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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques at services connexes 
doivent être adressées it 

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

Statistics Canada, 	Ottawa, 	K1A 016 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone: 
951-3551) or to the 	Statistics Canada reference 951-3551) 	ou au centre de consultation de Statistique 
centre in: Canada a: 
St. 	John's (772-4073) Winnipeg (983-4020) St. John's (772-4073) Winnipeg (983-4020) 
Halifax (426-5331) Regina (780-5405) Halifax (426-5331) Regina (780-5405) 
Montreal (283-5725) Edmonton (495-3027) Montréal (283-5725) Edmonton (495-3027) 
Ottawa (951-8116) Calgary (292-6717) Ottawa (951-8116) Calgary (292-6717) 
Toronto (973-6586) Vancouver (666-3691) Toronto (973-6586) Vancouver (666-3691) 

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

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

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

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

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

Un service d'appel interurbain sans frais eat offert, 
dans toutes lea provinces at dans les territoires, 
aux utilimatoura gui habitant A laxtrieur des zones 
de counication locale des centres régionaux de con-
sultation. 

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

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

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

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

How to Order Publications 

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

1(613)951-7277 

Facsimile Number 1(613)951-1584 

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

Toronto 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication at les autres 
publications de Statistique Canada auprès des agents 
autorisés at des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
an écrivant a la Section des ventes des publications, 
Statistique Canada, Ottawa, E1A 016. 

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 do reconnaissance 

Le succès du système statlstique du Canada 
repose sur un pertenarlat bien établl entre 
Statistique Canada et Ia population, los entreprisos 
et les administrations canadiennes. Sans cette 
collaboration et cette bonne volonté, ii seralt 
impossible do produire des statistlques précises 
et actuelles. 



SYMBOLS 	 SIGNES CONVENTIONNELS 

The following symbols are used in This 	Las sign.s suivants soni employCs uniformémen -t 
Statistics Canada publication: 	dens cette publication da Skatiskique Canada: 

figures not available. 	 .. nombres indisponibles. 

figures not appropriat, or not applicable. 	... n'ayant pus lisu de figurer. 

- nil or zero. 	 - néant ou zCro. 

-- amount -too small to be expressed. 	-- nombras infim.,. 

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

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANSIPI 

All current and historical statistics on 
Retail Trade (Matrix Nos. 2299, 2398-2417), as 
well as many other series, are available to the 
public from Statistics Canada's computerized 
data bank CANSItI (Canadian Socio-Economic 
Information Management System) via kerminal, on 
compuker prin*ouks, 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 
dir.ction of: 

• G.W. Andrusiak, Director, Industry Division 

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

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

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

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

IWTA 

Las chiffr.s ayant etC arrondie, lee to-taux no 
correspondent pas toujours. 

NOTE AU SUJET DE CANSIM 

La banque de donnCes informatisCss de Statistiqu. 
Canada CANSIII (système canadian d'informetion socio-
Cconomiqus) fournit cu public toutes las statistiques 
actuelles at historiques sur 1. Commerce do detail 
(matric. nos 2299, 2398-2417), at sur de nombreuses 
autres series, par le biais d'un terminal, d'imprimés 
d'ordinateur ou di supports ordinolingues. Pour plus 
de renseign.men*s, s'edresser au personnel de CANSIM, 
Stetistique Canada, Ottawa, K1A 0Z8 (tClCphone 
613-951-8200), ou aux conseill.rs rCgionaux des 
bureaux de Statistique Canada aituCs I travers in 
Canada. 

Cat -ta publication a CtC rCdigie sous la direction de: 

• G.W. Andrusiak, 	dirsc*.ur, 	Division de 
1' industri. 

• B. Names, 	directeur edjoint, Sous-division dus 
commerces 	d. 	distributions, 	Division 	de 
1' industrie 

• B. ThCriault, 	chef, Section de l'analyse, du 
dCv.loppement at d'enqui*es spCcial.s, Sous-
division des commerces de distributions, 
Division di l'industrie 

• S. Deucra, 	dconomiste principala, Section du 
commerce de dCtail, Sous-division des commerces 
de distributions, Division di l'industrie 

Le papier utilisé dane Ia présente publication repond aux 
exigences minimales de l"American National Standard for 
Information Sciences - Permanence of Paper for Printed 
Library Materials, ANSI Z39.48 - 1984. I 



• TABLE OF COHTENTS 
	

TABLE DES PIATIRES 

PAGE 	 PAGE 

Highlights v Faits saflhants v 

Charts vii Graphiques vii 

For Further Reading ix Lectures suggérées ix 

Table Tableau 

1. Retail Sales, Seasonally Adjusted, 2 1. Ventes au d6taii, d6saisonnaiis.s, 2 
by Trad. Group and by Region scion 1s groups cio cou,,merce at 1. 
(Current Periods) region (priod.s couran'ces) 

2. Retail Sales, not Seasonally 4 2.  Ventes au dêtail, non-désaisonnali- 4 
Adjusted, by Trade Group and by ses, solon 1s groups do commerce at 
Region (Current Periods) Ia rgion (priodes courantos) 

3.  Retail Sales, not S.asonally 6 3. Ventes au dt.ii, non-d6saisonnali- 6 
Adjusted, by Trad. Group and by s6es, scion 1s groups do commerce at 
Region (Quarterly Estimates) Is r6gion (estimations trim.stri.11.$) 

4. Retail Trade Sample Response 20 4. Commerce do detail, fraction de rC- 20 
Fraction and Coefficient of ponse de lCchantillon at coefficient 
Variation (Currant Periods) de variation (p6riod.s courentes) 

S. Retail Sales, Seasonally Adjusted, 22 S. Ventes au dótail, dsaisonnalis4.s, 22 
by Trade Group and by Region solon Is groupa do commerce at Is 
(Historical Estimates) rógion (estimations historiques) 

6. Retail Sales, not Seasonally 24 6. Vont.s au d4tail, non-d4saisonnali- 24 
Adjusted, by Trade Group and by sCes, solon 1s groupe de commerce at 
Region (Historical Estimates) Is r6gion (estimations historiques) 

7. Department Store Type Merchandise 26 7.  Ventas de marchandises genre grand 26 
Sales, not Seasonally Adjusted, by magasin, non-dósaisonnalisées, scion 
Region (Current Periods) 1. region (périodes courant.$) 

8.  Department Store Type Merchandise 26 8. Ventes de marchandisas genre grand 26 
Sales, not Seasonally Adjusted, by magasin, non-d4saisonn.lis6as, salon 
Region (Historical Estimates) Is r4gion (estimations historiques) 

Appendix Appendice 

I. Definitions 29 I. Definitions 29 

IX. Methodology 31 II. tlóthodologi. 31 

III. Reliability of Data 35 III. Fiabilité des données 35 

IV. Seasonal Adjustment 39 IV.  D6saisonnalisation 39 

V.  Trade Group Coverage 41 V. Couverture des groupes de commerce 41 





S H IOHL ISI4TS 

Seasonally Adjusted flonthly Sales in Current 
Dollars 

Preliminary estimates indicate that retail 
sales declined 0.2 in July to $15.3 
billion, following a 1.4Z gain in June and a 
0.7% decrease in May. Despite fluctuating 
month-to-month movements, total sales 
remained very close to 1990 levels (after 
removing federal sales tax from the 190 
data). Total sales in July 1992 were 0.2X 
above July 1991 levels but were comparable 
with figures for July 1990. 

Most trade groups showed little change from 
June. Neak sale. in July were primarily 
attributable, in order of dollar impact, to 
decreases reported by supermarkets and 
grocery stores (-0.8Z) and to the three 
automotive related trade groups: automotive 
parts, accessories and services (-2,5Z), 
gasoline service stations (-1.5) and motor 
vehicle end recreational vehicle dealers 
(-0.4k). Higher sales by general merchandise 
stores (+2.2Z) partly counterbalanced these 
declines. 

Sales by supermarkets and grocery stores 
have shown a pattern of alternating gains 
and losses around a relatively stable trend 
since November 1991. The three automotive 
trade groups have shown a similar pattern 
over the last three months: lower sales in 
July preceded by higher sales in June and 
weak sales in May. General merchandise 
stores registered higher sales in July after 
two monthly declines. 

• The July decrease 	in retail sales was 
concentrated in two provinces: Nova Scotia 
(-3.5) 	and 	Quebec 	(-0.9Z). 	Notable 
increases were 	reported for Manitoba 

	

Saskatchewan 	(+1.2>), 	Ontario 
(+1.1Z) end Prince Edward Island (+1.1?.). 

Trends 

Excluding variations caused by fluctuating 
sales by motor vehicle and recreational 
vehicle dealers, the trend for retail sales 
was relatively stable from January 1991 to 
February 1992 and has been rising slightly 
since March 1992. 

Year-to-date in Current Dollars 

Cumulative retail sales in current dollars 
for the first seven months of 1992 amounted 
to 	$103.1 billion, 	up 1.4 	from the 
corresponding period in 1991. In June, 
cumulative sales were 1.0 higher then in 
the same period of the previous year. 

FAITS SAILLANTS 

Ventes •ensuelles ddsaisonnalisdes an dollars 
courants 

Las estimations préliminaires indiquent que 
las ventes du commerce de detail ont diminuó 
de 0.2Z an juillet pour totaliser $15.3 
milliards, faisant suite I une hausse de 
1.4Z an juin at I une diminution de 0.7% an 
mai. MIme si los ventss total.s ont fluctuC 
dun mois I laulr., elles sont demeurêes 
praliquement au alma niveau quen 1990 
(aprIs suppression de Is taxe do vents 
fédérale des donnée. de 1990). Le niv.au des 
v.ntes de juillet 1992 était supérieur de 
0.2Z I celui do juillet 1991 mais Ct.it 
comparable I celui de juillet 1990. 

La plupart des groupes de commerce ont peu 
varió comparativement I juin. Per ordre 
dimportance an dollars, In diminution des 
ventes an juillet est dabord altribuable I 
Is diminution des ventes dCclarC.. per 1.s 
suparmarchés dalimentation at Cpiceries 
(-0.8k) at aux trois groupes de commerce 
rattachés I lautomobile: magasins de pièces 
at dacces.oires pour véhicules automobiles 
(-2.5Z), stations-service (-1.5?.) at les 
concessionnaires de véhicules automobile, at 
récréatifs (-0.4Z). Ces baisses ont été 
partiellement contrebalancées par laugmen-
tation des ventes des magasins de marchan-
discs diverses (+2.2Z). 

La tendance des ventes des supermarchCs 
dalimentation at épiceries a Cté quelque 
peu stable depuis novembre 1991 malgré des 
variations consecutives è Is hausse at I Is 
baisse. Les trois groupes de commerce reliCs 
è l'automobile ont enregistrC In .ême 
mouvement au cours des trois derniors mois: 
des ventes faibles on juillet prilcédCes do 
ventes plus LlevCes an juin at plus feibles 
on mai. Laugmentation des ventes des 
nagasins do merchandises diverse* on juillet 
fail suite I deux baisses mensuelles. 

• La diminution des ventes du commerce de 
detail de juillet est concentrée dane deux 
provinces: Nouvell.-4cosse (-3.5?) at Québec 
(-0.9?). Des eugmentations notables ont étC 
déclarCe. au  Manitoba (+1.67), on 
Saskatchewan (+1.2?), on Ontario (+1.1?) at 
I ltle-du-Prince-4douard +1 .1?. 

Tendano. 

• En excluan* les variations causCes per les 
fluctuations des ventes des concessionnaires 
de véhicules automobiles at récrCatifs, Is 
tondanca des ventos du commerce de detail a 
é'Có relativement stable do janviar 1991 1 
fCvrier 1992 at • progressé légIr...nt 
depuis mars 1992. 

Ciulatif an dollars eourants 

Las ventes se chiffr.nt a $103.1 milliards 
on dollars courants clepuis Is debut de 
l'année, on hausse do 1.4% par repport aux 
sept premiers mois de lannCe derniIre. En 
juin, iss ventes cumulative. Ctaient 1.0? 
plus él.vées que celles de Is ml.e pCriode 
que lannCe passé.. 





Retail Sales, Canada 	 Ventes au detail, Canada 
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Retail Sales Trends 1  - Canada 	 Tendances 1  des ventes au detail - Canada 
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et aux donrrées subséquentes. 
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Retail Sales Trends 1  - Canada, 	 Tendances 1  des ventes au detail - Canada, 
By Major Group 	 par groupe principal 
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Sel.ct.d Publications 
from Statistics Canada 

LECTURES SUGGEREES 

Choisies parmi las publications 
de Statistique Canada 
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Departennt Stare Sales and Stocks Ventes at stocks des grands .agasins, 63-001 
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Doparteent Store Sales by Region - Ventes des grands •agasins par 63-004 
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Bilingue 

Now Motor Vehiale Sales, Monthly, Ventes de vChicules auto.obiles neuf a, 63-007 
Bilingual Mansuel, Bilingue 

Retail Chain and Departe.nt Stores, Magasins do detail £ succureales at 43-110 
Annual, Bilingual 3.5 grands .agasins, Annual, Bilingu. 

Vending Machine Operators, Annual, Exploitants do distributeurs 43-113 
Bilingual auto.atiques, Annual, Bilingu. 

Direct Selling In Canada, Annual, La Yenta directe au Canada, Annu.l, 63-118 
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Bilingu. 
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Market Research Handbook, Annual, Recueil statistique des etudes do 43-114 
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I. 

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

Pour obtanir une publication v.uill.z t6l4phoner 
au 1-613-951-7277 ou utilis.r 1e numóro du *616-
copieur 1-613-951-1584. Pour appelar sans frais, 
au Canada, composez le 1-800-267-6677. Ii nest 
pas n6cessaira do nous faire parvenir una con-
firmation pour Une commande passe par tlpho- 
no ou ticopieur. 
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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 mois prócódent 
1992 

	

July 	June 	May 	April 	July 	June 

	

1992 	1992 	1992 	1992 Cumulatif 	1992 	1992 

	

Juillet 	Juin 	Mai 	Avril 	Juillet 	Juin 
No. 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 31661.6 3,691.7 3,648.1 3,673.0 25,568.3 -0.8 1.2 

2 All other food stores 284.3 284.9 290.2 300.7 2042.3 -0.2 -1.8 

3 Drugs and patent medicin, stores 895.6 893.2 886.9 862.9 6,088.0 0.3 0.7 

4 Sho. stores 122.9 125.7 125.7 131.2 892.0 -2.2 - - 

5 Mens clothing stores 132.5 131.6 130.9 132.3 934.3 0.7 0.5 

6 P4omen's clothing stores 304.4 301.8 302.8 295.6 2,092.9 0.9 -0.4 

7 Other clothing stores 318.7 307.9 312.9 316.3 2,176.3 3.5 -1.6 

8 Household furniture and appliance 628.0 628.3 606.5 641.4 4,425.4 - - 3.6 
stores 

9 Household furnishings stores 186.5 186.1 178.1 182.9 1 1285.1 0.2 4.5 

10 Motor vehicle and recreational 3,219.8 3,234.1 3,169.3 3,180.1 22,219.6 -0.4 2.0 
vehicle dealers 

11 Gasoline service stations 1,162.0 1080.1 1,119.1 1,132.8 8,041.6 -1.5 5.5 

12 Automotive parts, accessories 835.8 857.6 854.5 856.9 5,999.4 -2.5 0.4 
and services 

13 General merchandise stores 1,770.9 1,733.5 19740.9 1,748.3 12,161.6 2.2 -0.4 

14 Other semi-durable goods stores 530.7 525.7 518.7 512.5 3,621.8 0.9 1.4 

15 Other durable goods stores 418.3 415.1 401.5 417.5 2,882.3 0.8 3.4 

16 Other retail stores 841.8 847.9 849.7 857.3 5,966.8 -0.7 -0.2 

17 Total, all stores 15,313.8 15,345.1 15,135.9 15,241.8 104,397.7 -0.2 1.4 

Regions 

18 Newfoundland 277.9 275.3 264.6 272.9 1,939.7 0.9 4.0 

19 Prince Edward Island 66.9 66.1 65.8 64.4 460.1 1.1 0.5 

20 Nova Scotia 507.4 526.0 505.4 506.1 3,535.3 -3.5 4.1 

21 New Brunswick 391.1 389.8 386.3 384.9 2,709.0 0.3 0.9 

22 Quebec 3,763.2 3,797.1 3,740.9 3,766.6 26,206.9 -0.9 1.5 

23 Ontario 5,706.2 5,646.9 5,596.3 5,637.0 39,400.4 1.1 0.9 

24 Manitoba 526.5 518.1 525.1 506.0 3,670.5 1.6 -1.3 

25 Saskatchewan 444.2 438.9 447.2 445.9 3,130.5 1.2 -1.9 

26 Alberta 1,627.4 1,620.7 1,608.5 1,586.0 11,243.6 0.4 0.8 

27 British Coluithia 2,005.1 2,001.7 1,953.3 1,954.8 13,799.1 0.2 2.5 

28 Yukon 14.9 14.9 13.6 14.5 101.5 0.1 9.5 

29 Northwest Territories 32.6 32.1 31.0 32.1 219.4 1.7 3.4 
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• 	TABLEAU 1 • Ventes 
(pCriodes 

mu dtaI1, désaisonnalisëes, 
courantss ) scion is groups de oommoroo at Is region 

Change from 
• 	previous month Change from previous year 

Variation p. 	r. Variation par rapport I Pannéo précédonte 
cu mois pr6c6dent  

Year-to- 
N.y April July 

1992 
Jun. 
1992 

Nay 
1992 

April 
1992 

dote 
1992 1992 

Mal 
1992 

Avril Juillet Juin Mai Avril Cumulalif 

Per cent - pourcentage 
Groupo do cameo roe - Canada 

-0.7 0.7 1.0 1.4 0.4 1.5 1.0 Sup.rmarchAo d.limenttion at 1 
épiceries 

-3.5 3.6 -4.3 -5.5 -4.6 0.7 -2.8 Tous los autres magasins 2 
d • alimentat ion 

2.8 1.2 11.2 11.4 7.9 7.7 8.4 Pharmacies at magasins do 3 
u,édicaments brevetIs 

-4.2 2.1 -8.1 -9.4 -9.4 -3.0 -5.2 Magasins do ch.ussures 4 

-1.0 1.5 -8.7 -10.6 -12.2 -10.7 -8.2 Mogasins do vetements pour hossi,es 5 

2.5 1.0 -2.1 -0.8 -2.8 -4.1 -1.1 Nagasins do vêt.m.nts pour dames 6 

-1.1 3.7 2.8 -3.5 -2.5 0.5 -1.0 Autres .agasins do vôt.ments 7 

-5.4 -1.0 -1.2 0.5 -2.2 1.7 4.4 Magasins do .eubl.s at dappareils 8 
ménagers 

-2.6 -1.2 1.6 10.3 3.7 6.2 9.5 Magasins d.cc.ssoir.s d.meubl.iesnt 9 

-0.3 1.7 -2.7 -4.3 -1.6 3.4 0.4 Concessionnaires de véhicules 10 • 
automobiles at récréatifs 

-1.2 0.3 -3.8 0.8 -6.0 -4.9 -5.3 Stations-service 11 

-0.3 -0.5 -4.5 -1.9 -4.9 -5.4 -3.9 Magasins do piIces it daccessoires 12 
pour automobiles at services 

-0.6 2.2 1.6 1.0 -0.4 1.7 1.5 Magasins do merchandises divers.s 13 

1.2 0.7 9.8 8.5 0.6 2.4 4.3 Autresmagasins do produits 14 
semi-durables 

-3.8 1.5 3.4 6.1 -2.0 3.1 3.4 Autres magasins do produits 15 
durables 

-0.9 1.5 2.8 2.7 4.3 4.4 3.8 Autres magasins do vente au detail 16 

-0.7 1.1 0.2 0.4 -0.9 1.3 0.8 Total, ensemble des .agasins 17 

Regions 

-3.0 -1.1 -1.2 -1.8 -5.7 -1.0 -1.3 Terre-Nouve 18 

2.3 -1.5 6.5 4.3 5.0 2.9 4.7 ile-du-Prir,c.#douard 19 

-0.1 0.6 3.7 7.7 1.7 3.3 3.4 Nouvell.-tcosse 20 

0.4 -0.2 1.2 -0.4 -0.6 -0.3 0.4 Nouveau-Brunswick 21 

-0.7 1.9 -1.7 0.7 -1.6 1.2 0.2 Québec 22 

-0.7 1.4 0.3 - - -1.1 2.2 0.9 Ontario 23 

3.8 -4.4 0.6 -1.4 0.2 -2.7 0.4 Manitoba 24 

• 	0.3 -2.3 1.8 0.4 1.0 3.2 1.0 Saskatchewan 25 

1.4 -1.5 2.3 1.6 1.5 -0.6 1.7 Alberta 26 

-0.1 -1.0 0.7 2.4 -1.3 0.6 1.2 Coloinbie-Britannique 27 

-6.3 -2.2 2.2 3.9 -7.8 0.1 1.5 Yukon 28 

-3.3 4.0 6.5 5.9 3.3 8.1 5.4 Territoires du Nord-Ou.st 29 



3,930.1 

308.4 

894.3 

109.4 

110.8 

283.6 

274.7 

635.2 

193.9 

3,626.0 

1,277.6 

894.0 

1,642.5 

545.4 

407.7 

947.9 

16,081.6 

3,716.9 

301.1 

882.5 

135.5 

134.3 

300.4 

292.2 

616.7 

198.0 

3,876.9 

1 ,229.4 

963.5 

1,644.6 

566.6 

408.0 

887.2 

16,153.8 

3,908.4 

313.5 

881.5 

138.0 

135.7 

319.6 

303.0 

561.9 

178.6 

3,760.4 

1,161.8 

949.9 

1,695.4 

588.0 

392.8 

898.5 

16,187.0 

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 

15,196.91 

25,571.9 

2,007.6 

5,929.3 

788.6 

781.9 

1,865.0 

19862.1  

4,054.1 

1095.6  

23,294.1 

7,954.3 

5,844.2 

10,552.0 

3,361.2 

2,480.4 

5,542.0 

103,054.2 
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TABLE 2. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Current 
Periods) 

Sales 

Ventes 

	

July 	June 	May 	April 	Year-to-date 

	

1992 	1992 	1992 	1992 	1992 

	

Juillet 	Juin 	Mel 	Avril 	Cumulatif 

millions of dollars - millions do dollars 

No. 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomens 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 Coluthia 

28 Yukon 

29 Northwest Territories 

294.0 

79.1 

539,3 

420.8 

3,965.5 

5,914.2 

542.9 

459.1 

1,681.7 

2,131.2 

18.1 

35.9 

286.2 

72.7 

544.9 

418.1 

4,057.5 

5,954.0 

541.8 

461.3 

1,709.6 

2,056.1 

17.0 

34.5 

285.0 

69.6 

537.2 

411.2 

4,176.4 

5,934.4 

558.9 

469.7 

1,674.8 

2,023.2 

14.3 

32.3 

270.3 

62.7 

510.7 

384.2 

3,923.4 

5,556.8 

510.6 

444.7 

1,575.5 

I ,914.2 

13.3 

30.6 

1,859.3 

444.1 

3,416.1 

2,626.6 

25,658.4 

37,955.6 

3,542.8 

3,014.7 

10,875.2 

13,381.7 

97.0 

212.8 



N o  

Groupe de oo*ro• Canada 

Sup.rmarch6s dalimentation at épic.ri.s I 

Tous los autres .agasins dali..ntation 2 

Pharmacies at magasins do médicam.nts brovotés 3 

If.gasins do chaussur.s 4 

Magasins do vèt.ments pour homees 5 

Magasins do vête.ents pour dames 6 

Autres magas ins do vôtom.nts 7 

Magesins do meubles of dappersils ménagors 8 

Magasins d'accessoir.s d'.meublem.nt 9 

Concessionnaires do vóhicules automobiles 10 
at récreatifs 

Stations-service II 

tiagasins do pièces at daccessoires pour 12 
automobiles at cervices 

Magasins de merchandises divorces 13 

Autres magasins do produits somi-durablos 14 

Autr.s .agasins do produits durabiss 15 

Autr.s magasins do yanks au detail 16 

Total, •nsbl. dcc •agasinc 	17 

Regions 

Terr.-N.uve 
	 18 

I l.-du-Pr ince-gdouard 
	

19 

Nouvell.4coss. 
	

20 

Nouveau-Brunswick 
	

21 

Québec 
	

22 

Ontario 
	

23 

Manitoba 
	

24 

Saskatchewan 
	

25 

Alberta 
	

26 

Coloab jo-Br itannique 
	

27 

Yukon 
	

28 

T.rritoir.s du Nord-Ou.st 
	

29 
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TABLEAU 2 Ventes au detail, non-dCsai.sonnalises, salon Ia groups do ao.rc• at Is region 
(pCriodme courantas) 

Change from previous year 

Variation par rapport i 1.nn6e prCcédente 

July 
1992 

June 
1992 

May 
1992 

April 
1992 

Year-to-date 
1992 

Juillot Juin N.j Avril Cumulatif 

Per cent - pourc.nt.ge  

7.6 -1.4 -0.2 5.7 2.2 

-0.8 -8.2 -5.2 6.8 -2.3 

14.1 13.6 5.8 9.4 9.4 

-6.5 -10.2 -10.0 -2.1 -5.5 

-4.6 -13.2 -12.3 -10.3 -8.6 

0.5 -1.7 -2.3 -5.4 -1.8 

6.0 -4.6 -1.7 2.0 -0.5 

- - 1.3 -4.4 2.1 4.6 

3.2 12.5 1.8 5.6 9.4 

-1.2 4.7 -7.9 -0.8 0.7 

-1.8 1.6 -6.8 -4.9 -4.5 

-4.7 1.0 -7.9 -6.0 -3.6 

- 

6.4 5.1 -11.8 2.6 2.3 

10.9 4.4 3.0 11.1 6.3 
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TABLE 3. Retail Sales, Not Seasonally Ad3usted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

Vontes 

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

Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions do dollars 

11,240.6 10,401.2 11,077.1 11,062.5 11006.1 

917.0 782.3 935.7 899.2 941.9 

2,600.8 2,434.2 2,779.7 2,381.0 2,375.2 

402.1 277.0 473.8 398.7 435.7 

389.0 282.0 593.7 380.4 442.2 

907.4 674.0 1,167.4 905.8 936.5 

886.5 700.9 1,237.3 906.2 900.0 

1 2 764.8 1,654.0 2,224.9 1,947.2 1,770.9 

547.9 453.8 583.8 544.0 513.7 

11,317.1 8,350.9 89493.8 9,735.7 11,497.0 

3,458.1 3,218.5 3,479.6 3,778.4 3,579.2 

2,780.9 2 1 169.3 2,832.0 2,656.2 2,908.8 

4,979.8 3,929.8 6,958.2 4,953.2 4,944.1 

1,627.9 1,188.0 1,786.7 1,472.7 1,573.1 

1,157.6 915.1 1,646.4 1,209.3 1,141,6 

2,560.1 2033.9 2,954.4 2,638.8 2,481.6 

47,537.7 	39,464.9 	49,224.6 	45,369.3 	47,547.6 

263.5 254.0 257.1 263.3 261.0 

57.0 56.6 66.6 55.9 56.6 

5.0 3.3 7.4 5.0 5.1 

2.9 2.1 6.6 4.1 4.5 

10.8 7.3 17.5 12.0 11.1 

15.2 10.7 27.7 16.6 16.2 

18.3 17.2 30.4 22.1 18.6 

4.5 3.7 7.6 6.1 5.2 

168.1 112.0 104.6 134.1 178.4 

86.8 84.9 90.7 95.3 85.8 

40.5 30.3 46.0 39.4 41.1 

100.5 89.1 189.0 135.5 127.1 

26.3 17.3 28.7 24.0 23.3 

10.7 8.2 17.7 11.8 11.3 

23.1 21.3 36.0 26.5 24.3 

841.4 723.9 941.3 860.0 877.6 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Hens clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-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 end patent medicine stores 

4 Shoe stores 

S Hens clothing stores 

6 Komens 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 

1.2 1.3 1.8 1.9 3.3 

-2.6 -2.5 -6.1 -12.0 -9.4 

9.5 7.7 6.7 0.8 2.3, 

-7.7 -1.7 -14.7 -11.7 -7.9, 

-12.0 -4.9 -21.4 -13.2 -13.1 

-3.1 -1.0 -0.9 -7.0 _8.9 

-1.5 -1.6 -7.7 -6.2 -4.5 

-0.3 12.6 -13.1 -7.4 -12.8 

6.7 15.9 -19.4 -17.4 -24.9 

-1.6 4.9 -6.4 -5.2 -6.6 

-3.4 -6.7 -15.8 -5.8 -6.9 

-4.4 -2.0 -13.1 -14.8 -12.0 

0.7 2.7 -4.2 -1.9 -1.4 

3,5 3.8 -10.9 -14.5 -16.4 

1.4 4.1 -8.1 -9.4 -11.0 

5.5 -2.6 -2.5 -3.8 

- 	- 2.3 -5.6 -4.5 -4.9 
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TABLEAU 3 • Ventes au detail, non -desaisonnalise.s, salon 10 graupe da co.rce at Is region 
(.stiaations tr1.str1.11.$) 

U Change from previous year 

Variation per rapport I lannée prácéd.nto 

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

Trimestre 2 ITrimestre 1 ITrimestre 4 Triu,iestro 3 Trimestre 2 

Groups do comerce 

N o  

1.0 	 4.6 	 4.2 	 3.0 	 4.3 

-4.1 	1.2 	-3.9 	-4.4 	-3.9 

Canada 

Supermarchós dalimentation at ópiceri.s 1 

Tous los autres magasins d'alim.ntat ion 2 

Pharmacies at magasins do médicaments br.v.t6s 3 

Magas ins do chaussures 4 

liagas ins do vêtoments pour homes 5 

Magasins do vêtemonts pour dames 6 

Autres msgasins do vetements 7 

Magasins do meubles of dapparoils ménagers 8 

Magasins daccessoires d'am.ubl.ment 9 

Concossionnairos do véhiculos automobiles 10 
at récréatifs 

Stations-service 11 

Magasins do pièces of daccossoiros pour 12 
automobiles at servacos 

Magasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do vente su dófail 16 

Total, snemable des •aga.ins 17 

T.rro -Heuv. 

Super.archés dalimentation of 6piceries I 

Tous los autres magasins dalim.nt.tior 2 

Phermacies of magasins de m6dicsa.nts br.v.t6s 3 

Hagas ins do cheussures 4 

Magasins do vItements pour hurries 5 

Magasins do vIte.ents pour dames 6 

Autres luagasins de vêt.monts 7 

Magasins do meubles of dappareils mInagers 8 

Ilagasins daccessoires d.meubl.m.nf  9 

Concessionnaires do véhiculos automobiles 10 
of récréatifs 

Stations-service II 

Magasins do pièces of daccessoiros pour 12 
automobiles of sorv aces 

Magasins de merchandises diverses 13 

Autros magasins do preduits semi-durabl.s 14 

Aufros magasins do produits durables 15 

Aufres .Iiagasins do vente au detail 16 

Total, •nsbl. des ..g.sins 17 

0.7 2.6 6.1 2.4 2.7 

-2.2 18.7 12.4 0.2 1.8 

-34.5 -20.8 -28.5 -9.5 0.2 

-2.6 -0.9 - - 1.6 -2.1 

-5.8 -7.1 -9.2 -11.2 -16.6 

-1.4 20.7 -4.4 -2.2 2.6 

-13.7 -19.1 -22.8 5.3 -2.0 

-5.8 -0.7 -17.4 -13.3 -8.8 

1.2 3.6 -15.7 -17.6 -19.3 

-1.3 -4.7 -16.5 -11.2 -12.4 

-21.0 -10.5 0.7 1.2 0.8 

12.9 6.5 -8.5 -10.0 -9.1 

-5.3 5.4 -7.5 -10.5 -8.1 

-4.9 6.7 -1.9 2.7 -2.1 



-8- 

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

Sales 

Ventes 

	

Quarter2 Quarter 1 	Quarter 41 Quarter 3 Quarter 2 
1992 	1992 	1991 	1991 	1991 

Trimestre 2 Trimestre I Trimestra 4 Trimestre 3 Trimestre 2 

millions of dollars - millions de dollars 

15.2 12.8 14.6 12.9 11.7 

1.0 0.6 1.3 1.0 1.0 

2.4 1.7 3.7 3.8 2.4 

6.8 5.6 7.1 7.0 6.4 

1.8 1.3 2.1 1.6 1.7 

45.2 28.6 29.5 36.3 44.6 

22.1 17.9 18.8 20.2 17.3 

18.8 14.2 31.3 22.3 20.1 

6.9 4.1 6.4 8.2 6.6 

205.0 160.0 204.7 205.0 198.1 

439.0 399.3 414.1 418.8 406.2 

100.4 88.0 101.3 81.4 80.0 

8.5 6.2 11.2 8.8 9.3 

7.4 5.8 15.2 8.1 9.0 

25.9 18.8 39.1 27.5 27.4 

18.8 15.7 29.6 19.3 17.9 

36.8 37.4 55.6 42.9 38.6 

10.0 8.0 11.6 10.0 9.4 

382.2 245.7 206.8 270.3 335.9 

167.8 147.9 168.4 184.0 179.3 

63.1 47.3 65.7 61.0 69.7 

155.4 118.6 251.7 163.4 160.6 

41.0 32.0 52.3 43.5 41.9 

27.0 24.1 47.7 27.3 26.4 

93.9 73.6 102.3 104.9 93.7 

1,592.9 1,284.0 1,591.5 1,492.4 1,524.6 

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 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 

Nova Scotia 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household 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 cant - pourcentage 

30.5 24.7 35.3 28.7 22.1 

-6.0 20.0 -2.6 7.4 -0.6 

-3.2 10.9 -23.7 -1.4 -8.7 

5.9 24.9 -12.9 13.1 2.2 

5.3 -3.7 -4.3 -11.0 0.5 

1.3 6.9 -24.1 -17.3 -21.5 

27.6 14.3 28.6 22.9 23.3 

-6.2 -15.9 -18.9 -19.2 -22.4 

3.6 -8.0 -24.4 -21.8 -17.8 

-2.6 -0.9 -13.8 -22.2 -16.2 

24.0 29.0 4.6 2.5 -6.6 

25.4 15.0 -6.6 -8.7 -7.1 

-8.9 -5.3 -9.4 -10.6 -11.3 

-17.6 -1.7 -20.4 -10.0 -19.6 

-5.4 -6.2 -3.2 0.5 -2.2 

4.8 0.5 -16.7 -16.1 -15.1 

-4.6 -2.3 -25.6 -16.6 -22.6 

6.3 5.8 -17.8 -11.7 -16.5 

13.8 15.8 -21.8 -9.1 -15.4 

-6.4 -13.5 2.1 13.2 13.0 

-9.5 -5.0 -17.7 -18.2 -15.3 

-3.2 -5.0 -13.9 -15.2 -14.1 

-2.1 4.4 -6.0 -10.7 -5.0 

2.3 13.7 -7.7 -10.7 -6.4 

0.2 5.1 -6.1 -3.0 5.0 

4.5 3.3 -7.8 -4.4 -4.7 
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TABLEAU 3 • Vantas au detail, lion -dCsaisonnalisdes, salon Is groupa da ooauo. at Ia rCgion 
(astimetans triaastriellas) 

[IJ Change from previous year 

Variation par rapport è l'annéo précédonta 

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

Trimastra 2 Trimastr. 1 Trimastra 4 Trimostre 3 Trimestra 2 

Groupe de coauiiorce 

. 

tie-du- Princ.-tdouard 

Superriarchés dalimantation at 6picaries I 

Tous 1.t autres megasins d.li..nt.tion 2 

Pharmacies at magasins do médicamants brav.tCs 3 

tiagasins do chaussures 4 

Magasins do vêtamanls pour hermes 5 

Piagas ins do vêtemants pour dames 6 

Autras magasins da vôtomants 7 

ilagasins do ..ubl.s at dappareils managers 8 

Magasins daccossoiras daureublement 9 

Concossionnaires do vóhicules automobiles 10 
at récréat ifs 

Stat ions-serv Ic. 11 

Magasins do pieces at daccossoiras pour 12 
automobiles at services 

Magasins do marchandises divers.s 13 

Autras magasins do produits semi-durable. 14 

Autr.s magasins do produits durable. 15 

Autr.s magasins da vente au detail 16 

Total, •nss.bla des •.g.sins 17 

Nouvalle - boss. 

Supermarchós dalimentation at Cpic.rias I 

Tous las autros magasins dalimentation 2 

Pharmacies at magasins de módicmn.nts br.vet6s 3 

Magasins do chaussuras 4 

Magasins do vètoments pour hermes 5 

ti.gasins do vêtemants pour dames 6 

Autres magas ins do vêtaments 7 

tiagasins do uieubles at dapparsils urénagers 8 

Kagasins daccassoiras dameiI,lomant 9 

Concessionnaires do v6hiculas automobilas 10 
at récréatifs 

Stat ions-sarv ica II 

ilagasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises divers.s 13 

Autres magasins do produits somi-durabl.s 14 

Autres mag.sins do produits durable. 15 

Autr.s magasins da vent. .0 d6t.il 16 

Total, ams.abl. do. •aga.ins 17 

	

3.5 	5.5 	-6.7 	-5.5 	-7.7 

	

8.1 	6.4 	9.7 	5.4 	9.5 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

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

Trimostre 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimostre 2 

millions of dollars - millions do dollars 

332.9 303.3 321.5 317.8 324.3 

68.9 65.8 73.5 67.8 72.2 

6.2 4.2 8.4 6.3 7.0 

7.1 5.7 16.2 9.0 8.6 

20.9 14.7 29.1 20.0 20.6 

16.4 11.8 25.3 16.8 15.4 

8.9 6.3 9.1 8.3 8.6 

307.7 220.8 207.2 249.0 304.7 

86.1 81.2 93.4 104.9 92.7 

69.1 51.2 74.0 70.6 80.1 

127.9 95.9 189.4 132.2 127.1 

37.8 27.7 39.1 30.7 33.1 

17.5 15.6 30.2 20.0 19.9 

59.2 43.8 62.3 61.7 56.6 

1,213.5 	992.4 	1,242.3 	1,165.3 	1,216.8 

3007.4 2,843.1 3,125.4 3,105.1 3,110.0 

642.4 625.0 718.2 611.0 608.4 

150.9 88.5 178.3 143.3 162.8 

112.3 69.8 146.4 99.5 127.7 

246.1 169.9 287.5 236.1 249.4 

313.8 213.7 368.5 294.4 315.0 

457.1 372.7 516.1 488.1 447.9 

159.5 109.9 147.1 152.8 152.4 

3,087.1 1,986.7 2012.7 2,560.5 3,070.4 

761.9 722.9 783.7 842.1 808.1 

984.1 729.7 1,276.5 957.6 984.2 

361.7 263.2 368.9 332.5 346.7 

222.0 162.9 270.9 223.1 227.6 

475.2 366.3 553.1 433.8 444,4 

12,137.4 9,535.5 11,821.8 11,451.3 12,153.7 

Trade Group 

No 

New Brunswick 

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 

Qu.b.c 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Hornens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

II Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Change from previous year 

Veriation par rapport A lanné. prCcédente 

Quarter 2 Quarter 1 Qu.rter 4 Quarter 3 Quarter 2 

	

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

Per cant - pourc.ntage 

	

2.6 	-1.7 	-3.8 	3.6 	7.9 

	

-4.5 	-6.7 	-4.2 	1.8 	8.6 

	

-11.5 	-2.8 	-6.4 	-9.9 	-8.7 

	

-17.8 	3.0 	-2.2 	-0.8 	-15.5 

	

1.5 	4.9 	1.0 	-3.3 	-1.2 

	

6.6 	 2.7 	-5.9 	-11.5 	-12.8 

	

3.6 	6.5 	-19.0 	-6.9 	-6.8 

	

1.0 	16.2 	-2.0 	-0.6 	-2.9 

-7.2 -10.8 -13.6 -4.7 -2.3 

-13.8 '-9.3 -10.4 -7.8 1.4 

0.7 -1.0 -10.1 -11.7 -10.4 

14.2 31.2 -0.9 -11.9 

-12.0 8.2 -7.2 -6.8  

4.5 2.0 -4.9 -4.5 -7.1 

TABLEAU 3. Ventes au detail, non-désaisonnalisCes, salon 1s groupe do co..erce at Is region 
(.stiations triastri.11es) 

5.6 8.9 17.0 8.6 9.7 

-7.3 0.7 -15.8 -11.0 -6.1 

-12.0 -5.0 -19.9 -11.0 -15.4 

-1.3 2.3 -1.7 -12.3 -17.2 

-0.4 -4.8 -12.1 -9.4 -6.6 

2.1 17.9 -12.3 -5.8 -18.2 

4.7 16.9 -14.0 -8.7 -20.3 

0,5 4.0 2.3 2.8 -0.2 

-5.7 -10.6 -22.8 -13.9 -16.8 

- - 1.4 -6.1 -3.9 -2.0 

4.5 0.1 -16.8 -17.5 -20.0 

-2.5 -5.2 -18.9 -15.7 -13.5 

7.0 11.9 -2.8 -8.1 -11.8 

Groups do comeerco 

N.  

Nouveau -Brunswick 

Supermarchés dalimentation at épicories 1 

Tous los aulr.s magasins d'.lim.n*at ion 2 

Pharmacies at magasins do médicaments br.v.tés 3 

Magas ins do chaussures 4 

Magasins do vétomonts pour homees 5 

Nagasins do v8tomonts pour dames 6 

Autros magasins do vêtoments 7 

Magasins do meublos at dappareils m6nagors 8 

Magasins doccossoiros damoublomont 9 

Concessionnaires do véhicules automobiles 10 
at rácrIatifs 

Stat ions-service 11 

Magasins do pieces at daccessoiros pour 12 
automobiles at services 

Magasins de merchandises diverses 13 

Autres magasins do produits somi-durables 14 

Autros magasins do produits durables 15 

Autros magasins do vents au dátail 16 

Total, .nse.bl. d.c •aga.ins 17 

Québec 

Supermarchés dalimentation at 6pic.rios 1 

Tous los autros .agasins dalimentation 2 

Pharmacies at eagasins do médicamon'Ls brov.tós 3 

Magas ins do chaussuros 4 

Magas ins do vêtemonts pour homoos S 

Magasins do v6t.ments pour dames 6 

Autres magasins do vêtsmonts 7 

Magasins do meubles at d.ppareils ménogors 6 

Magasins daccossoiros dameublomont 9 

Concossionnaires do vChioules automobiles 10 
at rCcrCat ifs 

Stat ions-ssrv ice 11 

Magasins d. piéc.s at dacc.ssoir.s pour 12 
automobiles at services 

Ilagasins do merchandises divers.. 13 

Autr.s umg.sina do produits s.mi-durthl.a 14 

Autros ..gasins do produits durablos 15 

Autros magasins do vents su detail 16 

i• 

	

-0.3 	2.2 	-6.0 	-3.1 	-1.9 

	

-0.1 	-0.7 	 2.9 	 4.0 	 5.5 

16 - - 	1.2 	-5.5 	-4.1 	-4.7 Total, ensemble do. magasin. 
	

17 
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TASLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.ates) 

Sales 

Ventas 

Quarter 2 QuarterI Quarter 4 Quarter 3 Quarter 2 
1992 1992 1991 1991 1991 

Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions do dollars 

3,641.5 3,426.6 3,630.4 3,641.0 3,703.4 

1,030.9 947.8 11058.0 913.2 920.2 

138.0 100.0 164.1 143.8 157.0 

155.9 114.5 241.5 155.3 176.8 

349.5 255.6 462.1 342.8 367.0 

275.2 230.3 435.1 294.8 284.0 

706.7 681.1 875.2 787.8 719.6 

194.2 178.8 235.8 214.9 193.4 

4,187.1 3,152.9 3,353.6 3 9528.1 4,180.3 

1,260.2 1,158.6 1097.8 1,308.7 1,265.5 

1,037.3 837.1 1 1090.1 1,000.3 11092.1 

1,814.1 1,438.9 2,639.2 1,813.3 19817.1 

623.3 456.2 720.3 539.0 601.5 

471.4 376.3 715.7 505.7 455.1 

1053.5 901.8 1,351.1 1,241.7 1,145.2 

	

17,445.3 	14,596.1 	18,570.1 	16,825.0 	17,504.8 

	

440.4 	412.7 	434.2 	419.0 	433.2 

10.1 7.3 12.4 9.5 10.8 

12.1 9.6 21.7 12.6 15.6 

31.8 26.6 45.8 34.0 34.6 

31.5 25.1 42.8 31.4 32.4 

49.3 47.2 64.4 52.4 45.1 

11.5 9.2 12.7 12.2 11.6 

342.6 285.1 287.4 321.2 370.4 

143.8 139.2 158.5 169.5 157.0 

87.5 62.4 84.6 82.3 92.2 

210.3 167.0 288,7 203.2 210.2 

52.8 33.3 53.5 42.8 53.1 

39.8 31.9 53.9 38.8 36.4 

61.8 52.6 77.5 58.8 60.0 

1,611.2 1,388.6 1,727.4 1,563.7 1,439.4 

Trade Group 

No 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 P4omons 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 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

Ii Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



- Change from previous year 

Vsri.'cion par rapport I l'année prc6dente 

• 	Quarter 21 Quarter I Quarter 4 Quarter 3 Quarter 2 
1992 1992 1991 1991 1991 

Trim.str. 2 Trimostro 1 Trimestre 4 Trimestre 3 Trimestr. 2 

Per cant - pourcontag. 

-1.7 -0.1 -2.5 -2.3 0.5 

12.0 7.3 4.6 -2.1 1.1 

-12.1 -9.3 -18.1 -14.4 -9.8 

-11.8 -6.0 -20.8 -12.8 -10.8 

-4.8 -2.5 -3.2 -9.6 -9.9 

-3.1 -1.8 -6.1 -5.8 -5.2 

-1.8 9.6 -15.9 -6.4 -10.5 

0.4 10.6 -26.8 -24.2 -33.0 

0.2 7.4 -5.0 -4.7 -9.1 

-0.4 -4.6 -15.7 -3.8 -3.3 

-5.0 -2.2 -12.3 -15.6 -14.0 

-0.2 3.7 -2.9 -1.9 -1.7 

3.6 0.8 -14.5 -23.3 -25.2 

3.6 . 	

0.7 

4.9 -6.8 -9.2 -15.3 

3.1 -3.6 -1.1 -1.1 

	

-0.3 	2.4 	-4.5 	-5.8 	-4.4 

	

1.7 	2.1 	0.7 	-7.4 	-8.1 

-5.9 3.6 -13.3 -15.2 -16.1 

-22.1 -8.3 -19.0 -8.9 -5.7 

-8.3 -5.7 - - -4.1 -7.2 

-2.8 0.3 -2.8 7.6 9.0 

9.3 21.6 -4.4 -0.5 -8.5 

-0.2 2.5 -4.1 -6.3 -10.8 

-7.5 7.1 -9.0 -11.5 -5.0 

-8.4 -6.0 -9.2 4.7 0.3 

-5.1 0.9 -11.7 -7.9 -4.1 

0.1 3.3 -5.9 -1.1 0.5 

-0.4 0.1 -13.2 -10.1 -8.9 

9.3 8.8 -13.5 -12.9 -15.5 

2.9 3.7 0.4 -2.3 -3.7 

Groupe do coimorce 

N' 

Ontario 

Supermarchés dalimentation at épicerios I 

Tous los autr.s magasins dalimentation 2 

Pharmacies at magasins do médicainents brevetés 3 

Magas ins do chaussures 4 

liagasins do vêtainents pour honuuues 5 

tiagas ins do vôt.ments pour dames 6 

Autres magas ins do vtemonts 7 

Plagasins do .eublos at dapparoils ui6nagers 8 

Plagasins daccessoir.. d'amoublom.nt 9 

Concessionnaires do véhicules automobiles 10 
at rácráat ifs 

Stations-service 11 

lfagasjns do picos at d.ccossoires pour 12 
automobiles at services 

Magasins do marchandisos diverse. 13 

Autres magasins do produits somi-durablos 14 

Autros .agasins do produits durable. 15 

Autros .agasins do vente au cMtail 16 

Total, ensblo dos •agasins 17 

Manitoba 

Supermarchés dalimentation at ópicerie. 1 

Tous iss autros .agasins dalimontation 2 

Pharmacies at magas ins do médicamonts brevetés 3 

Ilagasins do chaussuros 4 

Magasins do v6t.monts pour homes 5 

Magasins do vêtoments pour dames 6 

Autr.s magesins do v6tement. 7 

Magasins do moublos at dappar.ils u.énag.rs 8 

Plagasins dacc.ssoires damoublement 9 

Concessionnaires do véhicules automobiles 10 
at récréat if. 

Stations-service II 

Magasins do pilcos at daccossoire. pour 12 
automobiles at services 

Magasins do marchandis.s div.rs.s 13 

Autr.s megasins do produits .ani-dur.bl.s 14 

Autr.s magasins do produits durable. 15 

Autres magasins do vento au detail 16 

-13- 

TABLEAU 3 • Ventes au detail, non -dCsa.isonnalisdos, solon 1s groups de co...ro. at Is region 
(.stioations tri.estriell.$) 

-1.7 	3.2 	 -.4 	-5.1 	-.4I Total, onse.ble des magasins 	 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 
	 fl 

Ventes 

Quarter 2 Quarter I Quarter 4 Quarter 3 Quarter 2 

	

1992 	1992 	1991 	1991 	1991 
Trimestre 2 Trimestre I Triu,estre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions do dollars 

	

337.1 	305.9 	329.8 	324.9 	333.5 

	

81.0 	72.0 	75.5 	65.3 	64.1 

	

8.9 	6.6 	9.2 	7.7 	8.7 

	

9.2 	7.2 	15.7 	9.2 	10.3 

	

27.9 	21.1 	33.5 	25.6 	26.8 

	

25.6 	22.2 	34.9 	24.6 	25.1 

	

32.2 	32.3 	44.3 	34.3 	30.9 

	

14.9 	12.8 	12.7 	10.1 	10.5 

	

282.8 	242.0 	254.0 	275.3 	301.1 

	

120.4 	119.3 	134.1 	148.1 	132.3 

	

93.5 	70.6 	88.6 	88.9 	95.0 

179.2 141.7 236.7 160.9 164.4 

51.4 36.4 52.3 42.4 50.9 

36.3 26.5 50.2 34.4 34.1 

58.7 49.4 68.3 62.3 59.6 

1,375.8 1,179.8 1,455.8 1,328.2 1,363.2 

1,172.7 1 1049.1 1,069.2 1,069.5 1,075.3 

242.0 230.4 265.9 230.0 226.3 

29.9 23.8 33.6 29.8 30.8 

41.1 34.0 67.1 41.2 46.1 

85.2 71.5 113.7 96.3 92.6 

86.7 75.3 121.3 91.3 90.0 

192.2 188.8 253.4 212.9 201.3 

51.0 44.8 52.5 44.4 43.4 

1,081.3 874.1 879.4 1,007.5 1 1 158.0 

360.2 321.1 336.4 360.7 329.3 

296.0 238.8 291.7 293.2 304.7 

664.0 556.4 877.5 664.1 663.3 

212.8 146.7 214.9 190.0 205.5 

139.7 115.7 196.8 139.3 139.9 

261.6 218.0 295.8 266.5 256.4 

4 1959.9 4,233.4 5,131.1 4,803.2 4,920.9 

Trade Group 

No 

Saskatch.wan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 
4 Shoe stores 

5 Hens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

ii Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Alberta 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

S Hens clothing stores 

6 Homen ' s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasolin, service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durabl, goods .Ior.s 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



6.9 6.6 -1.6 -4.0 -3.6 

-3.1 1.5 -10.9 -9.2 -6.9 

-10.8 -5.5 -23.6 -16.5 -12.9 

-8.0 -9.8 1.4 1.1 -2.2 

-3.7 1.3 -1.3 1.4 6.8 

-4,6 5.0 -19.4 -22.3 -14.7 

17.5 25.4 -17.5 -23.9 -22.4 

-6.6 -0.8 -12.5 -10.6 -12.0 

9.4 3.3 -17.5 -5.1 -4.6 

-2.9 2.2 -15.2 -13.7 -12.3 

0.1 0.8 -6.0 1.4 3.2 

3.6 13.1 4.8 6.5 10.0 

-0.1 5.2 -7.5 -13.8 -5.2 

2.0 4.0 -5.9 -2.7 -3.3 

TABLEAU 3. Ventes au detail, non -dCsaisonnalisêes, scion Is groupe da coarca at Ia rgion 
(estiaations tri.estrieilas) 

Groups do coim,orce 

N o  

i• 

Vj 

change from previous year 

Variation par rapport I lann6a pr6c6dent. 

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

Tri,m.stro 2 Trimestre I Trimestre 4 Trimostro 3 Trimestre 2 

P.r cent - pourcontag. 

1.1 -2.2 6.6 8.7 12.2 

26.3 12.9 -7.6 -5.9 -8.4 

1.6 5.5 -6.3 -8.9 -2.1 

-10.6 -12.1 -39.5 -38.3 -35.9 

4.4 6.9 7.4 6.4 8.8 

2.0 -6.0 -21.7 -16.3 -19.8 

4.3 5.5 -11.7 -12.2 -12.1 

42.0 64.1 -0.7 -5.8 -15.8 

-6.1 2.0 -17.5 -20.8 -15.8 

-1.9 0.4 6.3 -4.0 

-1.6 3.6 -15.4 -21.2 -19.3 

9.0 6.5 -4.5 -8.3 -7.1 

0.9 0.1 -12.1 -9.1 -6.3 

6.5 2.0 -8.5 -8.9 -10.1 

-1.6 -5.0 -0.5 -5.9 -1.9 

10 

	

0.9 	1.6 	-7.1 	-8.0 	-6.6 

	

9.1 	8.3 	6.5 	5.9 	4.1 

0.8 	3.4 	-6.4 	-4.2 	-4.1 

Saskatchewan 

Supormarchás dalim.ntation at 6pic.ries 1 

Tous i.e autr.s magasins dalimentation 2 

Pharmacies at usagasins do médicaments brev.tós 3 

Magas ins de chaussures 4 

Magasins cio vIt.monts pour hosuuuuos S 

Ilagasins do vIt.ments pour dam.s 6 

Autr.s uaagasins ci. vêtom.nts 7 

Magasins ci. meubles of d'appar.iis managers 8 

liagasins daccessoiros d'am.ublement 9 

Concossionnaires do v6hicules automobiles 10 
at récréatifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins de marchandisos diverses 13 

Autres .sag.sins do produits s.mi-durabi.s 14 

Autros magasins do produits durabies 15 

Autres magasins do vent* ou d6tail 16 

Total, ensemble dos magmsins 17 

Alberta 

Supermarchs dalimentation at ópicorios I 

bus los autras magasins dalimentation 2 

Pharmacies at magas ins do médicamonts br.votás 3 

Ptagas ins do chaussures 4 

Magas ins do vItements pour homees 5 

tiagas ins do vItemonts pour dames 6 

Autros magasins do vItements 7 

I liagasins do uceublos at d'appar.ils ménagers 8 

Magasins daccessoires dameublomont 9 

Concessionnaires do véhiculos automobiles 10 
at récréat ifs 

Stations-service 11 

Piagasins do pièces of daccossoiros pour 12 
automobiles of services 

Magasins de merchandises divorces 13 

Autras megasins do produits semi-durable. 14 

Autros magasins do produits durabies 15 

Aufr.s magasins do vento au detail 16 

Total, ensemble dos magasins 17 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

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

Trimestre 2 Trimestre 1 Trimestre 4 Trimestro 3 Trimsatre 2 

millions of dollars - millions de dollars 

1,427.5 1,336.4 1,418.9 1,422.4 1,381.9 

289.9 265.4 324.8 275.0 267.4 

43.2 36.0 47.2 42.9 42.4 

39.4 32.2 60.9 39.7 41,7 

104.9 85.4 133.3 105.4 101.2 

99.5 93.4 147.0 112.4 100.8 

229.7 235.6 322.4 259.1 226.4 

90.6 78.2 91.2 82.6 76.9 

1,416.9 1,188.2 11142.9 1,334.5 1,530.4 

438.6 418.1 489.6 534.7 503.3 

277.2 247.8 293.6 296.9 301.6 

680.3 541,9 927.2 659.4 628.1 

208.3 167.2 244.3 213.3 208 

186.3 149.4 254.3 202.1 185.0 

351.7 291.0 387.2 357.7 322.5 

5,993.5 	5,257.0 	6,396.7 	6,036.1 	6,011.5 

27.5 22.3 24.0 27.2 25.4 

1.1 0.8 1.3 1.2 1.2 

2.9 2.7 3.5 3.0 2.1 

18.1 14.9 15.6 18.9 22.7 

45.1 36.3 51.1 41.5 42.0 

5.6 4.1 5.9 6.3 5.7 

4.2 2.7 4.0 3.4 3.2 

9.1 6.7 9.3 8.8 8.9 

141.8 114.0 142.0 139.0 137.1 

Trade Group 

No. 

BritisI Colbia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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 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 

II Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



Change from previous year 

Variation per rapport I lannéo précédont. 

Quarter 2 Quarter 11 Quarter 41 Quarter 31 Quarter 2 
1992 	1992 	1991 	1991 	1991 

Trimestra 2 Trimostro I Trimestro 4 Trimostr. 3 Trimostra 2 

Per cent - pourc.ntago 

3.3 	3.3 	5.9 	5.2 	4.6 

8.4 	8.6 	8.0 	-0.2 	-1.6 

1.9 	11.2 	-9.2 	-8.4 	-7.6 

-5.6 	2.8 	-22.3 	-12.3 	-10.2 

3.7 	515 	5.8 	2.4 	5.0 

-1.3 	3.7 	-0.7 	-1.5 	1.9 

1.5 	21.5 	- - 	2.9 	-4.3 

17.8 	23.9 	-11,3 	-14.9 	-18.8 

-7.5 	1.1 	-11.2 	-9.0 	-3.3 

-12.9 -12.9 -14.8 -6.8 -6.7 

-8.1 -9.3 -10.7 -10.1 -12.6 

8.3 8.0 0.6 5.4 3.3 

1.7 8.8 1.4 -1.2 -8.1 

0.7 10.1 3.6 3.0 0.6 

9.1 8.9 4.6 1.0 -3.6 

-Il- 

TARLEAU 3. Ventes au detail, non-dCsaisonnalisé.s, salon 10 groups da commaroe at la region 
(.stiaations trestrielles ) 

-0.3 	3. 	-1.9 	-1.3 	-1.6 

7.4 6.5 1.8 - - -3.5 

-1.5 -1.5 -16.2 -11.9 -18.4 

32.8 28.6 4.7 -2.5 1.4 

2.4 -3.4 2.9 0.6 2.7 

3.4 5.1 -7.8 -5.2 -5.2, 

Groups de colu.arca 

colombi.-Iritanniqu. 

Supermarch6s dalimentation at épiceries I 

Tous los autros magasins dalimantation 2 

Pharmac i.e at luagasins cio u.édica.ants brevatés 3 

Ilagesins do chaussuros 4 

Plagas ins do vtements pour hommes 5 

Piagasins do vtemonts pour dames 6 

Autros magasins do vItemonts 7 

Nagasins do .subl.s at dapparsil. .énag.rs 8 

Magasins d'accossoir.s damoublemont 9 

Concossionnaires do véhiculos automobiles 10 
at récréatifs 

Stations-service 11 

Magasins do pièces at daccossoiras pour 12 
automobiles at services 

Magasins do merchandises divorces 13 

Autros magasins do produits so.i-durabl.s 14 

Autros ..gasins do produits durthlas 15 

Autros magasins do vents au d4tail 16 

Total, •ns..blo ds •agasinc 17 

Yukon at T.rritoir.s du Hord-Ou.st 

Supormarchés dalim.ntation at Cpicori.s 1 

Tous los autros magasins dalimantation 2 

Pharmaci.. at .agasins do mádicaiusnts brov.tás 3 

Piagasins do chaussurce 4 

Magas ins do vètem.nts pour hoimuas 5 

Magasins da vélemants pour demos 6 

Autr.s luagasins do vIt.m.nts 7 

Plagasins do mathlas at d'app.r.ils ménagors 8 

Plagasins daccessoiras damoublomont 9 

Concossionnaires do véhicules automobiles 10 
at rCcrCat ifs 

Stations-service 11 

Magasins do pièces at daccossoires pour 12 
automobiles at services 

Magasins do marchandisas divorces 13 

Autr.s magasins do produits s.aui-durables 14 

Autres magasins cio produits dur.bl.s 15 

Aukr.s magasins do vents au détail 16 

Total, ensemble d.c .agasins 17 

I . 

I[] 

8.5 11.2 -3.4 4.6 2.2 

-10.0 0.3 6.5 7.4 63.1 

34.2 35.7 2.5 -6.2 -26.2 

-20.4 -8.0 -32.3 -17.8 -5.6 
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TABLI 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.at.$) 

Sales 

Ventes 
Trade Group 

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

No. Trimestre 2 Trimestro 1 Trimestre 4 Trimestre 3 Trimestre 2 

millions of dollars - millions do dollars 
Yukon 

I Supermarkets and grocery stores 8.5 8.3 8.6 11.1 10.1 

2 All other food stores x x x x x 

3 Drugs and patent medicine stores x x x x x 

4 Shoe stores x x x x x 

5 Mens clothing stores x x x x x 

6 Homen's clothing stores x 0.3 0.4 0.4 0.4 

7 Other clothing stores x x x x x 

8 Household furniture and appliance stores 0.7 0.6 1.1 1.0 0.6 

9 Household furnishings stores x x x x x 

10 Motor vehicle and recreational vehicle 7.3 6.3 7.1 7.9 10.8 
dealers 

11 Gasoline service stations .. .. 

12 Automotive parts, accessories and services .. .. 

13 General merchandise stores x x x x x 

14 Other semi-durable goods stores 2.1 1.6 2.6 3.1 2.5 

15 Other durable goods stores .. .. 

16 Other retail stores x x x x x 

17 Tota', all stores 44.5 34.4 44.5 47.8 45.3 

Northwest Territories 

1 Supermarkets and grocery stores 19.0 14.0 15.5 16.1 15.2 

2 All other food stores x x x x x 

3 Drugs and patent medicine stores x x x x x 

4 Shoe stores x x x x x 

5 Mans clothing stores x x x x x 

6 Homens clothing stores x 0.5 0.9 0.8 0.8 

7 Other clothing stores x x x x x 

8 Household furniture and appliance stores 2.1 2.0 2.3 2.0 1.5 

9 Household furnishings stores x x x x x 

10 Motor vehicle and recreational vehicle 10.7 8.5 8.5 11.0 12.0 
dealers 

11 Gasoline service stations 2.6 3.2 2.9 2.9 2.7 

12 Automotive parts, accessories and services .. .. .. 

13 General merchandise stores x x x x x 

14 Other semi-dur.ble goods stores 3.5 2.4 3,3 3.1 3.2 

15 Other durable goods stores 2.1 1.4 2.0 1.4 1.6 

16 Other retail stores x x x X 

17 Total, all stores 97.3 79.4 97.5 91.3 91.8 



Per cent - pourcont age 

-15.7 11.0 -10.1 7.6 8.4 

x x x x x 

K K K K K 

K K K K K 

K K K K K 

K 27.5 x x x 

K K K K K 

24.2 44.5 3.4 7.3 -39.5 

K K K K K 

-31.7 -7.1 -24.1 -25.7 -13.4 

x x x x 

-16.5 -13.1 -22.3 -3.7 -8.7 

S x X 

-1.6 5.7 -10.2 -7.3 -7.8 

24.6 11.4 0.8 2.7 -1.6 

K K K K K 

K K K K K 

K K K K K 

K K K K K 

K -11.2 x x x 

K K K K K 

38.2 33.1 2.1 -11.5 -19.2 

K K K K K 

-10.3 -8.7 -37.9 -11.0 2.6 

-19- 

TABLEAU 3. Ventes cii detail, non-d#saisonnalisCas, salon Ia groups do cuerca at Ia region 
(.stiaations tricastrielles) 

S Change from previous year 

Variation par rapport I l'anno précódonte 

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

Trimestre 2 Trimestro 1 Trimestro 4 ITrimestro 3 ITrimostre 2 

Groupe do commerce 

-0.8 	1.2 	-19.1 	-23.8 	-19.3 

Yukon 

Supormarch6s d'alim.ntation at épiceriss I 

Tous los autros magasins d'alimentat ion 2 

Pharmacies at uiagasins do m6dicaments br.v.tés 3 

Magasins do chaussures 4 

Ilagasins do v8temenfs pour hommos 5 

Magas ins do vêtomonts pour dames 6 

Autros magasins do vt..onts 7 

Hagasins do uisoublos of dappareils ,uiónag.rs 8 

Magasins daccussoiros dam.ubl.uuent 9 

Concossionnairos do vhiculos automobiles 10 
of rócréatifs 

Stat ions-serv ice 11 

Magasins de pièces of daccossoiros pour 12 
automobiles of services 

liagasins do merchandises divorses 13 

Autros magasins do produits s.mi-dur.bl.s 14 

Autros magas ins do produ its durablos 15 

Autros magasins do yenta cu detail 16 

Total, .ns.uble des •agasins 17 

Torritoiros du Nord-Ouest 

Supermarchés d.limontation of Cpiceries I 

bus los autres magasins dalimontation 2 

Pharmacios at magasins do .&dicamont. brevotC. 3 

Hagasins do chaussures 4 

Ifagasins do vêtomonts pour ho.uuos S 

liagasins do vêtemsnfs pour dames 6 

Autros magasins do vItomonts 7 

Magasins do meubles of dapparoils unénagors 8 

Magasins daccossoiros damoubloment 9 

Concessionnairos do véhiculos automobiles 10 
of rCcréat ifs 

Stations-service 11 

Magasins do pièces of daccossoiros pour 12 
automobiles of services 

Magasins do merchandises divorsos 13 

Autros megasins do produits semi-dursbl.o 14 

Autros suiagasins do produits durables 15 

Autres magasins do vonto au cMtail 16 

K K IC IC IC 

10.4 82 -14.8 -18. -24.8 

26.0 5.5 -16.5 -22.6 -7.5 

K K K K K 

6.0 	4.8 	-6.6 	-4.1 	-3.81 Total, ensemble d.s •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 Coliathia 

28 Yukon 

29 Northw.wt Territories 

96.3 96.9 97.4 97.5 

94.4 95.8 94.6 94.5 

95.2 96.2 96.4 95.4 

93.2 94.8 94.5 94.6 

95.7 96.7 96.8 97.1 

93.5 95.9 95.8 95.2 

96.5 97.2 97.6 97.5 

95.8 96.4 97.2 96.9 

93.4 94.0 94.3 93.9 

96.9 96.7 96.9 97.0 

90.1 93.8 88.8 87.4 

95.2 97.0 97.5 96.7 
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TABLE 4. Retail Trade Sa.pl• Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction cia rponse 

July 
1992 

June 
1992 

May 
1992 

April 
1992 

Juillet Juin Mai Avril 

Per cent - pourcentage 

Trade Group Canada 

No. 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Ken'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 Automotiv, parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

95.1 95.4 95.8 95.7 

95.3 95.0 96.0 94.4 

91.4 96.8 96.8 92.8 

96.4 95.7 84.6 85.6 

91.1 92.6 91.5 90.8 

85.4 94.3 94.5 95.5 

93.3 96.3 96.0 96.1 

92.5 95.3 95.6 97.2 

93.8 97.1 94.5 95.2 

95.6 96.2 96.6 95.8 

92.1 96.5 95.7 96.5 

93.9 95.5 95.1 95.6 

99.4 98.8 99.4 99.5 

94.9 94.4 94.2 96.2 

89.4 90.2 89.8 89.1 

96.3 97.3 98.3 97.9 

94.7 96.1 96.1 95.9 
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TABLEAU 4. Camoorce do detail, fraction do réponse do l'Cchantil]on at coofficient do variation 
(pCriodes caurantes) 

Coofficiont of variation 

Coefficient d. variation 

	

July 	Jun. 	Hay 	April 

	

1992 	1992 	1992 	1992 

	

Juillet 	Juin 	Hal 	Avril 

Per cant - pourcantage 

8roups do co.ro. - Canada 

N
o 

6 

2.4 2.4 2.5 2.5 

618 6.0 6.8 6.1 

3.3 3.2 3.0 3.2 

5.3 4.7 4.5 4.1 

6.8 6.4 6.7 6.9 

3.5 3.5 3.0 2.9 

3.8 3.3 3.3 3.7 

5.0 5.2 4.8 5.7 

5.7 6.0 5.7 5.3 

4.8 4.4 4.4 4.8 

4.1 4.0 4.1 4.0 

3.3 3.2 3.2 3.7 

1.5 1.2 1.2 1.1 

5.2 5.6 5.2 4.5 

4.5 4.5 5.1 4.9 

2.0 2.7 2.7 2.4 

1.4 	1.3 	1.3 	1.4  

Supermarchós d'a1imen.tion et ópiceries 	I 

Tous los aukr.s magasins d'alimentstion 	2 

Pharmacies at magasins do médicamonts br.v.t6s 3 

Total, .nu.ble d.c •agasins 	17 

Plagasins d. chaussuri,. 4 

Magasins do vêtam.nts pour homes 5 

Hagasins do vêtanents pour dames 6 

Auir.s magasins do v8t.ments 7 

tfaasins do m.ubl.s at dappar.ils mónagors 8 

Magasins dacc.ssoir.s dam.ubl.m.nt 9 

Concessionnaires do v6hicul.s .utomobil.s 10 
at rcratifs 

Stat ions-sorvico 11 

Hagasins df picos at dacc.ssoiros pour 12 
automobiles at s.rvic.s 

Magasins do merchandises divers., 13 

Autros m.gasins do produits s.mi-durabl.s 14 

Autras magasins do produits durabl.s 15 

Autros megasins do vents au dtail 16 

2.8 2.8 2.6 2.6 

3.7 2.9 3.0 2.8 

4.3 4.5 4.8 4.7 

4.6 4.6 4.3 4.6 

2.9 3.0 2.9 3.2 

2.9 2.7 2.7 2.9 

2.4 2.7 2.6 2.6 

3.1 3.2 3.2 2.8 

2.6 2.8 2.8 2.6 

2.3 2.1 2.0 2.1 

1.9 1.4 1.2 0.6 

2.0 2.0 2.2 2.1 

Regions 

Tarro-Neuvo 
	

18 

tle-du-Pr ince4douard 
	

19 

Nouvollo-Ecossa 
	

20 

Nouveau-Brunswick 
	

21 

Quóboc 
	

22 

Ontario 
	

23 

Manitoba 
	

24 

Saskatchewan 
	

25 

Alberta 	 26 

Coloith ia-Br ifannique 	 27 

Yukon 	 28 
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TABLE 5. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Estatos) 

July Jun. May April March February Januar 
1992 1992 1992 1992 1992 199~ 199 

No. Juillet Juin Hal Avril Mars Fóvrier Janvier 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,661.6 3 9 691.7 3,648.1 3,673.0 3,648.8 3,627.0 3 1 618.1 

2 All other food stores 284.3 284.9 290.2 300.7 290.3 294.2 297.6 

3 Drugs and patent medicine stores 895.6 893.2 886.9 862.9 852.6 851.8 845.0 

4 Shoe stores 122.9 125.7 125.7 131.2 128.5 129.5 128.5 

5 Men's clothing stores 132.5 131.6 130.9 132.3 130.3 135.9 140.8 

6 Nomen's clothing stores 304.4 301.8 302.8 295.6 292.6 298.9 296.8 

7 Other clothing stores 318.7 307.9 312.9 316.3 304.9 309.5 306.1 

8 Household furniture and 628.0 628.3 606,5 641.4 647.7 641.6 631.9 
appliance stores 

9 Household furnishings stores 186.5 186.1 178.1 182.9 185.2 186.2 180.3 

10 Motor vehicle and recreational 3,219.8 3,234.1 3069.3 3080.1 3025.4 3,136.0 3,154.8 
vehicle dealers 

11 Gasoline service stations 1,162.0 1,180.1 1019.1 1032.8 1029.7 1046.2 1,171.4 

12 Automotive parts, accessories 835.8 857.6 854.5 856.9 861.5 862.1 871.1 
and service 

13 General merchandise stores 1,770.9 1,733.5 1,740.9 1,748.3 1,710.0 1,743.5 11714.5 

14 Other semi -durable goods stores 530.7 525.7 518.7 512.5 508.9 508.3 517.0 

15 Other durable goods stores 418.3 415.1 401.5 417.5 411.6 412.8 405.5 

16 Other retail stores 841.8 847.9 849.7 857.3 844.6 858.0 867.5 

17 Total, all stores 15,313.8 15,345.1 35,135.9 15,241.8 15,072.8 15,141.5 35,146.9 

Regions 

18 Newfota,dland 277.9 275.3 264.6 272.9 275.8 284.2 289.1 

19 Prince Edward Island 66.9 66.1 65.8 64.4 65.3 64.1 67.4 

20 Nova Scotia 507.4 526.0 505.4 506.1 504.2 480.1 505.9 

21 New Brunswick 391.1 389.8 386.3 384.9 385.6 383.6 387.7 

22 Quebec 3,763.2 3 2 797.1 3,740.9 3,766.6 3,697.0 3,692.7 3,749.4 

23 Ontario 5,706.2 5,646.9 5,596.3 5,637.0 5,557.7 5,642.6 5,613.7 

24 Manitoba 526.5 518.1 525.1 506.0 529.6 535.6 529.6 

25 Saskatchewan 444.2 438.9 447.2 445.9 456.5 445.6 452.2 

26 Alberta 1,627.4 1,620.7 1,608.5 13.586.0 1,610.2 1,584.5 1,606.3 

27 British Coluithia 2,005.1 2,001.7 1,953.3 1,954.8 1,973.8 1,951.1 11959.5 

28 Yukon 14.9 14.9 13.6 14.5 14.8 14.5 14.5 

29 Northwest Territories 32.6 32.1 31.0 32.1 30.8 30.3 30.4 
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TABLEAU 5 • Vant.s su dAtail, désaisonnalisdos, salon I. groupa do oo..oras at Is region 
(astiastions historiques) 

	

Docoar Movethor October Septether 	August 	Jul 
1991 	1991 	1991 	1991 	1991 	199 

	

Décethro Novouthro Octobre Soptouthr. 	AoOt Juillot 

millions of dollars - millions do dollars 

3,651.9 3,631.9 3,637.2 3,645.8 3,634.5 3,623.8 

298.4 299.7 292.4 292.4 294.2 297.0 

839.8 880.7 833.6 817.2 810.6 805.1 

131.8 125.4 125.9 132.5 133.3 133.7 

138.9 134.3 129,0 142.3 149.1 145.1 

337.5 314.7 306,4 309.1 306.1 311.0 

312.5 309.0 308.9 314.1 314.1 310.0 

635.0 635.9 620.8 634.4 646.3 635.9 

	

163.1 	170.2 	177.6 	174.6 	173.6 	183.6 

	

3,135.8 	3,168.4 	2,968.4 	3,215.5 	3,065.9 	3,309.0 

	

1006.5 	1,137.9 	1,175.2 	1,182.3 	1,192.0 	1,207.9 

	

869.7 	870.6 	884.4 	869.1 	875.2 	875.1 

1,764.5 1,740.9 1,718.6 1,714.6 1,756.3 1,743.3 

505.5 506.2 498.2 498.5 494.5 483.3 

. 	 421.0 410.0 415.1 429.7 412.8 404.6 

826.1 872.0 878.2 845.1 836.1 818.9 

15,138.1 15,207.7 14,969.9 15,217.2 15,094.6 15,287.4 

Groupo do corco - Canada 

Supermarchés d'alim.nt.tion at épic.rios 	 I 

Tous los autr.s .agasins d'aliusntation 	 2 

Pharmacies at magasins do isédicamonts brovelés 3 

Magasins do chaussuros 	 4 

Magasins do vêto.onts pour honuuios 	 5 

Magasins do vétomonts pour dam.s 	 6 

Autres magas ins do vétoments 	 7 

Ilagasins do moublas at dapparsils ménagors 	8 

Ilagasins d'sccossoir.s damoublomont 

Concossionnairos do véhiculos automobil.s 
at récrést ifs 

Stations-service 

Magasins do picos at daccossoiros pour 
automobiles at services 

Mag.sins do merchandises divorsos 

Autres magasins do produits s.mi-durabl.s 

Autros magasins do produits durablos 

Autres magasins do vento au detail 

Total, .nse.bl. dos •agasins 

9 

10 

11 

12 

13 

14 

15 

16 

17 

R6gions 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

	

286.4 	290.5 	280.4 	284.5 	286.5 	281.4 

	

65.0 	64.3 	62.7 	63.5 	64.2 	62.8 

	

489.3 	486.1 	476.7 	491.2 	491.4 	489.2 

	

377.3 	381.9 	375.9 	377.5 	385.5 	386.3 

	

3,720.6 	31767.6 	3,709.5 	3,747.1 	3,757.9 	3,827.4 

	

5,614.2 	5,629.0 	5,570.3 	5,709.8 	5,582.7 	5,690.9 

	

528.1 	529.0 	513.1 	526.1 	523.5 	523.1 

	

452.5 	440.0 	429.5 	446.2 	440.3 	436.4 

	

1,582.0 	1,574.6 	1,537.9 	1,617.9 	1,582.4 	1,590.4 

	

1088.4 	1,967.3 	1,966.9 	2011.6 	1,957.7 	12991.4 

	

14.0 	14.3 	13.9 	13.8 	14.2 	14.5 

	

29.8 	30.2 	29.5 	29.0 	30.0 	30.6  

Terre-Mauve 

2l.-du-Pr inco4douard 

Nouvoll.-(cosso 

Nouveau-Brunswick 

Québec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colomb ic-Br i tannique 

Yukon 

Torritoires du Nord-Ou.st 
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TABLE 6. Retail Sales, not Seasonally 
Estiaates) 

July 

Adjusted, by 

June 

Trade Group 

May 

and by 

April 

Reqion 

March 

(Historical 

February January 
1992 1992 1992 1992 1992 1992 1992 

No. .Juill.t Juin 	Mai 	Avril 	Mars 	Fóvrier 

millions of dollars - millions do dollars 

Janvier 

Trade Group - Canada 

1 Supermarkets and grocery stores 3030.1 3,716.9 3,908.4 3,615.2 3,401.9 3,430.5 3,568.8 

2 All other food stores 308.4 301.1 313.5 302.4 263.7 256.5 262.0 

3 Drugs and patent medicine 894.3 882.5 881.5 836.8 811.1 790.8 832.3 
stores 

4 Shoe stores 109.4 135.5 138.0 128.7 100.5 79.9 96.6 

5 M.ns clothing stores 110.8 134.3 135.7 119.1 95.4 81.6 104.9 

6 Homens clothing stores 283.6 300.4 319.6 287.4 252.1 205.3 216.6 

7 Other clothing stores 274.7 292.2 303.0 291.3 261.8 211.4 227.8 

8 Household furniture and 635.2 616.7 561.9 584.3 578.2 524.6 551.3 
appliance stores 

9 Household furnishings stores 193.9 198.0 178.6 171.4 163.5 146.8 143.5 

10 Motor vehicle and recreational 3,626.0 3,876.9 3,760.4 3 9 679.8 3,285.4 2,559.3 2,506.3 
vehicle dealers 

11 Gasoline service stations 1,277.6 1,229.4 1,161.8 1,066.9 1,071.1 1,032.2 1,115.3 

12 Automotive parts, accessories 894.0 963.5 949.9 867.6 771.8 666.0 731.5 
and service 

13 General merchandise stores 1,642.5 1,644.6 1,695.4 1,639.8 1,421.4 1,271.0 1,237.4 

14 Other semi-durable goods stores 545.4 566.6 588.0 473.2 410.8 393.1 384.1 

15 Other durable goods stores 407.7 406.0 392.6 356.9 308.5 299.6 307.0 

16 Other retail stores 947.9 887.2 898.5 774.4 717.8 661.1 655.0 

17 Total, all stores 16,081.6 16,153.8 16,187.0 15,196.9 13,914.9 12,609.8 12,940.3 

Regions 

18 Newfoundland 294.0 286.2 285.0 270.3 252.3 237.4 234.2 

19 Prince Edward Island 79.1 72.7 69.6 62.7 56.0 49.7 54.3 

20 Nova Scotia 539.3 544.9 537.2 510.7 461.5 398.1 424.5 

21 New Brunswick 420.8 418.1 411.2 384.2 353.8 316.2 322.4 

22 Quebec 3,965.5 4,057.5 4,176.4 3,923.4 3,431.9 3,005.4 3,098.3 

23 Ontario 5,914.2 5,954.0 5,934.4 5,556.8 5,044.0 4,731.3 4,820.8 

24 Manitoba 542.9 541.6 558.9 510.6 480.9 448.5 459.3 

25 Saskatchewan 459.1 461.3 469.7 444.7 413.5 372.2 394.1 

26 Alberta 1,681.7 1,709.6 1,674.8 1,575.5 1,509.7 1,332.8 1,391.1 

27 British Columbia 2,131.2 2,056.1 2,023.2 1,914.2 1,870.4 1,681.5 1,705.1 

28 Yukon 18.1 17.0 14.3 13.3 12.4 10.7 11.3 

29 Northwest Territories 35.9 34.5 32.3 30.6 28.5 26.0 25.0 



TABLEAU 6 • Ventes au detail, non -dCsaisonnalisCes, salon Is groupe de coarce at Ia region 
(estimations historiques ) 

	

December November October September 	August 	July 	Year 
1991 	1991 	1991 	1991 	1991 	1991 	1992 N . 

	

D6cembre Noveithre Octobre Septembre 	AoOt Juill.t 	Annóe 

millions of dollars - millions do dollars 

	

3,720.7 	3,707.5 	3,648.9 	3,476.2 	3,935.0 	3,651.3 

	

359.4 	289.1 	287.3 	277.1 	311.2 	310.9 

	

1 2042.0 	877.2 	860.5 	784.4 	812.7 	783.8 

181.7 154.2 138.0 141.2 140.4 117.1 

275.2 178.1 140.3 134.8 129.5 116.2 

505.9 348.0 313.5 322.8 300.9 282.1 

532.7 373.4 331.2 321.3 325.8 259.2 

855.6 719.7 649.7 632.8 679.1 635.3 

200.7 191.6 191.5 173.7 182.3 187.9 

2,504.0 2,925.0 3,064.8 3,032.7 3,034.4 3,668.5 

1 2 116.4 1,140.2 1,223.0 1084.1 1,293.9 1,300.5 

938.4 960.1 933.5 836.0 881.9 938.3 

21920.0 2,232.0 1,806.1 1,637.7 1,738.1 1,577.4 

776.1 532.8 477.8 478.2 510.9 483.6 

831.3 432.7 382.4 407.1 419.6 382.7 

1,209.0 908.6 836.7 801.5 947.9 889.4 

17,969.1 15,970.1 15,285.3 14,641.6 15,643.8 15,583.9 

Oroupe de coerce - Canada 

Supermarchés dalimentahon at 1 
épic.rios 

Tous los autres magasins 2 
d' alimontat ion 

Pharmacies at magasins do médicamont 3 
brevetés 

Magas ins do chaussures 4 

Plagasins do vêtements pour houses S 

Mag.sins do vitements pour dames 6 

Autros magas ins do v6tem.nts 7 

Magasins do mâl.s at cI'appar.ils 8 
iu,énag.rs 

Magasins d'accessoir.s dameubl.m.nt 9 

Concessionnaires do véhicules 10 
automobiles at récréatifs 

Stations-service 11 

Magasine do pièces at daccessoires 12 
pour automebiles at services 

Magasins do merchandises divers., 13 

Autros magasins do produits semi- 14 
durablos 

Autres magasins do produits durables 15 

Autres magasins do vente au detail 16 

Total, ensemble des magasins 17 

25,571.9 

2,007.6 

5,929.3 

788.6 

781.9 

1,865.0 

1,862.1 

4,054.1 

1 1 195.6 

23,294.1 

7,954.3 

5,844.2 

10,552.O 

3,361.2 

2,480.4 

5,542.0 

10.3,084.2 

R8gSons 

1,859.3 

444. 

3,416.1 

2,626.6 

25,658.4 

37,955.6 

3,542.8 

3,014.7 

10,875.2 

13,381 .7 

97.0 

212.8 

	

350.4 	313.7 	277.1 	266.0 	302.9 	291.1 

	

76.7 	66.5 	61.5 	60.5 	72.2 	72.2 

	

589.7 	521.5 	480.3 	467.6 	521.2 	503.7 

	

449.0 	411.0 	382.4 	358.8 	404.6 	401.9 

	

4,161.2 	3,844.4 	3,816.1 	3,612.0 	3,925.6 	3,913.7 

	

6,838.9 	6,050.3 	5,680.9 	5,426.5 	5,675.2 	5 9 723.3 

	

637.1 	563.0 	527.4 	508.0 	535.1 	520.5 

	

526.8 	476.2 	452.7 	427.8 	457.1 	443.4 

	

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

	

2,393.6 	2,028.6 	1,974.4 	1,913.6 	2,064.2 	2,058.3 

	

15.7 	14.4 	14.3 	14.0 	16.7 	17.0 

	

35.9 	31.6 	29.7 	27.9 	31.1 	32.3 

Terro-Nouvo 18 

!le-du-Prince-Edouard 19 

Nouvelle4cosse 20 

Nouveau-Brtsswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britsnniqu. 27 

Yukon 28 

Territoires du Nord-Ouest 29 
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TABLE 7. Departoant Store Typo Merchandise S alas, not Seasonally Adjusted, by Region 
(Currant Periods) 

Sales 

Ventes 

	

July 	June 	May 	April 	Year-to-date 

	

I99~ 	1992 	1992 	1992 	1992 

	

Juillet 	Juin 	PIai 	Avril 	Cut,ilatif 

millions of dollars - millions do dollars 

Regions 

E 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 
Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Coluithia 

Yukon 

Northwest Territories 

85.7 85.1 82.6 83.4 

24.0 21.0 20.1 18.4 

147.9 146.6 143.4 141.2 

118.7 117.0 115.5 112.1 

1067.6 1096.8 1,269.0 1064.1 

1038.0 11980.1 1 1 952.1 1,827.0 

166.5 173.2 176.9 166.6 

148.2 156.3 158.5 151.8 

585.5 601.9 590.3 552.3 

690.6 676.6 663.4 632.1 

6.0 5.6 4.2 4.1 

18.6 18.5 18.4 17.7 

552.2 

128.4 

933.7 

744.5 

7,623.0 

12,476.9 

1,105.1 

993.5 

3,817.5 

4,347.1 

30. 1 

118.0 

Total 
	

5,097.5 	5,178.6 	5 1 194.5 	4,890. 8 1 
	

32,870.1 

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

July 
1992 

Juillet 

June 
1992 
.Juin 

May 
1992 
Mai 

April 
1992 

Avril 

March 
1992 
Mars 

February 
1992 

Février 

Januar 
199 

Janvier 

millions of dollars - millions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 
Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Colu,ithia 

Yukon 
Northwest Territories 

Total 

85.7 85.1 82.6 83.4 74.9 69.1 71.3 

24.0 21.0 20.1 18.4 15.8 14.0 15.1 

147.9 146.6 143.4 141.2 125.6 109.6 119.5 

118.7 117.0 115.5 112.1 99.7 89.1 92.4 

1,167.8 1096.8 1,269.0 1,184.1 984.5 901.5 919.3 

1038.0 12980.1 1052.1 1,827.0 11657.5 1,547.8 1,574.2 

166.5 173.2 176.9 166.6 149.6 135.5 136.8 

148.2 156.3 158.5 151.8 134.8 118.9 125.0 

585.5 601.9 590.3 552.3 528.9 466.4 492.1 

690.6 676.6 663.4 632.1 612.1 534.1 538.3 

6.0 5.6 6.2 4.1 3.8 3.3 3.2 

18.6 18.5 18.4 17.7 15.9 14.8 14.2 

5,097.5 5,178.6 5,194.5 4,890.8 4,403.2 4,004.1 4,101.4 
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1 0 TABLEAU 7. Ventes do merchandises genre grand magasin, non-désaisonnalisés, solon la region 
(pCriod.s courantes) 

Change f roe previous year 

Variation per rapport A l'année précédentu 

July 
199~ 

Juill.t 

June 
1992 
Juin 

May 
199~ 
Mci 

April 
1992 

Avril 

Year-to-date 
1992 

Cuaula+if 

Per cent - pourcentago 

Region. 

-7.7 -9.0 -15.2 -5.1 

6.6 -0.1 -1.4 8.3 

6.9 3.7 -2.6 7.1 

6.7 -0.4 -5.2 4.7 

2.7 0.7 -3.5 5.8 

7.0 3.5 -2.1 2.5 

4.4 2.0 -2.7 3.6 

12.3 9.0 7.6 12.5 

5.5 3.1 -1.6 -0.6 

7.4 6.8 2.7 6.1 

25.7 30.5 0.9 11.3 

8.5 4.1 2.2 14.8 

5.6 3.0 -1.9 3.8 

-6.9 Terre-Mauve 

2.4 i l,-du-Pr ince- douard 

3.0 Nouvelle-Ecosse 

1.8 Nouveau-Brunswick 

2.3 Québec 

3.1 Ontario 

2.9 Manitoba 

8.8 Saskatchewan 

2.3 Alberta 

7.5 Colombi.-Britann ique 

16.2 Yukon 

7.1 Territoires du Nord-Ouest 

3.4 Total 

TABLEAU S. Vent.. de •archandises genre grand •agasin, non-dCsaisonnalisCas, selon Is region 
(estie.tions historiques) 

	

DecemberNovember October September 	August 	July 	Year 
1991 	1991 	1991 	1991 	1991 	1991 	1992 

	

Déce,thre Novembro Octobre Soptembre 	AoOt Juille'c 	Année 

millions of dollars - millions do dollars 

Regions 

i• 

552.2 

128.4 

933.7 

744.5 

7,623.0 

12,476.9 

1 1 10S.1   

993.5 

3,817.5 

4,347.1 

30.1 

118.0 

32,870.1 

163.3 134.0 101.8 94.4 105.8 92.9 

33.7 24.0 19.3 19.3 23.9 22.5 

265.9 197.6 151.8 141.8 152.0 138.4 

195.8 153.6 123.4 113.8 123.7 111.2 

1,683.2 1,347.0 1,248.0 1,176.0 1,225.7 1,136.8 

3,208.7 2,327.6 2,010.8 1,926.0 1,972.8 1,811.8 

286.9 207.9 176.6 167.8 172.1 159.5 

232.5 180.4 152.1 138.6 143.9 132.0 

914.3 673.8 608.5 579.4 604.7 555.1 

1006.6 769.3 676.7 656.2 692.4 643.2 

7.0 5.1 4.6 4.4 5.1 4.8 

23.2 19.3 17.5 16.2 17.3 17.1 

8,121.2 6,039.8 5,291.1 5,033.9 5,239.4 4,825.2 

Terre-Mauve 

I l.-du-Pr ince- douard 

Nouv.11e-(cosse 

Nouveau-Brunswick 

Québ.c 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colomb ic-Br itann ique 

Yukon 

Territoires du Nord-Ouest 

Total 



Footnote 	 Note 

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

Les estimaions des ventes au dkail excluenk 
la taxe sur les produits at les services 
(IPS). Los données sur los ventes antérieuros 
janvier 1991 incluent la taxe do vente fédé-

rale (TVF). DG A ce changement dans les taxes 
indirectes, las données aprs 1990 no sont pas 
tout a faiL comparables avec cellos dos années 
précédentes. Pour los utilisateurs intéressés 
a calculer dos donnóes comparablos, uno esti-
mation du montant do Ia TVF inclus dans les 
ventos au detail pour 1990 est disponiblo pour 
1. Canada. Cette estimation n'est pas suffi-
samment fiable pour permettre des ajustements 
au niveau provincial ou au niveau des groupes 
de commerce. 
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APPENDIX I 

D.finftions 

Retail Trade for the purpose of this re-
port, is defined as the aggregate sales made 
through retail locations (outl.t.'. 

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 selling; sales made through automatic 
vending machines; sales of newspapers or maga-
zines sold directly by printers or publishers; 
and sales made by book and record clubs. The 
only exception is the mail-order and catalogue 
sales activities of department store busi-
nesses, which have been classified to the 
"general merchandise store' category. In addi-
tion, retail trade excludes: retail sales 
through ancillary units, e.g., warehouses, 
head offices, etc.; sales of contractors whose 
major activity is not retailing; and retail 
transactions between individuals. 

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

D.part.ent store type •erchandisa (05Th) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
stores; all other food stores; recreational 
and motor vehicle dealers; gasoline service 
stations; automotive parts, accessories and 
services; and all other retail stores (in-
cludes liquor, wine and beer storesp and re-
tail stores, n.e.c.). 

APPENDICE I 

Definitions 

Coerce de detail signifi., pour las be-
soins de 1s prserite publication, "lensemble 
des vent.& faites par des points de yenta au 
dótail". 

Un point de vents au detail, suivant Is dé-
finition de Statistique Canada, eat un local 
d'affaires (habituellament un magasin) dont 
11activit6 principale est Is vents do marchan-
discs at do services connexes au grand public 
pour Is consommation mónagère ou personnelle. 
Les estimations relatives au commerce de dC-
tail no prennent pas an compte les ventes di-
rectes, c'est--dire las ventss qui no sont 
pas fait.s par l'interm4diaire d'un point de 
vente au dtail, par example les ventes direc-
tes par démarchage, las ventas per distribu-
teur automatique, les ventes de journaux ou do 
revues faites directement par las imprimeurs 
at editeurs, at les ventes faites par lea cer-
des du livre at lea clubs do disqu.s. Il n'y 
a qu'une exception: las ventes des grands ma-
gasins feites par Is posts ou par catalogue, 
qui sont classóes dans 1& catgorie des "maga-
sins de merchandises diverses". En outre, Is 
commerce de detail no comprend pas lea ventes 
au detail des unitós auxiliaires, per exemple, 
entrepôts, sieges socieux, etc., ni las ventas 
des entrepreneurs dont l'ecfivit4 principals 
no relève pas du commerce de d6tail, ni las 
opórations do detail entre particuliers. 

Las vantes nettes totales comprennent les 
ventos de merchandises neuves at d'occasion at 
lea recettes provanant de r4parations, da lo-
cation de matóriel, de la vent& de repas at 
d'autres ectivites do services, moms Is ye-
leur des r.ndus (marchandises retournes), las 
ajustemants at las rabeis. Las ventes total.s 
nett.s coaprennent 6gal.m.nt; le valeur des 
reprises, les commissions sur la vents de mar-
chandisas appartenant C autrui (y compris lea 
commissions touchóes pour la vents de billets 
de loterie) at Ia valeur au detail) des mar-
chandises pr6lev6as par Is propri4laire pour 
son usage personnel. On no prend pas an compte 
las recattes hors exploitation, les recouvre-
cents de mauvaisos cróances at los taxes de 
vent. (taxe do vente provinciale at la taxe 
sur las produits at las services (TPS)P 
percues pour le compta d'un orgenisme public. 

Les merchandises du genre da calles venduas 
dens les grands magasins (MOOn) correspondent 
au total du commerce de detail coins las grou-
pes de commerce suivants: lea suparmarch4s 
d'alimentation at las 6piceriesi tous las su-
tres magasins d'alimentetion, las concession-
nairas de v6hicules automobiles at r6cr6afifsj 
les stations-service; lea magasins de pièces 
et daccessoires pour véhicules automobiles at 
services; at les autres magasins do yenta au 
dótail (comprend las megasins de spiritueux, 
de yin at de biCra; at las magasins de yenta 
au detail, n.c.a.). 

. 





APPENDIX II 

METHODOLDOY 

Ceuponents of the Universe 

The new business register or Central Fra 
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 Canada's business surveys will be 
redeveloped to operate within this new envi-
ronment. 

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

The CFDB sampling freme is allocated into 
two components: the integrated portion UP 
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 large organizations. Informa-
mation on these businesses is received from 
administrative tax fil.s 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 Rev.nue Canada. This allows 
for the most up-to-date information to be 
passed onto the NIP units on the frame. 

The New Sple 

The huein.ee.s in the *ara.t 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 lake-some 
and small 'take-some. The take-all businesses 
are self-representing as they are included in 

APPENDICE II 

I'ItTHODOLDG IE 

Cauposantes da l'univers 

1e nouveau registre des entreprises ou Base 
de donnes du registre central (BDRC) repr4-
sent. l'univers de l'Enqute monsuelle sur Is 
commerce de dótail. La BDRC a 6t6 conçue afin 
de servir de base do sondage centrals pour 
toutes los enquêtes-entreprises, cc qui permet 
de normaliser las concepts at do g6n6raliser 
lee méthodes at les systèmes. La quali't6 
d'ensemble des donnüs commerciales at 6cono-
miques est ainsi amóliore: on obtient une 
plus grande coherence, des donn6.s administra-
tives plus exactes at une meilleure coordina-
tion des systmes at des proc6dures. Un jour, 
toutes las enqu(es-enlraprisas do Stalistiqu. 
Canada seront remanies at s'intógreront & on 
nouveau cadre. 

La population cible do l'Enquôto sur Is 
commerce do dótail est form6e do tous lee 
emplacements statistiques dans Is BDRC qui 
appartierinent su secteur du commerce de d6-
'tail. Ces unjts constituent Is base de son-
dage de l'Enquôlo cur Is commerce de dót.il. 

La base de sondage do Is BDRC eel divisóe an 
deux composantes: Is partie intógróe (P1) at 
Is partie non int6gr6e (PNI). La premire 
englobe toutes lee entreprises importantes qui 
ont une structure complexe at constitue Is 
composante Is plus important. de 1s base an cc 
qui a trait aux ventes. Las entreprises do Is 
P1 peuvent êlre reprósentes i plusieurs ni-
veaux & l'int6ri.ur du cadre hiórarchique de 
l'en+i+6 stetistique, Ce qui permet Is col-
lecte do Is gamme complôle des donnes ócono-
miquos dans 1s ccc des grandes soci6t6s. Lee 
renseignements sur cos entreprises sont tires 
des fichiers adminislrafifs des d4clarations 
d'impôt cur In revenu at des fichiers des 
comptes de retenues cur In pays do Rov.nu 
Canada. 

La partie non inlegree eel cons'tituóe des 
entreprises è entit6 simple de plus petite 
laille dont In valour dos venles act sous Is 
limits calculee do la PT. L'Enqu4e mensuoll. 
cur 1s commerce do detail tire ses •ntit6s 
et.tistiques du fichier doe comptes de ret.-
nues cur 1s paye de Revenu Canada, cc qui 
permet d'intêgrer aux unitás de 1. PNI do Is 
base lee renseign.ments les plus rcen*s. 

Nouvel &ohantillon 

Lee .ritrepri... d. 1s population eible sent 
clasedes an fonction dos codes A quatre chif-
free do Is Classification type des industries, 
I partir de 1& proportion des ventes que re-
pr6sente chaque genre d'entreprise ou encore 
cheque genre de .archandis.s vendu.s. La 
population cible set aussi stratifiéo par 
r6gion góographique. Chaque combinaison bran-
ch. d'.c'tivitó - r4gion géographique eel divi-
se on trois sous-strales: une I tirage coo-
plet, une "grande i tirage partiel" at une 

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

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

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

Data Collection 

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

"petite a tirago partiel. Los entroprises de 
la sous-strate ii tirage compiet sont autore-
prsentatives puisqu'elles sont forcément 
intgres A l'chantillon. La sous-strate 
tirage complet engiobe los socités désignéas, 
comma las grands magasins, las socits on 
activit6 dans plusieurs strates at cellos on 
activité dans une strata at ayant des vontos 
supérioures au scull calcul6. Los unitós de 
In sous-strate "grande i tirage partiel" at do 
cello "petite it tirage partiel" sont ciassées 
solon leurs recettes. 

Afin cia determiner la taille des échantil-
ions pour las branches d'activité solon la 
strate góographique, on calcule is variance at 
le total des ventes dans chaque sous-strate at 
on utilise las rósultats pour la rpartition. 
Celle-ci se fait suivant une methode qui per-
met do caiculer Is nombre d'unités a prólever 
dens is strata a tirage partiel a partir dos 
deux critaras suivants: Is coefficient do 
variation requis pour In strata at, bien sOr, 
Is nombro total d'unites d'échantillonnage de 
l'enquête. 

L'echantillon initial a été preleve a la 
fin do 1988 at a étó rafraichi chaque mois par 
l'introduction d'un échantillon do nouvelias 
unites do Is population. Los unites do is 
base da sondage sont r6partias al6atoiremont 
entre un nombre etabli do panels ô l'intrieur 
do chaque sous-strate, ce qui permet non seu-
lament de mattra i jour l'echantilion par 
l'ajout do nouvelles unit4s mais aussi de 
réduire le fardeau de la r4ponse dos unitós 
des strates a tirage partial. La presence do 
panels permet de supprimer pour un temps, par 
renouvellement, las entreprises sólactionnóes 
dans las strates a tirage partial at ainsi de 
r6duire Is fardeau do is réponse. La nombre 
do panels do cheque sous-strete est caiculé an 
fonction du taux d'échantillonnage, du nombre 
maximal de cycles pendant losquels une unitó 
pout rester ô l'intórieur de i'óchantillon at 
du nombre minimal de cycles pendant lesquels 
ella doit rester è l'axtérieur do l'echan-
tillon. Une fois las panels retenus dans 
l'echantillon initial choisis, Is renouvelle-
mont do Péchantillon pout être effectué p6-
riodiquement par Is suppression d'un panel do 
Péchantillon courant at par l'ajout d'un 
nouveau panel. 

Collecte dos damnées 

La coilacte des donn6os, la saisie des don-
nées, is v6rification próliminaire at 1e suivi 
des non-r6pondants sont accomplis par los huit 
bureaux r6gionsux do Statistique Canada. On 
communiquo avec los ontreprises échantiilon-
nes per Is poste ou par tlphono, solon cc 
qu'elles pr6fèrant. La saisie dos donn6os at 
is vórification próliminairo son+ effectue.e 
an memo temps afin do garantir is validitá des 
donn6es. On fait imm6diat.men'c Is suivi pour 
los entit6s do coiiecte qui n'ont pas r6pondu 
ou pour ceiies dont ies donn6es contionnoni 
des orrours. Los misos a jour aux données at a 
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These revised procedures have resulted in much 
improved respons. rates (approximately 90Z 
response is achieved for preliminary esti-
mates). 

Statistical Edit and Imputation 

Data is analyz.d 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 within the system 
includsi 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 call 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 

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

la base sont transmis.s I Ottawa at eli.s sont 
entr.s dans la base de données de l.nquIt. I 
plusiours reprises au cours de chaque cycle. 
Ces procedures révisé.s ont eu pour consé-
quonc. de meillaurs taux de réponse (on ob-
tient environ 90% de réponses pour 1.a estima-
tions provisoires). 

Verification statistique at imputation 

Les données sont analysêes I l'intérieur de 
chaque groupe du commerce at region géographi-
qua. Las valeurs extrIm.s sont inscrites sur 
une liste, pour quon puisse an faire un con-
trôle manuel, suivant un ordre de priorité 
qui est fonction de lampleur do lécart per 
rapport I Is moyenne. Les anregistraments qui 
sont rejetés I la verification statistique 
sont considórós comma des valeurs aberrantes 
at no servant pas au calcul des variables 
dimputation (comma lea tendances mensuelles) 
utilisées par le système dimputation. 

On impute une estimation aux .nr.giitremsnts 
des .ntrepris.s n'ayant pas répondu I temps ou 
dont las ventes d6clares ont ótó rej.t6es I 
In verification préliminairo. Divurses métho-
des dimputation sont utilisé.., 1s choix de 
Is methode étant fait automatiquem.nt par Is 
système an fonction da In disponibilité des 
donnéss requises. La système paut notammant 
utiliser lea tendances m.nsuell.s ou annuel-
1.., 1s moy.nne de la cellul., les données 
annuelles divisóes per douze ou las valeurs 
historiquas. S'il manque des données pour is 
callul. dimputation (groupe de commerce par 
region géographiqua), celle-ci est automati-
quement combines avec des cellules s.mblabl.a. 

Xl y a un décalage perceptible entr. In 
moment øü lentreprise ouvrs sea portes at 
celui oü .11* figure dans Is base da len-
quête. Afin de compenser leffet de cc retard 
sur las estimations monsuelles, on impute I 
rebours, jusqul Is date de creation de Is 
nouvelle unite ou jusquau debut de lanné. 
précédente (salon Is plus loin'caine des deux 
dates), las ventes des nouveiles unites ci. 
léchantillon. Limputation I rabours des 
nouvelles unites r.pose sur lea t.ndanc.s 
mensu.11.s inverses at produit une estimation 
de meilleur niveau pour l.a donnée. révisCas. 

Estimation 

On eajim. 1s total des vent.s au detail on 
affectant dun coefficient destimation lea 
chiffr.s des vent.s des unites échantillon-
née.. Un poid. ég.l I linver.. d. 1a proba-
bilitC de sCl.ction eat attribuó •u depart I 
chaque entitC. Lea poids sont ensuits ajuatés 
on fonotion da Is taille de léchantillon 
obtenu, ce qui permet de gonfler lestimation 
pour quelie represento lensemble de la popu-
lation courante. L.a chiffres des v.ntes 
pondérés ainsi calculés sont additionnés per 
domains cc qui donne las ventes totales esti-
matives par strata. Per domaine, on entend 
lea valeurs do classification lea plus ré-
cent.. di.ponibles dana Is BDRC pour lentité 
statistique at Is pCriode de réfórence 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 reclassific.-
tion of sampled firms to different trade 
groups. They should therefore be used with 
caut ion. 

Non- Ep layer £sti.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 those 
businesses varies widely by trade group and 
region. Survey estimates are supplemented by 
estimates for non-employer businesses which 
were derived from an analysis of income tax 
data from 1984 to 1987. There are approxi-
mately 30,000 unincorporated owner operated 
retail businesses in Canada.  

lenquête. 	Les domaines peuvent okra diff- 
rents de Is strate déchantillonnago initiale 
lorsque Is taille, Is branche dactivit6 ou 
l.mplacem.nt des units r.pr4senteos par las 
.nregistrements ont subi des modifications. 
Las changements de classification so r6parcu-
tent immêdistement sur lea estimations at no 
saccumuleni pas avec 1. temps. 

Los comparaisons dune periode A lautre 
peuvent traduire des facteurs autres quune 
tendance gónóralo des ventes, par example Is 
modification do l4chantillon at Is reclassi-
fication dos firmes óchantillonnCes i dautr.s 
groupes commerciaux. Ii faut donc las utiliser 
avoc prudence. 

EstAatians pour los ontreprses n'ayant pas 
do sa1arés 

Los entreprises noyant pas do salaries no 
sont pas r.prósentóes dana la partie non inté-
gre. de Is BORC. Elles no constituent quo 2% 
environ do lensemble du commerce da detail 
mais leur importance vane considérablement 
salon Is groupe do commerce of Is rógion. Los 
estimations do lonquOto sont compl6t6os par 
des estimations pour los ontreprises n'ayant 
pas do salaniós, qui ont 6t6 calculóes A par-
fir des donnóes fiscalas do 1984 a 1987. Il y 
a environ 30,000 sntrepnis.s de d6fail non 
conatitu6os on societe exploitóes per leur 
propriótaire au Canada. 
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APPENDIX III 

Data R.liabilHy 

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 int.rpretation of the estimates published. 

Sa.p1ng and Non-sp1ing Errors 

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

Sa.pling Errors 

Sampling errors are present because observa-
tions are made only on a sample and not on the 
entir. 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 procedur..) 

In sample surveys, since inference is made 
about the entire population covered by the 
survey on the basis of data obtained from only 
a part of the population, the results are 
likely to be different than if a complete cen-
sus was taken under the 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 -sa.pIing 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. 

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

APPENDICE III 

Fiabilité des données 

Ce bulletin présente des estimations fond6es 
cur une enquête per óchantillonnage qui ris-
quent, par consóquent, dêtre .ntachóes dsr-
reurs. La section qui suit vise & faciliter, 
pour Is lecteur, l'int.rprótation des estima-
tions qui sont publióes. 

Erreurs d'échantillonnage at autres orreurs 

Los estimations £tablies cur Is base duno, 
enquête par 6chantillonnage sont sujettes I 
différents types derreurs. On las regroupe an 
deux grandes catgories: les err.urs qui sont 
dues I 1óchantillonniige at celles qui no Is 
sont pas. 

Erreurs d 'chanti11onnage 

Ce genre darreur exists parce que les ob-
servations portent uniquement sur un óchantil-
lan, at non sur l.ns.mble de 1. population. 
Lerreur dópend ds facteurs tels que Is taille 
de léchantillon, Is variabilit6 de Is popula-
tion, Is plan de sondage at Is mthode desti-
mation. Pour une taille donnós dchantillon, 
per example, lerreur déchantillonnaga sara 
fonction de Is mthode de stratification adop-
the, de lat*ribution de 16chantillon, du 
choix des units sond6es at de Is .óthode de 
selection. (On peut mIme, dana 1s cadre dun 
saul plan de sondage, effectuer plusieurs ccl-
culs pour arriver I is m6thoda destimation 1s 
plus efficace.) 

Comma, dans une enquIte par echantillonnag., 
on tire dos conclusions sur l.ns.mble dun. 
population I partir des donnéas concernant une 
partie soulement, lea rdsultats seront proba- 
bl.ment differenis de ceux quon aurail obte- 
nus an racensant touts In population dans las 
memos conditions. La principalis caract4risti- 
qua des sondages probabilist.s, cast que 
lerreur d6chantillonnage peut Itre directe-
•.nt mesur6e I partir d. lchantillon. 

Erreure non hess I I 'écliantillonnage 

C.s erreurs se ratrouvunt tent dana lee re-
censements que dane les enqultes par Cchantil-
lonnage. Elles sont dues I un ou plusieurs 
facteurs parmi lee suivants: 

La ahp couvert par 3'.nquete. L.rreur p.ut 
rCsulter dun listage incomplet at dune cou-
verture insuffisante de Is population viss. 

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

ou au refus de l'enquM6 do fournir des 
renseignements exacts, è i interpretation fau-
tive des questions due I des problImes dordre 
s6mantique, ou aux variations, dun intervie-
wer I lautre, dana lexplication des ques-
tions ou dens linterpr6tation des rCponses. 

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

La non-réponse. Certains enquêtés refusent do 
répondre, tandis que d'autres an sont incapa-
bles ou encore répondant trop tard. Los don-
flees relatives aux non-répondants peuvent être 
imputées & partir des chiffres fournis par los 
répondants ou A laide des statistiques ante-
rieures sur los non-répondants, lorsquo cci-
les-ci existent. On no connalt généralement 
pas avec precision l'importance de iorreur 
dimpufation; celle-ci vane beaucoup salon 
los caractéristiques qui distinguent leg ré-
pondants des non-répondants. Comme cc type 
derreur prend habituellement de Pampleur I 
mesure qua diminue Is faux de réponse, on 
s'efforco dobtenir Is meillour faux do répon-
so possible. 

Processing error. Those 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. HUh 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 usedi the questionnaires used in the 
survey have been carefully designed to mini-
mize different interpr.tations (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 Spling and Non-spling 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 some general 
conditions. If it was possible that each one 
of these samples could be surveyed under es-
sentially the same conditions, with an esti-
mate calculated from each sample, it would be 
expected that the sample estimates would dif-
fer from each other. The average estimate de-
rived from all these possible sample estimates 
is t armed the expected value. The expected 
value can also be expressed as the value which 
would be obtained if a census enumeration was 
taken under identical conditions of collection 
and processing. An estimate calculated from a 
sample survey is said to be precise if it is 
near the expected value. 

Le traite.ent. Lerreur pout so produire ions 
des diverges étapes du traitement, telles qua 
Is codage, l'entrée, Is verification, Is pon-
dration et la totalisation, etc. 

Il est difficilo do mesurer los erreurs non 
hoes I l'Ochantillonnage. Be plus, ii faut 
los corner I un niveau oü silos no nuisent pas 
I l'utihisation ou I l'interprOtation des 
chiffres dOfinitifs. Quant aux estimations du 
present bulletin, tout a 6t6 mis on oeuvre 
afin do minimiser las erreurs non hOes I 
chantihlonnage. Ainsi, los unitOs ont OtO dO-
finies avec beaucoup do prOcision, au moyen 
des histos los plus I jour; las questionnaires 
ont 0t6 conçus avec soin afin do rOduire au 
minimum los diffOrentes interpretations possi-
bios (on a demandO aux interviewers de poser 
los questions tehles qu b elies  figurent aux 
questionnaires); los diverses Otap.s de vOn- 
fication at do traitement ont fait lobjet do 
contrôies dacceptation dOtaillOs; on na ab-
solument non negligé pour quo 1s taux de non-
rOponso at 1s fardesu do rOponse soient fai-
bles. 

va1uation de l'erreur d'Ochantfllonnage et do 
l'erreur non liCe I l'Cchantillonnage 

tvaluation do l'erreur d'échantillonnage 

LOchantillon utilisO aux tins do 1s prOsen-
to enqulte est un des nombroux Ochantillons do 
mIme taille qui aursient Pu être choisis solon 
Is même plan of les mImes conditions. Si cha-
quo Ochantillon pouvait faire lobjet dune 
enqulfe menCe essentiellement dans les mImes 
conditions, ii faudrait sattendre I co qua 
l es ti mati on calculOe vans dun Cchantilion I 
lautre. On nomme valour probable hesfima-
tion moyonne obtenue de tous los Ochantillons 
possibles. Auframent dit, is valour probable 
est cello quon  obtiendrait on recensant touto 
Is population dans des conditions idenfiques 
do collecte of da traitement. Una estimation 
calcuiOe I partir dune enqulte par Ochantil-
lonnage ost dits préaiss lorsquello sap-
proche de is valour probable. 
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Sample estimates 	may 	differ from this 
expectad value of the estimates. However, 
since the •stimate 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 averag., 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 some 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 estimat, to 
the sampling error of another estimate through 
the use of the coefficient of variation. 

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

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

Or, les estimations fond6.s sur un êchantil-
ion peuvent no pas correspondre I Is valeur 
probable. Cependant, comae las estimations 
proviennent d'un óchantiilon probabiliste, ii 
est possible den mosurer la variabiiitó par 
rapport I leur valeur probable. Ainsi, Is va-
riance dune estimation, qui an mesur. 1s pré-
cision, se dfinit comma Is moyenne, parmi 
tous las óchantillons possibles, des carrés do 
Is difference entre l'estimation at 1s valeur 
probable. 

Une fois qu'on a calculé lestimation at sa 
variance, il deviant possible de ,nesurer In 
precision autramant. Par example, I'erreur-
type, soit Is racine carrCo de is variance, 
mesure lerreur dCchantillonnage dans In mIme 
unite qua lastimation (en dollars, notam-
cent). Autrement dit, l'erreur-type mesure Is 
pr6cision on termes absolus. Per contra, Is 
coefficient do variation , cast-I-dire Per-
reur-type divisóe per lestimation, mesura Is 
prócision an termes relatifs. Ainsi, lemploi 
du coefficient da variation facilite is compa-
raison do l.rr.ur dechantillonnage do d.ux 
estimations. 

Dens cotta publication, on utilise 1s coef-
ficient da variation pour óvaluer l.rreur 
déchantillonnage des estimations. C.p.ndant, 
puisque Is coefficient do variation pubii4 
pour c.tte onquIte ast calcul6 I partir des 
réponses dos unit6s, il mosurs aussi une cer-
tains erreur non lii. I 16chantillonnage. 

Voici Is formula utilisóo pour calculer les 
coefficients de variation du tableau 3 

S) X) 
CV(X) = - 

x 
CV(X) 

S(X) 

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 $12000,000 has a coefficient 
of variation of 10Z, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can 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 $9,600,000 and $14,400,000. 

dens laquelle X set lestimation at S(X) est 
lécart-type do X. 

Lerreur do X est oxpria6e on pourcentage 
dens co bulletin. 

Lestimation at 1s coefficient do variation 
nous permottent de construiro dos intervalles 
de confiance autour do lestimation. Ainsi, 
pour notre Cchantillon, on peut affirm.r qua-
vec une confianco donnó., In valour probable 
est comprise dens lintervalle do confiance 
construit autour do lostimation. Par exomple, 
si Is coefficient do variation dun* estima-
tion de $12,000,000 est égal I 10Z, lcart-
type sera de $1,200,000, soit lestimation 
multipli6o per 1s coefficient de variation. 
Alors, on pout affirmor avec une confianc. de 
68 qua Is valeur probable sera contenue dens 
lint.rvalle dune longuour ógale I un Ccart-
type autour do lestimation, soit .ritr. 
$109800,000 at $13,200,000. Ou encore, on p.ut 
affirmer avac une confianco de 95% qua Is va-
lour probable sera cont.nue dans lint.rvalle 
dune longueur do deux ócart-types autour do 
lestimation, soit entre *9,600,000 at 
$14,400,000. 
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Non-sa.plinu Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. H. say the estimate is accurate if 
it is near this value. Although this value is 
desired, we cannot assume that the exact value 
of every unit in the population or sample can 
be obtained and processed without error. Any 
difference between the expected value and the 
exact population value is termed the biais. 
Systematic biases in the data cannot be mea-
sured by the probability measures of 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 date response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25%. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80X. 

Joint Interpretation of Measures of Error 

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

tvaluation de I'erreur non liCe I l'Cchantil-
lonnage 

L'enquIte par échantillonnage at Is recense-
ment cherchent tous deux I dCtorminer la 
valour exacle do Pensamble. L'estimation est 
dite precise si ella so rapproche do cotta 
valour. Bien qu'il sagisse dune valour sou-
haitable, ii nest pas realisto de supposer 
qua Is valour exacte do chaqus unite do lan-
semble ou do l'echantillon pout Itre obt.nue 
at traitCs sans errour. La difference ontre Is 
valeur probable at Is valeur exacte de len- 
sembla s'appelle le biais . On no pout calcu-
ler los biais systematiques des donnóes on re-
courant aux mosures do probabilite do Perrour 
dechantillonnage dCcritos plus hauL La prC-
cision dune estimation eat determinee par 
l.ff.t conjugué des erreurs dóchantillonnage 
at des erreurs non liees I l'Cchantillonnago. 

Una source d'erreur non lie. I l'óchantil-
lonnag., est l'.rreur due I Is non-r6ponse. La 
tableau 3 presento los fractions do r6ponse 
afin daider Putilisateur I Cvaluer cc genre 
derreur. La fraction de rCponse oat 1s taux 
de rCponse des donnCes, cost-I-dire la pro-
portion de lestimation do 1 1 6chankillon qui 
eat fondée sur dos donnC.s d6clarCes. Per 
example, 1s taux do rCponso dune cellule corn-
portant un Cchantillon do 20 unites dont cinq 
r6pondent lors dun mois donnó atteindrait 
25Z. Cependant, si los cinq unitCs d6clarantes 
ropresentant $8 millions sur lestimation gb-
bale de $10 millions, Ia fraction do róponse 
séllvarait I AOZ. 

Interpretation sioultanda dos •osures d'srrsur 

Ii faut tonir compto simultan6mont do Is 
mesure derreurs non liêes I l'échantillonnage 
ainsi quo du coefficient de variation pour 
avoir un aperçu do Is qualite des estimations. 
Plus Is coefficient do variation sara bas at 
quo Is fraction do rCponse sara ClevCe, mail-
leuro sara lestimation publi6e. 



APPENDIX IV 

Seasonal Adjusta.nt 

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 •voiution of economic processes through 
tims91I. 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 mekhod(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 end of the 
original series before it is seasonally ad-
justed per se. The estimated data are derived 
from forecasts using ARIMA (Autoregressive In-
tegrated Moving Average) models of the Box-
Jenkins type. 

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

APPEHDICE IV 

Dsaisonnalisation 

Lea series 6conomiques tempor.11es ou chro-
nologiques comportent les elements essentials 

Is description, lexplication at Is prCvi-
sion du comportement d'un phónomèn. economi-
qua. "Ce sont des dossiers statistiques de 
1'6volution des processus economiques dana Is 
t.mps"(l). Lobservation par l.a économisk.s 
at lea statisticians de lactivité 6conomique 

l'aide des sórios temporolles a donc parmia 
do distinguer quatre composantos principales 
du comportemeni des series temporelles: la 
tendanco A long terme ou trend, Is mouvoment 
cyclique, los variations saisonnires at les 
fluctuations irregulieres ou accidentalles. 
Cas mouv.monts sont causes per diffór.nts 
facteurs, soit óconomiques, climatiques ou 
institutionn.ls. Los variations saisonnièros 
sont los fluctuations póriodiques plus ou 
moms rógulires qui to produisenk au cours 
dune annes an raison du cycle .étéorologique 
normal, dos conges fixes at deutras 4v6ne-
ments qui so repotent A intorvallos avec une 
certaine regularite pour influencar do facon 
significativo Is taux dactivit6. 

Afin do favoriser lint.rpr6tation .xacte de 
16volution fondamontale dun phênomène cono-
aique at do produiro une meilleura pr6diction, 
Statistiqu. Canada rajuste los sries tempo-
relies au moyen de Is methode do dsaisonnaii-
action X-11-ARII1II(2) afin de justament minimi-
ssr limpact dos variations saisonnières sur 
les series. Cotta technique consists asson-
tiellement & ajoutar los estimations dune 
ann6e de donn4.s brutes I iextr6mit6 do la 
s6rie initiale avant do procód.r I Is dósai-
sonnalisation proprement dito. Lea donnóes 
ecvtimativos proviennant doxtrapolations pros-
pectives raiisóes par des modIles ARHMI (mo-
dIles autor6gressifs I moyannes mobiles intó-
grees) du typ. Box-Jenkins. 

La parti. X-11 du programme X-11-ARPIMI fait 
surtout appal I Is móthode do rapport aux 
moyonnes mobiles pour •ffoctuer 1s lissag. do 
1s série modifiee at ob'cenir une ostimation 
provisoire do Is tendanc.-cyci., calculer 1.e 
rapports de Is son. initial. (ajustO.) aux 
estimations do Is tendance-cycla, at estimer 
los facteurs saisonniora I partir do ces dits 
rapports. Las facteurs saisonniers dOfinitifs 
no sont produits quo lorsquo css opOrations 
ant OtO exécuté.s I plusieurs reprises. C.. 
Otapes dCt.rminant los facteurs saisonnisrs 
nOcessaires au calcul des donnó.s désaisonna- 

. 

I A Note on the Seasonal Adjustm.nt of 
Economic Time Series," canada Statistical 
Review, August 1974. 

2 For further information see the X-11-ARIMA 
Seasonal Adjustoent Method, by Estella Bee 
Dagum, St.tistics Canada,Catalogue 12-564E, 
Occasional. 

I La dOsaisonnalisation des series t.mpor.li .s 
Ocono.iques: quelqu.s r.marquesj tire de Is 
Revue statistique du Canada, aoOt 1974. 

2 Pour do plus amples information. voir La 
mdthodo do désaisonnahisation X-11-AUU'II, 
par Est.11. B.. Dagum, Statistiqu. Canada, 
no 12-564F au catalogu., hors sOn.. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current months unadjusted 
data as well as the previous months revised 
unadjusted data. 

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

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

lises finales sont ex6cut6es A chaque mois. 
Celte approche garantif qua Ia srie non-dé-
saisonnalisóe, A partir de laquelle sont cal-. 
culéms las estimations des facteurs saison-
fliers, inclut toutes las donn4es les plus r-
centes relatjvemenl & ladite sórie, c.-1-d., 
les donn6es qui portent sur 1e mois courant at 
las donné.s r6vis6.s du mois pr4cdent. 

Bien qua la dósaisonnalisation permette de 
mieux comprendre 1a tendance-cycle fondamenta-
le dune s6rie, la srie d6saisonnalis6e nen 
contient pas coins une composante irrógulire. 
De lgôres variations dun mois A lautre dens 
la sria d6saisonnalise peuvent ntre qua de 
simples mouvements irr6guliersj pour avoir une 
meilleure ida de la tendance fondamentale, 
las utilisateurs doivent donc examiner las 
sóries d6saisonnalis6es dun certain nombre de 
•oi 5. 

Le total d6saisonnalis6 au niveau du Canada 
est drivé de "façon indirecte" an faisant la 
somme des genres de commerce désaisonnalisés 
sóparement au préalable. 
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APPENDIX V 

TRADE GROUP COVERAGE 

010 Supermarkets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 

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

030 Drugs and Patent Nedicine Stores 

6031 Pharmacies 
6032 Patent medicine end toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stores 

6121 Men's clothing stores 

060 Women's Clothing Stores 

6131 fr4omen'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 Hous.hold furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

6213 Furniture ref inihing and repair shops 
6221 Appliance, television, radio and stereo 

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers 

APPENDICE V 

COUVERTURE DES GROUPES DE COMMERCE 

010 Superuarchés d'aliaentation at épio.ri.s 

6011 uperunarchés d'alimentation 
6012 Epiceries (sauf las supermarchés) 

020 Tous los autres magasins d'aliuontation 

6013 Boulangeries-p6tisserios 
6014 Confiseries at magasins de noix 
6015 Magasins do fruits at lógumes 
6016 Marches do vianda 
6019 Autres magasins d'alimentation 

spécialisés, n.c.a. 

030 Pharmacies at magasins de •édfca.ents 
brevetCs 

6031 Pharmacies 
6032 Magasins do médicaments brevots at do 

produits do toilette 

040 Magasins do chaussures 

6111 Magasins cia chaussures 

050 Magasins do vCtements pour hamees 

6121 Ilagasins do vêtemonts pour houmses 

060 Magasins de véte.ents pour domes 

6131 Magasins do vétaiments pour dames 

070 Autres magasins de vOtesonts 

6141 Magasins de vôtements pour enf ants 
6142 Magasins de fourrures 
6149 Autres usagasins de vêtements, n.c.a. 
6151 Plagasins do tissus at do files 

000 Ilagasins do meubles at d'appar.ils 
.énagers 

6211 Magasins do meubles do maison 
(avec appareils ménagers at accessoires 
d ameublemont) 

6212 Magasins do moubles do maison 
(sans appareils ménagers ni accessoiras 
d • amaublamant) 

6213 Ateliers do reparation de meubles 
6221 Magasinsdappar.ils mánagers,do postes 

do télévision at de radio at d'appareils 
stéréophon iques 

6222 Magasins do postes da télévision at de 
radio at dappareils st6r6ophoniques 

6223 Ateliars do reparation dappareils 
ménagers, do postes do tólóvision at cia 
radio at dappareils s'téréophoniquas 

090 Plagasins d'aocessoirss d'aueubleuent 

6231 Magasins de revtom.nts de sol 
6232 Magasins do tenture 
6239 Autres magasins daccessoires dameublemont 

100 Concessionnairas de vChicules automobiles 
at réoréatifs 

6311 Concessionnaires d'autonobiles nouves 
6312 Concessionnaires d'automobil.s doccasion 
6321 Marchands do roulottes motorisCes at de 

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

bord at d'acessozres pour bat.aux 
6323 Marchands do motocyclettes at do 

motonaigos 
6329 Autres marchands de véhicules do loisir 

S 

is 



-42- 

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 Semi-Durable Goods Stores 

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

6581 Toy and hobby stores 

6582 Gift, novelty and souvenir stores 

150 Other Durable Goods Stores 

6541 Sporting goods stores 
6542 Bicycle shops 
6551 ttisical 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 6  shops 
6593 Art galleries and artists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and topthstone dealers 

6596 Pet 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 Is maison at 
pour lautomobile 

6342 Magasins do pneus, d'accumulateurs, do 
pieces at d'accessoires 

6351 Garages (róparations g6nralos) 
6352 Atoliers do peinture at de carosserie 
6353 Ateliers do romplacement de silencieux 

6354 Ateliers de remplacoment do glaces pour 
véhicules automobiles 

6355 Ateliers do réparat ion at de 
remplacement de boItes do vitesse de 
véhicules automobiles 

6359 Autres ateliers do reparation de 
véhicules automobiles 

6391 Lave-autos 
6399 Autros services pour véhicules 

automobiles, n.c.a. 

130 Magasins de •archandises divarsas 

6411 Magasins é rayons 
6412 Magasins génraux  
6413 Autres magasins de merchandises diverses 

(bazars et magas ins do marchandisos 
diverses) 

140 Autres •agasins de produits semi-durables 

6511 Librairies at papeteries 
6521 Fleuristas 
6522 Centres do jardinaga 
6531 Quincailleries 
6532 Ilagasins do pointure, de vitro at do 

papier aint 
6581 Magasin

p
s de jouets at d'articles do 

loisir 
6582 Magasins do cadeaux, d'articles do 

fantaisie at de souvenirs 

150 Autres •agasins do produits durables 

6541 tlagasins darticles do sport 
6542 Magasins do bicyclettes 
6551 Magasins d'instruments do musique 
6552 Magasins do disquas at de bandes 

magnet iques 
6561 Bijouteries 
6562 Ateliers de reparation do montres at do 

bijoux  
6571 Magasins dappareils at do founitures 

photographiquos 

160 Autres magasins do yenta au ddtail 

6021 Plagasins de spiritueux 
6022 liagasins de yin 
6023 Magasins do biéro 
6591 Magasins do merchandises doccasion, 

n.c.a. 
6592 Opt icions 
6593 Galeries dart at nagasins de 

fournitures pour artistos 
6594 liagasins do bagagos at de maroquinerie 
6595 Magasins do monuments funéraires at de 

pierres tombales 
6596 tiagasins danimaux do maison 
6597 Marchands do pieces de monnaie at de 

kimbres 
6598 Piarchands do maisons mobiles 
6599 Autres magasins do vonte au d6tail, 

n.c.a. 
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each within the overall corporate hierarchy. 

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

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

• Purchases: who owns your suppliers? 

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

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

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

Inter-Corporate OwnershIp 1992 (Cat. no.61-517) 
is available for $325 in Canada, US$390 in the United 
States and US$455 in other countries. To order, write 
Publication Sales, Statistics Canada, Ottawa, Ontario, 
K1A 016. Orcontact your nearest Statistics Canada 
Reference Centre listed in this publication. For faster 
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	ordering, fax your order to 1-613-951•1 584. Or call toll- 
free to 1-800-267-6677 and use your VISA or MasterCard. 

Liens de parent entre sociIs 1992 esl Ia source (It' 
renseignements Ia plus fiable et Ia plus ('XllltIShi%(' qe 
l'on puisSe consu I ter Sn r les liens de pa rent(' ent re 
sociétés canadiennes. 

Vous y trouvercz une lisLe de plus de 65000 soclW's 
faisant état du nom de toutes les socittés actionnaires on 
détenues, du degre de parentk, exprimé en pourcentage et 
de Ia position de chacune au scin de Ia hierarchic globale 
des entreprises. 

liens de parenté entre soclétés constitue une source 
de rférence indispensable dans les domalnes suivants: 

• Commercialisation entre SOCiCLéS : Qul sorit les 
propriétaires de vos soci('tés clientes? 

• \chats : qui sont les proprlétalres de vos 
fournisseurs? 

• Investissements : quelles sociCtés l'entreprise en 
cause possêde-t-elle ou controle-t-elle? 

• Concurrence entre soclétés : quelles entreprlses vos 
concurrents possédent-ils ou contrölent-ils? 

• Expansion industrielie : dans quelle province et 
dans quel secteur d'activit.é une socl6lk oeuvre• 
[-dIe? 

Liens de parenté entre soclétés 1992 
(no 61-517 au Catalogue) se vend 325$ au Canada, 
390$ US aux tats-Unis et 455 $ US l'étranger. Pour 
commander, écrivez a Vente des publications, Siatistique 
Canada, Ottawa (Ontario), K I A 0T6, ou encore, 
communiquez avec le centre regional de consultation de 
Statistique Canada Ic plus proche (voir Ia lisLe figurant 
dans Ia prCsente publication). Pour commander 
plus rapidernent, hslécopiez votre commande au 
1-613-951-1584. On composez le nuntéro sans frais 
1 ROO-267-(j(j77 0iii ilisez vol re tart e l.\ on IaslerCard. 



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

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

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

45 urban areas? 

• revenue and expenditure data for retailers and small 
businesses? 

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

• personal spending 
• size and composition of households 
• wages and salaries 
• investment in Canadian industries 
• labour force in various industries 
• industry and consumer prices 
It has been one of our bestsellers since 1977 for the 
simple reason that it offers such a range and depth of 
market data. Save time and money when you're 
looking for data or data sources, keep the Market 
Research Handbook 1992 close at hand for 
easy reference. 
The Market Research Handbook 1992 (Cat. no. 63-224) is $94 
(plus 7% GST) in Canada, US$113 in the United States and US$132 
in other countries. 
To order, write to Publication Sales, Statistics Canada, Ottawa, 
Ontario, K IA 016 or contact the nearest Statistics Canada 
Reference Centre listed in this publication. 
For faster service fax your order to 1.613-951-1584. Or call toll-free 
1-800-267-6677 and use your VISA or MasterCard. 
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seances de remue-meninges 
llissent d'excellerites idees de 
ommercialisation. Mais lesciuelles 
choisir? Le Recueil 

statistique des etudes 
de marché 1992 peut 

V()US faciliter les choix 
avant que vous n'engagiez 

plus de temps et de ressources 
Félaboration de vOtre stratégie. 

Ce recuell statistique est le plus 
cxhaustif qui soit sur les consom- 

rnateurs canadiens et les entreprises 
qui Ics servent. Ii vous aide a dëfinir 
ci situer vos marches cibles. 

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

45 regions urbaines' 

• . des données sur les recettes et les dépenses de 
détaillanrs et de petites entreprises ? 

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

• ddpenses personnelles 
• taille et composition des mnages 
• traitements et salaires 
• investissements par secteur d'activité économique 
• population active par secteur d'activitd 
• prix de I'industrie et de Ia consommacion 

Si c'est l'un de nos succès depuis 1977, c'est parce qu'il vous 
renseigne en long ec en large sur le march. Pour 
&onomiser temps et argent, vous ne sauriez vous en 
passer. 

Le Recueil statistique des etudes de marche 1992 (n° 63-224 an 
catalogue) cocne 94$ (TPS de 7% en sus) au Canada, 113$ US aux Fut.-Ini 
et 132 $ US dans les autres pays. 
Pour commander, veuillez ecrire A Verne des publications, Statistiqur 
Canada, Ottawa (Ontario), K I A 016 ou communiquer avec Ic Centrc 
de consultation de Statistique Canada Ic plus pres (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. 


