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Data in Many Fors... 

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 CANSI1I, 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 toz 

Retail Trade Section, 
Industry Division, 

Statistics Canada, Ottawa, K1A 0T6 (Telephones 
951-3551) or to the Statistics Canada reference 
centre in 

Des données sous pl.usieurs fornies... 

Statistique Canada diffuse les donnóes sous formes 
diverses. Outre les 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 donnéez. L'accès direct a des 
données agrégées est possible par le truchement de 
CANSIM, la base de données ordinolingue at le système 
d'eztraction de Statistique Canada. 

Comment obtenir d' autres renseignements 

Toutes demandes de renseignements au sujet de cetto 
publication ou de statistiques at services connexes 
doivent être adressées : 

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

Statistique Canada, 	Ottawa, K1A 0T6 	(téléphone 
951-3551) ou au centre de consultation de Statistique 
Canada a: 

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

Toll-free access is provided in all provinces 	Un service d'appel interurbain sans frais est offert, 
and territories, for users who resids oszids 	dans toutes les provinces at dans les territoires, 
the local dialing area of any of the regional 	aa utillsataurs qui babiteat I leirtérieur des mass 
reference centres. 	 do entmication locale des centres régionaux do con- 

sultation. 

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

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

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

served by NorthwesTel Inc.) Zenith 08913 
Northwest Territories 

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

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

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

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

Territoires du Nord-Ouest (torritoire 
desservi par la NorthwesTel 
Inc.) 	Appelez a frais wires 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 coander les publications 

On peut se procurer cette publication at les autres 
publications do Statistique Canada auprès des agents 
autorisés at des autres librairies locales, par l'en-
tremise doe bureaux locaux do Statistique Canada, ou 
an écrivant a la Section des ventes des publications, 
Statistique Canada, Ottawa, K1A 076. 

1(613)951-7277 

Numéro du tèlócopieur 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 de reconnaissance 

Le succès du système statlstlque du Canada 
repose sur un partenariat bien établi entro 
Statistique Canada et Ia population, los entreprises 
et los adminIstratIons canadionnes. Sans cotte 
collaboration et cette bonne volonté, II serait 
Impossible do produiro des statistiquos précises 
et actuelies. 



SYPLS 	 SIGNES CONVENTIDNNELS 

The following symbols are used in this 	Lea signes suivan*s sent e.ployés uniformó.snt 
Statistics Canada publication: 	dans ce*to publication d. Statistiqu. Canada: 

figures not available. 	 .. nembres indisponibles. 

figures not appropriat, or not applicable. 	... n'ayant pas lieu di figurer. 

- nil or zero. 	 - nóant ou ziro. 

-- amount too sull to be expressed. 	-- nombres infimee. 

x confidential to meet secrecy requir..snts 	x confidentie]. an ver+u 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-Eceno.ic 
Information Management System) via terminal, on 
computer printouts, or in •achine readable 
form. For fur-thur information, contact the 
Cansi. staff, Statistic, Canada, Ottawa, 
K].A 0Z8 (telephon. 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices lecatud across Canada. 

This publication was prepared under the 
direction of: 

e G.H. AndrusiM, Director, Industry Division 

e B. Nauss, Assistant Director, Distributive 
Trade Sub-division, Industry Division 

• B. TMriault, Chief, Analysis, Development 
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Industry Division 

NOTA 

L.es chiffres ayari* Ô*é arrondis, las totaux no 
correspondent pas toujours. 

NOTE MI SUJ!T DE CAJISIN 

La banque di donnóea infor.atisées de Statistique 
Canada CANSI (systI.e canadian d'information socio-
Iconomique) fournit au public toutes las statistiques 
actuellas at his*oniques sur 1. Commerce de detail 
(.atrice no, 2299, 2398-2417), at sur de nombreuses 
autres sins,, par is biais d'un terminal, d'impri.is 
dordina-tsur ou ds supports ordinolingues. Pour plus 
de r.ns.ign...nts, sadresser au personnel de CANSTh, 
Statistique Canada, Ottawa, K].A OZB (tiliphone 
613-951-8200), ou aux conseillers nigionaux des 
bursaux de Statistique Canada situis i travars 1. 
Canada. 

C.t*@ publication a MC ridigs. sous 1a direction di: 

• O.W. Andrusiak, 	diracteur, 	Division di 
l'industni. 

• B. Nuss, directaur adjoint, Sous-division des 
cou.rcss di distributions, Division ds 
l'industrie 

• B. TMriault, chef, Section do l'anulyse,  du 
divelopp..ent at dsnquitss spiciales, Sous-
division des co...rcss di distributions, 
Division de l'industri. 

• S. D..srs, 	iconomisto principal., Section du 
co...rce de di -tail, Sous-division des co..erces 
d. distributions, Division d. l'industni. 

The paper used in this publication meets the minimum 	Le papier utilisé dans Ia presente publication répond aux 
requirements of American National Standard for 	exigences minimales de l"American National Standard for 
Information Sciences - Permanence of Paper for 	Information Sciences' - 'Permanence of Paper for Printed 
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FA1TS SAILLANTS 
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Seasonally Adjusted Monthly Sales in Current 
Dollars 

Preliminary estimates indicate that retail 
sales declined 0.27 in Septe.b.r to $15.5 
billion, following three •onthly gains. 

Ten of the 16 trade groups recorded lower 
sales in S.pte.ber. The most significant 
decreases, in order of dollar impact, were 
reported by general •erchandise stores 
(-1.1%) and automotive parts, accessories 
and services (-1.27.). Tempering the overall 
declin, were higher sales by household 
furniture and applianc, stores (+2.8%). 

The small changes in these trade groups are 
a continuation of minor fluctuations about a 
generally stable trend. Lower sales by 
general merchandise stores in September 
followed no growth in August and a 2.1% gain 
in July. Automotive parts, accessories and 
services reported a sales decline in 
September, partly offsetting the 1.6% gain 
in August. Higher sales by household 
furniture stores in September followed a 
0.3% decline in August and no change in 
July. 

Savan provinces posted sales decreases, 
ranging from -0.2% in Ontario to -2.4% in 
Manitoba. Notable sales gains were reported 
by New Brunswick (+2.2%) and British 
Columbia (+1.7%). 

Seasonally Adjusted Quarterly Sales 	in 
Current Dollars 

Total retail trade increaud 1.37 in the 
third quarter of 1992, up from a 0.9% rise 
in the second quarter of 1992 and a 0.1% 
gain in the first quarter of 1992. 

Seven provinces had higher sales in the 
third quarter, with gains ranging from 2.0% 
in Ontario and Manitoba to 4.4% in British 
Colu.bia. 

Ventes esnsuellas dsaisaiva1is6es on dollars 
courents 

Les estimations próliminaires indiquant qua 
las ventes du commerce do dtail ont diminuó 
de 0.27 an septe.bre pour totalis.r $15.5 
milliards, faisant suite è trois hausses 
mensualles. 

Des ventes plus faiblas ont óté observéss 
dans dix des 16 groupes de commerce. Lea 
baisses los plus significatives, par ordre 
d'i.por*ance an dollars, ont été dóclaróes 
par las magasins do marchandises diversea 
(-1.17) at les magasins de pièces at 
d'accessoiros pour vhiculea automobiles at 
services (-1.27). Par contra, ces baisses 
ont été partiellement contrebalancóes par 
des ventes plus glov6es des magasins de 
meubles at d'appareils ménagers (+2.87). 

Los faiblas change.ents do ces groupes do 
commerce font suite a dos fluctuations 
minmures autour d'une t.ndance góneralem.nt 
stable. Las magasins do merchandises 
diverses ont enregistr6 des ventes plus 
faibles an septembra faisant suite i aucune 
croissance an aoGt at I un gain de 2.1% an 
juillet. Las ventas I la baissa des magasins 
de pièces at daccessoires pour véhicules 
automobiles at services an septe.bre ont 
partielloment contrebalancé la hausse de 
1.67 an aot. Las magasins de •eubles at 
dappareils ménagers ont d6clar6 Uns hausse 
da leurs vontes an sapteubre, faisent suits 
I uns diminution de 0.37 an aoQt at aucun 
changemant an jui].let. 

• En sept..br., lea ventas sont 1 1a baisse 
dens sept provinces, sch.lonnant d. -0.2% 
an Ontario 1 -2.4% au Manitoba. Des 
augmentat ions notables ont 6t6 observées au 
Nouveau-Brunswick (+2.2%) at an Colombia-
Britannique (+1.77). 

Ventea triaestriallas dsaiouwalisê.s on 
dollars courante 

I Las vantes totales du commerce de d6tail as 
sont accrues de 1.3% au cours du troisilme 
tri..stra d. 1992, an hausse par rapport aux 
augeantations obs.rvo.s su cours du dauxie.. 
trimestre (+0.9%) at du premier trimastre 
(+0.1%) da 1992. 

Des yenta, plus 4lav6es ont 6t6 obs.rv.s 
dens sept provinces au cours du troisilme 
trimestre, séchelonnant de 4.4% an 
Colombia-Britannique 1 2.0% on Ontario at au 
Manitoba. 

0 



Trends 

• The trend for retail sales was relatively 
stable from January 1991 to February 1992 
and has been rising steadily since March 
1992. 

Year-th-dat. Sales in Current Dollars 

• Cu.ulaLjve retail sales in current dollars 
for the first nine .ontha of 1992 a.ountad 
to $133.9 billion, up 1.5% from the year-
earlier period. In August 1992, cuculative 
sales were 1.OZ higher than in the year-
earlier period. 

Tendenass 

• La fendanca des ventes du co..arce de dótail 
a ótó ralative..nt stable de janvier 1991 
fóvri.r 1992 at a progress6 consta..ent 
dapuis mars 1992. 

culatit on dol2ars enurants 

• Las ventes se chiffr.nt i $133.9 .illiards 
an dollars courants dopuis le dbu1 de 
lannée, on hausse do 1.5% par rapport aux 
neuf premiers mois de lannóe darnière. En 
aoGt, las ventes cuiuulatives étaient 1.OZ 
plus ólevóes quo cellos de la mô.e póriode 
lanna passóe. 
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Chart 1 	 Graphique 1 
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TABLE 1. R.ta1 Sales, Seasonally Adjusted, by Trade Group and by Regien (Current Pereds) 

Chaige f roe 
Sales 	

Year-to- 
previous month 

V.M.s 	date Variation p. r. 
au mois précédent 

1992 

	

Septeebar 	August I 	July 	Jni. 	Sopteeber 	August 

	

19921 	19921 	19921 	1992 Ctmiulatif 	19921 	1992 

	

Soptembre I 	AoGt 	I Juillet I 	Juin 	Septeebre I 	Aot 
No.  

ejilions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,770.9 3,774.2 3,702.6 3,703.5 33,172.2 -0.1 1.9 

2 All other food stores 295.4 289.9 286.1 285.9 2,630.6 1.9 1.3 

3 Drugs and patent medicine stores 906.9 908.0 898.1 893.7 7,906.5 -0.1 1.1 

4 Shoe stores 126.1 129.5 127.1 126.5 1,154.1 -2.6 1.9 

5 Men's clothing stores 131.6 131.5 133.0 132.2 1,198.9 0.1 -1.1 

6 Noson's clothing stores 315.8 314.8 308.4 303.8 2,730.7 0.3 2.1 

7 Other clothing stores 327.0 322.9 322.3 309.0 2,831.6 1.3 0.2 

8 Household furniture and appliance 645.8 628.0 629.9 629.6 5,702.6 2.8 -0.3 
stores 

9 Household furnishings stores 182.3 186.4 186.0 185.9 1,653.2 -2.2 0.2 

10 Motor vehicle and recreational 3,253.7 32257.4 3,248.7 3 2 250.8 28,788.4 -0.1 0.3 
vehicle dealers 

11 Gasoline service stations 1,140.8 1,150.8 1,165.8 1,179.3 10,334.6 -0.9 -1.3 

12 Automotive parts, accessories 848.6 858.9 845.8 859.7 7,721.0 -1.2 1.6 
and services 

13 General merchandise stores 1,748.7 1,768.5 1 1,768.9 1,733.1 15,677.7 -1.1 - - 

14 Other semi-durable goods stores 546.9 542.3 537.0 528.8 4,721.8 0.8 1.0 

15 Other durable goods stores 411.7 413.7 418.9 413.7 3,706.3 -0.5 -1.2 

16 Other retail stores 826.6 828.0 831.1 843.8 7,604.6 -0.2 -0.4 

17 Total, all stores 15,475.7 15,504.9 15,409.5 15,379.3 137,534.8 -0.2 0.6 

Regions 

18 N.wfoadland 280.5 278.0 279.6 275.7 23,500.5 0.9 

19 Prince Edward Island 68.8 69.0 67.6 66.4 599.1 0.4 

20 Nova Scotia 502.7 510.5 507.2 525.5 4,547.7 -1.5 

21 New Brwiswick 412.3 403.6 394.0 394.0 3,532.8 2.2 

22 Quebec 3,746.8 3 2762.1 3,772.0 3,796.7 33,725.6 -0.4 

23 Ontario 5,741.8 5,755.6 5,750.3 5,662.6 50 2 969.0 -0.2 

24 Manitoba 520.7 533.6 527.0 518.3 4,726.1 -2.4 

25 Saskatchewan 431.8 440.7 443.5 436.7 4 2 000.2 -2.0 

26 Alberta 1,659.3 1,676.7 1,636.6 1,624.6 14,596.0 -1.0 

27 British Colia 2 2096.8 2061.4 2025.3 2,012.4 17,987.9 1.7 

28 Yi.con 14.5 15.5 14.9 14.8 131.4 -6.2 

29 Northwest Territories 32.5 32.2 - 	 32.7 32.0 284.1 0.8 
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chaa from 
previous month Change from previous year 

Variation p. r. Variation par rapport A lannés précédento 
su mois précédent  

'fear- to- 
Ailv 
199~ 

Avie S.p*e.r Auqust 
1992 

July 
1992 

.kae 
1992 

date 
1992 

Juillet 
1992 
Juin Seper. 

1992 
Aoâ* ..Aiills* Juin Cs.ulatif No 

Per cent - pourcentage 

Groups do carca 	Canada 

- - 1.3 3.4 3.8 2.2 1.7 1.8 Sup.rmorchés d'ali.enta*ion at 1 
ép3cor iss 

0.1 -1.6 1.0 -1.5 -3.7 -5.2 -2.1 lous los autres negasins 2 
dali.en*a*ion 

0.5 0.7 11.0 12.0 11.5 11.5 9.2 Pharnacios at magasins do 3 
..ed ica.ents breve tés 

0.5 -0.5 -4.9 -2.8 -4.9 -8.8 -4.4 tiagasins do chaussur.s 4 

0.6 0.7 -7.5 - 11.8 -8.3 -10.2 -8.4 Magasins do vêtomonts pour ho.os 5 

1.5 - - 2.2 2.8 -0.8 -0.1 - - Ilagasins do vêto.onts pour dames 6 

4.3 -1.5 4.1 2.8 3.9 -3.1 0.2 Autras megasins do vêtomenLs 7 

- - 3.8 1.8 -2.8 -0.9 0.7 3.3 tIagasins do moublos at dapparoils 8 
.énag.rs 

0.1 4.4 4.4 7.4 1.3 10.2 8.6 Magasins d'accessoir.s da.e,âle.ont 9 

. -0.1 2.2 1.2 6.2 -1.8 -3.8 1.3 Concossionnair.s do véhiculo. 10 
automobiles at récréatifs 

-1.1 5.5 -3.5 -3.5 -3.5 0.7 -4.9 Stations-service 11 

- 1.6 0.4 -2.4 - 1.9 -3.3 -1.7 -3.3 Pbgasino do pièces  at  dacc.ssoires 12 
pour automobiles at services 

2.1 -0.5 2.0 0.7 1.5 1.0 1.4 Magasin. do ..rchandis.s divers.. 13 

1.6 1.6 9.7 9.7 11.1 9.2 5.7 Autres magasins do produits 14 
semi-durable. 

1.3 3.2 -4.2 0.2 3.5 5.7 2.1 Autres u.agasins do produits 15 
durablos 

-1.5 -0.4 -2.2 - 1.0 1.5 2.3 2.4 Autres ..gasins do yenta au detail 16 

0.2 1.5 1.7. 2.7 0.8 0.4 1.2 Total, ens.1e do. eaga.ins 17 

E6gian. 

1.4 4.1 -1.4 -2.9 -0.6 -1.6 -1.4 Torre-N.uv. 18 

1.7 0.6 8.4 7.6 7.6 4.7 5.6 fl.-do-Princo4douard 19 

-3.5 4.0 2.3 3.9 3.7 7.6 3.3 Nouv.11.4cosso 20 

- - 1.8 9.2 4.7 2.0 0.6 2.1 Nouveau-Brtgiswick 21 

-0.7 1.5 - - 0.1 -1.4 0.7 0.2 Québec 22 

1.5 1.0 0.6 3.1 1.0 0.3 1.2 Ontario 23 

1.7 - 1.4 -1.0 1.9 0.7 -1.4 0.4 Manitoba 24 

1.6 -2.4 -3.2 0.1 1.6 -0.1 0.3 Saskatchewan 25 

0.7 0.8 2.6 6.0 2.9 1.9 2.4 Albert. 26 

0.4 3.0 4.2 5.3 1.7 2.9 2.1 Coloabie-Britviquo 27 

0.2 9.3 5.3 8.5 2.3 3.8 2.7 Yicon 28 

1.9 3.3 12.0 7.6 6.6 5.8 6.3 Territoires do Nord-Ou.st 29 

0  TABLEAU 1 • Vantas au detail, ddsaisaiwialis#es, salon 1a groups do crea at la region 
(périodse courantss) 



3,702.9 3,805.2 3,973.6 3,716.9 

283.0 295.1 309.1 301.1 

878.6 880.2 897.4 882.5 

138.8 132.6 114.2 135.5 

129.2 112.3 110.7 134.3 

347.2 297.6 285.9 300.4 

346.0 322.1 276.2 292.2 

674.3 628.6 635.0 616.7 

187.0 190.1 193.2 198.0 

3,257.7 3047.9 3,647.9 3,876.9 

	

13.143.8 	1,235.0 	1,287.6 	1,229.4 

	

842.4 	840.4 	906.6 	963.5 

1498.3 1,697.5 1,640.4 1,644.6 

538.6 544.7 548.1 566.6 

402.2 404.4 410.1 408.0 

791.9 873.3 938.5 887.2 

15,361.9 	15,406.9 	16,174.4 	16,]53.8 

273.3 

68.5 

489.0 

407.6 

3,719.7 

5,703.4 

512.7 

420.9 

1,642.7 

2,078.5 

14.7 

31.0 

281.5 

75.4 

516.9 

406.2 

3,752.2 

5,600.3 

524.8 

441.0 

1,681.0 

2,077.0 

17.7 

32.9 

296.0 

79.6 

540.5 

421.3 

3,989.0 

5,960.2 

543.6 

460.7 

1 2 687.0 
2,142.5 

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 

-4- 

TABL! 2. Rota1 Saiss, Not Seasonally Adjusted, by Trade Group and by Region (irrent 
Periods) 

Sales 

Vantes 

	

Septeeher 	August 	July 	Jxe Year-to-data 

	

1992 	1992 	1992 	1992 	1992 

	

Sapteà,re 	Aot 	Juillot 	Juin 	Cjlatif 

millions of dollars - millions do dollars 

Trads Group - Canada 

No. 

1 Stermarkets and grocery stores 
2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 
5 Mon'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 

Isgons  

18 Nawfozidland 

19 Prince Edward Island 

20 Nov. Scotia 

21 New Brtrswick 

22 %ieb.c 

23 Ontario 

24 Monitoba 

25 Saskatchewan 

26 Alberta 

27 British Coli.abia 

28 Yukon 

29 Northwest Territories 

33,123.4 

2,586.4 

7,691.2 

1,064.7 

1,023.2 

2,512.0 

2,531.8 

5,356.7 

1,572.0 

29,721.5 

10,343.1 

7,539.6 

13,945.8 

4,447.3 

3,289.4 

7,197.7 

133,9*5.8 

2,416.1 

588 • 5 

4,423.3 

3,440.9 

33,153.8 

49,305.2 

4,581.0 

3,878.1 

14,204.3 

17,548.6 

129.4 

276.7 



than9e from previous year 

Variation par rapport a lanné. prócéd.nts 
S.pt.ab.r 

1992 
August 

1992 
July 
1992 

Awis 
1992 

Year-ta-date 

Sop*.abr. AoGt Juillet Juin 
1992 

Cunulatif 

Per cent - pourcentag. 

6.5 -3.3 8.8 -1.4 2.1 

2.1 -5.2 -0.6 -8.2 -2.2 

12.0 8.3 14.5 13.6 9.6 

-1.7 -5.6 -2.5 -10.2 -4.6 

-4.1 -13.3 -4.7 -13.2 -8.6 

7.5 -1.1 1.3 -1.7 -0.4 

7.7 -1.1 6.6 -6.6 0.5 

6.6 -7.4 -0.1 1.3 3,3 

7.6 4.3 2.8 12.5 8.5 

7.4 3.7 -0.6 4.7 1.8 

-3.4 -4.6 -1.0 1.6 -4.3 

0.8 -4.7 -3.4 1.0 -3.1 

.5.7 -2.3 4.0 0.4 1.6 

12.6 6.6 13.3 9.1 6.1 

-1.2 -3.6 7.2 4.4 1.8 

-1.2 -7.9 5.5 0.8 2.1 

4.9 -1.5 3.8 1.8 1.5 

2.7 -7.1 1.7 -1.9 -1.5 

13.1 4.3 10.2 4.9 6.1 

4.6 -0.8 7.3 8.2 3.8 

13.6 0.4 4.8 1.5 2.6 

3.0 -4.4 1.9 2.0 0.4 

5.1 -1.3 6.1 0.9 1.5 

0.9 -1.9 4.4 -1.5 0.7 

-1.6 -3.5 3.9 -0.2 0.7 

5.4 2.6 5.0 2.9 2.8 

8.6 0.6 4.1 3.1 2.4 

4.4 6.0 6.5 5.1 3.1 

11.2 5.9 11.1 4.41 6.8 

Groiis do casrco - Canada 

Suporoarchés dalimontation at épiceri.s 1 

Tous los autros niagasins dalimontation 2 

Pharoncios at magas ins do médica.ents br.v.tós 3 

1gas ins do chaussures 4 

Magas ins do vôtaments pour hoi,s 5 

Magas ins do vôtonients pour d. 6 

Autras nogasins do vétanents 7 

tiagasins do asubles at dappareil. .anagars 8 

Magasins daccessoiros damoublament 9 

Concessionnaires do véhiculos autoaobilos 10 
at recreatifs 

Stations-service 11 

Magasins do pièces at d'accossoires pour 12 
autoaobil.s at services 

Magasin. do ..rchand isos diverse. 13 

Autres nagasins do produits s.ai-ó.irabl.s 14 

Autres magasins do produits durable, 15 

Autres .agasins do vente au detail 16 

Total, ansals dce napasins 	17 

Regions 

Terre-Mauve 18 

ile-du-Prince4douard 19 

Nouv.11.-co.sa  20 

Nouveau-Brtaswick 21 

Quáboc 22 

Ontario 23 

Piitoba 24 

Saskatchewan 25 

Alberta 26 

Coloabio-Britarwüqu. 27 

YAon 

Torritoire. du Nerd-Quest - 

28 

29 

. TABLEAU Z. Vant.s au d*tail, non -dêsaisonnalisées, salon Ia groups da u.re ot Ia region 
(périodss curants a 3 

0 
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TABLE 3. Rota.2 Sales, Not Seasonally Adjusted, by Trade Group and by Regen (Quarterly 
EstAates ) 

Sales 

Vontes 
Trade Grow 

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

No. Trimestre 3 Tri.es*re 2 Tri.estre 1 Trimestre 4 Trimestr. 3 

Canada 
millions of dollars - millions de dollars 

1 S.rmarkets and grocery stores 11,481.6 11,240.6 10,401.2 11,077.1 11,062.5 

2 All other food stores 887.2 917.0 782.3 935.7 899.2 

3 Drugs and patent .edicin. stores 21656.2 23600.8 2,434.2 2,779.7 2,381.0 

4 Shoe stores 385.6 402.1 277.0 473.8 398.7 

5 Hens clothing stores 352.1 389.0 282.0 593.7 380.4 

6 Homens clothing stores 	- 930.6 907.4 674.0 1,167.4 905.8 
7 Other clothing stores 944.4 886.5 700.9 1,237.3 906.2 

8 Household furniture and appliance stores 1,937.9 1,764.8 1,654.0 2,224.9 1,947.2 

9 Household furnishings stores 570.3 547.9 453.8 583.8 544.0 

10 Motor vehicle and recreational vehicle 10,053.4 11,317.1 8,350.9 8,493.8 9,735.7 
dealers 

11 Gasoline service stations 3,666.4 3,458.1 3 3.218.5 3,479.6 3,778.4 

12 Automotive parts, accessories and services 22589.4 2,780.9 2,169.3 2,832.0 2,656.2 

13 General merchandise stores 5,036.2 42979.8 3,929.8 6058.2 4,953.2 

14 Other semi-durable goods stores 1,631.4 1,627.9 1088.0 1,786.7 1,472.7 

15 Other durable goods stores 1,216.7 1 3 157.6 915.1 1,646.4 1,209.3 

16 Other retail stores 2,603.7 2,560.1 2,033.9 2,954.4 2,638.8 

17 Total, all stores 46,943.1 47,537.7 39,464.9 49,224.6 45,869.3 

1 

Newfoundland 

Serm.rkets and grocery stores 276.1 263.5 254.0 257.1 263.3 

2 All other food stores .. .. 

3 Drugs and patent medicine stores 57.0 57.0 56.6 66.6 55.9 

4 Shoe stores 5.2 5.0 3.3 7.4 5.0 

5 Men's clothing stores 2.8 2.9 2.1 6.6 4.1 

6 Hon's clothing stores 11.8 10.8 7.3 17.5 12.0 

7 Other clothing stores 17.4 15.2 10.7 27.7 16.6 

8 Household furniture and appliance stores 20.9 18.3 17.2 30.4 22.1 

9 Household furnishings stores 4.0 4.5 3.7 7.6 6.1 

10 Motor vehicle and recreational vehicle 142.7 168.1 112.0 104.6 134.1 
dealers 

11 Gasoline service stations 92.3 86.8 84.9 90.7 95.3 

12 Automotive parts, accessories and services 37.8 40.5 30.3 46.0 39.4 

13 General merchandis, stores 108.2 100.5 89.1 189.0 135.5 

14 Other semi-durable goods stores 29.9 26.3 17.3 28.7 24.0 

15 Other durable goods stores 11.3 10.7 8.2 17.7 11.8 

16 Other retail stores 23.0 23.1 21.3 36.0 26.5 

17 Total, all stares 850.8 841.4 723.9 941.3 860.0 



-3.0 -3.4 -6.7 -15.8 

-2.5 -4.4 -2.0 -13.1 

1.7 0.7 2.7 -4.2 

10.8 3.5 3.8 -10.9 • 
:: 

2.3 - 2.3 -5.6 

4.9 1.0 4.6 4.2 

2.1 0.7 2.6 6.1 

2.9 -2.2 18.7 12.4 

-30.9 -34.5 -20.8 -28.5 

-1.6 -2.6 -0.9 - - 
4.5 -5.8 -7.1 -9.2 

-5.4 -1.4 20.7 -4.4 

-34.4 -13.7 -19.1 -22.8 

6.4 -5.8 -0.7 -17.4 

-3.2 1.2 3.6 -15.7 

-4.0 -1.3 -4.7 -16.5 

-20.1 -21.0 -10.5 0.7 

24.6 12.9 6.5 -8.5 

-4.8 -5.3 5.4 -7.5 

-5.8 

-14.8 

-1.9 

-14.5 

-9.4 

-2.5 

-4.5 

3.0 

2.4 

0.2 

-9.5 

1.6 

-11.2 

-2.2 

5.3 

-13.3 

-17.6 

-11.2 

1.2 

-10.0 

-10.5 

2.7 

.4.4 
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I* TABLEMI 3. Vantes au detail, non-désaisaonalàsêes, salon 1s groups do como.rce at la region 
(estisations trissatriollea) 

Chengo from previous year 

Variation par rapport I PaIVÔO pr6cdon4a 

Quarter 31 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
- 	1992 	1992 	1992 	1991 	1991 

Trimostre 3 Tri.estr. 2 Trimostra 1 Tri.estr. 4 Trimostr. 3 

Croto da coorco 

No 
 

Canada 

Ser.archés dalimentation at ópiceriea 	1 

Tous las autres magasins d'al.imentation 	2 

Pharmocios at mogasins do midicaments br.votá. 3 

Magasins do chaussur.s 	 4 

Magasins do vê*.m.Ms pour hoomes 	 S 

Magasins do vête.ents pour ds 	 6 

Autres mogasins do vê*aments 	 7 

Magasins do aeiâles at d'apparails .énagors 	8 

llagasins d'accessoiras d'amotble.en* 	 9 

Concessionnaires do véhicules automobiles 	10 
at récróatifs 

Stat ions-ser-v ice 	 11 

Magasins do pièces at daccassoires pour 	12 
automobiles at services 

Magasins do morchandisas div.rses 	 13 

Autres mogasins do produits sami-durables 	14 

Autras .agasins do produits durable. 	 15 

Autres luagasins do vents au dátail 	 16 

Total, ansle dos .aq.sins 	 17 

Per cant - pourc.ntage 

3.8 1.2 1.3 1.8 1.9 

-1.3 -2.6 -2.5 -6.1 -12.0 

11.6 9.5 7.7 6.7 0.8 

-3.3 -7.7 -1.7 -14.7 -11.7 

-7.4 -12.0 -4.9 -21.4 -13.2 

2.7 -3.1 -1.0 -0.9 -7.0 

4.2 -1.5 -1.6 -7.7 -6.2 

-0,5 -0.3 12.6 -13.1 -7.4 

4.8 6.7 15.9 -19.4 -17.4 

3.3 -1.6 4.9 -6.4 -5.2 

T.rr.-Hasav. 

S&ermorchós dalimen*ation at épicaries 1 

Tous lea autras mogasins dali.entation 2 

Phareacies at mogasins do m6dica.onts br.ve*ós 3 

Magas ins do chaussuros 4 

Magas ins do vIt..oMs pour hoas 5 

Magasins do vitaments pour da.es 6 

Autr.s magas ins do vIto.onts 7 

Magasins do onâl.s at dappareils 	6nagers 8 

Magasins daccessoiras d'amotèl..ent 9 

Concessionnaires do véhiculos automobiles 10 
at rócrIat ifs 

Stat ions-service 11 

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

Magasins do morchandisas diversas 13 

Autras .agasins do proéiits sesi-durablo. 14 

Autr.s esgasins do produits durables 15 

Autres esgasins do vents au dátail 16 

Total, ense.bl. do. .agasins 17 



TABLE 3 • Retail Sales, Not seasonally Adjusted, by Trade Group and by Rogen (Guarterly 
Estiaat.$) 

Sales 

Ventes 

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

Tristre 3 Trimestre 2 Tri.estre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions do dollars 

15.8 15.2 12.8 14.6 12.9 

1.1 1.0 0.6 1.3 1.0 

4.2 2.4 1.7 3.7 3.8 

7.2 6.8 5.6 7.1 7.0 

1.9 1.8 1.3 2.1 1.6 

41.7 45.2 28.6 29.5 36.3 

27.5 22.1 17.9 18.8 20.2 

22.0 18.8 14.2 31.3 22.3 

9.9 6.9 4.1 6.4 8.2 

3.0 2.8 1.8 4.9 3.4 

16.2 12.2 9.4 11.4 14.0 

223.4 205.0 160.0 204.7 205.0 

436.5 439.0 399.3 414.1 418.8 

103.8 100.4 88.0 101.3 81.4 

8.0 8.5 6.2 11.2 8.8 

6.9 7.4 5.8 15.2 8.1 

25.6 25.9 18.8 39.1 27.5 

21.7 18.8 15.7 29.6 19.3 

40.6 36.8 37.4 55.6 42.9 

11.5 10.0 8.0 11.6 10.0 

307.9 382.2 245.7 206.8 270.3 

174.9 167.8 147.9 168.4 184.0 

56.7 63.1 47.3 65.7 61.0 

158.2 155.4 118.6 251.7 163.4 

43.7 41.0 32.0 52.3 43.5 

27.7 27.0 24.1 47.7 27.3 

104.9 93.9 73.6 102.3 104.9 

1,544.4 1,592.9 44.0 1,591.5 1,492.4 

Trade Group 

No. 

Prince Edeard Island 

I Sup.rrkots and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Macen'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 Automat ive parts, accessories and services 

13 General merchandise stores 

14 Other sesi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stares 

Nova Scotia 

I Si.q,arcerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho. stores 

5 Men's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Au*oeot iva parts, accessories and services 

13 General .erchwclise stores 

14 Other sa.i-ckirabla goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stares 



-1.4 -6.2 -15.9 -18.9 -19.2 

20.3 3.6 -8.0 -24.4 -21.8 

-10.7 -2.6 -0.9 -13.8 -22.2 

15.9 24.0 29.0 4.6 2.5 

	

9.0 	3.5 	5.5 	-4.7 	-5.5 

	

4.2 	8.1 	6.4 	9.7 	5.4 

27.5 25.4 15.0 -6.6 -8.7 

-9.1 -8.9 -5.3 -9.4 -10.6 

-14.4 -17.6 -1.7 -20.4 -10.0 

-6.7 -5.4 -6.2 -3.2 0.5 

12.7 4.8 0.5 -16.7 -16.1 

-5.4 -6.6 -2.3 -25.6 -16.6 

14.9 6.3 5.8 -17.8 -11.7 

13.9 13.8 15.8 -21.8 -9.1 

-5.0 -6.4 -13.5 2.1 13.2 

-7.0 -9.5 -5.0 -17.7 -18.2 

-3.2 -3.2 -5.0 -13.9 -15.2 

0.6 -2.1 4.4 -6.0 -10.7 

1.4 2.3 13.7 -7.7 -10.7 

- - 0.2 5.1 -6.1 -3.0 

3.6 4.5 3.3 -7.8 -4.4 
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TAELEAU 3. Vontss au détal, non -désaisonoalIsss, salon Is groups do corc. at Ia region 
(estaations triosstri.11.$) 

I Change f roe previous year 

Variation par rapport it larwóe précédente 

Quarter3 Quarter 2 Quarter 1 Quartor 4 Quarter 3 
1992 	1992 	1992 	1991 	1991 

Trimostr. 3 Trimastre 2 Tri.str. 1 Trimestre 6 Tri.ostre 3 

Per cant - pourc.ntaga 

Groe de comearc. 

!1.-a-Princs-1douard 

N' 

22.7 30.5 24.7 35.3 28.7 

2.5 -6.0 20.0 -2.6 7.4 

11.4 -3.2 10.9 -23.7 -1.4 

3.9 5.9 24.9 -12.9 13.1 

14.3 5.3 -3.7 -4.3 -11.0 

14.8 1.3 6.9 -24.1 -17.3 

Stqersmrchós dali.entation at 6picaries I 

Tous lee autriss megasins dalimuntation 2 

Pharmacies at magasins do médicaments brevetés 3 

I'gas ins do chaussures 4 

lagas ins do vètomen*s pour hoaes 5 

Ilagas ins do vêteoents pour dames 6 

Autr.s magasins do vôtets 7 

Magasins do .etâles at dappareils .ónagers 8 

Magasins d'accessoires d'a.eth1..snt 9 

Concossiorwaires do vihiculos automobiles 10 
at récréatifs 

Stations-service 11 

Pbgasins do pièces at daccossoir.s pour 12 
automobiles at services 

Magas ins do merchandises divers.s 13 

Autras .sgasins do produits semi-durablas 14 

Autr.s uagasins do produits éir.bl.s 15 

Autres magasins do vents au detail 16 

Total, .nsa.bl. des .agasins 17 

tuv8116-1oo. 

Suporaarchás dali.enta*ian at epicene. 1 

Tous Los autres magasins dalimontation 2 

Pharmacies at ..gasins do ofidicaments brevetes 3 

Pbgasins do chaussure. 4 

Magasins do vátements pour homee. 5 

Magasins do vôtnts pour ds 6 

Autres .agasins do vôteaants 7 

lagasins do maèles at dappareils .ónagers S 

Mages ins d • accesso ire. d' a.sâ lament 9 

Conc.ssio,vair.s do váhicules automobiles 10 
at recréat ifs 

Stations-service 11 

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

Magasins do merchandises diverse. 13 

Autres ..gasins do produits semi-durable. 14 

Autriss magazins do produits durable. 15 

Autres .agasins do vents au dótail 16 

Total, ensemble des .agasins 17 

36.5 	27.6 	14.3 	28.6 	22.9 

S 

. 



3,301.8 

639.3 

139.6 

89.9 

243.6 

303.9 

476.1 

135.0 

2,504.0 

747.3 

930.3 

362.9 

215.7 

413.7 

11,460.9 

3,107.4 2,843.1 3,125.4 3,105.1 

642.4 625.0 718.2 611.0 

150.9 88.5 178.3 143.3 

112.3 69.8 146.4 99.5 

246.1 169.9 287.5 236.1 

313.8 213.7 368.5 294.4 

457.1 372.7 516.1 488.1 

159.5 109.9 147.1 152.8 

32087.1 1,986.7 2,012.7 2,560.5 

761.9 722.9 783.7 842.1 

984.1 729.7 1,276.5 957.6 

361.7 263.2 368.9 332.5 

222.0 162.9 270.9 223.1 

475.2 366.3 553.1 433.8 

12,157.4 	9,533.5 	11,821.8 	11,451.3 	0 

ISPIC 

TABLE 3 • Retail Salea, tt Seasonally Adjusted, by Trade Group wW by Region (Quarterly 
Estiaates) 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 

	

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

millions of dollars - millions de dollars 

	

342.4 	332.9 	303.3 	321.5 	317.8 

	

68.1 	68.9 	65.8 	73.5 	67.8 

	

6.1 	6.2 	6.2 	8.4 	6.3 

	

7.1 	7.1 	5.7 	16.2 	9.0 

	

21.5 	20.9 	14.7 	29.1 	20.0 

	

18.5 	16.4 	11.8 	25.3 	16.8 

	

8.9 	8.9 	6.3 	9.1 	8.3 

	

295.5 	307.7 	220.8 	207.2 	249.0 

101.7 86.1 81.2 93.4 104.9 

68.3 69.1 51.2 74.0 70.6 

134.1 127.9 95.9 189.4 132.2 

37.5 37.8 27.7 39.1 30.7 

18.2 17.5 15.6 30.2 20.0 

60.0 59.2 43.8 62.3 61.7 

1,235.1 1 1213.5 992.4 1,242.3 1,165.3 

Trade Grow 

No 

New Rraiswck 

1 Serewrkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Mason'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 Auto.aotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthres 

Quebec 

1 S.raarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mon's clothing stores 

6 Houen's clothing store. 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings store. 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Auto.otivo parts, accessories and services 

13 General .erchand isa stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

27 Total, all steres 



6.3 	-0. 1 	-0.7 
	

2.9 
	

4.0 

4.6 

-2.6 

-9.6 

3.2 

3.2 

-2.5 

-11.7 

-2.2 

-11.3 

-2.9 

9.2 

-3.3 

-4. 6 

0.1 

5.6 

-7.3 

-12.0 

-1.3 

-0.4 

2.1 

4.7 

0.5 

-5.7 

4.3 

-2.5 

7.0 

8.9 

0.7 

-5.0 

2.3 

-4.8 

17.9 

16.9 

4.0 

-10.6 

1.4 

0.1 

-5.2 

11.9 

1.2 

17.0 

-15.8 

-19.9 

-1.7 

-12.1 

-12.3 

-14.0 

2.3 

-22.8 

-6.1 

-18.8 

-18.9 

-2.8 

-5.5 

8.6 

-11.0 

-11.0 

-12.3 

-9.4 

-5.8 

-8.7 

2.8 

-13.9 

-3.9 

-17.5 

-15.7 
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TABLEAU 3 • Ventes am déta1, non -dAsaisonnaliséss, aslon is groups ds marSS  at ia rêgsn 
(.taticns trsstri.iiss) 

-- thenge from previous year 

Variation par rapport a i • anna. précédente 

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

Tri.estr. 3 Tristr. 2 Trimestre 1 Tri.estre 4 Trimestre 3 

Per cent - pourcantag. 

7.7 2.6 -1.7 -3.8 3.6 

0.4 -4.5 -6.7 -4.2 1.8 

-2.5 -11.5 -2.8 -6.4 -9.9 

-21.7 -17.8 3.0 -2.2 -0.8 

7.4 1.5 4.9 1.0 -3.3 

10.6 6.6 2.7 -5.9 -11.5 

7.2 3.8 6.5 -19.0 -6.9 

18.7 1.0 16.2 -2.0 -0.6 

-3.0 -7.2 -10.8 -13.6 -4.7 

-3.3 -13.8 -9.3 -10.4 

1.4 0.7 -1.0 -1011 -11.7 

22.2 14.2 31.2 -0.9 -11.9 

• 12:0 

:: :: 

6.0 -0.3 2.2 .6.0 -3.1 

Groups do coimeerce 

Nv.au-Erunas.id( 

Seraarchés dalimentation at épic.ri.s 	1 

ious les autras magasin. dalimentation 	2 

Pharmacies at magasins do médicaments bravetés 3 

Pbgas ins do chaussures 	 4 

Magas ins do vétoments pour home.. 	 5 

Magasins do vêtoments pour dames 	 6 

Autres Sagas ins do vête.ents 	 7 

Magasins do m.ubles at dappareils uiénag.rs 	8 

Magasins daccossoiros dameublement 	 9 

Concessionnaires do véhiculas automobiles 	10 
at récreat ifs 

Stations-service 	 11 

Ibgasins do pièces at daccessoiros pour 	12 
automobiles at services 

Magasins da merchandises diversei 	 13 

Autries eagasins do produits semi-durable. 	14 

Autres magasins do produits darables 	 15 

Autres sagasins do vents au detail 	 16 

Total, ensemble des magasim 	 17 

Québec 

Si.rmarchés dalimantation at ópiceries 1 

Tous lea autres megasins dalimentation 2 

Pharcies at wagasins do .édica.ents brevetés 3 

Pbgas ins do chaussures 4 

Magas ins do vète.ents pour hos 5 

Magasins do vt.men*s pour dames 6 

Autres sagas ins do vétements 7 

PWgasins do meublos at dappareils .énag.rs 8 

lagasins d • accossoires d • a.sublement 9 

Concessionnaires do véhiculos automobiles 10 
at récréatifs 

Stations-service 11 

Ifagasins do pièces at daccessoiros pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autres magasins do produits semi-durable. 14 

Autres wagasins do produits dur.bl.s 15 

Autres ..gaa ins do vents am detail 16 

Total, ensemble On .agasfns 17 
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TABLE 3 • Retail Sales, It Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estioatas) 

Sales 

Vontes 
Trade Group 

Quarter 31 Quarter 2 Quarter 1 Quarter 6 Quarter 3 
1992 1992 1992 1991 1991 

Tri.estre 3 Trimestre 2 Trimestre 1 Tri.estre 4 Trimostre 3 

millions of dollars - •illions do dollars 

3,643.2 3,641.5 3,426.6 3,630.4 3 3.641.0 

1,043.7 1,030.9 947.8 1 1058.0 913.2 

132.2 138.0 100.0 164.1 143.8 

143.2 155.9 114.5 241.5 155.3 

360.7 349.5 255.6 462.1 342.8 

301.7 275.2 230.3 435.1 294.8 

788.5 706.7 681.1 875.2 787.8 

230.9 194.2 178.8 235.8 214.9 

3,763.5 4,187.1 3,152.9 3,353.6 3,528.1 

1,332.5 1 2 260.2 1,158.6 1,197.8 1,308.7 

968.2 1,037.3 837.1 12090.1 1,000.3 

1,854.0 1,814.1 1,438.9 22639.2 1,813.3 

622.7 623.3 456.2 720.3 539.0 

494.6 471.4 376.3 715.7 505.7 

1,198.1 1,153.5 901.8 1,351.1 1,241.7 

	

17,243.8 	17,445.3 	14,594.1 	18,570.1 	14,8.0 

	

424.2 	440.6 	412.7 	434.2 	419.0 

9.7 10.1 7.3 12.4 9.5 

10.9 12.1 9.6 21.7 12.6 

30.7 31.8 26.6 45.8 34.0 

31.8 31.5 25.1 42.8 31.4 

54.1 49.3 47.2 64.4 52.4 

11.7 11.5 9.2 12.7 12.2 

325.2 342.6 285.1 287.4 321.2 

157.0 143.8 139.2 158.5 169.5 

82.9 87.5 62.4 84.6 82.3 

207.5 210.3 167.0 288.7 203.2 

46.7 52.8 33.3 53.5 42.8 

42.8 39.8 31.9 53.9 38.8 

63.8 61.8 52.6 77.5 58.8 

1,581.1 1,611.2 1,8.b 1,727.4 11543.7 

No. 

Ontario 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Hens 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 merchandis, stores 

14 Other semi-eu-abl, goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stares 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 	- 

3 Drugs and patent med Ic ins stores 

4 Shoe stores 

5 Men's clothing stores 

6 Hon'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 0-thor semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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TABLEAU 3 • V.nt.s au dtai1, non -désaisoswia2.séss, solon 2a qroie do -----&rce St is rógien 
I. tisations trisestrislios) 

. Chengo from previous year 

Var let ion par rapport a i • anne. précédento 

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

Tris.tre 3 Tri.ostr. 2 Tri..str. 1 Trieastro 4 Trime.tra 3 

Grows do coerco 

Per cent - pourcentage 
taro 

0.1 -1.7 -0.1 -2.5 -2.3 Suparearchés d'alimentation at ópiceri.s I 

lous los autres magasins d • alisentat ion 2 

14.3 12.0 7.3 4.6 -2.1 Phareacies at ..gasins do .idica.ents brevetés 3 

-8.0 -12.1 -9.3 -18.1 -14.4 tlagasins do chaussur.. 4 

-7.8 -11.8 -6.0 -20.8 -12.8 Magasins do vCteaents pour hoes S 

5.2 -4.8 -2.5 -3.2 -9.6 Magasins do vétesants pour da.es 6 

2.3 -3.1 -1.8 -6.1 -5.8 Autres eagasins do vêtaoents 7 

0.1 -1.8 9.6 -15.9 -6.4 Magasins do moublos at dappar.ils .&agors 8 

7.4 0.4 10.6 -26.8 -24.2 Magasins dacc.ssoir.s da.eublement 9 

6.7 0.2 7.4 -5.0 -4.7 Concassionnaires do vIhicules autasobilas 10 
at rócréat ifs 

1.8 -0.4 -4.6 -15.7 -3.8 Stations-service 11 

-3.2 -5.0 -2.2 -12.3 -15.6 Piagasins do pièces at d'accossoires pour 12 
autosobiles at services 

2.2 -0.2 3.7 -2.9 -1.9 Magasins do earchandises divorses 13 

15.5 3.6 0.8 -14.5 -23.3 Autras eagasins do produits seal-durable, 14 

S -2.2 3.6 4.9 -6.8 -9.2 Autr.s magmains do produits durable. 15 

-3.5 0.7 3.1 -3.6 -1.1 Autr.s eagasins do yenta au detail 16 

2.6 -0.3 2.4 -6.5 -5.8 Total, enssuble des .agasins 17 

Manitaba 

1.2 1.7 2.1 0.7 -7.4 Sup.rearchás dali.sntation at epicene. 1 

lou, los autros eagasins d'ali.ssntat ion 2 

Phereacies at susgasin. do .6diceaents brevotCs 3 

2.2 -5.9 3.6 -13.3 -15.2 Magasins do chaussures 4 

-13.0 -22.1 -8.3 -19.0 -8.9 Magasins do vâtants pour hoa. 5 

-9.8 -8.3 -5.7 - - -4.1 M.geains do vito.ents pour de. 6 

1.2 -2.8 0.3 -2.8 7.6 Autres .agasins do vCteean*s 7 

3.2 9.3 21.6 -4.4 -0.5 Magasins do eatèlos at d'appar.ils .ónagars 8 

-3.8 -0.2 2.5 -4.1 -6.3 I*agasins d'acce.soir.. d'a..tèl..ent 

1.2 -7.5 7.1 -9.0 -11.5 Concossionnairas do véhicules autosobil.. 10 
at récré.tif. 

-7.4 -8.4 -6.0 -9.2 4.7 Stations-service 11 

0.7 -5.1 0.9 -11.7 -7.9 Magasins do pièces at d'accessoires pour 12 
autosobales at services 

2.2 0.1 3.3 -5.9 -1.1 Magasins do am. chandisa. diverse. 13 
8.9 -0.6 0.7 -13.2 -10.7 Autr.s osgasins do produits se.i-durabl.. 14 

10.3 9.3 8.8 -13.5 -12.9 Autr.s magasins do prockiits durable. 15 

2.9 3.7 0.4 -2.3 Autre, magasins do vents au detail 16 

S
8.4 

-1.7 3.2 -4.6 -5.1 Total, wio des a.gesles 17 
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TABLE 3. R.ta..l Sales, Nat Seasonally Ad:just.d, by Trade Group and by Region (Quarterly 
Estioatos) 

Sales 

Vent.s 

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

Trimestre 3 Tri.estre 2 Trimestre 1 Tri.estre 4 Trimestre 3 

•illions of dollars - millions de dollars 

330.1 337.1 305.9 329.8 324.9 

77.9 81.0 72.0 75.5 65.3 

7.9 8.9 6.6 9.2 7.7 

8.2 9.2 7.2 15.7 9.2 

26.8 27.9 21.1 33.5 25.6 

26.8 25.6 22.2 34.9 24.6 

35.5 32.2 32.3 44.3 34.3 

16.2 14.9 12.8 12.7 10.1 

257.0 282.8 242.0 254.0 275.3 

123.8 120.4 119.3 134.1 148.1 

84.9 93.5 70.6 88.6 88.9 

172.4 179.2 141.7 236.7 160.9 

44.2 51.4 36.4 52.3 42.4 

35.5 36.3 26.5 50.2 34.4 

60.0 58.7 49.4 68.3 62.3 

1,322.5 	1,375.8 	1 1 179.8 	1 1 455.8 	1,328.2 

1,175.8 1072.7 1,049.1 11069.2 1,069.5 

267.3 242.0 230.4 265.9 230.0 

30.7 29.9 23.8 33.6 29.8 

40.2 41.1 34.0 67.1 41.2 

94.1 85.2 71.5 113.7 96.3 

94.9 86.7 75.3 121.3 91.3 

220.3 192.2 188.8 253.4 212.9 

53.6 51.0 44.8 52.5 44.4 

993.7 1,081.3 874.1 879.4 1,007.5 

387.3 360.2 321.1 336.4 360.7 

300.1 296.0 238.8 291.7 293.2 

676.9 664.0 556.4 877.5 664.1 

201.0 212.8 146.7 214.9 190.0 

153.3 139.7 115.7 196.8 139.3 

278.9 261.6 218.0 295.8 268.5 

5,010.8 4,959.9 4,233.6 5 1 131.1 4,803.2 

Trade Group 

No. 

SasRatctisuan 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent madicine stores 

4 Shoe stores 

5 Mons clothing stores 

6 $omans 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 Autosot ive parts, accessories and services 

13 General merchandis. stores 

14 Other sa.i-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all sthres 

Alberta 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent madicine stores 

4 Shoe stores 

5 Msns clothing stores 

6 Mons 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 Auko.ot ive parts, accessories and services 

13 General marchandis. stores 

14 Other seal-durable goods stores 

15 Other durabl, goods stores 

16 Other retail stores 

17 Total, all sthrea 



Per cent - pourcentage 

1.6 1.1 -2.2 6.6 8.7 

19.4 26.3 12.9 -7.6 -5.9 

2.3 1.6 5.5 -6.3 -8.9 

-11.0 -10.6 -12.1 -39.5 -38.3 

4.4 4.4 6.9 7.4 6.4 

9.0 2.0 -6.0 -21.7 -16.3 

3.5 4.3 5.5 -11.7 -12.2 

60.9 42.0 64.1 -0.7 -5.8 

-6.6 -6.1 2.0 -17.5 -20.8 

-16.4 -9.0 -1.9 0.4 6.3 

-4.5 -1.6 3.6 -15.4 -21.2 

7.2 9.0 6.5 -4.5 -8.3 

4.2 0.9 0.1 -12.1 -9.1 

. 3.0 6.5 2.0 -8.5 -8.9 

-3.6 -1.6 -5.0 -0.5 -5.9 

Sasatchmean 

Supernorchés d'ali.entation at epicene. 1 

lous los autres megasins dalimentation 2 

Phareacies at .agasins do widicaments bravetés 3 

Magas ins do chaussures 4 

Magasins do vétements pour homees 5 

Magasins do vêto.ents pour dames 6 

Autres eagasins do vêteaeMs 7 

Magasins do .etthles at d'appareils usinagers 8 

Magasins daccessoires d'amotóle.ent 9 

Concassionnaires do véhicules automobiles 10 
at r4cr6at ifs 

Stations-service 11 

Magasins do pièces at daccessoire. pour 12 
automobiles at services 

Magasins do marchandises divers., 13 

Autras ..gasins do produits se.i-durabl.s 14 

Au*res .agasins do produits durable. 15 

Mitre. .agasins do vents au dItail 16 

9.9 	9.1 	8.3 	6.5 	5.9 

16.2 6.9 6.6 -1.6 -4.0 

3.3 -3.1 1.5 -10.9 -9.2 

-2.4 -10.8 -5.5 -23.6 -16.5 

-2.3 -8.0 -9.8 1.4 1.1 

4.0 -3.7 1.3 -1.3 1.4 

3.4 -4.6 5.0 -19.4 -22.3 

20.8 17.5 25.4 -17.5 -23.9 

-1.4 -6.6 -0.8 -12.5 -10.6 

7.4 9.4 3.3 -17.5 -5.1 

2.4 -2.9 2.2 -15.2 -13.7 

1.9 0.1 0.8 -6.0 1.4 

5.8 3.6 13.1 4.8 6.5 

10.1 -0.1 5.2 -7.5 -13.8 

. :::: :::; 

Alberta 

Superoarchés dalimentation at ápicaries 1 

Tous 1., autr.s ..gasins dali.snt.tion 2 

Pharmacist at megasins do .édicnts brevotCs 3 

Magasins do chaussures 4 

Magasins do vóte.ents pour home.. 5 

Magasins do vetements pour ds 6 

Autre. .sgasins do vôtements 7 

Magasins do .stól.s at dappareils .énagers 8 

Magasins daccassoires da.ss.èle.ent 9 

Concessio.vaires do véhiculea autosob lbs 10 
at récréat if. 

Stations-service 11 

lagasins do pièces at daccessoires pour 12 
au*o.obibes at services 

Magas ins do marchandises divers.s 13 

Autres magasins do produits se.i-durabb.s 14 

Autres megasins do procluits durable. 15 

Mitres miagasins do vente su detail 16 

Total, eneo.ble des sagasins 17 
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TAHLEAU 3 • Vent.s au detail, non-ddsaisomslisdws, slon Ia groupa do r.rca at Ia region 
(estioations trimeetrisliss) 

S Change from previous year 

Variation par rapport a l'annáe précédonte 
Quarter 3 Quarter2 Quarter 1 Quarter 4 Quarter 3 

1992 	1992 	1992 	1991 	1991 
Trisostre 3 Trimostre 2 Triea,*re I Tri.s.tr. 4 Triass*re 3 

Groupe do comeerce 

N.  

-0.4 	0.9 	1.6 	-7.1 	-8.0 Total, sosmeble des magasins 	17 
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TABLE 3. Retail Sales, It Seasonally Adjusted, by Trade Group and by R.gisn (Quarterly 
F.stiaates) 

Sales 

Ventes 

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

ITrimestre 
1991 

Triu.sstre 3 Trimestre 2 Trimostre 1 4 Tri.ostre 3 

millions of dollars - millions de dollars 

1,468.7 1,427.5 1,336.4 1,418.9 1,422.4 

310.1 289.9 265.4 324.8 275.0 

44.4 43.2 36.0 47.2 42.9 

41.3 39.4 32.2 60.9 39.7 

111.4 104.9 85.4 133.3 105.4 

121.8 99.5 93.4 147.0 112.4 

256.2 229.7 235.6 322.4 259.1 

95.7 90.6 78.2 91.2 82.4 

1 1.405.7 1,414.9 11188.2 1,142.9 1,334.5 

507.5 438.6 418.1 489.6 534.7 

290.8 277.2 247.8 293.6 296.9 

727.5 680.3 541.9 927.2 659.4 

226.1 208.3 167.2 244.3 213.3 

209.9 186.3 149.4 254.3 202.1 

375.0 351.7 291.0 387.2 357.7 

6 1 298.0 5,993.5 5,257.0 6,394.7 6,034.1 

29.8 27.5 22.3 24.0 27.2 

0.9 1.1 0.8 1.3 1.2 

3.2 2.9 2.7 3.5 3.0 

16.6 18.1 14.9 15.6 18.9 

45.1 45.1 36.3 51.1 41.5 

6.8 5.6 4.1 5.9 6.3 

4.9 4.2 2.7 4.0 3.4 

10.0 9.1 6.7 9.3 8.8 

250.3 141.8 114.0 142.0 139.0 

Trade Group 

British Colbia 

1 Siorsarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicin, stores 

4 Shoe stores 

5 lIens clothing stores 

6 Ho.en's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, .11 stores 

Yiiton and NorUest Territoriss 

1 Si.rearkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Sho, stores 

5 Men's clothing stores 

6 Homon's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasolin, servic. stations 

12 Auto.ot iv. parts, accessories and services 

13 General merchandise stores 

14 Other seal-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 



change from previous year 

Variation par rapport è l'aivéo précédant. 

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

Tristre 3 Tri..stre 2 Tri..str. 1 Tr i.estre 4 Trimestra 3 

Per cant - pour'c.ntaga 

3.3 3.3 3.3 S.9 5.2 

12.8 8.4 8.6 8.0 -0.2 

3.5 1.9 11.2 -9.2 -8.4 

3.9 -5.6 2.8 -22.3 -12.3 

5.7 3.7 5.5 5.8 2.4 

8.4 -1.3 3.7 -0.7 -1.5 

-1.1 1.5 21.5 - - 2.9 

16.1 17.8 23.9 -11.3 -14.9 

5.3 -7.5 1.1 -11.2 -9.0 

-5.1 -12.9 -12.9 -14.8 -6.8 

-2.0 -8.1 -9.3 -10.7 -10.1 

10.3 8.3 8.0 0.6 5.4 

6.0 1.7 8.8 1.4 -1.2 

3.8 0.7 10.1 3.6 3.0 

4.8 9.1 8.9 4.6 1.0 

[1 

. 

9.6 8.5 11.2 -3.4 4.6 

-18.9 -10.0 0.3 6.5 7.4 

7.9 34.2 35.7 2.5 -6.2 

-12.4 -20.4 -8.0 -32.3 -17.8 

8.7 7.4 6.5 1.8 - - 
8.8 -1.5 -1.5 -18.2 -11.9 

45.4 32.8 28.6 4.7 -2.5 

13.0 2.4 -3.4 2.9 0.6 

8.1 3.4 5.1 -7.8 -5.2 
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TABLEAU 3.. Vntes au d6ta1, non-désajso,wialisées, s1on 1s groups do corce at la régon 
(ostaations tr.stria11.$) 

Groupa do comeerco 

N o  

cola.bi.-Brita.viiqu. 

Sierirchós d • alimentat ion at 6pic.ries 1 

Tous las autres megasins dalimentation 2 

Pharmacies it magasins do médicamonts brevatés 3 

Magasins de chaussures 4 

Ilagasins do vê*ents pour haimees 5 

Magasins do vètaaonts pour dames 6 

Autros Isagasins do vêtam.nts 7 

Magasins do m.ubles at dappar.ils m6n&Sprs 8 

Magasins daccassairas da.eublo..nt 9 

Concassionnairos do vóh joule. automobile. 10 
at récróat ifs 

Stations-service 11 

Ilagasins do pièces at daccassoir.. pour 12 
automobiles at services 

Magasins do merchandises diversos 13 

Autr-.. magasins do produit. sa.i-durabla. 14 

Autres megasins do produits durable. 15 

Autres magasins do vents au detail 16 

Total, .nsle des uagasins 17 

Yi*on at T.rrithires 

Supormarchis dali.entation at epicene. 1 

Tous los autres .agasin. dali.ont.tion 2 

Pharmacies at ..gasin. do .ódic.ament. brevetC. 3 

Maga. ins do chaussuras 4 

Magas ins do vétements pour hoa S 

Pbgasins do vetemonts pour ds 6 

Autres ..gas ins do vitemonts 7 

Magasins do moubles at dappareils .agers 8 

Magasins daccessoires da.sthl.sent 9 

Concos. ionnaires do vihicul.s automobi 1.. 10 
at rácréat ifs 

Stations-service 11 

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

Magas ins do merchandises divers., 13 

Au*r.s megasins do produits s.ui-durabl.s 14 

Autres .agasins do proéiits durable. 15 

Autre. .sgasins do vents au dtail 16 

Total, ensisSla doe .agaslais 17 

4.3 	-0.3 	3.2 	-1.9 	-1.3 
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TABLE 3. Retail Salea, Nat Seasonally Adzjust.d, by Trade GroI* and by Region (Quarterly 
Estiaatas) 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Tri.estre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

	

8.9 	8.5 	8.3 	8.6 	11.1 

	

x 	x 	x 	x 

	

x 	 x x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	x 	0.3 	0.4 	0.4 

	

x 	 x 	 x 	 x 	 x 

	

0.8 	0.7 	0.6 	1.1 	1.0 

	

x 	x 	x 	x 	x 

	

5.0 	7.3 	6.3 	7.1 	7.9 

x x x x 

3.2 2.1 1.6 2.6 3.1 

x x x x x 

50.5 44.5 34.4 44.5 47.8 

20.9 19.0 14.0 15.5 16.1 

x x x x x 

x x x x 

x x x x x 

x x x x x 

x x 0.5 0.9 0.8 

x x x x x 

2.4 2.1 2.0 2.3 2.0 

x x x x x 

11.5 10.7 8.5 8.5 11.0 

2.9 2.6 3.2 2.9 2.9 

x x x x 

3.6 3.5 2.4 3.3 

2.1 2.1 1.4 2.0 

x x x 

99.8 97.3 79.4 97.5 

Trade Grot 

No 

Yi*en 

1 &q3ermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Hoeen'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 Auto.ot ive 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 stares 

NorUa.sst T.rritaries 

1 &ersrkjsts and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicl, and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Auto.otive 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 sres 

x 

3.1 

1.4 

x 

91.3 • 
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TABLEAU 3 • Ventos au ø&ta1, non -dèsai ona1isss, s.lon 10 gruss do '*rcs at la rdgion 
(etisataans tri..strialle) 

. Change from previous year 
Variation par rapport a l'annóe précédente 

Quarter 31 Quarter 2 Quarter 1 Quarter 4 Quarter 3 

	

1992 	1992 	1992 	1991 	1991 
Tri..stra 3 Trinostr. 2 Tri..stre 1 Tristra 4 Tri.eatro 3 

Per cent - pourcentage 

	

-20.0 	-15.7 	11.0 	-10.1 	7.6 

	

x 	x 	x 	x 	x 

	

K 	 x 	K 	 K 

	

K 	 K 	 X 	 K 	 K 

	

K 	 K 	 K 	 K 	 K 

	

K 	 x 	27.5 	x 	x 

	

K 	 K 	 K 	 K 	 K 

	

-19.5 	24.2 	44.5 	3.4 	7.3 

	

K 	 K 	 K 	 K 	 K 

	

-36.2 	-31.7 	-7.1 	-24.1 	-25.7 

	

K 	 K 	 K 	 K 	 K 

	

2.2 	-16.5 	-13.1 	-22.3 	-3.7 

. 	 •x 

Grote de conoarce 

m e 

Y*on 
S.peraarcbis dali.sntation at ápicaries 	I 

Tous las autres nogasins d'ali.enta*ion 	2 

Pharoscies at nogasins do widicaments bravet6s 3 

Plagas ins do chaussures 	 4 

Kagas ins do vitomonts pour hoss 	 5 

Kagas ins do vôtoaents pour ds 	 6 

Autres .agas ins do vita.ents 	 7 

Ilagasins do .aublas at d'apparails .ónag.rs 	8 

Plagasins daccessoires dubla.ant 	 9 

Concessionnaires do vihicula. auto.obiles 	10 
at recreat ifs 

Stations-service 	 11 

Ilagasins do pièces at daccessoiras pour 	12 
au+ouobilos at services 

Ilagasins do .srdwi4ises divors.s 	 13 
Autres nogasins do produits sa.i-durables 	14 

Autres osgasins do produits durablas 	15 

Autres nogas ins do yenta au detail 	 16 

5.7 	-1.6 	5.7 	-10.2 	-7.3 

30.0 24.6 11.4 0.8 2.7 

K K K K K 

K X K K K 

K X K K K 

K K K K K 

x x -11.2 x x 

K K K K K 

21.1 38.2 33.1 2.1 -11.5 

K K K K K 

4.7 -10.3 -8.7 -37.9 -11.0 

-1.6 	-0.8 	1.2 	-19.1 	-23.8  

Total, ensemble des sagasins 	 17 

Territhires de Nord-asst 

Si.aproarch6s dalimentation at ópicarios I 

Tous los autres asgasins dalimentation 2 

Pharescias at magmains do .ódica.onts bravetCs 3 

Ilagasins do chaussures 4 

Pgasins do vête.ents pour hoes S 

Magseins do väta.ents pour dames 6 

Autras .agasins do véta.ants 7 
Magasins do ..âlas at dappareila .án.gers 8 

Magasins daccassoires dâlont 9 

Concossionnaires do véhicules auto.obil.s 10 
at récréat ifs 

Stations-service 11 

Pbgasins do pieces at daccassoires pour 12 
automobiles at services 

Magas ins do merchandisas divers.. 13 
Autres .agasins do produits semi-durable, 14 

Autras magasins do produits durable. 15 
Autres nogasins do yenta au detail 16 

Total, ansasbis des .agaoins 17 

K K K K 

15.4 10.4 8.2 -14.8 	-18.' 
53.7 26.0 5.5 -16.5 	-22.' 

. 	 K K K X 

94 6.0 4.8 -6.6 	-4. 



Regions 

18 Newfoixidland 

19 Pr Inca Edward Island 

20 Nova Scotia 
21 New Brizsmick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colia 

28 YAon 

29 Northwest Territories 

95.1 97.6 96.8 96.9 

94.8 95.9 95.5 95.8 

95.8 96.5 96.7 96.2 

93.5 94.5 94.1 94.8 

94.5 96.5 96.8 96.7 

93.7 95.7 95.1 95.9 

96.6 98.2 97.8 97.2 

95.8 98.8 97.1 96.4 

93.7 95.3 95.3 94.0 

97.0 97.5 97.0 96.7 

90.7 90.0 90.0 93.8 

93.5 95.4 96.8 97.0 
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TABLR 4. Retail Trade Sempi. Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction do répons.a 

	

Septeaber 	August 	July 	.Aii. 

	

1992 	1992 	1992 	1992 

	

Septoabre 	Aoüt 	Juillet 	Juin 

Per cant - pourcentage 

Trade Group . Canada 

No. 

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 good. stores 

16 Other retail stores 

17 Total, all stores 

94.7 95.9 95.8 95.4 

93.8 94.6 97.0 95.0 

90.5 92.9 92.2 96.8 

85.7 98.0 96.1 95.7 

91.0 93.9 95.1 92.6 

89.4 95.4 94.8 94.3 

94.7 97.6 96.6 96.3 

93.3 93.9 94.2 95.3 

93.4 96.0 94.5 97.1 

95.4 95.9 96.2 96.2 

91.4 96.4 95.5 96.5 

94.2 95.7 94.3 95.5 

98.5 99.5 99.4 98.8 

93.8 95.9 95.9 94.4 

93.5 96.6 96.0 90.2 

98.1 98.7 97.7 97.3 

94.6 96.3 96.0 96.1 



Coefficient of variation 

Coefficient do variation 

Sapteor 

	

Auqust 	,.kdy 

	

992 	1992 
.Aza 
1992 1992 

SepteWre AoG* 	.i11et Juin 

Per cent - pourcentag. 

2.6 2.5 	2.3 2.4 

6.4 6.8 	6.8 6.0 

3.5 3.3 	3.3 3.2 

4.6 4.1 	 4.8- 4.7 

5.7 6.4 	6.8 6.4 

3.3 3.2 	3.4 3.5 

3.5 3.1 	 3.7 3.3 

5.4 5.2 	4.9 5.2 

6.2 6.9 	5.7 6.0 

4.3 4.7 	4.7 4.4 

4.2 4.2 	4.3 4.0 

3.3 3.2 	3.3 3.2 

. 	 1.0 1.3 	 1.5 1.2 

S. 5.9 	5.1 5.6 

5.6 4.4 	4.4 4.5 

2.0 1.7 	1.9 2.7 

Groupe do oearco - Canada 

Superirchós d'ali.ontation at ipicaries I 

bus les suites osgasins d'alimentaiion 2 

Pharmacies at .agasins do m6dicamenis brevotés 3 

Magas ins do chaussuros 4 

Plagasins do vêtemanis pour houmies S 

Magasins do vêto.onts pour daums 6 

Au*res magasins do vétosents 7 

ti.gasins do .oiâl.s at d'appar.ils .cnagors 8 

Magasins daccassoiras d'amatthloaeni 9 

Concassioqvairas do véhiculos automobiles 10 
at récrIatfs 

Stations-service 11 

Magasins do pieces at daccassoires pour 12 
auto.obil.s at s.rvice 

Magasins do ..rchandis.s divers.s 13 

Autras mogas ins do produits semi-durabi.. 14 

Autres mogasins do produits durablos 15 

Autros osgasins do vonto au detail 16 
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. 	 maff TABLEAU 4. C.rcs do déta1, fractan do répons. do l'échtil1on St .icint do variation 
(pdriodos courant.$) 

1.3 	1.3 	 1.3 	1.3 Total, ensla des .agasins 	 17 

Idgions 

2.9 2.8 2.7 2.8 

3.4 3.8 3.7 2.9 

4.3 4.9 4.3 4.5 

5.0 4.6 4.6 4.6 

2.7 2.7 2.8 3.0 

2.5 2.8 2.9 2.7 

2.3 2.2 2.4 2.7 

2.9 3.0 2.9 3.2 

2.9 2.6 2.6 2.8 

2.4 2.5 2.4 2.1 

1.0 1.3 2.2 1.4 

2.3 1.9 2.0 2.0 

Tsrre-Nsuv. 18 

flo-du-Princ.-gdouard 19 

Nouv.11.-coue 20 

Nouveau-Brtaiswick 21 

Quáb.c 22 

tario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colothio-Brita.viquo 27 

Yukon 28 

Territoires du Nord-Ousat 29 

0 
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TABLE 5 • Reta1 sales, S.asnsially Adjustad, by Trade Group and by R.gaan (Historical 
Estimates ) 

	

Septeebar 	August 	July 	Jun. 	May 	April 	March 

	

1992 	1992 	1992 	1992 	1992 	1992 	1992 
No. 	 S.ptesèr. 	AoCt 	Juillet 	Juin 	Mai 	Avril 	liars 

•illions of dollars - •illions do dollars 

Trade Group • Canada 

1 Supermerkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 Homen ' s clothing stores 

7 Other clothing stores 

8 Household furniture and 
appliance stores 

9 Isousahold furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline service stations 

12 Automotive parts, accessories 
and service 

13 General merchandise stores 

14 Other seal-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stares 

3,770.9 3,774.2 3,702.4 3,703.5 3,654.3 3,673.0 3,648.8 

295.4 289.9 286.1 285.9 290.5 300.7 290.3 

906.9 908.0 898.1 893.7 887.6 862.9 852.6 

126.1 129.5 127.1 126.5 127.2 131.2 128.5 

131.6 131.5 133.0 132.2 131.3 132.3 130.3 

315.8 314.8 308.4 303.8 303.9 295.6 292.6 

327.0 322.9 322.3 309.0 313.6 316.3 304.9 

645.8 628.0 629.9 629.6 606.5 641.4 647.7 

182.3 186.4 186.0 185.9 178.1 182.9 185.2 

3,253.7 3,257.4 3,248.7 3,250.8 3 2 181.4 3,180.1 32125.4 

1,140.8 1,150.8 1065.8 1,179.3 1,117.7 1,132.8 1,129.7 

848.6 858.9 845.8 859.7 856.5 856.9 861.5 

1,748.7 1,768.5 1,768.9 1,733.1 1,742.2 1,748.3 1,710.0 

546.9 542.3 537.0 528.8 520.3 512.5 508.9 

411.7 413.7 418.9 413.7 400.9 417.5 411.6 

826.6 828.0 831.1 843.8 847.5 857.3 844.6 

15,478.7 15,504.9 15,409.5 15,379.3 15,159.4 15,241.8 15,072.8 

Regions 

18 Newfoi.rdland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 ALberta 

27 British Colia 

28 Yukon 

29 Northwest Territories 

	

280.5 	278.0 	279.6 	275.7 	264.8 	272.9 	275.8 

	

68.8 	69.0 	67.6 	66.4 	66.1 	64.4 	65.3 

	

502.7 	510.5 	507.2 	525.5 	505.4 	506.1 	504.2 

	

412.3 	403.6 	394.0 	394.0 	387.1 	384.9 	385.6 

	

3,746.8 	3,762.1 	3,772.0 	3,796.7 	3,742.2 	3,766.6 	3,697.0 

	

5,741.8 	5,755.4 5,750.3 	5 3.662.6 	5,607.9 	5,637.0 	5,557.7 

	

520.7 	533.6 	527.0 	518.3 	525.8 	506.0 	529.6 

	

431.8 	440.7 	443.5 	436.7 	447.3 	445.9 	456.5 

	

1,659.3 	1,676.7 	1,636.6 	1,624.6 	13,611.8 	1,586.0 	1,610.2 

	

2496.8 	2,061.4 	2,025.3 	2,012.4 	1,952.9 	1,954.8 	1,973.8 

	

14.5 	15.5 	14.9 	14.8 	13.6 	14.5 	14.8 

	

32.5 	32.2 	32.7 	32.0 	31.0 	32.1 	30.8 
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S TABLEAU S. Vontes am d0ta1, désaiso 
(sstaataens hisriqu.$) 

February January Docoebor Noveauber 
1992 	1992 	1991 	1991 

Fávr jar Jaw ier Déc.ebro Novoebre 

•jllions of dollars - •illions d 

rwa1 1  ekes, solon is groups do onimmerce at ia rgian 

October Septeeber 
1991 	1991 

Octobra Sapteobre  

. dollars 

N' 

Grs do c.rcs - Caada 

3,627.0 3,618.1 3,651.9 39631.9 3,637.2 3,645.8 

294.2 297.6 298.4 299.7 292.4 292.4 

851.8 845.0 839.8 880.7 833.6 817.2 

129.5 128.5 131.8 125.4 125.9 132.5 

135.9 140.8 138.9 134.3 129.0 142.3 

298.9 296.8 337.5 314.7 306.4 309.1 

309.5 306.1 312.5 309.0 308.9 314.1 

641.6 631.9 635.0 635.9 620.8 634.4 

186.2 180.3 163.1 170.2 177.6 174.6 

3036.0 3,154.8 3035.8 3068.4 2,968.4 3,215.5 

12146.2 1,171.4 1,106.5 1,137.9 1,175.2 1,182.3 

862.1 871.1 869.7 870.6 884.4 869.1 

1,743.5 1,714.5 1,764.5 1,740.9 1,718.6 1,714.6 

508.3 517.0 505.5 506.2 498.2 498.5 

412.8 405.5 421.0 410.0 415.1 429.7 

858.0 867.5 826.1 872.0 878.2 845.1 

Superearchés d'aliontation at ápic.rios I 

Tous los autr.s .agasins d'ali.en*a*ion 2 

Pharmacies at magasins do médicausents br.va*s 3 

Ilagas ins do chaussures 4 

Magasins do vêto.ents pour homees 5 

Magas ins do vête.ents pour dames 6 

Autres magasins do vétoments 7 

Magasins do useublos at d'app.reils usmnagers 8 

Magasins d'accessoiras da.eublament 9 

Cor,cessionnaires do véhiculos auto.obiles 10 
at récréa* ifs 

Stations-service 11 

Magasins do pièces at daccossoiras pour 12 
automobiles at services 

Magasins do ..rchandises diverses 13 

Autros usgasins do produits s..i-durebles 14 

Autros megasins do produits durebles 15 

Autras 	gmains do yenta au detail 16 

15,141.5 15,146.9 15,0.1 15,207.7 14,949.9 1.5,217.2 Total, .ns.l. doe .agas.ns 	17 

Regions 

	

284.2 	289.1 	286.4 	290.5 	280.4 	284.5 

	

64.1 	67.4 	65.0 	64.3 	62.7 	63.5 

	

480.1 	505.9 	489.3 	486.1 	476.7 	491.2 

	

383.6 	387.7 	377.3 	381.9 	375.9 	377.5 

	

3492.7 3,749.4 3,720.6 	3,767.6 3,709.5 3,747.1 

	

5,642.6 	5,613.7 5,614.2 	5,629.0 	5,570.3 5,709.8 

	

535.6 	529.6 	528.1 	529.0 	513.1 	526.1 

	

445.6 	452.2 	452.5 	440.0 	429.5 	446.2 

	

1,584.5 	1,606.3 	1,582.0 	1 3,574.6 	1,537.9 	1,617.9 

	

1,951.1 	1,959.5 	1,988.4 	1,967.3 	1,966.9 	2,011.6 

	

14.5 	14.5 	14.0 	14.3 	13.9 	13.8 

	

30.3 	30.4 	29.8 	30.2 	29.5 	29.0 

Terro-Neuve 18 

le-du-Princo-douard 19 

Nouvoll.4coss. 20 

Nouvoeu-Brruswiek 21 

ébec 22 

*ario 23 

Manitoba 24 

Saskatchowen 25 

Albert. 26 

Coloob is-Br itam iqus 27 

Yi.icon 28 

Torritoiros dii Nord-Ou.s* 29 

0 
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TABLE 4 • Retail Sales, not Seasonally Adjusted, by Trade Group and by Region [Historical 
Esti.ates ] 

	

Septa,óer 	August 	July 	Jti,e 	May 	April 	March 

	

1992 	1992 	1992 	1992 	1992 	1992 	1992 
No. 	 SepteWr. 	Aot 	Juillet 	Juin 	Hal 	Avril 	Mars 

•illions of dollars - •illions do dollars 

Trade Group - Canada 

1 Supereark.ts and grocery stores 

2 All other food stores 

3 Drugs and patent esdicine 
stores 

4 Shoe stores 

5 Hans clothing stores 

6 Hoesns 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 Aut000tive parts, accessories 
and service 

13 General merchandis. stores 

14 Other sani-durable goods stores 

15 Other éirable goods stores 

16 Other retail stores 

17 Total, all stores 

3,702.9 3,805.2 37973.6 3,716.9 3,908.4 3 9 615.2 3,401.9 

283.0 295.1 309.1 301.1 313.5 302.4 263.7 

878.6 880.2 897.4 882.5 881.5 836.8 811.1 

138.8 132.6 114.2 135.5 138.0 128.7 100.5 

129.2 112.3 110.7 134.3 135.7 119.1 95.4 

347.2 297.6 285.9 300.4 319.6 287.4 252.1 

346.0 322.1 276.2 292.2 303.0 291.3 261.8 

674.3 628.6 635.0 616.7 561.9 586.3 578.2 

187.0 190.1 193.2 198.0 178.6 171.4 163.5 

3,257.7 3047.9 3,667.9 39876.9 3,760.6 3,679.8 3,285.4 

	

1,143.8 	1,235.0 	1,287.6 	1,229.4 	1,161.8 	1,066.9 	1,071.1 

	

842.4 	840.4 	906.6 	963.5 	949.9 	867.6 	771.8 

	

1 3,698.3 	1 2 697.5 	1,640.4 	1,644.6 	1,695.4 	1,639.8 	1,421.4 

	

538.6 	544.7 	548.1 	566.6 	588.0 	473.2 	410.8 

	

402.2 	404.4 	410.1 	408.0 	392.8 	356.9 	308.5 

	

791.9 	873.3 	938.5 	887.2 	898.5 	774.4 	717.8 

15,361.9 15,404.9 16,174.4 16,153.8 16,187.0 15,194.9 13,914.9 

Regions  

18 Newfo.ridland 

19 Prince Edward Island 

20 Nova Scotia 

21 Now Brta,swick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coliia 

28 Y*.on 

29 Northwest Territories 

	

273.3 	281.5 	296.0 	286.2 	285.0 	270.3 	252.3 

	

68.5 	75.4 	79.6 	72.7 	69.6 	62.7 	56.0 

	

489.0 	516.9 	540.5 	544.9 	537.2 	510.7 	461.5 

	

407.6 	406.2 	421.3 	418.1 	411.2 	384.2 	353.8 

	

3,719.7 	3,752.2 	3,989.0 	4,057.5 	4076.4 	3,923.4 	3,431.9 

	

5,703.4 	5,600.3 	5,960.2 	5,954.0 	5,934.4 5,556.8 	5,044.0 

	

512.7 	524.8 	543.6 	541.8 	558.9 	510.6 	480.9 

	

420.9 	441.0 	460.7 	461.3 	469.7 	444.7 	413.5 

	

1,642.7 	1,681.0 	1,687.0 	1,709.6 	1,674.8 	1,575.5 	1,509.7 

	

2,078.5 	2,077.0 	2,142.5 	2,056.1 	2,023.2 	1014.2 	1,870.4 

	

14.7 	17.7 	18.1 	17.0 	14.3 	13.3 	12.4 

	

31.0 	32.9 	35.9 	34.5 	32.3 	30.6 	28.5 



	

3,430.5 	3,568.8 3,7207 	3,707.5 	3,648.9 	3,476.2 

	

256.5 	262.0 	359.4 	289.1 	287.3 	277.1 

	

790.8 	532.3 	1,042.0 	877.2 	860.5 	784.4 

79.9 96.6 181.7 154.2 138.0 141.2 

81.6 104.9 275.2 178.1 140.3 134.8 

205.3 216.6 505.9 348.0 313.5 322.8 

211.4 227.8 532.7 373.4 331.2 321.3 

524.6 551.3 855.6 719.7 649.7 632.8 

146.8 143.5 200.7 191.6 191.5 173.7 

2,559.3 2,506.3 2,504.0 2,925.0 3464.8 3,032.7 

	

1,032.2 	1015.3 	1,116.4 	1,140.2 	1,223.0 	1084.1 

	

666.0 	731.5 	938.4 	960.1 	933.5 	836.0 

	

1,271.0 	1,237.4 	23,920.0 	2,232.0 	1,806.1 	1,637.7 

	

393.1 	384.1 	776.1 	532.8 	477.8 	478.2 

	

299.6 	307.0 	831.3 	432.7 	382.4 	407.1 

	

641.1 	655.0 	11209.0 	908.6 	836.7 	801.5 

12,609.8 12,940.3 17,949.1 15,970.1 15,285.3 14,641.6 

33,123.41 

2,586.4 

7,691.21 

1,064.7 

1,023.2  

2,512.0 

2,531.8 

5,356.7 

1,572.0 

29,721.5 

10,343.1 

7,539.6 

13,945.8 

4,447.3 

3,289.4 

7,197.7 

133,945.8 
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. TABLEAU 6 • Vantes au déta1, rn -déasaqina2.sées, seZon 1s grie de co.rce at Is region 
(.stioations hisriques) 

	

February January D.caá.r Nove.r October Saptochar 	Year 
1992 	1992 	1991 	1991 	1991 	1991 	1992 

• 	Février Janvior Dócer. Novschro Octobra SepLro 	Arwió. 

•iflions of dollars - •illions do dollars 

N ,  

Gros do co.rse - Canada 

Superearchés dalisentation at 1 
épicories 

bus les autros eagas ins 2 
d aliaentat ion 

Pharescies at wagasins do .édic.aeant 3 
brevotés 

tiagas ins do chaussures 4 

Plagas ins do vitomonts pour hoiss 5 

tiagas ins do vêta.ents pour da.os 6 

Autres magasins do vêteaeMs 7 

gasins do aoiâles at dappareils 8 
managers 

Magasins daccassoires dausublomont 9 

Concessiomair.s do vihiculos 10 
au*oaobilos at récréakifs 

Stations-service 11 

Pbgasins do picas at daccossoires 12 
pour autowobiles at services 

Magasins do marchandises diversas 13 

Autres magasins do produits seal- 14 
durablos 

Autros magasins do produits á.arablos 15 

Autres ..gasins do vents au detail 16 

Total, ensa.bl. des .agasns 17 

I Regions 

2,416.1 

588.5 

4,423.3 

3,440.9 

33,153.8 

49,305.2 

4,581.0 

3,878.1 

14,204.3 

17,548.6 

129.4 

276.7 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

	

237.4 	234.2 	350.4 	313.7 	277.1 	266.0 

	

49.7 	54.3 	76.7 	66.5 	61.5 	60.5 

	

398.1 	424.5 	589.7 	521.5 	480.3 	467.6 

	

316.2 	322.4 	449.0 	411.0 	382.4 	358.5 

	

3,005.4 	3098.3 4,161.2 	3,844.4 	3,816.1 	3,612.0 

4,731.3 49820.8 6438.9 6,050.3 5,680.9 5,426.5 

	

448.5 	459.3 	637.1 	563.0 	527.4 	508.0 

	

372.2 	394.1 	526.8 	476.2 	452.7 	427.8 

	

1,332.5 	13,391.1 	1,894.0 	1,648.7 	1,588.5 	1,558.9 

	

1,681.5 	1,705.1 	2,393.6 	2,028.6 	1,974.4 	1,913.6 

	

10.7 	11.3 	15.7 	14.4 	14.3 	14.0 

	

26.0 	25.0 	35.9 	31.8 	29.7 	27.9  

Torre-Nouve 

fle-du-Pr inc.4dou.rd 

Nouvells-cossa 

Nouveau-Br*aswick 

Ontario 

Manitoba 

Saskatchewan 

Alborta 

Coloobio-Britann ique 

Y;Acon 
Territoires do Nord-Ousot 

0 
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TABLE 7. Departoent Stare Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 

Sales 

Ventes 

	

Soptoober 	August 	July 	Juno Year-to-dat. 

	

1992 	T992 	1992 	1992 	1992 

	

Sop*.ithre 	Aot 	Juillot 	Juin 	CiJ.atif 

•illions of dollars - •illions do dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

Now Brunswick 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Colia 

Yukon 

Northwest Territories 

Total 

91.1 

21.7 

147.9 

120.0 

1,190.7 

2,054.8 

172.6 

151 .3 

623.1 

743.9 

5.5 

17.6 

r na e 

91.1 

23.6 

150.9 

118.6 

1,171.4 

1,974.5 

173.1 

153.0 

621.5 

708.2 

6.1 

17.9 

5,210.1 

86.3 

24.0 

149.1 

116.7 

1,174.1 

1,942.9 

166.7 

146.9 

587. 7 

692.2 

6.0 

18.6 

5,111.2 

85.1 

21.0 

146.6 

117.0 

1,196.8 

1,980.1 

173.2 

156.3 

601.9 

676.6 

5.6 

18.5 

5,175.6 

735.0 

173.8 

1,233.6 

981.1 

9,991.5 

16,511.1 

1,451.0 

1,296.6 

5,064.2 

5,800.9 

41.8 

153.5 

43,434.1 

TABLE S. D.partaent Store Type Merchandise Salas, not Seasonally Adjusted,  by Region 
(Historical Estioatss) 

	

S.ptoer 	August 	July 	Jwio 	May 	April 	March 

	

1992 	1992 	1992 	1992 	1992 	1992 	1992 

	

Septoobre 	AoOt 	Juillot 	Juin 	Mai 	Avril 	Mars 

aillions of dollars - sillions do dollars 

Regions 

Newfoundland 91.1 91.1 86.3 85.1 82.6 83.4 74.9 

Prince Edward Island 21.7 23.6 24.0 21.0 20.1 18.4 15.8 

Nova Scotia 147.9 150.9 149.1 146.6 143.4 141.2 125.6 

Now Brunswick 120.0 118.6 116.7 117.0 115.5 112.1 99.7 

Quebec 1090.7 1071.4 1,174.1 13-196.8 1,269.0 1,184.1 984.5 

Ontario 2454.8 1,974.5 1,942.9 1,980.1 19952.1 1,827.0 1,657.5 

Manitoba 172.6 173.1 166.7 173.2 176.9 166.6 149.6 

Saskatchewan 151.3 153.0 146.9 156.3 158.5 151.8 134.8 

Alberta 623.1 621.5 587.7 601.9 590.3 552.3 528.9 

British Coltia 743.9 708.2 692.2 676.6 663.4 632.1 612.1 

Yukon 5.5 6.1 6.0 5.6 4.2 4.1 3.8 

Northwest Territories 17.6 17.9 18.6 18.5 18.4 17.7 15.9 

Total 5 1345.2 5 1210.1 5 1 111.2 5,178.6 5,194.5 4,890.8 41403.2 



• TABLEAU 7. Ventes do .archandises gwr. grand sagasin, non-désaisonnaliséss, salon Ia region 
(périod.s courantes) 

Change from previous year 
Variation par rapport I l'annó. précódento 

S.pteáer August ,kily 	,io Year-to-date 
1992 1992 1992 	1992 1992 

Sepkeár. AOt 	Juillok 	Juin Cuw.alatif 

Per cant - pourcentage 

-3.5 -13.9 -7.1 	-9.0 -7.4 

12.2 -1.3 6.7 	-0.1 3.0 

4.3 -0.7 7.7 	3.7 2.8 

5.5 -4.1 4.9 	-0.4 - 	 1.3 

1.3 -4.4 3.3 	0.7 1.4 

6.7 0.1 7.2 	3.5 3.2 

2.9 0.6 4.5 	2.0 2.6 

9.2 6.3 11.3 	9.0 8.4 

7.5 2.8 5.9 	3.1 3.0 

13.4 2.3 7.6 	6.8 7.5 

23.0 20.7 26.7 	30.5 17.8 

8.6 3.4 8.5 	4.1 6.9 

• 	

6.1 	-0.6 	5.9 	3.01 	3.2 

Regions 

Terre-P4euvo 

fla-du-Princa4douard 

Nouvalla4cossa 

Nouveau-Brunswick 

Ontario 

Manitoba 

Saskatchewan 

Alberta 
Coloie-Britanniquo 

Yukon 

Territoires du Nord-Ouest 

Total 

TABLEAU 8 • Vontes do .archandises genre grand eagasin, non .désaisonnalisées, selon la region 
(ssti.ations h.storiquss) 

February 
1992 

January 
1992 

Deceebar 
1991 

Noveeber 
1991 

October 
1991 

Sopteeber 
1991 

Year 
1992 

FIvrier Jaiw jar Déceebro Novoebr. Octobre Sopteebr. Anne. 

•illions of dollars - •illions do dollars 

Regions 

735.0 

173.8 

1,233.6 
981.1 

9,991.5 

16,511.1 

1,451.0 

1,296.6 

5,064.2 

5,800.9 

41.8 

153.5 

43,434.1 

69.1 71.3 163.3 134.0 101.8 94.4 

14.0 15.1 33.7 24.0 1.3 19.3 

109.6 119.5 265.9 197.6 151.8 141.8 
89.1 92.4 195.8 153.6 123.4 113.8 

901.5 919.3 1,683.2 1,347.0 1,248.0 1 3.176.0 

1,547.8 1,574.2 3,208.7 2,327.6 22010.8 12926.0 

135.5 136.8 286.9 207.9 176.6 167.8 

118.9 125.0 232.5 180.4 152.1 138.6 
466.4 492.1 914.3 673.8 608.5 579.4 

534.1 538.3 1,106.6 769.3 676.7 656.2 

3.3 3.2 7.0 5.1 4.6 4.4 

14.8 14.2 23.2 19.3 17.5 16.2 

• 	4 1 004.1 4 1 101.4 8 1 121.2 6439.8 5,291.1 5,033.9 

Terre-Native 

!l.-cki-Princ.-douar'd 

Nouv.1lo-cossa 

Nouveau-Brixswick 

Ontario 

nitob. 

Saskatchewan 

Alberta 

Coloebi.-Britannique 

Yukon 

T.rritoires du Nord-ouest 

Total 



Footnote 

Retail salas estimates exclud, the Goods & 
Services Tax (GST). Prior to January 1991, 
sales data included the Federal Sales Tax 
(FST). Due to This change in indirect taxes, 
data after 1990 are not strictly comparable 
with those of previous years. For users 
interested in deriving comparable data, an 
estimate of the amount of FST included in 
retail sales for 1990 is availabl, for Canada. 
The reliability of this estimate does not 
permit adjustments at the provincial or trade 
group level. 

Nate 

Les estimations des ventes au detail excluenL 
la taxe sur les produits at les services 
(TPS). Lea donnos sur lea ventes antCriaur.s 
janvier 1991 incluent la taxe de vente fédé-

rale (TVF). DQ I ae change.ent dans lea taxes 
indirectes, las donnó.s aprIs 1990 no sont pas 
tout I fail comparables avec celles des annóes 
précCdentes. Pour lea utilisateurs intéressés 
a calculer des donnóes co.parablas, une esti-
mation du •ontant de la TVF inclus dans lea 
ventes au detail pour 1990 eat disponible pour 
le Canada. Cette esti.ation nest pas suffi-
samment fiable pour permeltre des ajuste.ents 
au niveau provincial ou au niveau des groupes 
de commerce. 



APPENDIX I 

D.fingtions 

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

A retail location , as d.finad 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-dear selling; sales •ade through automatic 
vending machiness sales of newspapers or •aga-
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, lass returns, adjustments 
and discounts. Total net sales also include: 
trade-in allowances, commissions earned from 
sales of goods owned by others (including com-
missions r.ceiv.d for lottery ticket sales), 
proprietor's withdrawals of goods f or person-
al use (at retail). Non-operating revenues, 
bad debts recovered and sales taxes (provin-
cial sales tax and Goods and Services Tax 
(65111 collected for remittance to a govern-
..nt agency are excluded. 

lammo store typo enrchendlse (DSTN) 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; auto.o*ive parts, accessories and 
services; and all other retail stores (in-
cludes liquor, wine and beer stores; and re-
tail stores, n.e.c.). 

APPENDICE I 

1A4.nt1ons 

cuenerce de deta1 signifi., pour les be-
soins de la présente publication, "l'ense.ble 
des ventes faites par des points de vents au 
detail". 

Un point de vente au detail, suiv.nt Is d-
finition de Statistique Canada, est un local 
d'affaires (habituellemank un magasin) dent 
lactivité principala est la yenta de marchan-
disas at de services connexas au grand public 
pour la consommation uiénagère ou personnelle. 
Las estimations relatives au commerce de dC-
tail no prennent pas an compte les ventes di-
rectes, c'est-è-dire Its ventes qui no sent 
pas faitas per l'intermédiaire d'un point do 
yenta su detail, par example las ventes direc-
tes par démarchago, las ventes par distribu-
teur automatique, las vantes do journaux ou do 
revues faites directement par les imprimeurs 
at éditeurs, at las ventes fait.s par las cer-
des du livre at las clubs de disques. Il n'y 
a qu'une exception: les ventes des grands ma-
gasins faites par la posts ou par catalogue, 
qui sont classéas dans Ia categoric des "maga-
sins do merchandises diverses'. En outre, Is 
commerce do detail no comprend pas les ventas 
au detail des unites auxiliaires, per example, 
entrapôts, sieges sociaux, etc., ni lee ventes 
des entrepreneurs dont lactivité principals 
ne relève pas du commerce de dótail, ni las 
operations de detail entre particuliars. 

Las ventes nettes tetalas co.prennent las 
ventes de merchandises neuves at doccasion at 
lee recettes provenant de reparations, de lo-
cation da matérial, de Is vents de rapes at 
d'autres activités de services, ocins Is ye-
laur des randus .archandises r.tournC.$), les 
ajustaments at las rabais. Les v.ntes totales 
nettes comprennent âgale..nt; Is valeur des 
reprises, los commissions sur la vente do mar-
chandis.s appartenant a autrui (y compris les 
commissions touchC.s pour Is vents do billets 
do lotarie) at la valeur (cu detail) des mer-
chandises prélevóes per Is propriótaire pour 
son usage personnel. On ne prand pas an compte 
lee recettes hors exploitation, las recouvre-
ments de mauvaisss crC.nces at let taxes de 
vent. (taxe de vente provinciale at Is taxe 
sur las produits at las services (TPS)) 
parcuas pour In compte dun organism. public. 

Las merchandises du genre de oslies venass 
dens lee grands magasins (NGGN) correspondent 
au total du com•erce de detail moms les grou-
p.s de commerca suivants: les supermarchCs 
dalimantation at les épicerias; tous las au-
tree magasins dalimentation; les concession-
nairas de véhicules automobiles at récréatifs) 
las stations-service; las magasins de pièces 
at d'accessoiras pour véhiculas automobiles at 
services; at las autras magasins da yenta au 
detail (co.prend las magasins de spiritueux, 
do yin at de biCre; at las •agasins da vents 
au detail, nc.a.). 

S 
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APPENDIX II 

MET1DOLOQY 

4h.ftsflts of the Mivers. 

The new business register or Central Frs 
Data Base (CFDB) contains the survey universe 
f or the Monthly Retail Trade Survey. The CFDB 
was developed as a co..on 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 compris, the sam-
pling frame for the Retail Trade Survey. 

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

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

The New Saspi. 

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

APPENDICE II 

NCnIDDOLDOIE 

Composentes de I imiivers 

Le nouveau registre des entreprises ou Base 
de doomées du registre central (BDRC) repré-
sente lunivers de l'Enquête mensuelle sur Is 
commerce de detail. La BDRC a ótó concue af in 
de servir de base de sondage centralis pour 
toutes las enquêtes-entreprises, cc qui permet 
de nor.aliser las concepts at do généraliser 
les •athodes at les systô.es. La qualité 
denseable des données comm.rciales at écono-
miques est ainsi amóliorCe: on obtient une 
plus grande coherence, des donnCes administra-
tives plus exactes at une meilleure coordina-
tion des systè.es at des procedures. Un jour, 
toutes las enquêtes-entreprises de Statistique 
Canada seront remaniées at s'intigr.ront a cc 
nouveau cadre. 

La population cible de lEnquête sur Is 
commerce de detail ust formée de tous las 
emplacements statistiques dens Is BORC qui 
appartiennent au secteur du commerce de de-
tail. Ces unites constituent la base de son-
dage do l'Enquête sur Is commerce de detail. 

La base de sondage de la BDRC est divisCe an 
deux co.posantes: la partie intgróe (PX) at 
la partie non intégróe (PNI). La premiere 
englobe toutes les entrepris.s important.s qui 
ont une structure complexe at constitue Is 
composante Is plus importants de Is base on cc 
qui a trait aux ventes. Les entreprises de la 
P1 peuvent être raprésentéss A plusieurs ni-
veaux a l'intórieur du cadre hiórarchique de 
l'entitó statistique, ce qui psrm.t Is col-
lects de la gamma complate des donnäs écono-
miques dans Is cas des grandes sociótós. Las 
renseignements sur ces entrepris.s sont tires 
des fichiers administratifs des declarations 
d'i.pôt sur 1s revenu at des fichiers des 
comptes de retenues sur Is pay. de Revenu 
Canada. 

La partia non intégré. .st constituie des 
entreprises a antité simple de plus petite 
tailla dent In valaur des v.nt.s .st sous la 
limite calculés de la P1. L'Enquô*e mensualle 
sur 1s commerce de d6tail tire sas entitCs 
statistiques du fichier des comptes de rate-
flues sur la pay. de Revanu Canada, cc qui 
permet dintégrer aux unites de Is PNI de Is 
base les rens.ign.ments let plus rIcents. 

Neuvel ecIienti12n 

Let entreprises de In population cible sont 
classCes an fonction des codes I quatre chif-
fres de la Classification type d.s industries, 
I partir de In proportion des ventes quo re-
presents cheque genre dentreprise ou encore 
chaque genre de merchandises vendues. La 
population cible .st aussi stratifies par 
region gCographiqu.. Chaquo combinaison bran-
che dactivité - region gCographique est divi-
soe an trois sous-strat.s: une I tirage Co.-
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 revenu, greater than a calcu-
lated threshold. The large take-some and 
s.all-take-so.e units are classified by their 
revenue. 

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

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

Data collection 

Data collection, data capture, preli.inary 
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 •ail or telephone, whichever 
they prefer. Data capture and preliminary 
editing are p.rfor.ed simultaneously to ensure 
the validity of the data. Collection entities 
from which no response has been received or 
whose data any contain errors, are followed up 
immediately. Data and fra.e updates are trans-
•itted to Ottawa and loaded onto the survey 
data bess several times during each cycle.  

"petite a tiraga partiel". Les antreprises do 
Is sous-strate 5 tiraga complet sont autore-
prisentativas puisqu'allas sont forcieon* 
intigries a l'ichantillon. La sous-strato a 
tirage complot englobe los sociitis disignies, 
Comm. lea grands •agasins, lea sociotis an 
activiti dans plusiours strafes at cellos on 
activiti dans une strafe at ayant des vantea 
supirieures au scull calculi. Las unites de 
Is sous-strate "grande a tiraga partiel" at de 
cello "petite a tirage partial" sent classics 
salon lours recettas. 

Afin do diterminer Is taille des ichantil-
Ions pour los branches dactiviti salon Is 
strata giographique, on calcule Is variance at 
Is total dos vantes dans chaque sous-strate at 
on ufilise los risulkats pour Is repartition. 
Calle-ci so fait suivant une methods qui per-
met de calculor 1s nombre d'unitis a prilevor 
dons Is strate 5 tirage partial a partir dos 
deux critèros suivants: Is coefficient do 
variation requis pour la strafe of, bion sur, 
Is nombro total d'unitis dichantillonnag. do 
1 'enquêfo. 

L'ichantillon initial a iti prilavi a Is 
fin do 1988 at a ito rafraIchi chaque mois par 
lintroduction dun ichantillon de nouvelles 
unitis do Is population. Los unites do Is 
base do sondage sent ripartias aliatoiremont 
entra un nombre Otabli do panels a l'intOrieur 
do chaque seus-strate, cc qui per.at non seu-
lament da •ettre I jour lOchantillon par 
lajout do nouvelles unites mais aussi do 
riduira 1s fardeau do Is riponse des unites 
des strafes I tirage partial. La presence do 
panals permat de supprimar pour un te.ps, par 
renouvalla.ent, les entreprises silectionnies 
dans las strafes I tirago partial at ainsi de 
riduiro le fardeau do Is rOponso. La nombro 
do panels de chaque sous-strata ost calculi an 
fonction du taux d'Ochantillonnage, du no.bre 
maximal do cycles pendant losquals uno uniti 
pout raster a l'intOriour do l'ichantillon at 
du no.bre •inimal do cycles pendant lesquels 
elle doit rester a loxtirieur do l'Ochan-
tillon. Una fois las panels retanus dans 
lichantillon initial choisis, 1s ronouvell.-
..nt do l'ichantillon peut Itre of f.ctui p6-
riodiqu..ent par Is suppression dun panel de 
l'ichantillon courant at par l'ajout dun 
nouveau panel. 

collecte des douuii.s 

La collacte dos donnias, Is saisie dos don-
nOes, Is virification prili.inaire of In suivi 
des non-rOpondants sent acco.plis par las huit 
bureaux rigionaux do Statistique Canada. On 
co..unique avec las entreprisas ichantillon-
nias par Ia poste ou per tOlOphono, solon cc 
queues prifIrant. La saisie des donnios at 
Is virification prili.inaire sent effectuOss 
on memo te.ps afin do garantir Is validitO dos 
dennis,. On fait i..idiato.ent is suivi pour 
los entitis do collects qui nont pas ripondu 
ou pour cellas dont lea donnies contiennent 
des errours. Los •isos I jour aux donnOss at I 
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. These revised procedures have resulted in •uch 
improved respons. rates (approxi.ataly 90Z 
response is achieved for preliminary esti-
mates). 

Statistical Edit MW Imputation 

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

For records which do not respond on time or 
whose reported sales fail preliminary edits, 
an esti.ate 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. Il.thods within the system 
includes using a •onthly or yearly trend, the 
cell mean, annual data divided by twelve, or 
historical values. If there is insufficient 
data for an imputation cell (trade group by 
geographic region), the cell is automatically 
enlarged by combining it with similar cells. 

There is an identifiable lag between the 
time a business opens and its appearance on 
our survey frame. To compensate for the ef-
fect this time lag has on monthly estimates, 
sales for sa.ple 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 i.-
prov.d level estimate for revised data. 

timation 

Total retail sales are .sti.ated by increas-
ing the in-sa.ple sales results by an es*i.a-
tion weight. An initial weight equal to the 
inverse of the original probability of selec-
tion is assigned to each entity. The weights 
are subsaquenUy adjusted for achieved sample 
size, in order to inflate the esti.ate to 
represent the entire current population. The 
calculated weighted sales values are sum.sd by 
their domain, to produce the total sales .sti-
•at.s by stratu.. A do.ain 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 *ransmises a Ottawa at alias sont 
entrées dana Is base de données de lenquôte a 
plusiours reprises au cours de chaque cycle. 
Ces procedures révisées ont eu pour consC-
quence de meilleurs taux do réponse (on ob-
tient environ 90Z de réponses pour les estima-
tions provisoires). 

Verification statistiqn at imputation 

Les donnCes sent anaiysCas a Pintórieur de 
chaque groupe de coumarce at region géographi-
que. Los valeurs extrôm.s sent macrites sur 
une us-ta, pour qu'on puisse on faire un con-
tróle manuel, suivant un ordre de priorité 
qui est fonction do l'ampleur do lécart par 
rapport è Ia moyenne. Las enregistremonts qui 
sont rejetés i Is verification statistique 
sont considérés comue des valeurs aberrar,tes 
at no servent pas au calcul des variables 
d'imputation (comma Los tendances •ensuelles) 
utilisées par 1s systems d'imputation. 

On impute une estimation aux enr.gistr.merits 
des entreprises n'ayant pas répondu è temps ou 
dent los yen-Las déclarées ont été rejetées I 
la verification préliminaire. Diverses métho-
des d'imputation sont utilisécs, Is choix de 
Is methode etan -t faiL automatiquement per Is 
système an fonction de la disponibilité des 
donnée. requisea. Le système peut notamment 
utiliser las tendances mensuelies ou annual-
les, l.a moyenne de Is cellule, las données 
annuelles divisCes par douze ou les valeurs 
historiques. S'il .anque des données pour la 
cellule disputation (groups de com.erce par 
region géographiqu&, celle-ci est automati-
quement combines avec des ceilulos sembiabies. 

Il y a un décalage perceptible .ntre Is 
moment o0 leri-treprise ouvre sea portas at 
celui øü ella figure dans Is base de len-
quote. Afin de compensar leffet de cc retard 
sur las estimations .ensuelies, on impute a 
rebours, jusquI Is date de creation de Is 
nouvelle unite ou jusquau debut de l'année 
précédente (salon Is plus lointaine des deux 
dates), lea vent.s des nouvelles unites de 
léchantillon. Li.putation è rebours des 
nouveiles unites repose sur lea tendances 
•ensuellea inverses at produit une estimation 
de •ailleur nivemu pour lea donnCea rCvisCea. 

Estiation 

On astjme 1s total des van-tea au dótaii an 
affectant dun coefficient desti.ation l.s 
chiffrss des ventes dos unites áchantilion-
nCes. Un poids Cgal I linverse de la proba-
bilité de selection eat attribuC au depart i 
chaque enti-té. Lea poida sont ensuita ajustCs 
an fonction de Is taills do lóchantillon 
obtenu, cc qui p.r.et do gonf 1cr 1 estimation 
pour quelle représente 1 ensemble do Is popu-
lation courante. Lea chiffres des vents. 
pondCrés sinai calculés sont additionnés per 
domains cc qui donna l.a vent.& totalea eat i-
•atives par strate. Par domain., on entend 
l.a valaurs de classification l.a plus ró-
can-tea disponibles dana Is BDRC pour lsntitC 
statistique at Is periode de réfór.nc. 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 adjust.ents to the sample and reclassif ice-
tion of sampled firms to different trade 
groups. They should th.r.f ore be used with 
caution. 

Non - Ep]oyor Estaaates 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately 27. of 
total retail trade, the significance of these 
businesses varies widely by trade group and 
region. Survey estimates are supplemented by 
estimates for non-employer businesses which 
were derived from an analysis of income tax 
data from 1984 to 1987. There are approxi-
mately 30,000 unincorporated owner operated 
retail businesses in Canada. 

lenquêta. 	Les domaines peuvent ôtre diffó- 
rents de la strata d'óchan-killonnage initialo 
lorsque Is tailla, la branche dactivité ou 
le.placem.nt des unites representó.s par les 
enregistremants ant subi des modifications. 
Las changa..nts do classification sa róp.rcu-
tent im.ediatement sur las estimations at no 
saccuaulent pea avec 1. teaps. 

Las comparaisons duns period, a Pautre 
peuvent traduire d.s facteurs autras quune 
tandance gónórals des ventes, par ex..pl. Is 
.odification de lechantillon at Is r.clasi-
fication des firm.s échantillonnd.s a dautres 
groupes com.orciaux. Ii taut denc las utiliser 
avec prudence. 

Estiaatmns pour leo entrepriseo n 'ayant pao 
do salarths 

Las entr.pris.s neyant pas do salariCs no 
sent pea reprCsenteas dans Is partie non inté-
gróe de la BORC. Ellas no constituent qua 2Z 
environ do lensambla du comuerca de detail 
mais leur importance vane considCrablamant 
salon 1s groups do co••erce at la region. Las 
estimations do l'enquêta sont complótées par 
des estimations pour las entreprises n'ayant 
pas do salariós, qui ant étê calculó.s a par-
tir des donnóas fiscales de 1984 a 1987. Il y 
a environ 30,000 entreprises da detail non 
constituées an soci6t6 exploitées par leur 
proprietaire au Canada. 
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APPENDIX III 

Data Re11i2ity 

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

$1ng and Non -sp1iiig Errors 

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

Sp3i.ng Errors 

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

In sample surveys, since infarence, 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-s1ng Errors 

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

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

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

APPENDICE III 

Fiabi1it des donnéss 

Ce bulletin presento des estimations fondóes 
sur une enquête par échantillonnage qui ris-
quent, par consequent, d'être entachées d'er-
reurs. La section qui suit vise & faciliter, 
pour le lecteur, l'interprótation des estima-
tions qui sent publiées. 

Erreurs d echantillannage at autros •rreurs 

Los estimations ótablies sur Is base dune 
enquête par échantillonnage sont sujettes 
différents types d'erreurs On les regroupe an 
deux grandes categories: les erreurs qui sont 
dues a léchantillonnage at cell., qui no is 
sont pas. 

Erreurs d' écliantillonnag. 

Ce genre d'erreur existe parce que las ob-
servations portent uniquement sur un échantil-
ion, at non sur lensemble da is population. 
Lerreur depend de facteurs teis qua Is tailla 
de l'échantilion, Is variabilité de Is popula-
tion, Is plan de sendage at Is methods desti-
mation. Pour une taille donnée d'échantilion, 
par exemple, i'erreur d'óchantillonnage sara 
fonction de Is méthode de stratification adop-
tee, de l'attribution da léchantilion, du 
choix des unites sondóes at de Is mithode de 
selection. (On peut même, dens In cadre dun 
seul plan de sondage, effectuer plusieurs cal-
cuis pour arriver A is méthode destimation is 
plus efficace.) 

Comma, dens une enquô*e per échantillonnag., 
on tire des conclusions cur iens.mble dune 
population a partir des donnóes concernant une 
partie seulement, les résultats seront proba-
blement différents de ceux qu'on aurait obte-
nus an recensant toute is population dans las 
•ômes conditions. La principals caractéristi-
qua des sondages probabilistes, c.st qua 
l'erreur d'óchantillonnage peut être direct.-
mant •esurCe I partir de léchantillon. 

Erreurs rn hess 1 1 'écieutlllannage 

Ccc err.urs so ratrouvent tent dens iss re-
censements que dans las enquêt.s per óchantii-
lonnage. Elles sont dues I un ou plusiaurs 
facteurs parmi lee suivents: 

Ia champ couvart par I'anquete. Lerreur psut 
résulter dun listage incompiet at d'une cou-
verture insuffisante de ia population visCs. 

La répunse. Id, lerraur peut êtrs .ttribua-
ble I Is conception du questionnaire at aux 
cer.ctéristiques de is question, I lincapaci-
tC ou au ref us de l'enquêtó de fourriir des 
rensaignaments exacts, I linterprétation fau-
tiva des questions due I des problImes d'ordre 
sCmantique, ou aux variations, dun intervie-
wer a l'autre, dans lexplication des ques-
tions ou dans linterprétakion des rCponses. 

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

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

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

Neaeures of Spling and No,t-sling rrrors 

Spling error Naasures 

The sample used in this survey is one of a 
large number of all possible samples of the 
same size that could have been selected using 
the same sample design under the same general 
conditions. If it was possible that each one 
of these samples could be surveyed under es-
sentially the sa.e conditions, with an esti-
•ate calculated from each sample, it would be 
expected that the sample estimates would dif-
fer from each other. The average estimate d.-
rived from all these possible sa.ple estimates 
is termed the exp.ctad 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 esti.a*e calculated from a 
saeplo survey is said to be precis, if it is 
near the expected value. 

La mon-répunse. Certains enquêtós ref usent de 
répondre, tandis que dautres an sent incapa-
bias ou encore répondant trop tard. Lea don-
ness relatives aux non-rópondants peuvent êkre 
imputees a par*ir des chiffres fournis par lea 
rópondants ou 5 l'aide des statistiques ante-
rioures sur lea non-répondants, lorsque ccl-
les-ci existent. On no connaIt gónóralement 
pas avec pr6cision li.portance de lerreur 
d'i.putation; celle-ci vane baaucoup scion 
lea caracteristiques qui distinguent las rC-
pondants des non-répondants. Comme cc type 
d'erreur prond habituellement da l'ampleur 
cesure que diminue Is taux de réponse, on 
s'af force d'obtenir Is meilleur taux do répon-
se possible. 

La traitement. Lerreur peut so produire lors 
des diversas ótapes du traite.ent, telles quo 
Is codage, l'entrée, Is verification, la pon-
dération at la totalisation, etc. 

Ii est difficile de mesurer las erreurs non 
hoes i l'Ochantihlonnage. De plus, 11 f cut 
las corner i un niveau oO dies no nuisertt pas 
a l'utiiisation ou a l'interprOtation des 
chiffros dOfinitifs. Quant aux estimations du 
present bulletin, tout a étO mis on oeuvre 
afin de •inimiser las erreurs non hiées a l'é-
chantihlonnage. Ainsi, les unites ont Oté dO-
finies avec beaucoup de precision, au .oyen 
des listes les plus a jour; lea questionnaires 
ont été concus avec soin af in de ráduire au 
minimum lea différentes interpretations possi-
bIas (on a de.ande aux interviewers de poser 
lea questions telles quelles figurent aux 
questionnaires); lea diverses étapes do vOn-
fication at de traite.ent ont fait l'objet de 
contrôles d'acceptation dOtaillOs; on n'a ab-
solument nan nOgligO pour quo he taux de non-
rCponse at 1e fardeau de réponse soient fai-
bias. 

evaluation 0o l'erreur d'échantillonnage at 0, 
I 'erreur non lie, A I • échantil]onnaqe 
(valuation do rerr.ur d'èchantillonoage 

Léchantilion utilisé aux fins de la présen-
te enquête eat un des no.breux óch.ntillons de 
•ô.e taille qui auraiant Pu être choisis scion 
1. •ôme plan at las mâmes conditions. Si cha-
qua échantillon pouvait faire lobjet dun. 
enquête •enóe assent i.l]e..nt dana lea mecca 
conditions, ii faudrait sattendre a cc que 
lesti.ation calculee vane dun Achantillon A 
lautre. On nomme valour probable lesti.a-
Lion •oyenne obtenua de tous lea échantillons 
possibles. Autrement dit, Ia valeur probable 
eat cello quon obtiendrait an rec.nsant touts 
la population dana des conditions identiquas 
do collects at do tr.itement. Une estimation 
calculée I partir dune enquAte par ichantil-
ionnage eat dite precise lorsqu.11e soap-
proche de la valour probable. 
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Sample estimates 	may differ from this 
expected value of the estimates. However, 
since the estimate is based on a probability 
sa.pie, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The varance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible sam-
ples, of the squared difference of the esti-
mate from its expected value. 

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

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

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

SIX) 
CV( X) = 

X 

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

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

Confidence intervals can be constructed 
around the estimate using the estimate and the 
coefficient of variation. Thus, for our sam-
ple, it is possible to state with a given lev-
el of confidence that the expected value 
will fall within the confidence interval con-
strut.d around the esti.ate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of lOX, the standard error will 
be *1,2009000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68X confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800,000 and 
$13,200,000. Or, it can be stated with 95X 
confidence that the expected valu, will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 

. 

between *9,600,000 and $14,400,000. 

Or, las estimations fondóes sur un êchan*il-
lon peuvent no pas correspondre a In valeur 
probable. Capendant, comma les estimations 
proviennent dun óchantillon probabiliste, il 
est possible den mesurer is variabilité par 
rapport a leur valeur probable. Ainsi, is ye-
riaice dune estimation, qui on mesure is pro-
cision, se dOfinit comae In moyenne, parlui 
tous les Ochantillons possibles, des carrOs de 
la difference entre l estimation at Is valeur 
probable. 

Una fois qu'on a calculO lestimation at as 
variance, ii devient possible de mesurer In 
precision autre.ent. Per exemple, l'errsur-
type, soit is racine carrOe de Is variance, 
mesure ierreur dOchantillonnage dens la aême 
unite qua lestimation (en dollars, notam-
ment). Autrement dit, lerreur-type mesure is 
precision an termes absolus. Par contre, 1s 
coefficient de variation , cest-a-dire icr-
reur-type divisCe par lestimation, mesure is 
precision on termes relatifs. Ainsi, iemploi 
du coefficient do variation facilite is comps-
raison de lerreur dechantillonnage de deux 
estimations. 

Dans catte publication, on utilise Is coef-
ficient de variation pour Ovalu.r lerreur 
d Ochan*illonnage des estimations. Cependant, 
puisque Is coefficient de variation publiO 
pour cette enquête est calculO a partir des 
rOponses des unites, ii assure aussi une cer-
tame erreur non hOe a lechantilionnag.. 
Volci is foraule utilisOe pour calculer les 

coefficients de variation du tableau 3 

SIX) 
CV(X) = 

X 

dens laquelle X est lastimation at SIX) eat 
lOcart-type de X. 

Lerreur de X est exprimOe an pourcentage 
dans cc bulletin. 

L'.sti.ation at Ic coefficient de variation 
nous permett.nt de construire des intervalles 
de conf lance autour de l'estimatiori. Ainsi, 
pour noire échaniillon, on peut affiraer qua-
vec une confiance donnée, Is valeur probable 
est comprise dana lintervalle de confiance 
construit autour de lesti.ation. Par exemple, 
si Is coefficient de variation dune estima-
tion da $12,000,000 est Ogal a ioz, lOcart-
type sera de $1,200,000, soit lestimation 
eultipliOa par Is coefficient de variation. 
Alors, on peut affirmer avec une confiance de 
68Z qua ha valeur probable sera contenue dans 
lintervalle dune longueur Ogale 1 un Ocart-
type autour de lestimation, soit entre 
*10,800000 at $13,200,000. Ou encore, on peut 
affiruar avec uric conf lance de 95X que Is ye-
leur probable sera contenue dana lintervalle 
dune longueur de deux Ocart-types autour de 
lestimation, colt entre *9 9 600,000 at 
$14,400000. 

S 
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Non -spling Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. He say the estimate is accuraft 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 bi.ais. 
Systematic biases in the data cannot be mea-
sured by the probability measures of sampling 
error as previously described. The accuracy of 
a survey .s*i.ate 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 respons, fraction, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five re-
spond for a particular month would have a re-
sponse rate of 25%. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80Z. 

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 do l'arrour non liée a l'échwtil- 

L'enquôte par óchan±illonnage at 1e recense-
cent cherchent tous d.ux a determiner la 
valeur exacts d. lensemble. Lestimation est 
dite precise si .11e se rapproche de c.tte 
vai.ur. Bien quil sagisse dune valeur sou-
haitable, il nest pas realiste de supposer 
que la valeur exacts de chaque unitó de len-
semble ou de l'échantillon peut ôtre obtenue 
at traitCe sans erreur. La difference entre la 
valeur probable ct la valour exacts de lan-
semblo sappelle le b.as . On no peut calcu-
br les biais systématiques des donnóes on re-
courant aux mesures de probabilité de lerreur 
déchantillonnage decrites plus haut. La pre-
cision dune estimation est déterminóe par 
leffet conjuguC des erreurs dêchantillonnage 
at des erreurs non liCes a léchantillonnage. 

Una source derreur non liee A l'echantil-
bonnage, est lerreur due a ia non-réponse. Ic 
tableau 3 présente les fractions de rCponse 
af in daider lutilisateur è évaluer cc genre 
derreur. La fraction de réponss est le taux 
de réponse des donné.s, cest-â-dire la pro-
portion do lestimation do léchantillon qui 
est fondée sur des données dóclaróes. Par 
exemple, Is taux de rponse dune cellule cou-
portant un echaritilbon de 20 unit6s dont cinq 
répondent lors dun mois donnC a*teindrait 
25Z. Cependant, si les cinq unites déclarantes 
rapresentont $8 millions sur leslimation glo-
bal. de $10 millions, is fraction de réponse 
sClôverait a 80%. 

Interpretation sisultanés des mosures d' erreur 

Ii faut tenir couple si.ultanment d. la 
.esure derreurs non liCes a lechantillonnage 
ainsi que du coefficient de variation pour 
avoir un aperçu de la qualité des estimations. 
Plus be coefficient de variation sera bas at 
que la fraction de róponse sera él.vée, mcii-
leure sera lestimation pubiiée. 



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-ARIPtA 
seasonal adjustment method(Z) to seasonally 
adjust its time series. This method minimizes 
the i.pact of seasonal variations on the se-
ries and essentially consists of adding one 
year of estimated raw data to the and of the 
original series before it is seasonally ad-
justed per se. The estimated data are derived 
from forecasts using ARIMA (Autoregressive In-
tegrated Moving Average) mdels of the Box-
Jenkins type. 

S 

The X-11 part of the X-11-ARIMA program uses 
primarily a ratio-to-.oving average •ethod to 
s.00th the modified series and obtain a pre-
liminary estimate of the trend-cycle, to cal-
culate the ratios of the original series (fit-
tad) to the estimates of the trend-cycle and 
to estimate the seasonal factors from these 
ratios. The final seasonal factors are pro-
duced only after these operations have been 
repeated several times. These procedures, used 
to determine the seasonal factors necessary to 
calculate the final seasonally adjusted data, 
are, executed every •onth. This approach en- 

APPENOIC! IV 

Désaimo,vaalisaticn 

Las tories econo.iques te.porellas ou chro-
nologiques comportent las OlOments essentials 
I Is description, l'explication at la prOvi-
sion du comportoment d'un phOnomIne Oconomi-
qua. "Ce sont des dossiers statistiques do 
POvolution des processus éconouiques dans Is 
temps'(l). L'obs.rvation par las Oconomistss 
at las statistici.ns d. l'activitO Oconomique 

l'aide des series temporellas a donc permit 
do distinguer quatre composantes principales 
du comportement des series tamporelles: la 
tendance a long ter.e ou trend, le mouveuen* 
cyclique, las variations saisonniIres at las 
fluctuations irrOgulilres ou accid.ntelles. 
Cas mouvements sent causes par diffOrents 
facteurs, soit Ocono.iques, cli.atiques ou 
institutionnals. Los variations saisonnières 
sent las fluctuations pOriodiques plus ou 
moms rOgulières qui se produisent au court 
d'une année an raison du cycle .étéorologique 
normal, des congOs fixes at d'autras OvOne-
m.nts qui se répètent a intarvalles avac une 
cartaine rOgularitO pour influencer do fagon 
significativa 1s taux dactivitO. 

Afin de favoriser l'interprOtation exacta de 
l'Ovolution fondamentale d'un phenomin. Ocono-
mique at do produire una meilloure prediction, 
Statistique Canada rajusta las tOries tempo-
ralles au moyen do la methods de dOsaisonnali-
sation X-11-ARMMI(2) afin do justement minimi-
ser liupact des variations saisonnières sur 
las series. Cette technique consist. essen-
tiellement I ajouter las estimations dune 
annee de données brutes a l'extrO.itO do la 
sOrie initiale avant da procOder I la dOsai-
sonnalisation proprement dite. Las donnO.s 
estimatives proviennent d'extrapolations pros-
pectivas rOalisees par des modIles ARMMI (mo-
dllas autorOgr.ssifs I moyennes mobiles intO-
gross) du type Box-Jenkins. 

La partie X-11 du progra..e X-11-ARMMI fait 
surtout appel I In methods do rapport aux 
.oyennes mobiles pour effectuer 1s lissage do 
In sOns modifiCe at obtenir une estimation 
provisoirs de In t.ndanc.-cycle, calculer las 
rapports do In sOnic initial. (ajustée) aux 
estimations de la tendanca-cycle, at astimer 
los facteurs saisonniars I partir do cas dits 
rapports. Les facteurs saisonniers dCfinitifs 
no sent produits quo lorsque cos operations 
ont OtO exOcutCes I plusiaurs repnises. Cat 
Otapes determinant las facteurs saisonniers 
nOcessaires au calcul des donnOas d6saisonna- 

1 La dOsaisonnalisation des series temperelles 
Oconomiques: quelques remarques) tire do In 
Revue statietique du Ciada, aoGt 1974. 

2 Pour de plus amples informations voir La 
method, do dOsaiso,m,alfsation X -11 -ARJSII, 
par Estella Bee Dagum, Statistiqu. Canada, 
no 12-564F au catalogue, hors tOri.. 

. 

APPF.NDIX IV 

Scasonal Adjus.nt 

Econo.ic time series contain the elements 
essential to the description, explanation and 
forecasting of the behaviour of an econouic 
pheno..non: "They are statistical records of 
the evolution of economic processes through 
tim."(l). In using time s.ri.s to observe eGo-
nouic activity, .cono.ists and statisticians 
have identified four characteristic behav-
ioural components: the long-tsrm 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 w.ather, 
statutory holidays and other events which oc-
cur at fairly regular intervals and thus have 
a significant impact on the rate of economic 
activity. 

. 

1 "A Note on the Seasonal 
Economic Time Series, Can 
Review, August 1974. 

2 For further information see 
Seewnal Adusent Hetlk.d, 
Dagu., Statistics Canada,Ca 
Occasional. 

Adjustunt of 
ada Statistical 

the X-11-ADIA 
by Estella Bee 
talogue 12-564E, 
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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 co.pønent. Slight month-
to-month variations in the seasonally adjusted 
series may be si.ple irregular •ove.ents to 
get a better idea of the underlying trend, 
users should examine several •on*hs of the 
seasonally adjusted series. 

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

lisóes finales sont exócutóes a chaque mois. 
Cette approche garanti -t quo la série non-do-
saisonnalisOe, a partir do laquelle sont cal-
culOes los estimations des facteurs saison-
fliers, inclut toutes lea donnOes lea plus rO-
cantos relativement 1 ladike sOrie, c.-à-cl., 
los donnOes qui portent sur Is mois courant at 
los donnOes rOvisOes du meis prOcOdent. 

Bien que Is dOsaisonnalisation per.ette de 
mioux comprendre Is *endanc.-cycle fondamenta-
le dune sOn., Is sOrie dOsaisonnalisOe nen 
contient pas moms une co.posante irrOguliôre. 
0o lOgôr.s variations dun mois a lautre dana 
Is sOrie dOsaisonnalisée peuvent noIre qua de 
si.ples •ouvements irrOguliers; pour avoir uns 
•eilleure idOe do la tendance fondamentale, 
los utilisateurs doiveni donc examiner les 
series dOsaisonnalisOes dun certain nombre do 
mo is. 

Le total dOsaisonnalisO au niveau du Canada 
est dOrivO de "facon indirocte" an faisant Is 
so.me des genres do commerce dOsaisonnalisOs 
sOparCment au préalable. 
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APPLHDIX V 

TRADE GROUP COVERAGE 

010 Sug.r..rkets and Grocery Steres 

6011 S&.ronrkets 
6012 Grocery stores (except si.eraarkets) 

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 Medicine Stereo 

6031 Pharmacies  
6032 Patent medicine and toiletries stores 

040 Shoe Stereo 

6111 Shoe stores 

050 Hanes Clothing Stores 

6121 Mens clothing stores 

040 Wonesi's C1othilg Steres 

6131 4omens clothing stores 

070 Other Clothing Stores 

.

6161 Childrons clothing stores 
6142 Fur goods stores 
6149 Other clothing stores, n.e.c. 
6151 Fabric and yarn stores 

080 Household Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers 

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers 

APPENDICE V 

WVE&TURE DES GRJPES DR COIERCE 

010 Suponsorchés d ' al.taentation at épic.riss 

6011 uperocrchés dalimontation 
6012 Epiceries (sauf les super.archás) 

020 Tous lee autres iagasins d'alinsntation 

6013 Boulangeries-pitisseries 
6014 Confiserios at magasins de noix 
6015 Magasins do fruits at legumes 
6016 Marches do viande 
6019 Autres magasins d'alimentation 

specialises, n.c.a. 

030 Pharuacies at .agasins do .édicsnts 
brevetés 

6031 Pharmecies 
6032 Magasins do nédicaments brevetás at do 

produits do toilette 

040 Magasins do cheussures 

6111 Ifagasins do chaussures 

050 Magasins do vête.ents pour homses 

6121 Ifagasins do vêtaments pour hos 

040 Magasins do vOte..nts pour denes 

6131 Hages ins do vete.enIs pour dames 

070 Autpes magasics do vatants 

6141 tlagasins do vôte.ents pour enfants 
6142 Magasins do fourruries 
6149 Autros megasins do vêtements, n.c.a. 
6151 Magasins do tissus at do filds 

080 Plagasins do .eublss at d'app.reil.s 
.dn.gers 

6211 Pfagasins do meâles do meison 
(avec apparei ls ménagers at accesso ires 
dub.La.ent) 

6212 Magasins do meâles do mmison  
(sans appareils monagers ni accessoires 
dameublement) 

6213 Ateliors do reparation do .oâ1os 
6221 Magasinsdappareils ménagers, do pastes 

do télévision at de radio at dappareils 
stéréophoniques 

6222 Maqasins do postos do télévision at do 
radio et dapparails stéróophoniques 

6223 Ateliers do reparation dappareils 
ménagers, do postos do tClévision at do 
radio at dapparails stáróophoniques 

090 Nagasins d'ecoes--ires d'.ile..nt 

6231 tlagas ins do revôtoments do sol 
6232 Magas ins do tentures 
6239 Autres magasins daccassoires diâle.ont 

100 Concossionnairos do vdhicules automobiles 
at réoréatifs 

6311 Concessionnaires dauto.obiles neuves 
6312 Concessionnaires d • automobiles d • occasion 
6321 Marchands de roulottos .otorisAes at do 

roulottes do voyage 
6322 Marchands do bateaux, do .oteurs hors- 

bord at d'acessoires pour bateaux 
6323 Marchands do motocyclettes at do 

notoneigas 
6329 Autres marchands do véhiculos do loisir 
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110 G.selln. Service Stations 

6331 Gasoline service stations 

120 Auttivs Parts, Acci,riss aid 
Services 

6341 Home and auto siply stores 

6342 Tire, battery, parts and accessories 
stores 

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

6354 Motor vehicle glass replact 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 Merchaidis. Stores 

6411 Department stores 
6412 General stores 
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Sesi-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 Sportinggoods stores 
6542 Bicycle shops 
6551 Itisical instrtaent stores 
6552 Record and tap. stores 

6561 Jewellery stores  
6562 Match and )ewellery repair shops 

6571 Camera and photographic sply stores 

160 Other Retail Stores 

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

6592 0pticians shops 
6593 Art galleries and artists siply stores 

6594 Luggage and leather goods stores 
6595 Monument and toiths*one dealers 

6596 Pet stores 
6597 Coin and st 	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 autiaobiles at services 

6341 ibgasins do fournitures pour 1* maison at 
r l'auto.obile 

6342 	asins do pneus, d'acctjlatours, do 
pieces at d accessoires 

6351 Garages (róparations générales) 
6352 Ateliersdo peinture at do carossarie 
6353 Ateliers do remplacement do silencieux 

6354 Ateliers do reeplacement do glaces pour 
véh icules automobi is $ 

6355 Ataliers do reparation at do 
reeplacament do boltes do vitessa do 
véhicules automobiles 

6359 Autres ateliers do reparation do 
véhicules automobiles 

6391 Lava-autos  
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 l'Iagasics do merchandises diversas 

6411 Magasins a rayons 
6412 Magasins généraux 
6413 Autres magasins do merchandises diverse, 

(bazars at magasins de merchandises 
diverses) 

140 Autres .agas3.ns do produits sesi-durablas 

6511 Librairies at papateries 
6521 Fleuristes  
6522 Centres do jardinage 
6531 Quiricailleries 
6532 Magasins de peinture, do vitre at do 

papier point 
6581 Ilagasins do jousts at d'articles do 

loisir  
6582 Magasins do cadeaux, d'articles do 

fantaisie at do souvenirs 

150 Autres megasins do produits durebles 

6541 Magasins darticles do sport 
6542 Magasins debicyclettes 
6551 tlagasins d'instruments do asique 
6552 Ibgasins do disques at do bandas 

ignétiqes 
6561 Bijouteries 
6562 Ateliers do reparation do montres at do 

bijoux  
6571 ilagasins d'appareals at do fotruitures 

photograph iques 

160 Au-tree magasins do vents au detail 

6021 Magasins do spiritusux 
6022 Magasins do yin 
6023 Magasins do biIre  
6591 Magasins do merchandises d' occasion, 

n.c.a. 
6592 Opt icions 	- 
6593 Galeries dart at magasins do 

fournitur.s pour artistes 
6594 Magas ins do bagagas et do maroquinerio 
6595 Magasins do monuments fisióraires at ds 

pierres toobales 
6596 Magasins danimaux do meison 
6597 Marchands do pieces do monnela at do 

tiobres 
6598 liarchands do maisons mobiles  
6599 Autres magasins do vents au detail, 

n.c.a. 
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TIE MARKET 
RESEARCH 
HANDBOOK 
1992 
The fastest way 
to get off to a 
good start! 
Brainstorming with your 
colleagues produces some 
great marketing ideas. But 
which ones will you use? Ti 
Market Research Handboo I 
1992 can help you narrow 
your options before you commit 
any more time and resources to 
developing your strategy 
This handbook is the most conpie- 
hensive statistical compendium on 	1% 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 
(plus' % GST) in Canada. US$113 in the United States and US$I3 
in other countries 
To order, write to Publication Sales, Statistics Canada, Ottawa, 
Ontario, K1A 0T6 or contact the nearest Statistics Canada 
Reference Centre listed in this publication. 
For faster service fax your order to 1-613-951-1584. Or call toll-free 
I 	and use your VISA or MasterCard. 

C if REUEIL 
STMSIIQUE DES 
ETUDES.DE 
MARCHE 1992 

Pourbartir 
du 1km pied! 

Des seances de rem ue-m&iinges 
jaillissent d'excellentes idées de 
commercialisation. Mais lesuelles 

hoisir? Le Recueil 
statistique des etudes 

de marché 1992 peut 
vous facilirer les choix 

avant que vous n'engagiez 
plus de temps et de ressources 
l'élaboration de votre stratégie. 

(e recueil statistique est le plus 
cxhaustif qui soit sur les consom- 

niateurs canadiens et les entreprises 
qui les servent. Ii vous aide 5 definir 
er situer vos marches cibles. 

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

45 regions urbaines ? 

des données sur les recettes et les dCpenses de 
détaillants et de petites entreprises? 

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

• dépenses personnelles 
• taille et composition des mértages 
• traitements et salaires 
• investissements par secteur d'activité économique 
• population active par secteur d'activitë 
• prix de l'industrie et de la consommation 

Si c'est Fun de nos succès depuis 1977, cest parce qu'il vous 
renseigne en long et en large sur le marché. Pour 
économiser temps et argent, vous ne sauriez vous en 
passer. 

Le Recueil statistique des etudes de marchè 1992 (n° 63-224 au 
catalogue) coUte 94$ (TPS de 7% en sus) au Canada, 113 S US aux Ecats-Unis 
et 132 S US darts les autres pays. 
Pour commander, veuillez ecrire a Verne des publications, Statistique 
Canada, Ottawa (Ontario), K IA 016 ou communiquer avec Ic Centre 
de consultation de Scatistique Canada le plus prCs (voir La liste 
figurant darts Ia presente publication). 
Pour un service plus rapide, commandez par tlëcopieur au 
1-613-951-1584. Ou composer sans frais Ic 1-800-267-6677 et utiliscz 
votre carte VISA ou MasterCard. 



AND ATTRACTIVE 
CANADA YEAR BOOK 
EVER PUBLISHED. 

On the occasion of the nation's 125th anniversary of 
Confederation, the 1992 Canada Year Book takes a 
unique look at the fascinating highlights in the develop-
ment of Canada since 1867. 

Exceptionally popular among business people, jour-
nalists, librarians, parliamentarians, educators and 
diplomats for 125 years, the 1992 Canada Year Book is 
designed as a comprehensive reference source for the 
latest on economic, political, and social information 
on Canada and Canadians. And for the first time, 
this special collector's" edition presents pictur-
esque vignettes on Canada's past with informative, 
easy-to-read text. 

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

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

• THE LAND 
• THE PEOPLE 
• THE NATION 
• THE ECONOMY 
• ARTS AND LEISURE 

L'ANNUAIRE DU CANADA 
LE PLUS UTILE ET LE PLUS 
A1TRAYANT JAMAIS PUBLIE. 

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

Cet ouvrage, particulièrement populaire depuis 125 ans 
auprès des gens d'affaires, des joumalistes, des biblio-
thécaires, des parlementaires, des enseignants et des 
diplomates, est conçu comme un ouvrage de référence 
oü l'on retrouve les données économiques, politiques et 
sociales les plus récentes sur le Canada et les Cana-
diens. Cette edition spéciale présente, pour la premiere 
fois, ae pittoresques illustrations se rapportant a I'his-
toire du Canada de même que des textes informatifs et 
faciles.à lire. 
Au nombre des caractéristiques spéciales, on compte: 
• un nouveau mode de presentation: 

22cm x 30 cm (9" x 12") 
• des caractères plus gros 
• plus de 300 photos d'archives rares 
• des perspectives historiques sur Ic passé du Canada 

22 chapitres, 607 pages reliées par une 
couverture rigide de luxe. 
Cette encyclopédie compacte est un 
ouvrage indispensable pour répondre 
a vos questions portant sur tolls les 
aspects du Canada. 

• LE TERRITOIRE 
• LA POPULATION 

• LA NATION 
• I .'ECONOMIE 

LES ARTS ET LES LOISIRS 

Available in separate English and French editions, the Canada Year Book 
(Cat. No. 1 l-402E) sells for $49.95 (plus $5.05 shipping and handling) in 
Canada, US $60 in the United States, and US$70 in other countries 
(includes shipping and handling). 

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

For faster ordering, using your ViSA or MasterCard, call toll-free 
1-800-267-6677 or fax your order to (615) 951-1584. Please do not 
send confirmation. 

Vous pouvez vous procurer rAnnuaire du Canada (no li-402F 
au Catalogue), en version française on anglaise, pour 49,95 $ (plus 5,05 $ 

pour frais d'expédition et de manutention) so Canada, 60 $ (devises amen-
caines) aux Etats-Unis et 70$ (devises ainéricaines) dens lea aithes pays 
(frais d'expédition et de manutenlion compris). 

Pour commander, prière d'ëcrire au Service des Ventes des publications de 
statistique Canada. Ottawa (Ontario) KIA 0Th. on de communiquer avec le 
Centre regional de consultation de Statistique Canada le plus prés de chers 
vous (voir la liste qui figure dans Ia publication). 

Pour accélérer les commandes, utilisez votre carte VISA on MasterCard 
ou composez sans frais le 1-800-267-6677 (téléphone) on Ia (613) 951-1584 
(telecopleur). Veulllez ne pas envoyer de coiutnnaflon. 
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