 

Stations-service 11 

Hagasins do pièces at d'accassoires pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres megasins da produits somi-durables 14 

Autres magasins do produits durablas 15 

Autres magasins do vente au detail 16 

Total, ensemble doe magasins 17 

Nouvalle -cossa 

Supermarchés dalimentation at épiceries 1 

Tous les autros magasins dalimentation 2 

pharmacies at magasins do médicaments brevetés 3 

Magas ins do chaussures 4 

Magasins do vêtements pour hoiuuiies 5 

Magas ins do vtemon*s pour dames 6 

Autres magasins do vétements 7 

Hagasins do meubles at dappareils riénagars 8 

tiagasins daccessoiras domoublemont 9 

Concessionnairos de véhjcules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins de pièces at daccassoiras pour 12 
automobiles at services 

Magasins do merchandises divorces 13 

Autr.s magasins do produits somi-durablos 14 

Autr.s magasins do produits durablos IS 

Autres magasins do vente cu detail 16 

Total, omse.ble dos •agasns 17 

	

5.5 	-6.7 	-5.5 	-7.7 	-9.2 

	

6.4 	9.7 	5.4 	9.5 	14.2 



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

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 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 1 165.3 1,216.8 971.0 

2,843.1 3,125.4 3,105.1 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 3,070.4 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 12,153.7 9,423.5 

Trade Group 

No. 

New Brunswick 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent usedicine stores 

4 Shoe stores 

5 lIen's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mens clothing stores 

6 Monens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Change from previous year 

Variation par rapport è lanne prc6dente 

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

Trimestre I Trimestre 4 Trimestro 3 Trimestre 2 Trimestre 1 

Per cent - pourcentaga 

-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 

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 -25.3 

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 

11.9 -2.8 -8.1 -11.8 -14.7 

1.2 -5.5 -4.1 -4.7 -9.2 

-11- 

. 

. 

TABLEAU 3. Ventes au detail, non-désaisonnalis&es, se]mi le groups do caerca at la region 
(estimations triuestrialles J 

. 

Nouveau -Brunswick 

Supermarchis dalimentation at épicerias 1 

Tous lea autres magasins dalimenIation 2 

Pharmacies at magasins cia médicaments bravetés 3 

Magasins cia chaussures 4 

Magas ins do vètomen(s pour homnes 5 

Ilagas ins do vétemonts pour dames 6 

Autras u,agasins de vôtements 7 

Magasins de meubles at d'apparails ménagers 8 

Magasins d'accossoiras d'amaublemen( 9 

Concessionnaires cia véhiculas automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at daccassoires pour 12 
automobiles at services 

Plagasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autros magasins do produits durables 15 

Autres .agasins da vanta au dMail 16 

Total, maseeble des magasins 17 

Québec 

Supermarchés dalimentafion at épicarias 1 

Tous les autras magasins dalimentation 2 

Pharmacies at magasins do médicaments brevetés 3 

Magasins de chaussures 4 

Magasins de vôtaments pour hooimes 5 

Magasins do vôt.manks pour dames 6 

Autres magas ins de vêtemants 7 

Magasins do meublas at dappareils menagars 8 

Magasins daccessoiras dameublemont 9 

Concassionnairas do véhiculas automobiles 10 
at récréat ifs 

Stations-service ii 

Magasins do pièces at daccassoiras pour 12 
automobiles at services 

tiagasins do merchandises clivarsos 13 

Autras magasins do produits smui-durabl.s 14 

Autres magasins do produits durables 15 

Autras magasins do yenta au detail 16 

Total, enseable des magasins 17 

	

2.2 	-6.0 	-3.1 	-1.9 	-4.1 

	

-0.7 	2.9 	4.0 	5.5 	3.0 

Groupe de corrierce 
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TABLE 3 • Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventos 

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

Trjmestre 1 Trjmestre 4 Trimestre 3 Trimestre 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 1 1 058.0 913.2 920.2 883.6 

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 
3,152.9 3,353.6 3,528.1 4,180.3 2,935.4 

12158.6 1,197.8 1,308.7 1,265.5 1,214.3 

837.1 1,090.1 1,000.3 1 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 	14,825.0 	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 

139.2 158.5 169.5 157.0 148.0 

62.4 84.6 82.3 92.2 61.8 

167.0 288.7 203.2 210.2 161.7 

33.3 53.5 42.8 53.1 33.0 

31.9 53.9 38.8 36.4 29.4 

52.6 77.5 58.8 60.0 50.7 

1,388.6 1,727.4 1,563.7 1,639.4 1,346.2 

Trade Group 

No. 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

B Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Change from previous year 

Variation par rapport ik 1'anno précédente 

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 

Per cent - pourcentage 

0.5 -1.0 

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 

. 
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TAILEAU 3. Ventes cu dtaa1, non-désaisonnaliséas, selon Ic groupe do coorce at Ia region 
(estiations trimestriellos) 

-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 

Groupe de coimnerce 

N .  

0ntaro 

Supermarchs dalimontation at 6piceries 1 

bus los autres magasins d'alinenta+ion 2 

Pharmacies at magasins do médicaments brevetés 3 

liagas ins de chaussures 4 

Ilagas ins do vêiements pour honmies 5 

tiagas ins do v6tements pour dames 6 

Aufres magasins do vêtements 7 

Magasins de meublos at d'appareils ménagers 8 

Magasins d'accessoires d'ar,eublement 9 

Concessionnaires do véhiculos automobiles 10 
at récréat ifs 

Stations-service 11 

liagasins do pi&es at daccessoires pour 12 
automobiles at services 

liagasins do marchandisos diverses 13 

Autres .agasins do produits somi-durables 14 

Autres magasins do produits durables IS 

Aufres ilTagasins do vonte au detail 16 

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 

3.2 -4.6 -5.1 -4.4 -5.4 

Total, ensemble des .agasins 	17 

Manitoba 

Supermarchés dalimenkation at épiceries I 

Tous les autres magasins dalimentation 2 

Pharmacies at magasins do médicaments brovotés 3 

Magas ins do chaussures 4 

Magas ins do vétoisonts pour hoemies 5 

Magas ins do vétements pour dames 6 

Autres magasins do vêtomonts 7 

tiagasins do meubles of d'appareils ménagers 8 

tiagasins daccossoiros dameubloment 9 

Concessionnaires do véhicules automobiles 10 
at récrCatifs 

Stations-service 11 

tiagasins do pi3ces at daccessoires pour 12 
automobiles at services 

Hagasins do marchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autras magasins do produits durables IS 

Autres magasins do vonte au detail 16 

Total, ensemble des maqasins 17 
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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 I 

	

1992 	1991 	1991 	1991 	1991 
Trimestre I Trimestre 4 Trimestre 3 Trimestre 2 Trimestre 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 1,55.8 1 1 328.2 1,363.2 1,161.0 

1049.1 1,069.2 1,069.5 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 

218.0 295.8 268.5 256.4 209.7 

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

Trade Group 

No. 

Saskatchewan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mon's clothing stores 

6 P4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Alberta 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 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 paris, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



6.6 -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 4.6 6.5 10.0 -3,3 

5.2 -7.5 -13.8 -5.2 -11.0 

-5.9 -2.7 -3.3 -6.1 

3.4 -6.4 -4.2 -4.1 -6.8 
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TABLEAU 3. Ventes cu detail, non-desaisonnalisees, salon lo groupe do cosoerca at la region 
(ostasations trasestriallas) 

S Change from previous year 

Variation par rapport è l'année pr6ced.n*e 

Quarter 11 Quarter 4 Quarter 3 Quarter 2 Quarter I 
1992 	

1  99 1 
	1991 	1991 	1991 

Trimestre I Trimestre 4 Trimestro 3 Trimest.re 2 Trimestro I 

Per cent - pourcantage 

Groupe do corinerce 

I~j 

S 

-2.2 	6.6 	8.7 	12.2 	12.5 

	

1.6 	-7.1 	-8.0 	-6.6 	-4.7 

	

8.3 	6.5 	5.9 	4.1 	4.4 

Saskatchewan 

Supermarchés d'alimentation at ipicories 1 

bus las autres magasins dalimentation 2 

Pharmacies of magasins do mdicaments brevet6s 3 

Magas ins do chaussures 4 

Magasins do vêtoments pour hoimees S 

Magasins do vêtoments pour dames 6 

Autres megasins do vètements 7 

Plagasins do moublos of cPappareils managers 8 

Plagasins d'accessoires d'amcubloment 9 

Concessionnairos do véhicules automobiles 10 
of récreatifs 

Stations-service 11 

Ilagasins do pièces of ci accossoiros pour 12 
automobiles at services 

Plagasins do marchandisos divorsos 13 

Autros magasins do produits semi-durables 14 

Autres magasins do produits durabl.s 15 

Autros magasins do vents cii detail 16 

Total, enseuble des magasins 	 17 

Alberta 

Supormarchés dalimontation of 6picaries 1 

Tous los autros magasins dalimentation 2 

Pharmacies at magasins do medicaments brovefés 3 

Nagasins do chaussuros 4 

Ifagasins do vêtements pour houimes S 

Magas ins do vêtemenfs pour dames 6 

Autros magasins do vêtomonts 7 

Magasins do moublos of dappareils ménag.rs 8 

Magasins daccossoires dameublemont 9 

Concossionnaires do véhicules automobiles 10 
of rCcróatzfs 

Stations-service 11 

Magasins de pièces of daccessoires pour 12 
automobiles of services 

Magasins do merchandises divorsos 13 

Autros riagasins do produits semi-durables 14 

Autr.s magasins do produits durables 15 

Autres magasins do vents cii dCtail 16 

Total, ensemble des •ag.sins 17 

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 -5.7 

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 



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

Sales 

Ventes 

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

Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 Trireestre 1 

millions of dollars - millions de dollars 

1,336.4 1,418.9 1,422.4 11381.9 1,294.2 

265.4 324.8 275.0 267.4 244.5 

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 

13,188.2 1,142.9 1,334.5 11530.4 13,175.0 

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 	6,011.5 	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 Columbia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Kens clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Croupe do corunerco 

H. 

Colombia -Rritannique 

Supermarchés dalimentation at epicories 1 

Tous las autres magasins dalimentation 2 

Pharmacies at itsagasins do mIdicamonts br.vMés 3 

Plagas ins do chaussures 4 

tiagas ins do vItaments pour honmies S 

Magasins do vItements pour dames 6 

Autres magas ins do vItements 7 

Magasins do meubles at dappareils ménagers 8 

Ifagasins daccossoires dameublement 9 

Concessionnaires do véhicules automobiles 10 
at rIcréatifs 

Stations-service 11 

Itagasins do pièces at daccossoiros pour 12 
automobiles at services 

Magasins do merchandises divorsas 13 

Autras magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vents au detail 16 
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. 

TABLEAU 3. Ventes au detail, non-dCsaisonnalasées, selon Is graupe as couerce at Ia region 
(estfatfons triNestrielles) 

is 

Change from previous year 

Variation par rapport I lannée précédente 

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

Trimestre 1 Trimestro 4 Trimostre 3 Tririestre 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 

1.1 -11.2 -9.0 -3.3 -17. 

-12.9 -14.8 -6.8 -6.7 

-9.3 -10.7 -10.1 -12.6 

8.0 0.6 5.4 3.3 0.! 

8.8 1.4 -1.2 -8.1 -2.0 

10.1 3.6 3.0 0.6 

89 4.6 1.0 -3.6 -7. 

3.2 	-1.9 	-1.3 	-1.6 	-6.  Total, ensemble des magasins 	17 

Yukon et Territoires du Nord-Ouest 

S 

11.2 -3.4 4.6 2.2 -4.3 

0.3 6.5 7.4 63.1 58.6 

35.7 2.5 -6.2 -26.2 -34.7 

-8.0 -32.3 -17.8 -5.6 -22.9 

6.5 1.8 - - -3.5 -7.3 

-18.2 -11.9 -18.4 -14.4 

28.6 4.7 -2.5 1.4 1.7 

-3.4 2.9 0.6 2.7 5.3 

5.1 -7.8 -5.2 -5.2 -10.9 

Supermarchés dalimentation at épicaries 

Tous los autres magasins dalimontation 2 

Pharmacies at magasins do médicaments brevet6s 3 

Magas ins de chaussures 4 

Magasins do vItements pour hommes 5 

Magas ins do vIte.ents pour dames 6 

Aufres magasins do vItomonts 7 

Magasins do meublos at dappareils ménagors 8 

Magasins daccessoires d'ameublenient 9 

Concessionnaires do véhicules automobiles 10 
at récreat ifs 

Stations-service 11 

Magasins do pièces at daccassoiros pour 12 
automobiles at services 

liagasins do merchandises diversas 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vents au detail 16 

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

Sales 

Ventes 

	

Quarter 1 	Quarter 4 	Quarter 3 	Quarter 2 	Quarter 1 

	

1992 	1991 	1991 	1991 	1991 
Trimestre I Trimestre 4 Trimestre 3 Trimesfre 2 Trimestre I 

millions of dollars - millions de dollars 

	

8.3 	8.6 	11.1 	10.1 	7.5 

	

X 	 x 	X 	 X 	 X 

	

x 	x 	x 	x 

	

x 	x 	x 	x 	x 

	

x 	X 	 X 	 X 	 X 

	

0.3 	0.4 	0.4 	0.4 	0.2 

	

x 	x 	x 	x 

	

0.6 	1.1 	1.0 	0.6 	0.4 

	

x 	x 	x 	x 	x 

	

6.3 	7.1 	7.9 	10.8 	6.8 

	

x 	x 	X 	 X 

	

1.6 	2.6 	3.1 	2.5 	1.9 

	

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 

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 

8.5 8.5 11.0 12.0 9.3 

3.2 2.9 2.9 2.7 3.1 

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 

79.4 97.5 91.3 91.8 75.9 

Trade Group 

No 

Yukon 

1 Supermerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 I4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive paris, 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 

Northmest Territories 

1 Supermerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



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 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 

-16.5 -22.6 -7.5 5.2 . 	x x x x K 

4.8 -6.6 -6.1 -3.8 -8.8 
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TABLEAU 3. Ventes su detail, non-dCsaisonnalisCos, salon Jo groupa do cerce at Ia region 
(estimations tri.aostrielles) . - 	Change from previous year 

Variation par rapport è 1ann.e pricidente 

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

Trimostre I Trimestro 4 Trimestre 3 Trimestre 2 Trimestre 1 

Groupe de conanerce 

N' 

Per cent - pourcentago 

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 3.4 7.3 -39.5 -56.0 

x x x 

-7.1 -24.1 -25.7 -13.4 -23.1 

	

x 	x 	X 	 x 	 X 

	

-iii 	-22.3 	-3.7 	-8.7 	-5.9 

• 

	

5.7 	-10.2 	-7.3 	-7.8 	-15.7 

Yukon 

Supermarchés dalimon*ation at ópicorios 1 

Tous las autres magasins daliu,entation 2 

Pharmacies at magasins do médicaments brevetés 3 

Magas ins do chaussures 4 

Hagas ins do vtoments pour homoes 5 

Hagasins do vétements pour dames 6 

Autres magasins de vétements 7 

Magas ins do moubles at d 'appare us ménagers 8 

Magasins d'accessoires dameubleinent 9 

Concessionnaires do véhicules automobiles 10 
at récréatifs 

Stations-service 11 

Plagasins do pièces at d'accessoiros pour 12 
automobiles of services 

Ptagasins do marchandises diversos 13 

Autres magasins do produits semi-durables 14 

Autros magasins do produits durabl.s 15 

Autros magesins do vento mi detail 16 

Total, ensemble des asgasins 17 

Territoiras du Nord-Ouost 

Supermarchés dalimentation at épiceries I 

bus los autres magasins dalimon*ation 2 

Pharmacies of magasins do médicaments brovetés 3 

Magas ins do chaussures 4 

Magas ins do vétements pour honnies 5 

Magas ins do vétements pour dames 6 

Autres magas ins do vétonients 7 

Magasins do meubles at dapparoils ménagors 8 

Hagasins daccessoires d'amoubl.m.nt 9 

Concessionnaires do véhicules automobiles 10 
of récróat ifs 

Stations-service 11 

Hagasins do pieces of daccessoiros pour 12 
automobiles at services 

Magasins do merchandises divorces 13 

Autres magasins do produits semi-durables 14 

Autres usagasins do produits durables 15 

Autres usagasins do vent* su detail 16 

Total, onseable des .agasins 17 



Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colurthia 

28 YuKon 

29 Northwest Territories 

95.1 97.5 97.2 95.5 

93.2 94.5 94.5 94.9 

92.9 95.4 96.1 96.0 

94.3 94.6 95.1 94.9 

95.4 97.1 97.9 97.2 

94.0 95.2 93.8 95.1 

97.2 97.5 97.3 96.5 

96.5 96.9 96.5 97.7 

94.0 93.9 94.1 94.1 

96.6 97.0 96.7 96.8 

90.5 87.4 87.4 88.0 

97.0 96.7 95.4 95.7 
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No 

TABLE 4 • Retail Trade Sample Response Fraction and CoeFficient of Variation (Current 
Periods) 

Response fraction 

Fraction de rponse 

M April 	March 	Februar 
1 	1992 	1992 	199 
Mai 	Avril 	Mars 	Fvrier 

Per cent - pourcentage 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Tatal, all stores 

95.1 95.7 95.0 95.6 

95.2 94.4 93.7 93.4 

92.2 92.8 92.7 96.5 

76.7 85.6 89.4 93.1 

90.4 90.8 92.6 91.9 

90.5 95.5 94.3 93.4 

95.1 96.1 96.5 95.9 

94.8 97.2 9612 95.5 

93.5 95.2 92.8 95.2 

94.4 95.8 95.8 95.2 

95.1 96.5 95.9 95.3 

94.4 95.6 95.5 95.0 

99.5 99.5 99.5 99.5 

94.2 96.2 95.5 96.4 

87.8 89.1 88.1 91.4 

97.8 97.9 97.9 98.3 

9.8 95.9 95.6 95.9 
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TABLEAU 4. Ccerce do déta2l, fraction do reponse do l'échantillon et coefficient do variation I  
(périodes courantas I 

Coefficient of variation 

Coefficient do variation 

May 	April 	March 	Februar 
199~ 	1992 	1992 	199 
tlai 	Avril 	Mars 	Février 

Per cent - pourcentage 

Groupe de commerce Canada 

N o  

2.6 2.5 2.4 2.8 
6.5 6.1 5.8 5.4 

3.1 3.2 3.0 3.3 

4.5 4.1 3.6 4.3 

6.4 6.9 5.9 5.5 

3.1 2.9 2.8 3.2 

3.3 3.7 3.5 3.3 

4.7 5.7 5.8 5.1 

5.8 5.3 5.6 5.5 

4.4 4.8 4.1 4.1 

4.1 4.0 3.9 3.8 

3.2 3.7 3.8 4.0 

. 	1.2 1.1 1.2 1.3 

5.2 4.5 4.4 4.1 

5.0 4.9 4.3 5.1 

2.8 2.4 2.0 1.9 

Supermarchés d'alimenta*ion at épiceri.s 1 
Tous ins autres magasins d'alimnntation 2 

Pharmacies at magasins cia médicaments brevetás 3 

Plagasins de chaussures 4 

Magasins do vétements pour hoimaos 5 

Magas ins cia vêtements pour dames 6 

Autres magasins do vétements 7 

Magasins da moubios at dapparails ménagors 8 

Magasins daccessoires dar,eubl.mant 9 

Concossionnaires do véhicules automobiles 10 
at récréatifs 

Stations-service 11 

Magasins do pieces at daccessoires pour 12 
automobiles at services 

Magasins de marchandisas diverses 13 

Autres magasins do produits semi-durabies 14 

Autros magasins do produits durabies 15 

Autres magasins do vante au detail 16 

1.3 	1.4 	1.3 	1.3 Total, ensemble dos •agasans 	 17 

Regions 

2.6 2.6 2.8 5.3 

3.0 2.8 2.3 2.5 

4.7 4.7 4.2 2.9 

4.4 4.6 4.0 4.0 

2.9 3.2 2.9 2.7 

2.8 2.9 2.6 2.6 

2.7 2.6 2.4 2.3 

3.1 2.8 2.8 2.8 

2.8 2.6 2.5 2.5 

2.0 2.1 2.5 2.1 

1.3 0.6 0.6 0.8 

2.1 2.1 1.9 2.0 

Terre-Neuve 18 

1le-du-Prince-douard 19 

Ilouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colouthie-Britannique 27 

Yukon 28 

Territoiros du Nord-Ouesk 29 

0 



TABLE 5 • Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Estiaates) 

May 	April 	March February January December November 
199~ 	1992 	1992 	1992 	199~ 	1991 	1991 

No. 	 Mai 	Avril 	Mars Fvrier Janvier D6cethre Novembro 

millions of dollars - millions de dollars 

Trade Group - Canada 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and 
appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

ii 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 

3,616.3 3,665.8 3,644.5 3,627.0 3,618.1 3,651.9 3,631.9 

295.5 300.3 291.6 294.2 297.6 298.4 299.7 

877.0 860.9 851.1 851.8 845.0 839.8 880.7 

127.2 131.5 128.6 129.5 128.5 131.8 125.4 

130.9 131.9 130.2 135.9 140.8 138.9 134.3 

301.0 294.7 292.6 298.9 296.8 337.5 314.7 

311.7 315.9 305.3 309.5 306.1 312.5 309.0 

618.2 641.1 647.7 641.6 631.9 635.0 635.9 

175.2 182.0 184.7 186.2 180.3 163.1 170.2 

3058.0 3,167.1 3 9 121.8 3,136.0 3,154.8 3035.8 3,168.4 

1,123.4 1,128.0 1,126.6 1046.2 1,171.4 1,106.5 1037.9 

857.0 859.2 861.9 862.1 871.1 869.7 870.6 

1,738.4 1,748.1 1,711.8 1,743.5 1,714.5 1,764.5 1,740.9 

514.5 509.6 507.6 508.3 517.0 505.5 506.2 

403.4 415.9 410.9 412.8 405.5 421.0 410.0 

851.9 859.7 845.5 858.0 867.5 826.1 872.0 

15,099.7 15,211.9 15,062.4 15,141.5 15,146.9 15,138.1 15,207.7 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

29 Northwest Territories 

	

264.1 	272.4 	275.7 	284.2 	289.1 	286.4 	290.5 

	

65.7 	64.3 	65.3 	64.1 	67.4 	65.0 	64.3 

	

502.6 	505.1 	502.7 	480.1 	505.9 	489.3 	486.1 

	

387.2 	384.6 	385.5 	383.6 	387.7 	377.3 	381.9 

	

3,717.7 	3 7 760.3 	3,694.6 	3,692.7 	3,749.4 	3,720.6 	3,767.6 

	

5,552.6 	5,617.8 	5,556.7 	5,642.6 	5,613.7 	5,614.2 	5,629.0 

	

526.3 	506.0 	530.4 	535.6 	529.6 	528.1 	529.0 

	

448.0 	447.8 	457.0 	445.6 	452.2 	452.5 	440.0 

	

1,602.7 	1,583.2 	1,609.4 	1,584.5 	1,606.3 	1,582.0 	1,574.6 

	

1042.0 	1,948.2 	1,970.4 	1,951.1 	1,959.5 	1,988.4 	1,967.3 

	

13.4 	14.3 	14.7 	14.5 	14.5 	14.0 	14.3 

	

30.8 	31.9 	30.8 	30.3 	30.4 	29.8 	30.2 



-23- 

. TABLEAU 5. Ventos au detail, désaisonnalisdas, salon Ia groupa do commerce at In region 
(esti.aations historiques) 

	

October September 	August 	July 	June 	May 
1991 	1991 	1991 	1991 	1991 	1991 

	

Octobra Soptombre 	AoOf 	Juillot 	Juin 	Mai 

millions of dollars - millions do dollars 

Groupo do cerce - Canada 

N' 

I le 

3,637.2 3,645.8 3,634.5 3,623.8 3,641.9 3,634.5 

292.4 292.4 294.2 297.0 301.6 304.0 

833.6 817.2 810.6 805.1 801.5 822.2 

125.9 132.5 133.3 133.7 138.7 138.8 

129.0 142.3 149.1 145.1 147.2 149.2 

306.4 309.1 306.1 311.0 304.1 311.7 

308.9 314.1 314.1 310.0 319.0 320.9 

620.8 634.4 646.3 635.9 625.1 620.0 

177.6 174.6 173.6 183.6 168.7 171.7 

2,968.4 3,215.5 3,065.9 3,309.0 39377.8 3,221.8 

1,175.2 1,182.3 1,192.0 1,207.9 1,171.3 1,190.2 

884.4 869.1 875.2 875.1 874.3 898.9 

1,718.6 1,714.6 1,756.3 1,743.3 1,715.8 1,747.9 

498.2 498.5 494.5 483.3 484.4 515.9 

15.1 429,7 412.8 404.6 391.3 409.5 

878.2 845.1 836.1 818.9 825.2 814.9 

Superunarchés dalimentation at épiceries 1 

Tous los autros magasins d'alimentation 2 

Pharmacies of uuagasins do médicaments brevetés 3 

Magas ins do chaussuros 4 

liagasins do vétoments pour hosmues 5 

liagasins do vtomonts pour dames 6 

Aufres magasins do vétements 7 

liagasins do moublos of d'apparoils unénagers 8 

Magasins daccossoires d'ameublement 9 

Concossionnaires do véhiculos automobiles 10 
of récréat ifs 

Stat ions-service 11 

Magasins do piIces of daccessoires pour 12 
automobiles of services 

Magasins do merchandises diversos 13 

Autres nuagasins do produits semi-durablos 14 

Autros magasins do produits durables 15 

Autros magasins do vento au detail 16 

14,969.9 15,217.2 15,094.6 15,287.4 15,287.9 15,272.3 Total, ensemble des magasins 	17 

Regions 

	

280.4 	284.5 	286.5 	281.4 	280.3 	280.5 

	

62.7 	63.5 	64.2 	62.8 	63.4 	62.7 

	

476.7 	491.2 	491.4 	489.2 	488.5 	496.9 

	

375.9 	377.5 	385.5 	386.3 	391.5 	388.8 

	

3,709.5 	3,747.1 	3,757.9 	3,827.4 	3,772.0 	31802.1 

	

5,570.3 	5,709.8 	5,582.7 	5,690.9 	5 2 645.4 	5,656.2 

	

513.1 	526.1 	523.5 	523.1 	525.7 	524.3 

	

429.5 	446.2 	440.3 	436.4 	437.3 	442.7 

	

1,537.9 	1,617.9 	1,582.4 	1,590.4 	1,594.9 	1,585.4 

	

1,966.9 	2,011.6 	1057.7 	1,991.4 	1,955.2 	1,979.2 

	

13.9 	13.8 	14.2 	14.5 	14.3 	14.7 

	

29.5 	29.0 	30.0 	30.6 	30.3 	30.1 

Terre-Neuve 18 

lle-du-Prince-Edouard 19 

Nouvolle-gcosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colo.thio-Britanniquo 27 

Yukon 28 

Terrifoires du Nord-Ounsi 2 

19 
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TABLE 4. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estuiates) 

tiay April March February 
199~ 

January 
1992 

December November 
1991 

No. 
199~ 
Maj 

1992 
Avril 

1992 
liars Février Janvier 

1991 
Dócombre Noveithre 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,867.2 3,615.2 3,401.9 3,430.5 3,568.8 3,720.7 3,707.5 

2 All other food stores 318.0 302.4 263.7 256.5 262.0 359.4 289.1 

3 Drugs and patent medicine 872.1 836.8 811.1 790.8 832.3 1,042.0 877.2 
stores 

4 Shoe stores 138.0 128.7 100.5 79.9 96.6 181.7 154.2 

S Mens clothing stores 136.6 119.1 95.4 81.6 104.9 275.2 178.1 

6 P4omens clothing stores 318.9 287.4 252.1 205.3 216.6 505.9 348.0 

7 Other clothing stores 302.7 291.3 261.8 211.4 227.8 532.7 373.4 

8 Household furniture and 570.2 586.3 578.2 524.6 551.3 855.6 719.7 
appliance stores 

9 Household furnishings stores 176.0 171.4 163.5 146.8 143.5 200.7 191.6 

10 Motor vehicle and recreational 3,770.3 3,679.8 3,285.4 2,559.3 2,506.3 2,504.0 2,925.0 
vehicle dealers 

11 Gasoline service stations 1,163.9 1,066.9 1,071.1 1,032.2 1015.3 1,116.4 1,140.2 

12 Automotive parts, accessories 948.2 867.6 771.8 666.0 731.5 938.4 960.1 
and service 

13 General merchandise stores 1,692.2 1,639.8 1,421.4 1,271.0 1,237.4 2,920.0 2,232.0 

14 Other semi-durable goods stores 587.6 473.2 410.8 393.1 384.1 776.1 532.8 

15 Other durable goods stores 395.7 356.9 308.5 299.6 307.0 831.3 432.7 

16 Other retail stores 897.3 774.4 717.8 661.1 655.0 1,209.0 908.6 

17 Total, all stores 16,154.9 15,196.9 13,914.9 12,609.8 12,940.3 17,969.1 15,970.1 

Regions 

18 Newfoundland 285.8 270.3 252.3 237.4 234.2 350.4 313.7 

19 Prince Edward Island 69.6 62.7 56.0 49.7 54.3 76.7 66.5 

20 Nova Scotia 535.0 510.7 461.5 398.1 424.5 589.7 521.5 

21 New Brunswick 414.3 384.2 353.8 316.2 322.4 449.0 411.0 

22 Quebec 4,167.3 3,923.4 3,431.9 3,005.4 3,098.3 4,161.2 3,844.4 

23 Ontario 5,911.8 5,556.8 5,064.0 4,731.3 4,820.8 6,838.9 6,050.3 

24 Manitoba 560.4 510.6 480.9 448.5 459.3 637.1 563.0 

25 Saskatchewan 468.9 444.7 413.5 372.2 394.1 526.8 476.2 

26 Alberta 1,671.6 1,575.5 1,509.7 1,332.8 1,391.1 1,894.0 1,648.7 

27 British Columbia 2,023.9 1,914.2 1,870.4 1,681.5 1,705.1 2,393.6 2028.6 

28 Yukon 14.1 13.3 12.4 10.7 11.3 15.7 14.4 

29 Northwest Territories 32.2 30.6 28.5 26.0 25.0 35.9 31.8 



3,648.9 	3,476.2 	3,935.0 	3,651.3 	3,769.4 	3,915.31 

287.3 277.1 311.2 310.9 328.0 330.7 

860.5 784.4 812.7 783.8 777.1 832.9 

138.0 141.2 140.4 117.1 150.9 153.4 

140.3 134.8 129.5 116.2 154.8 154.7 

313.5 322.8 300.9 282.1 305.6 327.2 

331.2 321.3 325.8 259.2 306.2 308.1 

649.7 632.8 679.1 635.3 608.7 587.8 

191.5 173.7 182.3 187.9 176.0 175.4 

3,064.8 3,032.7 3034.4 3,668.5 3,702.9 41,084.9 

1,223.0 11184.1 1,293.9 1,300.5 1,210.1 1,247.1 

933.5 836.0 881.9 938.3 954.3 1031.2 

1,806.1 1,637.7 1,738.1 1,577.4 1,638.6 1,744.9 

477.8 478.2 510.9 483.6 519.4 596.7 

382.4 407.1 419.6 382.7 390.8 411.7 

836.7 801.5 947.9 889.4 880.3 877.6 

Supormarchés d'alimon*ation at 1 
icer 185 

Tous las autros magasins 2 
d • ci imentat ion 

Pharmacies at .agasins cia m6dicament 3 
breve tIs 

Magasins do chaussuros 4 

Magasins do vétemen'cs pour homm.s 5 

Magasins do vtements pour dames 6 

Autres magasins do vêtements 7 

Magasins do me*thles at dappareiis 8 
m6nagers 

Ilagasins daccessoiros d'ameubloment 9 

Concossionnaires do véhicules 10 
automobiles at récreahfs 

Stations-service 11 

Magasins do piaces at daccessoiros 12 
pour automobiles at services 

Magasins da .archandises diverges 13 

Autros magasins do produits semi- 14 
durabies 

Autros magasins do produits durables 15 

Autres magasins de vonte au detail 16 

. 

17,883.6 

1,402.7 

4,143.1 

543.7 

537.6 

1,280.3 

1,294.9 

2,810.6 

801.2 

15,801.0 

5,449.3 

3,985.1 

7,261.8 

2,248.8 

1,667.6 

3,705.6 
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• TABLEAU 6. Vantes au detail, non -dCsazsonnalisCes, salon le groupe de commerce at la rCgion 
(estimations historiques) 

	

October September 	August 	July 	June 	May 	Year 
• 	1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

Octobre Septombre 	AoOk 	Juillet 	Juin 	Mci 	Année 

millions of dollars - millions do dollars 

Groups do commerce - Canada 

N o 

15,285.3 14,641.6 15 1 443.8 15,583.9 15,873.0 16,779.71 70,816.8 Total, ensemble des .agasins 	17 

Regions 

1,280.0 

292.3 

2,329.7 

1,790.8 

17,626.3 

26,064.7 

2,459.6 

2,093.4 

7,480.7 

9,195.0 

61.8 

142.4 

	

277.1 	266.0 	302.9 	291.1 	291.6 	312.7 

	

61.5 	60.5 	72.2 	72.2 	69.4 	68.6 

	

480.3 	467.6 	521.2 	503.7 	503.6 	540.6 

	

382.4 	358.8 	404.6 	401.9 	411.7 	427.4 

	

3 1816.1 	3,612.0 	3,925.6 	3,913.7 	3,976.9 	4,381.1 

	

5,680.9 	5,426.5 	5,675.2 	5,723.3 	5,902.0 	6058.1 

	

527.4 	508.0 	535.1 	520.5 	549.8 	574.5 

	

452.7 	427.8 	457.1 	443.4 	462.3 	473.7 

	

1,588.5 	1,558.9 	1,638.0 	1,606.3 	1,662.2 	1,692.4 

	

1,974.4 	1013.6 	2,064.2 	2,058.3 	1,994.4 	2003.1 

	

14.3 	14.0 	16.7 	17.0 	16.2 	16.2 

	

29.7 	27.9 	31.1 	32.3 	33.0 	31.3 

Terre-Mauve 18 

fi.-du-Prince-douard 19 

Nouvelle4cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon 28 

Territoires du Nord-Ouesk 29 

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

Sales 

Ventes 

May 	April 	March 	February 	Year-to-date 
1992 	1992 	1992 	199~ 	 1992 
Mai 	Avril 	liars 	Février 	Cu,nulatif 

millions of dollars - millions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

Now Brunswick 

Quebec 

Ontario 

Ilanitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon 
Northwest Territories 

Total 

82.4 83.4 74.9 69.1 

20.1 18.4 15.8 14.0 

142.6 141.2 125.6 109.6 

117.7 112.1 99.7 89.1 

1,267.7 1,184.1 984.5 901.5 

1043.5 1,827.0 1,657.5 1,547.8 

176.9 166.6 149.6 135.5 

159.0 151.8 134.8 118.9 

590.8 552.3 528.9 466.4 

666.8 632.1 612.1 534.1 

4.3 4.1 3.8 3.3 

18.3 17.7 15.9 14.8 

5,190.0 4,890.8 4,403.2 4,004.1 

381 . 1 

83.4 

638.4 

511.0 

5,257.2 

8,550.1 

765.4 

689.6 

2,630.5 

2,983.3 

18.7 

80.9 

22,589.5 

TABLE 8. Department Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Historical Est]llates) 

May 	April 	March February January December November 
1992 	1992 	1992 	1992 	1992 	1991 	1991 
Mai 	Avrjl 	Mars Fvrier Janvier Décembre Noverère 

millions of dollars - millions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon 

Northwest Territories 

Total 

82.4 83.4 74.9 69.1 71.3 163.3 134.0 

20.1 18.4 15.8 14.0 15.1 33.7 24.0 

142.6 141.2 125.6 109.6 119.5 265.9 197.6 

117.7 112.1 99.7 89.1 92.4 195.8 153.6 

1,267.7 1,184.1 984.5 901.5 919.3 1,683.2 1,347.0 

1,943.5 1,827.0 1,657.5 1,547.8 1,574.2 3,208.7 2,327.6 

176.9 166.6 149.6 135.5 136.8 286.9 207.9 

159.0 151.8 134.8 118.9 125.0 232.5 180.4 

590.8 552.3 528.9 466.4 492.1 914.3 673.8 

666.8 632.1 612.1 334.1 538.3 1 9 106.6 769.3 

4.3 4.1 3.8 3.3 3.2 7.0 5.1 

18.3 17.7 15.9 14.8 14.2 23.2 19.3 

5,190.0 4,890.8 4,403.2 4,004.1 4,101.4 8,121.2 4,039.8 
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S TABLEAU 7. Ventes de marchandises genre grand •agasin, non-désaisonnaliséas, selon Ia region 
(pér:iodes courantes) 

Change from previous year 	-- 

Variation par rapport a l'année précédonte 
May 	April 	Ilarch February Year-to-date 
1992 	1992 	1992 	1992 	1992 
Maj 	Avril 	Mars 	Février 	Cumulatif 

Per cent - pourcentage 

Regions 

-6.3 

1.9 

1.9 

1.7 

2.6 

2.1 

2.8 

8.1 

1.5 

7.8 

10.5 

7.5 

2.9 

L 

-15.4 -5.1 -12.8 -2.5 

-1.7 8.3 -0.6 1.4 

-3.1 7.1 -2.8 -0.1 

-3.4 4.7 -0.3 2.9 

-3.6 5.8 -6.3 9.2 

-2.6 2.5 -1.0 6.2 

-2.7 3.6 -0.3 9.1 

79 12.5 2.4 9.3 

-IS -0.6 -0.6 4.8 

3.3 6.1 6.1 12.4 

3.5 11.3 13.4 21.2 

1.8 14.8 2.7 11.3 

-1.9 3.8 -1.4 7.2 

Terra-Mauve 

I le-du-Prince-douard 
Nouvelle-cosse 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Coloth ia-Br itann ique 

Yukon 

Territoires du Nord-Ouost 

Total 

TABLEAU 8. Ventes de narchandises genre grand •agasin, non-désaisonnalisêes. selon Ia rqion 
(esti.u.ations historiques) 

	

October Sept.nóer 	August 	July 	June 	May 	Year 
1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

Octobre Septembre 	Aot 	Juillet 	Juin 	Hai 	Année 

millions of dollars - millions de dollars 

Regions 

I. 

381. 

83. 

638. 1  
511.1 

5,257. 

8,550. 

765. 1  
689. 

2,630. 

2,983.: 

18. 

80. 

22,589 

101,8 0t,4 105.8 97.9 93.5 97.4 

19.3 19.3 23.9 22.5 21.0 20.4 

151.8 141.8 152.0 138.4 141.4 147.2 

123.4 113.8 123.7 111.2 117.5 121.9 

1,248.0 1076.0 1425.7 1,136.8 1,188.3 1,314.5 

2,010.8 1,926.0 1,972.8 1,811.8 19913.6 1,994.8 

176.6 167.8 172.1 159.5 169.7 181.7 

152.1 138.6 143.9 132.0 143.5 147.4 

608.5 579.4 604.7 555.1 583.9 599.6 

676.7 656.2 692.4 643.2 633.4 645.7 

4.6 4.4 5.1 4.8 4.3 4.1 

17.5 16.2 17.3 17.1 17.8 18.0 

5,291.1 5,033.9 5,239.4 4,825.2 5,027.9 5,292.8 

Terre-Neuve 

Ile-du-Pr ince4douard 

Nouvelle-cosso 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Albarta 

Colonthie-Bri'tanniqus 

Yukon 

Territoires du Nord-Ouest 

Total 



Footnote 

Retail sales estimates exclude the Goods & 
Services 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. 

Note 

Les estimations des ventes au detail excluenk 
la taxe sur les produits at les services 
(IPS). Les donnees sur les ventes anterieures 
janvier 1991 incluent Ia taxe de vente fede-

ralo (TVF). DQ a ce changement dans los taxes 
indirectes, los données après 1990 no sont pas 
tout a fait comparables avec cellos des annes 
precedentes. Pour les utilisateurs intóresss 

calculer des donnóes comparables, une esti-
mation du montant do la TVF inclus dans los 
ventes au detail pour 1990 est disponible pour 
le Canada. Cotta estimation nesl pas suffi-
samment fiable pour permottre des ajustements 
au niveau provincial ou au niveau des groupes 
do commerce. 
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APPENDIX I 

Definitions 

Retail Trade for the purpose of this re-
port, is defined as "the aggregate sales made 
through retail locations )ou±le'ts)". 

A retail location , as defined by Statis-
tics Canada, is a "business location (usually 
a store) in which the principal activity is 
the sale of merchandise and related services 
to the general public, for household or per-
sonal consumption. Retail trade estimates do 
not include any form of direct selling which 
bypasses the retail store, e.g., direct door-
to-door sellingi sales made through automatic 
vending machinesi sales of newspapers or maga-
zines sold directly by printers or publishersj 
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 boon classified to the 
"general merchandise store" category. In addi-
tion, retail trade excludes: retail sales 
through ancillary units, e.g., warehouses, 
head offices, otc.j sales of contractors whose 
major activity is not rotailings and retail 
transactions between individuals. 

Total not sales include sales of now 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), 
propriekors 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. 

Departa.nt store type ..rchandisa (DSTPI) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
storesl all other food stores) recreational 
and motor vehicle dealers) gasoline service 
stationsj automotive parks, accessories and 
services) and all other retail stores (in-
cludes liquor, wine and beer storesi and re-
tail stores, n.e.c.). 

APPENDICE I 

Definitions 

Coerce de detail signifie, pour los be-
soins de la présente publication, "l'ensemble 
des ventes 'faites par des points de vento au 
detail". 

Un point do vente au detail, suivant la dé-
finition do Skatistique Canada, est un local 
d'affaires (habituellement un magasin) don't 
lackivité principale est la vento do marchan-
dises at do services connexes au grand public 
pour la consommation mónagère ou personnelie. 
Les estimations relatives au commerce do dé-
tail no pronnent pas an comp'te las ventes di-
rectes, cost-a-dire los ventes qui ne sont 
pas faites par l'intermódiaire d'un point de 
yenta au detail, par example los ventos direc-
tes par démarchage, los ventos par distribu-
tour aukomatique, los ventes do journaux ou do 
rovues faitos directement par los imprimeurs 
at 6diteurs, at les vontes faites par los car-
des du livro at los clubs do disques. Il ny 
a qu'uno exception: les vontos des grands ma-
gasiris faites par la poste ou par catalogue, 
qui sont classóes dans la catégorie dos maga-
sins do merchandises diverses'. En outre, is 
commerce do detail no comprand pas los ventes 
au detail des unites auxiliairas, par exemple, 
enkrepôts, sieges sociaux, etc., ni los vontes 
des entrepreneurs don't l'activité principale 
no relèvo pas du commerce do detail, ni los 
operations do detail entra particuliers. 

Las ventas nettes tatalas couupronnent los 
von'tes do marchandises neuves at d'occasion at 
los recottos provenant do reparations, do lo-
cation do materiel, do Is vonto do repas at 
dautres activités do services, •oins 1a va-
lour des rendus (merchandises retournées), los 
ajustements at los rabais. Los vonkes totalos 
riottes compronnent également; Is valour dos 
reprises, los commissions sur 1a yenta do mar-
chandisos appartenant C autrui (y compris los 
commissions touchées pour la vonto do billets 
do lo'torie) at Ia valour (au detail) des mer-
chandises prélevóos par Is propriétaire pour 
son usage personnel. On no prend pas on compta 
las recottos hors exploitation, los rocouvre-
monks do mauvaisos créancos at los taxes do 
vent. (kaxe do vents provincials at la taxe 
sur los produits at los services (TPS)) 
porcues pour Is compte dun organisma public. 

L.a •archandises du genre do cellos venduas 
dane los grands •agasins (H6GM) correspondent 
cu total du commerce do detail moms los grou-
p.s do commerce suivants: los supor.archCs 
dalimontation at los ópicorios; tous los au-
tres magasins dalimentation; lee concession-
naires do véhicules automobiles at récréatifs; 
los stations-service; los magasins de pièces 
at daccossoires pour vChicules automobiles at 
services) at los autros magasins do vento au 
detail (comprend lee nagasins do spiri'tueux, 
do yin at do bi4rej at los magasins do vorite 
au detail, n.c.a.). 

. 
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APPENDIX II 

METHODOLO6Y 

Co.ponents of the Universe 

The new business register or Central Fre 
Data Base (CFDB) contains the survey universe 
for the Monthly Retail Trade Survey. The CFDB 
was developed as a common central frame for 
all business surveys, in order to provide 
standardized concepts, and generalized method-
ology and systems. The overall quality of 
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 Canadas business surveys will be 
redeveloped to operate within this new envi-
ronment. 

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

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

The non-integrated portion represents smal-
ler single entity businesses whose sales val-
ues lie below a calculated IP boundary. The 
Monthly Retail Trade Survey obtains its sta-
tistical entities from the employer payroll 
deduction 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 SpIe 

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 
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NTh0DOLOGIE 

Co.pcsantes do l'univers 

La nouveau registre des entreprises ou Base 
de données du registre central (BDRC) repro-
sente lunivers de l'Enquè*o mensuelle sur Is 
commerce de dOtail. La BDRC a 0*0 concue afin 
de sorvir do base de sondage centrale pour 
toutes les enquêtes-entreprises, Ce qui permet 
do normaliser los concepts at de généraliser 
los mOthodes at los systmes. La qualitO 
densembla des donnOes commerciales at Ocono-
miques est ainsi am6lior0e: on obtient une 
plus grande coherence, des donnOes administra-
tives plus exactes at une meilloure coordina-
tion des systèmes at des procedures. Un jour, 
toutes les enquêtes-entreprises do Statistique 
Canada seront remaniOes at sintOgreront a cc 
nouveau cadre. 

La population cible do lEnquête sur Is 
commerce do detail est form0o do tous los 
emplacements statistiques dans la BORC qui 
appartiennent au secteur du commerce do dO-
tail. Cos unites constituent la base do son-
dage do lEnquête sur Is commerce do detail. 

La base do soridage do la BDRC est divisOe an 
deux composantes: la partie intOgrOe (P1) at 
la partie non intOgrOe (PNI). La premiere 
englobe toutes los entreprisos importantes qui 
ont une structure complexe at constitue Is 
composante Ia plus importante do la base an cc 
qui a trait aux ventes. Les entreprises do la 
P1 peuvent être roprOsentOes C plusieurs ni-
voaux C lintOriour du cadre hiOrarchiquo do 
lentitO statistique, ce qul permet la col-
lecte do Is gamea complete dos donnO.s Ocono-
miques dans Is cas des grandes sociOtOs. Los 
renseignements sur ces entreprises sont tires 
des fichiers administratifs des dOclarations 
dimpôt sur lo revenu at des fichiers des 
comptes do retenues sur la paye do Revenu 
Canada. 

La partie non intOgrOo est cons*ituOe des 
ontreprises C entitO simple do plus petite 
taille dont la valour des vontes ost sous la 
limite calculOe do la Pt. LEnquCte mensuello 
sur 1s commerce de dOtail tire sea entitOs 
statistiques du fichier des comptes de rate-
flues sur la paye do Revenu Canada, Ce qul 
pormot dintOgrer aux unites do la PNI do Ia 
base l.a renseignements lea plus rOcents. 

Neuvel échantil]on 

Los entreprises do la population cible sont 
classOes on fonction des codes a quatre chif-
fres do la Classification type des industries, 
C partir do la proportion dos vontes quo re-
prOsente chaque genre dontrepriso ou encore 
chaqum genre do marchandises vendues. La 
population cible eat aussi s*ratifiOe par 
region gOographique. Chaquc combinaison bran-
che dactivitO - region gOographique ost divi- 
sO* an trois sous-strates: 	Un. C tirage corn- 
plot, une 	grande C tirage partiel at une 

. 



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 now 
panel. 

Data coll.ction 

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 s.v.ral times during each cycle.  

"petite 5 tirage partiel". Las entreprises de 
la sous-strato a tirage complet sont autore-
présentatives puisquelles sont forcément 
intégróes a léchantillon. La sous-strate a 
tirage complet englobe los sociétés dsignéos, 
comme los grands magasins, las sociétés on 
activité dans plusieurs strates at cellos an 
activité dans une strate at ayant des ventes 
supérieures au seuil calculé. Les unites de 
la sous-strate "grande a tirage partiel" at de 
cello "petite a tirage partiel" sont classées 
salon laura recettes. 

Afin do determiner la taille des échantil-
ions pour las branches dactivité salon la 
strate géographiquo, on calcule la variance at 
Is total des ventes dans chaque sous-strate at 
on utilise las résultats pour la repartition. 
Celle-ci se fait suivant une méthode qui per-
met do calculer Is nombre dunités a prélever 
dans la strate 5 tirage partial a partir des 
deux critères suivants: lo coefficient do 
variation requis pour la strata at, bian sGr, 
1s nombre total dunités déchantillonnage do 
1• enquete. 

Léchantillon initial a été prélové a la 
fin do 1988 at a été rafraIchi chaque mois par 
lintroduction dun échantillon do nouvelles 
unites do la population. Los unites do Ia 
base do sondago sont réparties aléatoirement 
entre un nombra établi do panels a l'intérieur 
do chaque sous-strate, ce qui permet non seu-
lament do mettre a jour l'óchantillon par 
lajout do nouvelles unites mais aussi do 
réduire 1s fardeau do Ia réponse des unites 
des strates a tirage partiel. La presence de 
panels permet do supprimer pour un temps, par 
renouvelloment, los ontreprises sélectionnéos 
dans las strates a tirage partial at ainsi do 
réduiro Is fardeau do la réponso. Le nombre 
do panels do chaque sous-strake est calculé an 
fonction du taux déchantillonnage, du nombre 
maximal do cycles pendant lesquels une unite 
pout roster a lintériour do léchantillon at 
du nombre minimal do cycles pendant losquols 
ella doit rester a lextériour do léchan-
tillon. One fois los panels retenus dans 
léchantillon initial choisis, Is renouvelle-
went do léchantillon peut atre offectué pé-
riodiquemont par la suppression dun panel do 
léchantillon courant at par i'ajout d'un 
nouveau panel. 

Collecte dos donnéas 

La collects des donnéos, la saisie dos don-
néos, Is verification préliminaire at Is suivi 
des non-répondants sont accomplis par los huit 
bureaux régionaux do Statistique Canada. On 
communique avec los entroprises échantillon-
nCes par la poste ou par téléphone, solon cc 
quelles préféront. La saisie des données at 
la verification préliminaire sont effectuéos 
on memo temps afin do garantir Ia validité des 
donnéos. On fait immédiatement Is suivi pour 
los entités do collecto qui nont pas répondu 
ou pour cellos dont los dennécs con*iennen* 
dos orreurs. Las mises a jour aux donnéos et 1 
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. These revised procedures have resulted in much 
improved response rates (approximately 90 
response is achieved for preliminary ash-
mates). 

Statistical Edit and I.putatian 

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-
liars 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 wi-thin the system 
include; using a monthly or yearly trend, the 
cell mean, annual data divided by twelve, or 
historical values. If there is insufficient 
data for an imputation cell (trade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

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

Estimation 

la base sont transmises 	Ottawa et elles sont 
entrees dans la base de données de lenquête a 
plusieurs reprises au cours de chaque cycle. 
Ces procedures révisées ont eu pour consé-
quence de meilleurs taux de réponse (on ob-
tient environ 90% de réponses pour les estima-
tions provisOireS). 

Verification statistique at iaputation 

Les données sont analysées a linlériour de 
chaque groupe de commerce at region góographi-
qua. Les valeurs extremes sont inscrites sur 
une liste, pour quon puisse on faire un con-
trôle manuel, suivant un ordre de priorité 
qui est fonction de l'ampleur do lécart par 
rapport a la moyenne. Las enregistrements qui 
sont rejetés è la verification slatistique 
sont considérés comme des valeurs aberrantes 
at no servent pas au calcul des variables 
d imputation (comma las +mndances mensuelles) 
utilisées par Is système dimputa-tion. 

On impute une estimation aux enregistrements 
des entreprises nayant pas répondu a lamps ou 
dont las ventes déclarées ont Ôté rejetées a 
la verification préliminaire. Diverses métho-
des dimputation sont utilisóes, Is choix de 
Is méthode étant fait automatiquement par Is 
système an fonction do la disponibilité des 
donnéos requises. La système pout notamment 
utiliser las tendances mensuolles ou annual-
lee, la moyenno de Is cellule, lee données 
annuelles divisáes par douzm ou les valeurs 
historiques. Sil manque des donnéos pour Is 
cellule dimputation (groupe do commerce par 
region góographique), cello-ci mst automati-
quemont combinéo avec des cellules semblables. 

Xl y a un décalago perceptible entro 1s 
moment oi lentreprise ouvre sos pores at 
celui oi ella figure dans la base de lan-
quote. Afin do compenser leffet do co retard 
cur los estimations mensuolles, on impute a 
rebours, jusqui la data do cróation do la 
nouvelle unite ou jusquau dábut do lannOo 
prCcédente (salon la plus lointaine des deux 
dates), los ventes des nouvelles unites do 
léchantillon. Limputation C robours des 
nouvolles unites repose cur los tendancas 
mensuellas inverses at produit une estimation 
do meilleur nivesu pour las données révisé.s. 

Estimation 

S 

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 samplo 
size, in order to inflate the estimate to 
represent the entire currant 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 rec.nt classification values available 
from the CFDB for the statistical entity and 
the survey reference period. These domains 
may differ from the original sampling strata 
because records may have changed in size, 

On ostime 1s total des ventes au detail on 
affectant dun coefficient destimation las 
chiffres des vantes des unites echantillon-
noes. Un poids Ogal C linverse do la probe-
bilitO da selection act attribuO au depart C 
chaque entitO. Los poids sont ensuito ajustOs 
on fonction do I.e taillo do lOchantillon 
obtonu, co qui permat de gonfler lostimation 
pour quelle represents l.nsomblo do la popu-
lation couranto. Las chiffres dos ventos 
pondérés ainsi calculés sont addi-tionnOs par 
domaine cc qui donna las vent.s totales ecU-
matives par strate. Par domaine, on ontond 
los valeurs do classification las plus rO-
cantos disponiblos dens la BDRC pour 1entit6 
statistique at la period, do rOfOrence 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 -Eployor Esti..ates 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately 2% of 
total retail trade, the significance of these 
businesses varies widely by trade group and 
region. Survey estimates are supplemented by 
estimates f or 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'enquê*e. 	Les domaines peuvent êkre diffó- 
rents de la strate d'chantillonnage initiale 
lorsque la taille, la branche dactivit ou 
l'emplacement des unites représen*ées par los 
enregistrements ont subi des modifications. 
Los changements de classification so répercu-
tent immédiafement sur los estimations at no 
saccumulent pas avec le temps. 

Los comparaisons dune période a lautre 
pouvent traduire des facteurs autres quune 
tendance générale des ventes, par axemplo la 
modification de léchantillon at Ia reclassi-
fication des firmes échantillonnées 5 dautres 
groupes commerciaux. Il faut donc los utiliser 
avec prudence. 

Esti.ations pour los entraprises n 'ayant pas 
do salaries 

Los entreprises nayant pas do salaries ne 
sont pas représantées dans la par±ie non inté-
grée do la BDRC. Elles no constituent quo 2% 
environ do lensemble du commerce de detail 
mais leur importance vane considérablement 
solon le groupe de commerce at la region. Los 
estimations de l'enquête sont complétées par 
des estimations pour los entreprises n h ayan t 
pas de salaries, qui oni été calculées a par-
tir des données fiscales do 1984 a 1987. Il y 
a environ 30,000 entreprises de detail non 
constituées an société exploitées par laur 
propriétaire au Canada. 
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APPENDIX III 

Data Reliability 

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

Sampling and Non -sa.pli.ng  Errors 

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

Sampling Errors 

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

APPENDICE III 

Fiabilité des damnées 

Ce bulletin préserite des estimations fondées 
sur une enquête par échantillorinage qui ris-
quent, par consequent, d'être en*achées d'er-
reurs. La section qui suit vise a faciliter, 
pour Is lecteur, l'interprétation des estima-
tions qui sont publiées. 

Erreurs d'échantillonnage at autres erreurs 

Les estimations établies sur la base d'une 
enquête par échankillonnage sont sujettes a 
différents types d'erreurs. On les regroupe on 
deux grandes categories: les erreurs qui sont 
dues & l'échantillonnage at celles qui ne Is 
sont pas. 

Erreurs d • échantillonnage 

Ce genre d'erreur existe parce que les ob-
servations portent uniquement sur un óchantil-
lon, at non sur l'ensemble de la population. 
L'erreur depend de facteurs tels que la taille 
de léchantillon, la variabilité de la popula-
tion, Is plan de sondage at Is méthode d'esti-
nation. Pour une taille donnée déchantillon, 
par exemple, lerreur déchanfillonnage sara 
fonction de la méthode de stratification adop-
toe, de lattribution de léchantillon, du 
choix des unites sondées at de la mOthode de 
silec*ion. On peut même, dans Is cadre dun 
seul plan de sondage, effectuer plusieurs cal-
culs pour arriver i la •éthode destimation la 
plus efficace.) 

. 

S 

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

Non -sampling Errors 

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

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

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

Comme, dans une enquête par échantillonnage, 
on tire des conclusions sur l'ensemble dune 
population ê partir des donnOes concerriant une 
partie seulem.nt, les rOsultats seront proba-
blement différents de ceux quon aurait obte-
nus an recansant toute la population dans les 
mêmes conditions. La principale caractOristi-
que dos sondages probabilistes, cest que 
]'erreur dOchantillonnage peut être direcke-
ment mesurOe a partir de lOchantillon. 

Erreurs non lié.s a I 'échantil]onnag. 

Ccc erreurs sa retrouvent tank dans icc re-
censements que dans les enquêtes par échantii-
lonnage. Elles sont dues a un ou plusleurs 
facteurs parmi 1cc suivants: 

Le Champ convert par l'enquéte. Lerreur peut 
rOsultor dun listaga incomplet at dune cou-
verture insuffisante de la population visOe. 

La réponse. Ici, lerreur peut être attribua-
ble a Ia conception du questionnaire at aux 
caractOristiques de la question, i lincapaci-
tO ou au ref us de l.nquêtO de fournir des 
renseignements exacts, ê linterprOtation fau-
tive des questions due a des problèmes dordre 
sOmantique, ou aux variations, dun intervie-
wer a lautre, dans i'explication des ques-
tions ou dans linterprOtation des rOponses. 
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Non-response error. Some respondents may re-
fuse to answer questions, some may be unable 
to respond, while others may be too late in 
responding. Data for the non-responding units 
can be imputed using the data from responding 
units or some earlier data on the non-respon-
ding units if available. The extent of error 
due to imputation is usually unknown and is 
very much dependent on any characteristic dif-
ferences between the respondent group and the 
non-respondent group in the survey. This error 
generally decreases with increases in the re-
sponse rate and attempts are therefore made to 
obtain as high a response rate as possible. 

Process3.ng error. These are the errors that 
may occur at various stages of processing such 
as coding, data entry, verification, editing, 
weighting, tabulation, etc. 

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

Measures of Spli.nq and Non - sampling Errors 

Spling Error Measures 

The sample used in this survey is one of a 
large number of all possible samples of the 
same size that could have been selected using 
the 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 sane conditions, with an esti-
mate calculated from each sample, it would be 
expected that the sample estimates would dif-
for from each other. The average estimate de-
rived from all these possible sample estimates 
is termed the e*pected 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 nan-réponse. Certains enquêts refusent do 
répondre, tandis que d'autres en sont incapa-
bios ou encore répondent trop tard. Los don-
nées relatives aux non-répondants peuvent être 
imputées a partir des chiffres fournis par los 
répondants ou a l'aide des statistiques ant-
rieures sur les non-répondants, iorsque cel-
los-cl existent. On ne connaIt généralemont 
pas avec precision limportance do lerreur 
dimputation; celle-ci vane beaucoup solon 
los caractéristiques qui distinguent los ré-
pondants des non-répondants. Comme ce type 
d'erreur prend habituellement do lampleur a 
mesure que diminue la taux do réponse, on 
sefforce dobtenir le meilleur taux de répon-
so possible. 

La traitement. Lerreur pout so produire lors 
des diverses étapes du traitement, telles quo 
le codage, ientróe, la verification, la pon-
dération at la totalisation, etc. 

Ii est difficile de mesurer los erreurs non 
liées 5 léchantillonnage. De plus, ii faut 
los corner a un niveau oQ elles no nuisent pas 
a lutilisation ou a linterprétation des 
chiffres définitifs. Quant aux estimations du 
present bulletin, tout a óté mis an oeuvre 
afin do mininiser las erraurs non liées a lé-
chantillonnage. Ainsi, las unites ont été dé-
finies avec beaucoup do precision, au moyen 
des listes los plus a jour; las questionnaires 
ont été concus avec soin afin de réduire au 
minimum les différantes interpretations possi-
bias (on a demandé aux interviewers do poser 
les questions telles quelles figurent aux 
questionnaires; los diverses étapes do yen-
fication at do traitement ont fait l'objeL do 
contrôles dacceptation dCtaillés; on na ab-
solument nan negligé pour que Is taux do non-
réponse et le fardeau do réponse sotent fal-
bias. 

va1uatian de l'erreur d'dchantil]onnage at do 
I 'erreur nan lide a i 'dchantil]onnage 

va1uation do l'erreur d'dchantill.ennag. 

Léchantillon utilisé aux fins de la présen-
to enquête est un des no.braux échantilions de 
memo taille qui auraient Pu être choisis solon 
le même plan at las mêmes conditions. Si cha-
quo échantillon pouvait faire lobjet dune 
enquête menée essentiellamant dans las mêmes 
conditions, ii faudrait sattendre a ce qua 
lestimation calcuiée vane dun échantillon C 
lautre. On nomma valeur probable lestima-
tion moyenne obtenue do kous los échantillons 
possibles. Autremont dit, Ia valour probable 
ost celia quon obtiendrait an racensant toute 
Ia population dans des conditions identiques 
do collecte at de traitement. One estimation 
calculóe C partir dune enquCke par óchantil-
lonnage ast dite prdcism lorsquelle sap-
proche do la 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., dollars). The standard error 
is a measure of precision in absolute terms. 
The coefficient of variation , defined as the 
standard error divided by the sample estimate, 
is a measure of precision in relative terms. 
For comparison purposes one may more readily 
compare the sampling error of one estimate to 
the sampling error of another estimate through 
the use of the coefficient of variation. 

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

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

S(X) 
Cv x)= 

Or, les estimations fondées sur un ócharitil-
lon peuvent ne pas correspondre a la valour 
probable. Cependant, comme les estimations 
proviennent dun échantillon probabiliste, il 
est possible den mesurer Ia variabilité par 
rapport 5 leur valeur probable. Ainsi, la va-
riance dune estimation, qui an mesure la pré-
cision, se définit comme la moyenne, parmi 
tous los échantillons possibles, des carrés de 
la difference ontre lestimation at la valeur 
probable. 

Une fois quon a calculé leskimation at sa 
variance, ii devient possible de mesurer la 
precision autrement. Par exemple, jerreui--
type, soit la racine carrée de la variance, 
mesure l'erreur déchantillonnage dans la même 
unite quo l'estimation (en dollars, notam-
mont). Autrement dit, lerreur-type mesure la 
precision an tames absolus. Par contre, le 
coefficient de variation , cest-à-dire 1cr-
reur-type divisée par Pestimation, mesure la 
precision en termes relatifs. Ainsi, l'emploi 
du coefficient do variation facilite la compa-
raison do lerreur déchantillonnage de deux 
estimations. 

Dans cette publication, on utilise Is coef-
ficient de variation pour évaluer lerreur 
déchantillonnage des estimations. Cependant, 
puisque le coefficient do variation pubilé 
pour cette enquête est calculé a par -hr des 
réponses des unites, il mesure aussi une cer-
tame erreur non liée 1 léchantillonnage. 

Voici la formula utilisée pour calculer los 
coefficients do variation du tableau 3 

s(x) 
CV(X) 

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

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

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

dens laquelle X est l'estimation at S(X) ost 
lécart-type de X. 

L'erreur do X est exprimée an pourcentage 
dans cc bulletin. 

Lestimation at le coefficient do variation 
nous permettent de construire des intervalles 
de confiance autour de lestimation. Ainsi, 
pour notra óchantillon, on peut affirmer qua-
vec une confiance donnée, la valour probable 
est comprise dans lintervalle de confiance 
construit autour do lestimation. Par exomple, 
si le coefficient do variation dune estima-
tion do $12,000,000 est egal a lOX, lécart-
type Sara do $1,200,000, soit lestimation 
multipliée par Is coefficient de variation. 
Alors, on pout affirmer avec une confiance de 
68% quo la valeur probable sera contenue dans 
lintervalle dune longuour égalo a un écart-
type autour de lostimation, soit entre 
$10,800,000 at $13,200,000. Ou encore, on pout 
affirmer avec une confiance de 95X quo la ye-
leur probable sera contenue dans lintervalle 
dune longueur do deux écart-types autour de 
lestimation, soit en-tre $9,6001000 at 
$14,400,000. 
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Non-sp1ing Error Pleasures 

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 VS1UB 

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 bais. 
Systema-tic biases in the data cannot be mea-
sured by the probability measures of sampling 
error as previously described. The accuracy of 
a survey estimate is determined by the joint 
effect of sampling and non-sampling errors. 

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

Joint Interpretation of Measures of Error 

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

Eva1uaton de l'erreur non liée a léchantil-
lonnage 

Lenquke par échantillc,nnage at le recense-
mont chorchenk tous deux a determiner la 
valeur exacto de lensemble. Lestimation est 
dite precise si elle se rapproche de ce -tte 
valour. Bien quil sagisse dune valeur sou-
haitable, ii nest pas réaliste do supposer 
quo la valour exacte do chaque unite do Pen-
semble ou do lechantillon peut être obtenue 
at -traitee sans erreur. La difference en-Ire la 
valeur probable at la valour exacte de len-
semble sappollo le biais . On ne pout calcu-
br los bials systématiquos des données an re-
courant aux mosures do probabilite do lorreur 
déchantillonnage décrites plus hauL La pre-
cision dune estimation ask dóterminée par 
le-ffet conjugué dos orreurs dechantillonnage 
at des erreurs non liéos 6 léchantillonnage. 

Une source derreur non liee 5 léchantil-
lonnage, est lerreur due a la non-réponse. Le 
tableau 3 présente los fractions do réponse 
afin daider ]u-kilisateur 5 évaluer co genre 
derreur. La fraction do rCponse est le -taux 
do réponse des données, cost-a-dire la pro-
portion do lestimation do léchantillon qui 
est fondée sur des données déclarées. Par 
exomplB, le taux do réponse dune cellulo corn-
portan -t un échantilbon do 20 unites dont cinq 
répondent lors dun mois donné atteindrait 
25Z. Cepenclant, si les cinq unites déclarantes 
représenkont $8 millions sur l'estimation gb-
bale do $10 millions, la fraction de réponse 
sélêverait 807.. 

Interpretation simultanée des mesures d'erreur 

Il faut tenir compte simultariémenk do la 
mesure d'erreurs non liées 5 l'óchantillonnage 
ainsi quo du coefficient do variation pour 
avoir un aperçu do la qualité des estimations. 
Plus le coefficient de variation sera bas at 
quo la fraction de réponse sora ébevée, mail-
leure sara Pastimation publiée. 



APPENDIX IV 

Seasonal Adjusent 

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

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

The X-11 part of the X-11-ARIMA program uses 
primarily a ratio-to-moving average method to 
smooth the modified series and obtain a pre-
liminary estimate of the trend-cycle, to cal-
culate the ratios of the original series (fit-
ted) to the estimates of the trend-cycle and 
to estimate the seasonal factors from these 
ratios. The final seasonal factors are pro-
duced only after those 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 

Désaisonnalisatáon 

Los series économiques temporalles ou chro-
nologiques component las éléments essentiels 
la description, loxplication at la prévi-

sion du comportement d'un phónomène óconomi-
que. "Ce sont des dossiers statistiques de 
l'évolution des processus économiques dans 1. 
temps'(l). L'observation par les 6conomistes 
at los statisticiens do lactivité óconoeique 
a 1 aide des sóries temporelles a donc permis 
de distinguer quatre composantes principales 
du comportemant des series temporelles: la 
tendance a long terme ou trend, le mouvement 
cyclique, les variations saisonnières at les 
fluctuations irrégulières ou accidentelles. 
Ces mouvements sont causes par différents 
facteurs, soit économiques, climatiques ou 
institutionnels. Las variations saisonnières 
sont las fluctuations périodiques plus ou 
moms régulières qui se produisent au cours 
dune année an raison du cycle météorologique 
normal, des congés fixes at dautres événe-
menis qui se répètant 1 intorvalles avoc une 
certaine régularité pour influencer de façon 
significative le taux dactivité. 

Afin de favoriser l'interprCtation exact. de 
Pévolution fondamentale dun phCnomèna écono-
mique at de produire une maillaura prediction, 
Statistique Canada rajusta las series tempo-
reilas au moyen de la méthode do désaisonnali-
sation X-11-ARMHI(2) afin do justement minimi-
ser limpact dos variations saisonnières sur 
las series. Cetta technique consists osson-
tiellement a ajouter las estimations dune 
annea do données brutes a l'axtrémité do la 
sénie initials avant do procéder a is dCsai-
sonnalisation proprement dita. Las donnCes 
estimatives proviennent daxtrapolations pros-
pectives réaliséos par des modèles ARMMI (mo-
dèles autorégrossifs a moyennes mobiles inté-
grécs) du type Box-Jenkins. 

La partie X-11 du programme X-11-ARMMI fait 
surtout appal i is méthoda do rapport aux 
moyenn.s mobiles pour effectuer le lissage de 
is s6ris modifiée at obtonir une estimation 
provisoire do is tandance-cycla, calcular las 
rapports do is sénia initial. (ajustée) aux 
estimations do is tendance-cycle, at astimor 
las facteurs saisonniers a partir do cos dits 
rapports. L.a factaurs saisonniors définitifs 
no sont produits quo iorsque cas operations 
ont étó axécutéos a piusiours raprises. Cos 
dtapas determinant las facteurs saisonniers 
nécassairas su cslcui des donneas d6saisonna- 

. 

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

2 For further information se. the X-11-ARIMA 
Seasonal Adjustant Method, by Estella Bee 
Dagum, Statistics Canada,Cataiogue 12-564E, 
Occasional. 

1 La désaisonnalisation doe series tamporelies 
économiques: qu.lqu.s r..arquss; tire da 1. 
Ravue statistiqu. du Canada, aoGt 1974. 

2 Pour de plus amples informations voir La 
dthode do désaisonnalisation X -11 -ARI I, 
par Estelia Boo Dagu., Statistique Canada, 
no 12-564F au cataioguo, hors sen.. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current month's unadjusted 
data as well as the previous month's revised 
unadjusted data. 

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

lises finales sont exécutes a chaque mois. 
Cette approche garantit quo la série non-dé-
saisonnalisém, a partir do laquelle sont cal-
culées los estimations des facteurs saison-
fliers, inclut toutos los données les plus ré-
centes relativement a ladite série, c.-à-d., 
les données qui portent sur le mois courant at 
los données réviséos du mois précédont. 

Bien quo la désaisonnalisation permetto do 
mieux comprendre la tendance-cyclo fondamenta-
le d'une série, la s6ria désaisonnalisée n'en 
contient pas moms une composante irrégulière. 
Be lógères variations d'un mois 5 l'autre dans 
la s6rie désaisonnalisée peuvent n'être quo do 
simples mouvements irréguliers; pour avoir une 
meilleure jdóe do la tendance fondamentale, 
los utilisateurs dojvent done examiner los 
series désaisonnaliséms d'un certain nombro do 
mois. 

Le total désaisonnalisé au niveau clu Canada 
est dérivé do "facon indirecte" an faisant la 
somme des genres do commerce désaisonnalisés 
séparément au préalablo. 
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APPENDICE 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 Moat markets 
6019 Other specialty food stores, n.e.c. 

030 Drugs and Patent Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stores 

6121 Mons clothing stores 

060 Women's Clothing Stores 

6131 Homen's clothing stores 

070 Other Clothing Stores 

.

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

080 Household Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Othor recroakional vihic1e de1ers 

0 

OUVERTURE DES GROUPIS DE COMMERCE 

010 Supermarchés d'alieentation at épicerios 

6011 5upormarch6s d'alimenta*ion 
6012 Epiceries (sauf los supermarch6s) 

020 Tous les autros magasins d'alinentation 

6013 Boulangeries-pâtisseries 
6014 Confiseries at magasins do noix 
6015 Magasins do fruits at legumes 
6016 Marchós do viande 
6019 Autres ma9asins dalimontation 

spécialises, n.c.a. 

030 Pharmacies at .agasins do médicauents 
brevetés 

6031 Pharmacies 
6032 Magasins do médicaments brevetés at do 

produits do toilette 

040 Magasins do chaussures 

6111 Magasins de chaussures 

050 Plagasins do vêteuents pour hoenes 

6121 Magasins de vétements pour homes 

060 Magasins do vCte.ents pour dames 

6131 Magasins do vêtements pour dames 

070 Autres magasins do vêteuents 

6141 Magasins do vétements pour onfants 
6142 Magasins do fourrures 
6149 Autres niagasins do véIemenks, n.c.a. 
6131 Ilagasins do tissus of do files 

080 Plagasins de •eubles at d'appareils 
menagers 

6211 Magasins do moubles do niaison 
(avec appareils ménagors at accessoires 
dameublement) 

6212 Magasins de meubles do .mison 
(sans appareils menagors ni accessoires 
dameublement) 

6213 Ateliors do répartion de meubles 
6221 Magasinsdappareils ménagers, de postes 

do télévision ot do radio at dappareils 
stéréophoniques 

6222 Magasins do postes do télévision at do 
radio of dappareils stéréophoniquos 

6223 Ateliers do reparation dappareils 
i,iénagers, de postes do television at do 
radio at dappareils stCróophoniques 

090 Magasins d ' accessoires dlameuble.ent 

6231 Magasins do revétoments do sol 
6232 Magasans do tontures 
6239 Autros imogasins dacc.ssoires dameublement 

100 Concessionrtaires do véhicules automobiles 
at récréatifs 

6311 Concassionnaires dauto.obiles nauves 
6312 Concoss,onnaires dautomobiles doccasion 
6321 Marchands do roulottes motorisóes at do 

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

bord at dacessoires pour bakeaux 
6323 Piarchands do motocyclattos at de 

motone ages 
329 Aukrei marchands do véhiculos do loisir 
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110 Gasoline Service Stations 

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 Muffler replacement shops 

6354 Motor vehicle glass replacement shops 

6355 Motor vehicle transmission repair and 
replacement shops 

6359 Other motor vehicle repair shops 

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

130 General Merchandise Stores 

6411 Department stores 
6412 General stores 
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Se.i-Durablo Goods Stores 

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

6581 Toy and hobby stores 

6582 Gift, novelty and souvenir stores 

150 Other Durable Goods Stores 

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

6561 Jewellery stores 
6562 Hatch and jewellery 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 toithstone dealers 

6596 Pot stores 
6597 Coin and stamp dealers 

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

110 Stations-service 

6331 Stations-service 

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

6341 Magasins do fournitures pour la maison ot 
pour lautomobile 

6342 Magasins de pnous, daccuntula*eurs, de 
pieces at daccessoires 

6351 Garages (reparations géneralos) 
6352 Ateliors de peinture at de carosserio 
6353 Atoliers de reri,lacemen* de silencioux 

6354 Ateliers do renlacement do glaces pour 
véhicules automobiles 

6355 Ateliers do reparation at do 
reielacement do boItes do vitesse do 
véhicules automobiles  

6359 Autres ateliers do reparation do 
véhicules automobiles 

6391 Lava-autos 
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Nagasins do marchandises divorces 

6411 Magasins è rayons 
6412 Magasins generaux 
6413 Autres magasins do merchandises diversos 

(bazars at magasins do marchandises 
d iverses) 

140 Autres magasins do produits se.i-durables 

6511 Librairies at papeteries 
6521 Flouristes 
6522 Centres do jardinage 
6531 Quincaillories 
6532 Magasins do peinture, do vitro at do 

papier point 
6581 Magasins de jouets at darticles do 

loisir 
6582 Magasins do cadeaux, darticlas do 

fantaisie at do souvenirs 

150 Autres •agasins de produits durables 

6541 Magasins d'ar*icles do sport 
6542 Magasins debicyclettes 
6551 Magasins dinstruments do musique 
6552 Magasins de disques et de bandes 

magnet iquos 
6561 Bijouturies  
6562 Akeliers do réparat ion do montres at do 

b i j oux 
6571 Magasins d'appareils at do fosii*ur.s 

photograph iquos 

160 Au-ti-es •.gasins do vente au detail 

6021 Magasins do spirituoux 
6022 Magasins do yin 
6023 Itagasins do bier. 
6591 Magasins do merchandises doccasion, 

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

fournituras pour artistes 	- 
6594 Magasins do bagages at do maroqulnerie 
6595 Magasins do monuments funeraires at do 

pierres toobales 
6596 Plagasins danimaux do meison 
6597 Marchands do pièces do monnaic at do 

tinthros  
6598 Marchands do saisons mobiles  
6599 Autras megasins do vonto au detail, 

n.c.a. 
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. PICKA 
TOPIC.,. 
ANY TOPIC 
The 1992 Statistics Canada 
Catalogue is your guide to the most 

complete collection of 
facts and figures on 
Canada's changing 
business, social and 

economic environment. No 
matter what you need to know, the 

Catalogue will point you in the 
•: fl t direction, 

From the most popular topics of the 
day - like employment, income, 

trade, and education - to specific 

research studies - like 
mineral pToduCt3 

shipped from 
Canadian ports and 
cnminal 
victimization in 	- 

urban areas— 	I 

you'll find it all 
here. Weve even 
included a selection of 
key statistics from recent 

publications. 

the 1992 Statistics 
Canada Catalogue 
will help you get 
your bearings... 
The Catalogue puts all this 

'I 
inlonnatton at your 
hngertips. 

 

With the 
expanded injex. 
you can search I", 
subject, author 'i 

title - even triJic  4~,6 
3rtrcles are indexej. 

C.ada 
T  

And for 1992, a separate index has  
been added for all our electronic 
products. 

The Catalogue has everything you 
need to access all Statistics 
Canada's products: 
• descriptions of 
over 80 new 

titles, plus 
succinct 
abstracts of the/ 
over 800 titles 
andilmap 	

- series already 
produced; 
• a preview of upcoming 

1991 census products; 
• easy ordering information 
to avoid delays; 
• electronic products in a 
variety of media, and advice 
on getting expert assistance and 
on.hne searches; 
• tabs to each section - 
so you can immediately flip 
to the information you need. 

time and 
timeagain 
To make 
sure that 
the Cata1ogu 
stands up to 
frequent use, 
we used 
a specially coated 
cover to prevent 
broken spines, 
tattered edges and 
dog-eared corners. 

Order today - 
v u Ii lx los: without i T 

1992 STATISTiCS 
CANADA 
CATALOGUE 

Only $13.95 In Canada (US$17 in 

the US and US$20 In other caunthes 
Quote Catalogue number I 1 -204E. 
Wiite to Puislicanon Sales, Statistks 
Canada. Ottawa, Ontario KIA 016 
Fax: (613) 951-1584 
Call toll free 1-800-267-6677 
Or contact your nearest Staxisflcs 
Canada Reference Centre listed in 
this publication. 

CHOISISSEZ 
UN SUJET... 
N 'IMPORTE 
LEQUEL 
i.e Catalogue de Statistique 
Canada 1992 est votre guide pour (a 
'collection Ia plus complete de 
fairs et de chilTres sur le rnonde, 

en constante evolution, du 

commerce, du milieu social et 
de l'économie. Peu importe ce 
que vous vouler 

lIIIIIPtIFIIIII 
savoir, il vous 
mettra sur Ia 
knnepist 

 

Des sujets atuels ks plus populaires 

- comme l'etnp[oi, Ic revenu, Ic 
commerce et l'éducation, a des 
etudes de recherche particulières, 
comine les 
produits minéraux 
expédiés des ports 
canadiens et Ia 
victimisation dans les 
regions urbaines - 
vous trouverez tout  

dans cc document. 
Now avons mCme inclu' uric 

selection des plus importantes 
statistiques provenant des plus 
rCcentei publications. 

...le Catalogue de 
Statistique Canada 
1992 vous aidera a 
vous orienter... 
i.e Catalogue vous met tous ces 
rcnseienemenrs soils 1P. main. 

CATALOGUE bE 
STATISTIOUE 
CANADA 1992 

Seulement 13,95$aucanada (17$USaux 
Elais-Ums et2O S US dans les autres pays). 
lndiquez Ic node catalogue: ii -204F. 
Ecnvez a: Vente de publications, Statistique 
Canada. Ottawa (Ontario) KIA 016 
Téleropleur: (613) 951-1584 
Appels sans fraIs: 1-800-267-6677 
On conez Ic bureau de Sialisique Canada 
le plus proche (voir La liste figurant dans Ia 
présente publication). 

Lindex augmente vous penner de 
cherc}ter par sujet, auteur ou titre 
- les articles de pericxliques sont 
méme indexes. Et pour 1992, on a 

ajouté un index séparé pour tous 
nos produits Clecrroniques. 

Le Catalogue a rout cc qu'iL vous 

taut pour vous procurer les produits 

de Statistique 
Lanada: 
• descriptions 
deplusde80 
nouveaux titres 
et courts résumés des 800 titres" 
et plus et des 11 series de canes 

'déjà disponibles; 
• premier aperçu des fucurs 
produirs du recensement de 1991; 
• renseignemenhs clans pour 
parser les comrnandes afin 
d'éviter les delais; 

• produits electroniques sur 
supports divers et conseils sur 
l'obterition d'aide dexperts pour 
les produits Clectroniques et les 
recherches en direct; 
• systèmes d'onglets pour chaque 

section sur La couverture arrière - 
pour que vous puissiez 

rnrnediatement repérer les 
renseignements qui VOlIS 

intéressent. 

... maintes 
et maintes fois 
Pour garantir que Ic Catalogue 
puisse resister a uric utihsanon 
frequente, nous avons utilisé une 
couverture avec un revCrement 
special conçue pour ëviter les dos 
cassés, les bords abimés cries coins 
de page plies. 

Comtnandez aujourdhui - 
vous ne pourre: plus vous 

passer de lui. 
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No other monthly 
report on the Canadian 
Economy has 
this much to offer 

La seule publication 
a vous offrir autant 
d'information sur 
léconomie canadienne 

Canadian Economic Observer 
The most extensive and timely information source for 
people who want objective facts and analysis 
an the Canadian Economy 	every 

Current economic conditions E 	cit 
0 Brief, 	to the point 	a current update 

summary of the economy's performance  ..'\ 

including trend analyses on employment. 
output, demand and the leading indicator lIr_ 

Feature articles \ 
In-depth research on current business and 
economic issues: business cycles, 
employment trends, personal savings, 
business investment plans and corporate 
concentration. 

Statis&al summary 
Statistical tables, charts and graphs cover 
national accounts, output, demand, trade, labour 
and financial markets. 

Regional analysis 
Provincial breakdowns of key economic indicators. 

L'Observateur êconomique canadien 
La revue Ia plus complete et Ia plus a jour qui soit 
pour les gens qui désirent des renseignements 
objectifs et une analyse de l'économie 
canadienne chaque mois. 

ks conditions économiques actuelles 
Résumé bref et incisif de l'actualité économique 
du mois, comportant l'analyse des tendances 
de T'emploi, de Ia production, de Ia demande et 
de l'indicateur avancé 

Les ênxles spéciaks 
Recherche approfondie sur ies questions du 
domaine des affaires et de l'économie 
cycles économiques, tendances de 

'emploi, épargne personnelle, prolets 
d investissement et concentration des 
sociétés. 

L'aperçu statistique 
Tableaux, graphiques at dag - arnn es 
englobant les statistiques des 

- . . 	comptes nationaux, de Ia production, 
de Ia demande, du commerce, de l'emploi 

a: des marches financiers. 
International overview 
Digest of economic performance of Canada's most 
important trading partners - Europe, Japan and the 
U.S. 

Economic and statistical events 
Each month, CEO also publishes a chronology of current events that will 
affect the economy, and information notes about new products from 
Statistics Canada. 

Consult with an expert 
The names and phone numbers of the most appropriate Statistics 
Canada contacts are provided with each data table in the statistical 
summary: not only can you read the data and the analysis, you can talk 
to the experts about it. 

The Canadian Economic Observer 
(Catalogue no. 11-010) is $220 annually in Canada. US$260 in the United 
States and US$310 in other countries. 

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

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

L analyse regionale 
Ventilation par province des indicateurs économiques stratégiques. 

Le survol de leconomie internationale 
Un sommaire du rendement de l'économie des partenaires commerciaux 
du Canada, comme lEurope, le Japon et les Etats-Unis. 

Evénements economiques et statistiques 
Chaque mois, L'OEC publie une chronologie des événements qui 
influenceront l'économie de même que des renseignements sur les 
nouveaux produits de Statistique Canada. 

Consultez un expert 
Les noms et numéros de téléphone des personnes-ressources figurent a 
chaque tableau de 'aperçu statistique; non seulement pouvez-vous lire 
es données et l'analyse, mais vous pouvez de plus discuter du sujet 
avec les experts de Statistique Canada. 

L'Observateur &onoinique canadien 
(no 11-010 au catalogue) coUte 220 $ l'abonnement annuel au Canada, 
260 $ US aux tats-Unis et 310$ US dans les autres pays. 

Pour commander, veuiliez écrire a Vente des publications. Statistique 
Canada, Ottawa (Ontario), K1A 0T6 ou communiquer avec le Centre 
regional de consultation de Statistique Canada le plus prés (voir Ia liste 
figurant dans Ia présente publication). 

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


