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Data in Many Forms... 

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

How to Obtain More Information 

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

Retail Trade Section, 
Industry Division, 

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

St. John's(1-800-565-7192) Winnipeg 	(983-4020) 
Halifax 	(426-5331) 	Regina 	(780-5405) 
Montreal 	(283-5725) 	Edmonton 	(495-3027) 
Ottawa 	(951-8116) 	Calgary 	(292-6717) 
Toronto 	(973-6586) 	Vancouver 	(666-3691) 

Des données sous plusieurs formes... 

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

Comment obtenir d'autres renseignements 

Toutes demandes de renseigneroents au sujet de cette 
publication ou de statistiques et services connexes 
doivent être adressées it 

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

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

St. John's(1-800-565-7192) Winnipeg (983-4020) 
Halifax (426-5331) Regina (780-5405) 
Montréal (283-5725) Edmonton (495-3027) 
Ottawa (951-8116) Calgary (292-6717) 
Toronto (973-6586) Vancouver (666-3691) 

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

sultation. 

Newfoundland, Labrador, Terre-Neuve et. Labrador, 
Nova Scotia, New Brunswick Nouvelle-Ecosse, Nouveau-Brunswick 
and Prince Edward Island 1-800-565-7192 et tle-du-Prince-Edouard 1-800-565-7192 

Quebec 1-800-361-2831 Québec 1-800-361-2831 
Ontario 1-800-263-1136 Ontario 1-800-263-1136 
Manitoba, Saskatchewan, Alberta Manitoba, Saskatchewan, Alberta 
and Northwest Territories 1-800-563-7828 et Territoires du Nord-Ouest 1-800-563-7828 

British Columbia and Yukon 1-800-663-1551 Colombie-Britannique et Yukon 1-800-663-1551 

Teleco..unications Davice for the 
Hearing Impaired 	1-800-363-7629 

Toll Free Order Only Line (Canada 
and United states) 	i-aoo-aoi-oii  

Appareils da télécom.unicationa pour 
les .alentendants 	1-800-363-7629 

Htéro sans frais pour commander 
seulemant(Canada at ftats-Unis) 1-800-267-6477 

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 
Marketing Division, Sales and Service, Statistics 
Canada, Ottawa, K1A 0T6, 

1(613)951-7277 

Facsimile Number 1(613)951-1584 

Toron to 
Credit card only (973-8018)  

Comment commander les publications 

On peut se procurer cette publication et los autres 
publications de Statistigue Canada auprès des agents 
autorisés et des autres librairies locales, par l'en-
tremise des bureaux locaux de Stat.istigue Canada, ou 
en Ccrivant a la Division du Marketing, Ventes et 
Service, Statistique Canada, Ottawa, K1A OT6. 

1(613)951-7277 

Numéro du télécopieur 1(613)951-1584 

Toronto 
Carte do 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 dii système statistique du Canada 
repose sur un partenarlat bien établi entre 
Statistique Canada at Ia population, les entreprises 
at les administrations canadlennes. Sans cette 
collaboration at cette bonne volorté, II serait 
impossible de produire des statistiques préclses 
et actuelles. 



SYMBOLS 	 SIGHES CONVENTIONHELS 	
0 

The following symbols are used in This 	Los signes suivants sont employis uniformément 
Statistics Canada publication: 	dons cette publication de Statistique Canada: 

figures not available. 	 .. nombres indisponibles. 

figures not appropriat, or not applicable. 	... nmyan* pas lieu do figurer. 

- nil or zero. 	 - némnt ou zero. 

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

x confidential to most secr.cy requirements 	x confidentlel an vertu des dispositions de le Loi 
of the Statistics Act. 	 sur 1s s*a*istiquo relatives au secret. 

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANSIM 

All current and historical statistics on 
Retail Trade (Matrix Nos. 2299, 2398-2417 	and 
2420), 	as well as many other series are 
available to the public from 	Statistics 
Canmdas computerized 	data bank CANSIM 
(Canadian Socio-Economic Information Manage-
ment System) via terminal, on computer print-
outs, or in machine readable form. For 
further information, contact the Cansim staff 
of Dissemination Division, Statistics Canada, 
Ottawa, K1A 0Z8 (telephone 613-951-8200), or 
the regional advisors at the Statistics 
Canada offices located across Canada. 

This publication was prepared under the 
direction of: 

• G.W. Andrusiak, Director, Industry Division 

• B. Heuos, Assistant Director, Distributive 
Trades Sub-division, Industry Division 

• 	B. Thériault, Chief, Retail Trade Section, 
Distributive Trades Sub-division, Industry 
Division 

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

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

NOTA 

Los chiffres ayent etC •rrondis, lea totaux no 
correspondent pas toujours. 

NOTE AU SUJET DE CANSIM 

La banque do donnIes informatisées de Statistique 
Canada CANSIM (système canadien d'information socio-
Cconomique) fournit mu public toutes les statistiques 
actuelles at historiques sur le Commerce do detail 
(matrice nos 2299, 2398-2417 at 2420), at sur de 
nombreuses autres series, per le biais dun 
terminal, d'imprimCs d'ordinateur ou do supports 
ordinolingues. Pour plus do renseignements, 
s'edresser mu personnel de CAMSItI de la Division 
do la diffusion, Statistique Canada, Ottawa, 
K1A 0Z8 (téléphone 613-951-8200), ou aux conseillers 
rCgionaux des bureaux do Statiskique Canada situCs 
è travers le Canada. 

Cette publication a etC rCdigCe sous le direction do: 

• G.M. Andrusiak, 	directeur, 	Division do 
1' indusfrie 

• B. Ileues, 	directeur adjoint, Sous-division des 

	

commerces do 	distributions, 	Division 	do 
1' industria 

• B. Thériault, 	chef, Section du commerce do 
detail, Sous-division des com.erces da distri-
butions, Division do l'induskri. 

• S. Desers, 	9conomiste principal., 	Section du 
commerce do detail, Sous-division des commerces 
de distributions, Division do l'industrie 

Le papier utilisé daris Ia présente publication répond aux 
exigences minimales de l'American National Standard for 
Information Sciences' - 'Permanence of Paper for Printed 
Library Materials, ANSI Z39 48 - 1984. 0 
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FAITS SAILLANTS 

. 

After a steady increase since early 1992, 
seasonally adjusted retail sales flattened out 
during September and October. The trend had 
been increasing at a stable rate since March 
1992 but slowed over the last two months. 

Major Ceaponents 
seasonally adjusted sales in current dollars) 

At $16.3 billion, October sales were only 
0.1Z higher than in September, a result of 
contrasting movements among the major groups. 
Four of the seven major groups (which account 
for 54% of total retail sales) reported 
higher sales in October. The most notable 
increases were in the food (+0.6?.) and 
general merchandise (+1.3>) sectors. These 
gains were almost counterbalanced by 
decreasss in the automotive (-0.3Z) and fur-
niture (-1.9Z) sectors. 

Food: +0.6Z 

The food sector's 0.6% sales increase in 
October was the third increase in four months. 
This increase offset the 0.5% decline in 
September and was attributed to higher sales 
by supermarkets and grocery stores. 

Automotive: -0.3? 

The automotive sector's 0.3? sales decline in 
October was a continuation of fluctuating 
movements since May. The largest downward 
influence came from a 1.8% sales decrease for 
gasoline service stations as sales closely 
followed gasoline price movements in October. 
Partly countering this decrease were higher 
sales by motor vehicle and recreational 
vehicle dealers (+0.2?). 

The general merchandise sectors 1.3? sales 
gain in October followed no growth in Septem-
ber and a 0,7? gain in August. In contrast, 
lower sales were reported by the furniture 
sector (-1.9?) in October after a 0.9% 
increase in September. 

Faisant suite A une croissance 	constante 
amorcée au dbut de 1992, las ventas désaison-
nalisées du commerce de detail s'aplatissent 
mu cours des deux derniers mois. La tendance 
a continuó do progresser constamment depuis 
mars 1992, mais i un taux plus lent mu cours 
des deux derniers mole. 

Princpa1es Casposantes 
(ventes dosaisonnalisees an dollars courants) 

Totalisant 	$16.3 	milliards, 	lee 	ventes 
d'octobre sont sup4rieur.s de s.ulement 0.1? 
celles de sept.mbre at sont Is r6sult.t de 
mouvements différents parmi lee group.. ma-
jeurs. Des ventes plus 6lev6es sont déclares 
dane quatre des sept groupes majeurs lreprC-
sentant 54% des ventes totales) an octobre. 
Les augmentations las plus significatives 
sont enregistróes par Is secteur des aliments 
(+0.6?) at des magasins de merchandises 
diversec (+1.3?). Ces hausses sont presque 
entièrement contrebalancees per des baisses 
dens lee secteurs des véhicules automobile. 
(-0.3','.) at des meubles (-1.9?). 

Aliments: +0.67 

L'augmentation d. 0.6% des v.ntes du secteur 
des aliments an octobre act la troisième 
hausse au cours des quatre derniers mois. 
Cette augmentation compense is baisse do 
0.5% enregistrée an septembre at est .ttri-
bumble a des yentas plus élevóes des super-
marches d'alimentation at épic.ries. 

Véhicul.s automobiles: -0.3? 

La bales. de 0.3? des v.ntes du secteur des 
produits de vóhicul.s automobiles an octobre 
felt suite A des fluctuations 	mensuelles 
depuis mci 1993. 	L'influ.nce a Is baisse Is 
plus importante provient do la diminution de 
1.8% des ventes des stations-service puisque 
les ventes ont suivi de près Is mouvement des 
prix de lessence an octobre. Cette baiss* 
oct partiellement compensóe par Is hausse do 
0.2% des ventes des concessionnaires de 
vehicules automobiles at recreatifs. 

La hausse de 1.3? des ventes du secteur des 
magasins de marchandises diverses an octobre 
fait suite ô aucune croissance an septembre 
at è un gain de 0.7% on soOt. Faisant contra-
ste avac cette heusse, lee ventes du secteur 
des meubles ont baisee do 1.9? an octobre 
apras une hausse de 0.9? an septembre. 

S 
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Provinces and Territories 
(seasonally adjusted sales in current dollars) 

Provinces et territoires 
(ventes dsaisonnalises an dollars courants) 

Seven provinces and territories posted sales 
increases in October, ranging from +0.1Z in 
New Brunswick and Quebec to +2.0Z in the 
Yukon. Decreases ranged from -0.4X in British 
Columbia to -2.3X in the Northwest Terri-
tories. Sales levels for Ontario and 
Saskatchewan remained unchanged. 

Trend 
(current dollars) 

The retail sales trend had been rising since 
February 1992, increasing steadily since 
March 1992. In October, the trend was still 
positive but had slowed since September. (The 
trend smooths out irregular month-to-month 
movements not sustained over a longer period. 

Year -to - data 
(current dollars) 

Unadjusted cumulative retail sales for the 
first 10 months of 1993 totalled $156.8 
billion, up 4.4k from the corresponding period 
in 1992. In September, cumulative sales were 
4.8X higher than in the same period of 1992. 

Sept provinces at territoires dóclarent une 
hausse des ventes an octobre, schelonnant 
de +0.1k cu Nouveau-Brunswick at au Quebec 6 

+2.0Z au Yukon. Las diminutions séchelonnent 
entre -0.4Z en Colombie-Britannique a -2.3Z 
dans les Territoires du Nord-Ouest alors 
quelles sont inchangées on Ontario at en 
Saskatchewan. 

Tandanca 
(en dollars courants) 

La tendance des ventes du commerce de dó'cail 
continue de progresser depuis février 1992. 
Les augmentations mensuelles ont progress6 
constamment depuis mars 1992. En octobre, 1* 
tendance domeure positive mais diminue depuis 
septembre. (La tendance aplanit les mouve-
ments mensuels irrguliars qui ne sont pas 
maintenus au cours dune longue p6riode.) 

Claulat2f 
(en dollars courants) 

Las ventes non ds.isonnalises totalisent 
$156.8 milliards depuis la dbut do lannóe, 
an haussa da 4.4Z par rapport 	aux dix 
premiers mois do lanno derniare. En 
septembra, las ventes cumulatives étaient de 
4.8Z plus glov6es qua pareille date lannóe 
pr4c6denta. 
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Chart 1 	 Graphique 1 

Retail Sales, Canada 	 Ventes au detail, Canada 

20 

18 

16 

14 

12 

10 
NJ 	 J 	 J 	 J 	 J 	 0 
1988 	1989 	 1990 	 1991 	 1992 	 1993 

* Prior to 1991, data includes Federal Sa/es Tax. Its 	* Avant 1991 las données incluent Ia tare de vente fédérale. La 
successor, the Goods and Services Tax is not included in 	tare sur ies produits at services qui lui a succédé nest pas 
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Chart 2 	 - 	- 	 Graphique 2 
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Retail Sales Trendsi — Canada, 	 Tendancesi des ventes au detail — Canada, 
By Major Group 	 par groupe principal 
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the Federal Sates Tax to be comparable to 	 Ia taxe de vente fédérale afin qu'elles sotent corn parables 
January 1991 and subsequent data. 	 a janvier 1991 et aux données subséquentes. 
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Monthly, Bilingual Plensuel, Bilingue 
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TARLE 1. Retail Sales, Seasonally Ad:Justed, by Trade Group and by Region (Current Periods) 

Change from 
Sales 	 previous month 

Year-to- 
Ventes 	date Variation p. r. 

au mois prcédent 
1993 

	

October September 	August 	July 	October September 
1993 	1993 	1993 	1993 Cunjlatif 	1993 	1993 

	

Octobre Septembre 	AoOt Juillet 	Octobre Septembre 
No. 

millions of dollars - millions de dollars 

Trade Group • Canada 

1 Supermarkets and grocery s+ores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mona clothing stores 

6 I4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance 
stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline service stations 

12 Automotive parts, accessories 
and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

29 Northwest Territories 

3,981.5 3,953.2 3072.5 3024.9 

279.5 283.6 286.9 288.4 

1,003.5 1,007.8 1,002.9 991.7 

137.4 134.0 133.4 132.6 

148.8 146.0 145.0 146.0 

314.2 313.2 323.6 327.0 

357.2 359.3 363.9 360.6 

700.3 711.9 702.6 707.5 

	

180.1 	185.7 	187.1 	185.6 

	

3,474.9 	3,467.4 	3,432.0 	3,452.9 

	

11191.6 	1,213.6 	1,217.7 	1,201.8 

	

917.3 	919.6 	916.2 	915.6 

	

1,772.0 	1,750.1 	1,749.5 	1,738.1 

	

564.9 	558.5 	561.2 	564.4 

	

444.5 	439.4 	444.1 	440.6 

	

839.4 	843.5 	851.2 	854.0 

16,307.1 16,286.9 16,289.9 16,231.6 

	

281.5 	278.6 	280.3 	282.6 

	

72.2 	71.0 	71.8 	71.9 

	

540.6 	545.3 	539.8 	539.9 

	

424.1 	423.7 	422.9 	424.0 

	

3,965.9 	3,962.7 	3,971.5 	4,002.9 

	

5,979.1 	5,978.4 	5,976.2 	5,920.5 

	

571.6 	562.5 	558.0 	556.2 

	

483.8 	484.0 	483.2 	475.3 

	

1,705.5 	1,688.7 	1,703.6 	1,707.0 

	

2,230.4 	2,239.0 	2,231.3 	2,200.1 

	

17.2 	16.9 	16.8 	17.9 

	

35.3 	36.1 	34.5 	33.4  

39,360.8 

2,851.5 

9,842.7 

1,326.1 

1,453.1 

3,145.5 

3,503.7 

6,943.7 

1,828.9 

33,912.5 

12,064.3 

9,094.6 

17,543.9 

5,662.7 

4,388.2 

8,437.5 

161,359.8 

2,773.6 

701.1 

5,329.8 

4,165.8 

39,457.5 

59,379.0 

5,555.6 

4,735.6 

16,839.5 

21,913.2 

170.4 

338.7 
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1.2 0.1 3.2 3.0 3.9 4.8 

-0.5 -0.4 7.4 7.8 11.7 13.9 

1.1 0.4 8.3 10.1 9.5 10.6 

0.6 1.1 8.1 5.5 6.2 6.8 

-0.7 0.9 7.6 4.5 3.9 4.8 

-1.0 2.5 0.1 1.5 3.6 5.5 

0.9 3.1 7.5 6.8 10.3 9.1 

-0.7 3.3 7.5 10.1 11.5 11.5 

0.8 2.7 0.7 3.6 0.8 0.2 

-0.6 3.0 7.1 7.8 5.7 6.5 

1.3 -1.0 1.1 3.3 3.1 0.3 

0.1 2.1 5.9 7.6 6.6 8.0 

0.7 -0.4 1.2 0.2 -0.4 -1.1 

-0.6 -0.7 1.5 0.8 2.3 4.7 

0.6 1.1 7.0 6.5 6.9 5.8 

-0.3 1.7 -0.3 1.3 3.0 3.5 

0.4 1.1 4.2 4.8 4.7 5.1 

Broupe do coerca - Canada 

Supermarchés dalimentation at 1 
épacer los 

bus los autras magas ins 2 
d' alimontat ion 

Pharmacies at unagasins de 3 
médicamonts brovotés 

Magasins de chaussur.s 4 

Magasins de vétements pour hoimiues 5 

Magas ins de vôtomonts pour dames 6 

Autres magasins do vêtemonts 7 

ilagasins do moublos at dapparoils 8 
ménagors 

Magasins daccossoiros damoublement 9 

Concessionnaires do véhiculos 10 
automobiles at récréct ifs 

Stations-service 11 

Magasins do pièces et daccossoire. 12 
pour automobiles at services 

Magasins de marchandises diversas 13 

Autrosmagasins do produits 14 
semi-durables 

Autres magasins do produits 15 
durab los 

Autres magasins do vent, mu dGtail 16 

Total, ensoable des eagasins 17 

4.5 

10.2 

11.0 

5.4 

5.1 

3.3 

8.2 

9.7 

0.8 

6.2 

2.2 

6.4 

1.0 

6.9 

6.8 

0.8 

5.0 

-0.8 2.3 -1.0 -1.3 0.3 1.3 

-0.2 3.1 4.4 3.7 5.1 7.0 

- - -0.1 4.1 7.1 5.9 6.1 

-0.3 2.2 5.2 2.1 4.9 7.4 

-0.8 1.6 3.7 5.6 5.8 6.6 

0.9 0.9 3.1 3.9 3.5 2.8 

0.3 212 6.5 6.5 2.9 4.3 

1.7 1.8 8.9 9.4 8.5 7.0 

-0.2 1.8 4.4 3.4 2.3 5.1 

1.4 -0.6 7.1 6.2 8.1 8.3 

5.0 4.0 1.5 -2.5 7.1 

3.1 -0.7 8.2 9.5 3.9 0.2 

Terre-Neuve 18 

21e-du-Prince4douard 19 

Nouvell.-cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colousthi.-Britanniquo 27 

Yukon 28 

Territoires du Nord-Ouost 29 

-0.7 

5.8 

4.9 

5.3 

5.2 

4.1 

4.9 

6.1 

4.3 

8.6 

2.5 

3.8 

. 

TABLEAU 1. Ventas mu detail, désaisonnalisCes, salon Ia groupa do coemarce at Ia region 
(pCriodes courantas) 

Change from  
previous month 	Change from previous year 

Variation p. r. 	Variation par rapport ê l'année précédente 
mu mois pr6c6dent 

Year-to- 
August 	July October Septoabor 	August 	July 	date 

1993 	1993 	1993 	1993 	1993 	1993 	1993 

	

AoOt Juillot Octobre Septerthra 	AoGt Juillet Cumulatif 

Per cent - pourcentage 

M. 

Regions 
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4,056.1 

275.6 

1,014.7 

154.2 

152.2 

323.2 

376.9 

718.3 

190.5 

3,359.9 

1,226.7 

930.4 

1,836.9 

532.7 

405.9 

832.7 

16,386.8 

3,952.8 

277.2 

981.8 

149.6 

140.7 

335.2 

382.5 

733.6 

191.0 

3,420.4 

1,221.9 

903.0 

1,710.4 

550.4 

433.8 

824.2 

16,208.6 

3,855.3 

290.3 

970,2 

131.8 

116.5 

306.6 

366.4 

696.5 

194.4 

3,464.3 

1,307.1 

898.1 

1,660.7 

552.0 

432.1 

876.8 

16,119.1 

4,294.9 

313.5 

971.8 

123.9 

124.3 

318.4 

321.6 

722.9 

198.6 

3,758.7 

1,324,3 

970.8 

1,620.8 

571.1 

434.6 

977.7 

17,047.7 

39,088.6 

2,796.5 

9,537.9 

1,256.4 

1,252.7 

2,917.3 

3,182.3 

6,553.0 

1,765.2 

34,663.6 

12,028.1 

8,850.3 

15,760.9 

5,244.9 

3,910.1 

8,000.5 

3.56,808.4 

No 

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

Sales 

Ventes 

	

October September 	August 	July Year-to-date 
1993 	1993 	1993 	199 	1993 

	

Octobre Seplembre 	Aoüt 	Juillet 	Cu,milatif 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mon's clothing stores 

6 Momen's clothing stores 

7 Other clothing stores 

6 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Columbia 

28 Yukon 

29 Northwest Territories 

280.8 272.0 286.7 300.9 

70.0 71.3 78.6 84.6 

536.6 536.3 544.4 575.8 

428.3 417.9 428.3 454.5 

4014.4 3059.2 3,940.9 4,260.6 

6,008.3 5,960.4 5,797.0 6,153.5 

575.8 554.6 547.6 568.4 

489.0 473.3 477.6 491.2 

1,707.3 1,678.0 1,711.3 1,771.2 

2,223.2 2,233.3 2,252.9 2,328.2 

16.9 17.1 19.0 21.6 

36.1 35.2 34.8 37.3 

2,673.3 

681.5 

5,168.0 

4,050.7 

38,739.6 

57,391.7 

5,364.5 

4,590.6 

16,343.4 

21,304.6 

168.5 

332.0 
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-0.6 5.5 0.8 7.7 

5.2 9.5 11.1 14.8 

5.8 11.3 9.7 9.5 

5.8 7.7 3.5 11.6 

5.0 6.6 0.5 8.5 

-2.7 - - 3.9 11.0 

4.3 8.2 11.5 14.0 

4.4 9.7 10.9 14.0 

-1.9 3.4 1.8 1.4 

4.8 5.9 10.6 3.6 

-0.5 4.4 3.8 0.1 

2.7 7.7 7.6 7.3 

-1.2 1.2 -1.6 -0.3 

1.3 1.2 4.2 

4.0 7.3 6.5 6.8 

-2.7 3.3 0.4 5.4 

Supermarchós d'alimentstion at épiceries I 

Tous los autres magasins dalimentation 2 

Pharmacies at magasins do u,édicamsnts brevetCs 3 

Magas ins de chaussuros 4 

Magasins do vôtoments pour hommes S 

Magasins do vêto.on*s pour dames 6 

Autras magasins do vêtements 7 

Magasins do meublos at d'apparoils ménag.rs 8 

Ijagasins daccossoires damaublemant 9 

Concessionnairos do vChicules automobiles 10 
at récr6at ifs 

Stations-service 11 

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

Magasins do merchandises diverses 13 

Autros magasins do produits semi-durablos 14 

Autres magasins do produits durables 15 

Autros magasins do vento mu detail 16 

. 

3.7 

9.9 

10.3 

5.5 

4.6 

2.9 

7,8 

9.1 

0.4 

5.7 

1.7 

5.5 

0.2 

5.8 

6.2 

0.4 

-2.1 -1.3 1.2 2.0 

2.3 4.8 5.7 7.4 

0.9 9.6 5.4 6.3 

2.9 2.3 5.1 7.8 

0.5 6.5 5.6 7.6 

0.3 4.4 3.3 3.2 

4.5 7.3 3.2 3.6 

5.4 10.6 7.8 7.6 

1.6 3.6 2.9 6.0 

4.7 7.2 8.2 8.6 

0.9 0.8 -3.6 6.9 

7.3 11.3 2.6 0.8 

Terre-Neuve 18 

!le-du-Prince4douard 19 

Nouvelle-cosse 20 

Nouveau-Brunswick 21 

Qu6boc 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colothie-Britannique 27 

Yukon 28 

Torritoiros du Nord-Ouest 29 

-1 . 1 

5.1 

4.4 

4.8 

4.5 

3.5 

4.2 

5.4 

3.8 

8.0 

2.1 

3.6 

TABLEAU 2. Vontes au detail, non-désaisonnalisCes, salon Ia groupe do cosumarce at Is region 
(pCraodes courantes) 

Change from previous year 

Variation par rapport i l'ann6e prcden+o 

	

October September 	August 	July Year-to-date 
1993 	1993 	1993 	1993 	1993 

	

Octobre Septambre 	AoOt 	Juillet 	Cumulalif 

Per cent - pourcentage 

Groupe de coerca Canada 

N
o 

1.4 	5.5 	4.7 	5.6 
	

4.4 Total, ensemble des .agasins 	17 

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

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1993 1993 1993 1992 1992 

Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

12 3 103.0 11,887.7 11,041.8 11 1835.6 11,559.1 

881.1 905.2 734.6 828.5 787.5 

21923.7 2,884.4 2,715.1 3,032.6 2,654.3 

405.3 416.0 280.9 461.4 377.3 

381.6 425.1 293.8 613.2 362.7 

960.2 949.5 684.4 1,168.6 917.4 

1,070.5 971.7 763.2 1,314.6 964.1 

2,153.0 1,953.0 1,728.7 2,344.0 1,930.8 

584.1 549.5 441.2 608.0 571.6 

10,643.4 12,045.1 8,615.1 8020.1 9,992.4 

3,853.3 3,611.0 3,337.1 3,569.0 3,751.4 

2,772.0 2009.0 2,238.9 2,808.2 2,577.8 

6,991.9 4,977.7 3,954.4 6,998.1 5,004.2 

1,673,5 1,775.2 1,263.6 1,996.2 1 3,636.3 
1,300.4 1,243.2 960.6 1,644.7 1,216.7 

2,678.6 2,531.5 1,957.7 2,906.3 2,597.7 

49,375.5 50,034.9 41,011.1 51,049.2 44,901.4 

274.7 259.1 247.8 269.8 278.4 

61.3 61.6 61.9 70.9 56.9 

5.5 5.0 3.4 7.4 5.1 

3.6 3.6 2.0 7.1 3.2 

13.5 12.0 7.9 18.2 11.7 

19.1 17.6 11.5 30.1 17.4 

23.5 20.1 16.2 32.2 20.8 

3,9 3.7 2.7 519 4.0 

149.7 169.1 109.2 113.0 142.7 

89.7 79.4 76.0 84.7 95.5 

39.1 39.2 28.2 45.4 36.5 

105.2 98.7 76.5 164.0 107.5 

28.3 27.3 18.2 34.5 30.5 

11.3 10.9 8.2 18.9 11.4 

23.0 22.0 17.2 33.2 23.2 

859.7 839.9 692.9 943.3 854.2 

Trade Group 

No. 

Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen ' s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Newfoundland 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 l4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Change from previous year 

Variation par rapport I lannée prócódento 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1993 1993 1993 1992 1992 

Trimestra 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

Per cent - pourcentage 

4.7 3.5 4.5 6.8 4.5 

11.9 11.8 7.1 -11.5 -12.4 

10.2 10.5 12.0 9.1 11.5 

7.4 7.0 0.7 -2.6 -5.4 

5.2 6.2 1.2 3.3 -4.7 

4.7 4.0 1.7 0.1 1.3 

11.0 7.0 6.4 6.2 6.4 

11.5 10.9 6.5 5.3 -0.8 

2.2 0.3 -0.8 4.1 5.1 

6.5 6.9 3.5 5.0 2.6 

2.7 1.4 1.6 2.6 -0.7 

7.5 4.6 5.6 -0.8 -3.0 

-0.2 0.5 1.2 0.6 1.0 

2.3 9.6 8.6 11.7 11.1 

6.9 7.2 5.1 -0.1 0.6 

3.1 0.4 -1.9 -1.6 -1.6 

. 

. 

Groupe do colmeorce 

N°  

Canada 

Supormarchü d'alimontation at Cpicories 1 

bus los autres magasins dalimentation 2 

Pharmacies at magasins do módicamonts brevetCs 3 

Magasins do chaussures 4 

ilagasins do vItements pour hoimiee 5 

Ilagasins do vItemonts pour dames 6 

Autros magasins do vItomonts 7 

Magasins do meubles at dapparoils ménagers 8 

tiagasins daccossoires dameublement 9 

Concessionnaires do véhicules automobiles ID 
at récréat ifs 

Stations-service 11 

Magasins do pilces at daccossoires pour 12 
automobiles at services 

Ilagasins do merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablos 15 

Autros rtagasins do vents mu detail 16 

0.6 	-0.3 	-3.7 	0.2 	-0.7 Total, enseuble des •agasins 	17 

TARLEAU 3. Vsntes mu detail, non-desaisonnalisees, solon is groupa de coerce et I. region 
(estimations trimostrielles) 

5.3 	4.9 	4.0 	3.7 	2.2 Total, onameble dos .agasins 	17 

S 

-1.3 	-2.4 	-3.7 	5.0 	5.7 

7.7 8.2 12.1 6.4 1.9 

7.9 3.9 -0.1 -0.5 0.7 

12.3 17.5 -7.7 7.7 -23.1 

14.9 9.5 9.0 4.4 -1.9 

9.9 14.7 8.1 8.8 4.4 

12.8 11.1 -5.1 6.1 -5.9 

-3.2 -23.5 -29.2 -22.3 -34.6 

4.8 0.3 -3.1 8.0 6.4 

-6.1 -7.1 -8.2 -6.6 0.2 

7.0 -0.3 -5.9 -1.2 -7.3 

-2.1 -1.6 -8.8 -13.2 -20.7 

-7.0 3.6 2.8 20.1 27.1 

-0.6 3.0 -6.1 6.8 -4.0 

-0.9 -5.4 -18.3 -7.9 -12.3 

Terro-Nauvo 

Supermarchés dalimentation at épiceri.s 1 

Tous los autros magasins dalimontation 2 

Pharmacies at magasins do médicaments brevotIs 3 

Magas ins do chaussuros 4 

Magasins do vItomonts pour homeos S 

Magas ins do vI*omonts pour dames 6 

Autros magasins do vltomon -Es 7 

Plagasins do meublos at dapparoils monag.rs 8 

Magasins daccossoiros d'amoubloment 9 

Concessionnairos do vChicules automobiles 10 
at récréak ifs 

Stat ions-service 11 

Magasins do pilces at daccossoiros pour 12 
automobiles at services 

Magasins do merchandises diverse, 13 

Autres magasins do produis somi-durables 14 

Autres magasins do produits durables 15 

Autros magasins do vents au detail 16 
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TABLE 3. Retail Sales, Hot Saasonally Ad3usted, by Trade Group and by Region (Quarterly 
Estiaates) 

Sales 

Vent es 

	

Quarter 3 	Quarter 2 Quarter 1 	Quarter 4 Quarter 3 

	

1993 	1993 	1993 	1992 	1992 
Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

	

56.8 	50.8 	44.8 	48.1 	52.6 

	

16.8 	16.6 	15.3 	17.1 	15.8 

	

1.3 	1.1 	0.7 	1.2 	1.1 

	

4.6 	2.8 	1.9 	4.5 	4.2 

	

6.2 	5.5 	4.1 	6.6 	6.4 

	

2.1 	2.2 	1.4 	2.1 	1.9 

	

41.1 	47.2 	31.8 	35.9 	42.4 

	

31.4 	23.6 	19.7 	22.9 	27.1 

	

14.2 	13.9 	9.0 	13.7 	12.3 

22.5 20.8 14.6 31.4 21.7 

13.0 9.5 5.3 8.3 9.7 

2.9 2.1 2.0 4.9 3.1 

14.1 11.2 9.4 14.0 16.0 

234.4 213.2 163.9 218.5 221.0 

456.6 450.5 412.2 448.9 440.1 

108.2 108.6 104.6 128.0 103.7 

8.5 7.8 5.0 9.4 8.0 

7.0 8.4 5.7 15.1 6.9 

27.1 27.0 18.9 38.9 25.4 

23.2 19.2 16.6 34.1 21.5 

40.0 36.5 33.6 50.4 40.9 

11.9 10.6 8.8 14.7 12.4 

342.3 407.8 251.9 251.7 308.2 

180.6 162.1 136.0 157.7 175.4 

77.3 79.9 52.5 64.8 57.4 

171.1 164.6 122.6 256.1 156.6 

50.1 47.9 33.8 52.1 43.8 

26.2 24.5 19.9 44.8 27.7 

106.0 93.7 71.3 107.6 103.8 

1,656.4 1,667.3 1,307.7 1,690.5 1,547.4 	S 

Trade Group 

No. 

Prince Edward Island 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Ken's clothing stores 

6 P4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 I4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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TABLEAU 3. Ventos au detail, nan-dCsaisonnalisCos, solon le groupe do coiorce at Is region 
(estiostions trimestriolles) . Change from previous year 

Variation par rapport & Vannée prócód.nta 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1993 	1993 	1993 	1992 	1992 

Trimestre 3 Trimestra 2 Trjmestre 1 Trimestre 4 Trimestre 3 

Groupo do comeorca 

H. 

6.8 9.4 20.1 17.1 22.6 

19.8 17.4 7.3 -4.8 2.4 

10.3 17.7 11.7 21.6 11.5 

-3.0 -10.5 -13.3 -6.9 -8.6 

9.8 25.9 27.5 -2.2 14.2 

-3.1 2,3 9.8 21.5 16.6 

	

15.8 	10.5 	12.1 	21.7 	34.6 

	

15.6 	14.0 	6.6 	0.4 	-3.8 

21e-du-Prince-tdouard 

Superoarchés dalimantation at épicori.s 1 

Tous los autres magasins dalimentation 2 

Pharmacies at magasins do .,édicaments brev.tós 3 

Magas ins do chaussures 4 

Magas ins do vätemonts pour hommes 5 

Plagas ins do vätements pour dames 6 

Autras magacins do vêtements 7 

ilagasins do meubles at d'appareils mónagers 8 

Magasins daccessoires d'ameublement 9 

Concossionnaires de véhicules automobiles 10 
at r6cr6at ifs 

Stat ions-service 11 

Magasins do picos at daccossoiros pour 12 
automobiles at services 

Ilagasins do usarchandises divorces 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres magasins do yenta au detail 16 

Total, ensomblo des .aga.in. 17 

Nouvelle - cosse 

Supormarchés dalimentation at ópicerios I 

Tous lea autres magasins d'alimenkation 2 

Pharmacies at magasins do médica..nts brevetCs 3 

Magasins do chaussures 4 

Megasins do v6tomonts pour hoimies 5 

Magasins do vôtemonts pour dames 6 

Autres magas ins do vêtements 7 

tiagasins do moublos at dapparoils m6nagers 8 

Magasins daccessoires d'amoublemont 9 

Concossionnaires do vóhiculos automobiles 10 
at r6cr6at ifs 

Stations-service ii 

Plagasins do pieces at daccessoires pour 12 
automobiles at services 

Magasins do marchandises diverses 13 

Autres magasins de produits semi-durables 14 

Autros magasins do produits durables 15 

Autres magasins do vonte su detail 16 

Total, ensemble dos •agasins 	17 

Per cent - pourcentage 

8.0 	5.1 	-1.1 	-8.5 	-1.8 

3.6 -1.9 -8.0 0.4 -2.5 

34.3 41.0 34.7 29.7 17.9 . -6.6 -21.8 7.3 0.1 -9.7 

-11.4 -5.0 2.6 22.6 13.9 

6.1 5.1 5.1 6.8 7.8 

3.7 2.6 2.7 8.4 5.1 

4.4 8.4 18.6 26.5 27.3 

5.6 -8.6 -22.8 -15.6 -9.0 

2.2 13.0 -3.4 -1.1 -15.1 

6.7 4.8 0.5 -0.5 -7.8 

7.7 1.9 7.3 15.2 11.6 

-2.2 -1.8 -10.5 -9.3 -4.6 

-4.5 -3.5 -8.2 27.0 24.4 

11.1 8.6 -1.5 21.7 14.0 

3.0 -3.7 -7.4 -6.4 -4.7 

34.7 26.3 10.4 -1.4 -5.9 

9.3 6.3 2.9 1.8 -4.2 

14.3 16.8 8.4 -0.3 0.8 

-5.3 -5.9 -4.6 -6.1 1.6 • 2.1 0.8 -2.q 5.2 -1.1 

7.0 5.3 1.5 6.2 3.7 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estijates) 

Sales 

Van -Los 

	

Quarter 31 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1993 	1993 	l993 	1992 	1992 
Trimestre 3 Trimestre 2 Trimestre I Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

	

364.5 	345.9 	321.5 	349.0 	341.8 

	

79.5 	79.0 	74.3 	81.5 	68.1 

	

6.8 	6.6 	4.2 	8.1 	6.0 

	

7.7 	7.6 	5.6 	14.0 	7.1 

	

22.5 	21.6 	14.6 	29.6 	20.1 

	

23.6 	20.7 	16.4 	33.5 	20.2 

	

33.2 	32.9 	30.8 	49.1 	34.3 

	

9.9 	9.6 	7.0 	10.4 	8.6 

	

290.2 	341.5 	220.2 	228.0 	294.8 

123.6 102.0 89.4 93.1 107.2 

70.3 71.5 53.0 76.9 68.8 

136.6 134.3 99.1 196.7 133.0 

39.2 38.5 27.4 43.8 37.7 

17.0 17.5 12.8 28.9 18.5 

65.9 56.9 42.2 62.5 60.4 

1,300.7 1,296.0 1,025.8 1,313.9 1,237.4 

3,400.8 3,365.1 3,156.0 3,370.6 3,288.3 

742.7 726.5 643.9 705.8 645.8 

135.0 147.0 89.4 163.8 136.9 

95.6 115.9 74.1 139.7 89.9 

253.7 250.9 165.6 276.3 238.0 

340.9 331.6 228.4 389.0 311.3 

563.5 532.3 397.3 558.7 475.8 

139.8 145.7 88.5 132.1 136.8 

2,723.7 3,136.9 1,957.3 2 1 102.5 2,496.7 

737.1 748.6 691.0 717.8 758.3 

697.0 790.2 553.3 737.1 667.6 

967.8 990.8 750.3 1,257.7 926.3 

402.8 418.2 296.6 413.1 366.7 

245.3 250.3 185.7 273.3 214.5 

405.8 424.7 313.6 488.3 394.8 

12,160.7 12,704.1 9,860.3 12,015.7 11,409.7 

Trade Group 

No. 

New Brunswick 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomons 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 parks, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

I 

. 
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. 

Groupe do coimaerco 

Nouveau -Brunswick 

-- 	Change from previous year 

Variakion par rapport A 1'anne précédento 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1993 	1993 	1993 	1992 	1992 

Trimestro 3 Trimestre 2 Trimestre 1 Tr3mestro 4 Trimestro 3 

Per cent - pourcontage 

I Total, ensemble des magasins 17 

Commerce de detail, octobre 1993 
Statistique Canada - n° 63-005 au catalogue 

Retail Trade, October 1993 
Statistics Canada - Cat. No. 63-005  

TABLEAU 3. Ventes au detail, non -désaisonnalisdas, selon 10 groups do coiarce at Is region 
(estimations triaostrialles) 

6.6 	3.9 	5.0 	8.6 	7.5 

5.1 	6.7 	2.9 	5.8 	6.2 

3.4 	5.0 	8.9 	7.8 	5.9 

6.6 	4.3 	4.1 	1.6 	-0.4 

Supermarchés dalimontation at épicerios 1 

Tous las autres Magasins dalimentation 2 

Pharmacies at magasins do pédicmments brevetés 3 

tiagas ins do chaussures 4 

tiagas ins do vtoments pour hommes 5 

Magas ins do vétemen'cs pour dames 6 

Autres meg.sins do vêtements 7 

Magasins do meublos at dapparoils ménagors 8 

Hagasins daccossoiras damoubl.m.nt 9 

Concessionnairas do véhiculos automobiles 10 
at rócréat ifs 

Stations-sorvice 11 

tiagasins do picas at daccessoires pour 12 
automobiles at services 

tiagasins do merchandises divorsas 13 

Autros magasins do produits so.i-dursbl.. 14 

Autres magasins do produits durablos 15 

Autros magasins do vents au detail 16 

Total, ensemble d.s magasins 17 

Québec 

supormarchés dalimentation at Cpiceries 1 

Tous los autres isagasins dalimentation 2 

Pharmacies of magasins de médicaments brovotCs 3 

Magas ins do chaussures 4 

Magas ins do vêtemonts pour hosimies 5 

Magasins do v6toments pour dames 6 

Autres .uagasins do v6tesisanLs 7 

Magasins do meubles at dapparoils ménag.rs 8 

Piagasins daccessoires dameubl.sssnt 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service Ii 

tiagasins do picas at daccessoiros pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Autros magasins do produits sami-durablos 14 

Autros magasins do produits durables 15 

Autros magasins do yenta su detail 16 

. 

U  
'I 

16.8 13.6 11.4 11.0 0.4 

12.4 7.0 -1.7 -3.4 -4.0 

8.9 15.1 2.8 -13.8 -21.8 

11.8 8.8 4.0 1.6 0.6 

16.9 12.9 22.1 32.2 20.5 

-3.3 6.9 -2.0 -6.5 -8.6 

14.1 13.5 19.7 15.3 3.9 

-1.6 11.1 0.1 10.0 18.4 

15.3 10.6 4.0 -0.4 2.3 

2.1 2.3 3.3 3.9 -2.5 

2.7 5.5 3.4 3.9 0.6 

4.0 0.5 -1.6 11.9 22.7 

-2.1 -17.3 -4.5 -7.4 

9.3 0.5 -3.2 0.3 -2.1 

15,0 15.6 7.3 -1.7 5.7 

-1.4 -0.7 -0.4 -8.1 -6.4 

6.3 3.0 4.7 -4.6 -9.6 

6.6 4.3 -0.3 -3.9 0.8 

9.5 4.1 4.3 5.6 5.7 

18.4 15.1 5.9 8.2 -2.5 

2.2 -8.6 -15.7 -10.2 -10.5 

9.1 1.6 -0.6 4.5 -2.5 

-2.8 -3.5 -3.4 -8.4 -10.0 

4.4 0.3 -0.9 -5.2 -5.1 

4.5 1.4 3.9 -1.5 -3.3 

9.8 17.2 18.8 12.0 10.3 

14.4 14.0 14.4 0.9 -3.8 

2.8 -4.6 -7.4 -11.7 -9.0 



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

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1993 1993 1993 1992 1992 

Trimostre 3 Trimestro 2 Trimestre 1 Trinestre 4 Trimestre 3 

millions of dollars - millions do dollars 

3,855.7 3,882.9 3,595.7 3,776.7 3,674.5 

1 1 111.2 1,122.4 1078.3 1,175.5 1035.9 

151.5 155.1 105.8 170.5 131.2 

155,1 176.8 119.0 264.1 153.8 

363.4 367.5 265.7 479.5 354.7 

350.0 309.2 253.8 449.6 307.3 

816.7 728.1 703.6 923.5 783.5 

212.2 186.7 170,8 240.0 224.9 

4004.6 4 1580.8 3,317.9 3,513.1 3,757.4 

1,412.3 1,365.6 11300.1 1,394.2 1,402.6 

1,029.9 1,074.4 860.2 1065.4 970.8 

1,786.8 1,754.3 1,395.6 2,625.5 1,843.1 

594.7 632.3 473.3 818.5 627.2 

508.8 488.3 386.7 693.6 490.9 

1,227.0 1,143.5 868.6 1,313.2 11,204.2 

17,910.9 18,308.6 15,164.0 19,220.5 17,283.7 

473.4 469.1 423.3 456.0 437.4 

65.1 66.3 63.3 77.1 66.4 

9.7 10.1 7.5 12.2 9.6 

12.0 13.5 9.2 20.5 10.9 

32.3 33.0 23.6 39.8 31.1 

33.6 32.3 26.9 46.2 32.0 

60.9 50.7 47.9 68.2 53.6 

12.8 11.0 8.1 11.1 11.6 

330.2 357.9 292.8 304.5 327.2 

151.0 143.9 138.5 155.5 158.2 

89.8 92.0 67.8 89.1 81.5 

215.2 215.2 172.8 298.7 207.6 

49.1 59.9 36.6 59.4 45.2 

44.5 45.1 32.9 55,7 43.2 

69.5 70.7 57.8 85.6 66.2 

1,670.7 1,691.6 1,426.4 1,797.1 1,596.4 

Trade Group 

No. 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 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 

Manitoba 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Retail Trade, October 1993 
Statistics Canada . Cat. No. 63-005 

Commerce de detail, octobre 1993 
-12- 	Statlstique Canada - n' 63-005 au catalogue 



Change from previous year 

Variation par rapport è PannOe précOdunte 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1993 	1993 	1993 	1992 	1992 

Trimostre 3 Trimestro 2 Trim.stre I Trimestro 4 Trimestre 3 

Per cent - pourcentage 

4.9 	4.9 	2.6 	4.0 	0.9 

7.3 	7.3 	12.1 	11.1 	13.4 

15.4 	15.9 	6.3 	3.9 	-8.7 

0.9 	6.1 	-1.2 	9.4 	-1.0 

2.5 	1.7 	2.1 	3.8 	3.5 

13.9 	8.7 	7.1 	3.3 	4.2 

4.2 	3.5 	7.1 	5.5 	-0.5 

-5.7 	-3.2 	-2.2 	1.8 	4.7 

6.6 	9.2 	4.3 	4.8 	6.5 

0.7 	2.7 	7.0 	16.4 	7.2 

6.1 	3.4. 	6.7 	-2,3 	-2.9 

-3.1 -2.9 -3.0 -0.5 1.6 

-5.2 1.4 3.7 13.6 16.4 . 3.6 2.5 -3.1 -2.9 

1.9 -0.1 -1.9 -2.8 -3.0 

3.6 4.4 3.4 3.5 2.7 

8.2 	3.5 	2.7 	5.0 	4.4 

TABLEAU 3. Ventes au d6ta1, non-désa.isannalisées, solon 2e groupa do 000..rao at In region 
(asti.ations tri.estriellos) 

Groupe do commerce 

N o 

Ontario 

SupermarchOs dalimentation at Opicerios 1 

bus los autres magasins dalimonlation 2 

Pharmacies at magasins do mOdicamonts brovotOs 3 

Magas ins do chaussur.s 4 

Magasins do vêtoments pour homes. 5 

Ilagasins do vôtemen*s pour dames 6 

Autros meg.. ins do vêtemsnts 7 

Magasins do moublos at dapparoils mOnagors 8 

Magasins dsccessoiras d'.neublemont 9 

Concessionnairos do vOhiculos autoiusobilos 10 
at rOcrOat ifs 

Stations-service 11 

Magasins do pièces at daccessoiras pour 12 
automobiles at services 

tiagasins do merchandises divers., 13 

Autres magasins do produits semi-durable. 14 

Autres magasins do produits durablos IS 

Autras megasins do vents au detail 16 

Total, ensmeble dss magasins 	17 

-2.1 -2.3 -1.5 2.3 6.3 

1.7 -3.3 -7.7 -1.2 1.1 

9.7 11.3 -4.0 -5.8 -12.9 

3.9 3.2 1.3 -13.1 -8.7 

5.1 0.9 9.0 8.0 1.8 

13.7 5.8 3.2 5.9 2.3 

11.2 0.5 -4.9 -13.1 -5.0 

0.9 4.0 4.9 5.9 1.9 

Manitoba 

SupormarchOs d .1 imentat ion at op icer ias I 

Tous los autres magasins dalimenfation 2 

Pharmacies at magasins do médicamonts brevotOs 3 

Magasins do chaussuras 4 

liagas ins do vêtemerits pour home.. S 

Magasins do vètemonts pour dames 6 

Autres magasins do vètoments 7 

Magasins do meubles at dappareils mOnagars 8 

Magasins daccossoires damoublemont 9 

Concessionnaires da vOhicules automobiles 10 
at rOcrOatifs 

Stations-service 11 

Magasins do pièces at daccessoiras pour 12 
automobiles at services 

Plagasins do merchandises divorsas 13 

Autres magasins do produits semi-durable. 14 

Autros magasins do produits durablas 15 

Autres Isagasins do vents au detail 16 

Total, enseeblo dos •agasins 	17 

-4.5 -0.5 -1.1 -1.9 -6.7 

10.2 6.9 8.1 5.3 -1.0 

3.7 2.7 4.5 3.5 2.2 

8.6 14.4 12.4 10.9 5.4 

11.1 4.9 3.4 11.2 

• 11.9 ;.: 10.4 12.5 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estiseates) 

Sales 

Ventes 

Quarter3 Qter 2 Quarter I Quarter 4 Quarter 3 
1993 1993 

Trimes

uar

tre 2 
1993 1992 1992 

Trimestre 3 Trimestre 1 Trimestre 4 Trimestre 3 

millions of dollars - millions do dollars 

373.6 353.7 326.2 348,7 338.7 

89.7 87.0 83.0 91.5 77.6 

8.3 8.6 6.5 9.2 7.7 

8.6 9.4 7.5 15.8 8.3 

22.0 27.2 21.9 33.3 27.0 

26.2 25.0 22.4 37.1 27.3 

37.8 32.8 33.9 46.2 36.4 

15.2 14.8 12.7 17.5 16.1 

292.5 320.1 247.9 244.3 253.7 

131.3 119.7 107.4 116.4 124.6 

94.4 98.7 71.7 89.0 85.4 

174.6 174.1 145.0 238.5 171.2 

51.1 54.5 40.2 64.1 44.5 

41.7 39.7 30.4 53.6 36.3 

63.8 64.2 50.2 72.5 62.5 

1 1442.1 	1,442.4 	1,217.1 	1,488.8 	1,327.3 

1,184.9 1,133.9 1,042.4 1 1 195.2 1,176.4 

280.8 267.7 260.7 306.2 267.6 

30.8 29.1 21.7 31.2 30.2 

44.2 45.2 33.7 64.8 38.9 

104.5 96.8 74.0 111.0 94.2 

114.9 99.8 83.8 124.0 97.7 

268.9 251.2 210.0 265.5 218.4 

60.7 56.7 49.0 60.6 54.3 

1 2 001.1 1,144.5 867.6 873.3 945.7 

422.1 377.4 333.6 352.3 389.4 

319.1 318.8 252.4 308.0 301.3 

657.7 678.4 571.7 897.1 676.8 

192.3 218.0 148.8 237.6 194.6 

162.7 153.1 116.4 199.4 152.6 

270.8 258.4 204.2 299.1 276.9 

5 1 160.6 5,170.8 4,304.8 5,371.1 4 1954.8 

Trade Group 

No 

Saskatchewan 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 P4omens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Alberta 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Mens clothing stores 

6 P4omen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

II Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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i• 

I*' 

Per cent - pourcentage 

10.3 	0.8 	5.1 	5.7 	4.3 

6.4 -3,5 -11.1 -13.2 -15.9 

10.6 5.0 5.1 0.5 -3.9 

2.0 -2.4 2.6 0.8 6.4 

14.8 8.7 18.6 22.4 4.9 

15,0 11.2 12.5 6.7 5.3 

9.0 1.9 6.2 0.3 

	

8.7 	 4.0 	 3.5 	 2.3 	-0.1 

	

0.7 	-3.8 	-0.7 	11.8 	10.0 

4.9 7.9 13.7 15.2 16.3 

2.2 4.6 -6.3 -7.1 1.4 

13.6 11.3 -0.5 -3.5 -5.5 

10.9 12.7 0.2 -2.4 -2.1 

17.7 13.4 10.1 2.2 7.0 

23.2 31.8 13.2 4.8 2.6 

11.7 12.8 7.8 15.5 22.5 

5.9 11.5 4.2 -0.7 -6.1 

8.4 3.4 -2.2 4.7 8.0 

5.9 5.1 8.1 5.6 2.8 

-2.8 2.4 2.7 2.2 1.9 

-1.2 4.9 4.3 10.6 2.4 

6.6 10.2 1.9 1.3 9.6 

-2.2 -1.8 -7.2 1.1 3.1 

Saskatchewan 

Supermarchés d'alimentation at épicerios 1 

Tous los au -tres magasins dalimontation 2 

Pharmacies at magasins do médicamonts brevetés 3 

Magasins do chaussur.s 4 

Ilagas ins do vêtomon*s pour honres 5 

tiagas ins do vêtemants pour dames 6 

Autras magasins do vê*ements 7 

Magasins do moubles at dappareils ménagers 8 

Magasins d'acc.ssoires d'ameublomon* 9 

Concessionnairos do véhicules automobiles 10 
at récréa* ifs 

Stations-service 11 

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

Magasins do merchandises diverses 13 

Autros magasins do produits semi-durables 14 

Autres magasins do produi*s durables 15 

Autres magasins de vente au detail 16 

Total, ensemble doe •agasins 17 

Alberta 

SupermarchCs d'alimentat ion at ápicorios I 

bus los autres magasins d'alimontat ion 2 

Pharmacies at magas ins do médicamonts brevetés 3 

Magas ins do chaussures 4 

fagas ins do vétomonts pour hommes S 

tiagas ins do vétements pour dames 6 

Autres magasins do vétamonts 7 

Magasins do meubles at d'apparoils ménagars 8 

Magasins daccossoiros dameublemont 9 

Concessionnairos do véhicules automobiles 10 
at récrèat ifs 

Stations-service ii 

Ilagasins do pièces at daccessoiras pour 12 
automobiles at service, 

ilagasins do merchandises divorces 13 

Autras magasins de produits semi-durable, 14 

Autres magasins do produits durables 15 

Autres magasins do vent. .0 detail 16 

15.5 7.7 12.1 21.1 19.0 

7.6 2.9 -7.6 0.4 0.3 

3.3 0.8 1.0 1.2 -10.3 

-18,6 -3.3 0.1 -0.5 5.4 

-3.9 -4.5 -0.2 6.2 10.7 

4.0 -0.1 5.8 4.2 6.1 

-6.0 -7,4 -5.1 37.0 60.5 

15.3 13.3 4.6 -3.8 -7.8 

4.2 	 5.1 	 2.6 	 4.7 	 3.2 Total, ensemble des magasnc 	17 

TABLEAU 3. Ventes au detail, non-désaisonnalisées, salon le groupe do omm 	at Ia region 
(esti.ations triaostrielles) I. -- 	
- 	Change from previous year 

Variation par rapport è 1anneo prc6donto 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 
1993 	- 	1993 	1993 	1992 	1992 

Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 Trimostre 3 

Croupe do coimnorce 

N' 
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TABLE 3. Retail Sales, Hot Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Esti.atas) 

Sales 

Ventes 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1993 1993 1993 1992 1992 

Trimestre 3 Trimestre 2 Trimestre I Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

1,619.1 1,536.3 1,437.8 1,535.2 1,490.6 

361.5 340.0 323.5 371.6 309.9 

47.4 45.0 36.3 47.6 40.8 

46.2 43.1 35.9 69.7 42.2 

116.6 109.5 89.3 136.3 110.5 

131.5 111.1 99.7 164.1 123. 

298.5 259.7 249.0 340.4 257.8 

114.1 107.5 91.2 112.4 99.8 

1,449.1 1,521.3 1,304.9 1 1238.3 1,405.1 

561.4 477.0 436.8 464.9 498.9 

335.4 326.1 286.8 314.5 291.1 

709.2 700.2 569.9 982.0 715.5 

246.9 263.6 179.9 259.0 230.2 

235.5 207.4 162.8 267.1 213.7 

421.8 375.9 315.6 420.3 380.2 

6 1814.5 6,543.7 5,723.2 6 1834.0 6,310.2 

42.9 40.4 34.1 37.4 40.3 

0.5 0.6 0.4 0.7 0.7 

0.7 0.7 0.5 1.0 0.7 

1.0 1.0 1.0 1.2 1.0 

3.7 3.1 2.4 3.2 2.9 

1.5 1.1 1.2 1.3 1.2 

18.9 18.0 13.6 15.6 18.5 

45.3 46.3 36.4 50.2 44.9 

6.1 5.5 3.6 5.9 6.3 

4.5 4.4 2.8 4.5 4.8 

10.8 10.3 7.5 10.1 9.7 

164.9 157.3 125.1 155.9 1.59.3 

Trade Group 

No 

British Colibia 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Yukon and Northwest Territories 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Homens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 
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Change from previous year 

Variation per rapport è lannée précédonte 

Quarter 3 Quarter 2 Quarter I Quarter 4 Quarter 3 
1993 	1993 	1993 	1992 	1992 

Trimestro 3 Trimestre 2 Trimestre I Trimestre 4 Trimestra 3 

Per cent - pourcentago 

8.6 	 4.4 	 6.3 	 8.2 	 4.8 

16.7 	 17.1 	 21.8 	 14.4 	 12.7 

16.4 	15.1 	0.5 	0.9 	-5.0 

9.5 	6.8 	7.1 	14.5 	6.2 

5.6 	 5.4 	 6.1 	 2.3 	 4.8 

6.4 	 8.5 	 3.8 	 11.6 	 10.0 

15.8 	 13.2 	 6.2 	 5.6 	 -0.5 

14.4 	 17.8 	 19.1 	 23.2 	 21.1 

3.1 	 7.8 	 9.5 	 8.3 	 5.3 

12.5 	 7.3 	 6.2 	 -5.1 	 -6.7 

15.2 	 15.5 	 14.5 	 7.1 	 -1.9 

-0.9 	 4.7 	 7.3 	 5.9 	 8.5 

7.3 	 24.9 	 9.6 	 6.0 	 7.9 

10.2 	 7.7 	 7,5 	 5.0 	 5.7 

10.9 	 6.2 	 7.2 	 8.5 	 6.3 

8.0 	 8.5 	 8.9 	 6.8 	 4.5 

6.4 	5.2 	8.8 	55.6 	48.0 

-21.2 -14.5 -8.5 -11.4 19.5 

-4.8 -12.7 -16.1 -7.9 -21.4 

5.0 -10.5 14.0 -12.2 -13.2 

29.6 8.6 -7.8 -7.0 -2.8 

30.4 9.0 41,6 -10.3 -2.8 

2.2 -10.2 -16.6 - - -2.1 

3.5 	3.0 	1.9 	9.8 	 14.6 Total, ensemble des magasins 	 17 

TABLEAU 3. Vontes au detail, non-désaisonnalisCas, solon Is groupe do couuerce at Is region 
(ostimatwns tri.estrielles) 

tl~ 

0.8 2.5 -0.3 -1.8 	 8.3 

-3.0 4.3 - 11.3 -0.2 	- - 

- 5.4 -0.4 -3.8 10.5 	 41.1 

11.2 17.8 13.5 7.9 	 9.5 

Groupo do commerce 

4' 

coloabie-Britannique 

Supermarchós d'alimentation at épiceri.s 1 

bus los autres magasins d'alimentation 2 

Pharmacies at usagasins do médicamants brevatés 3 

liagas ins do chaussures 4 

iagasins do vêt.r,ents pour homues 5 

Kagas ins de vôtoments pour dames 6 

Autres nagasins do vetomonts 7 

Magasins do meubles at depparails .s6nagars 8 

Magasins daccossoires dameublomont 9 

Concossionnaires do vChicules automobiles 10 
at rCcrést ifs 

Stations-service 11 

Magasins do pièces at daccassoiras pour 12 
automobiles at services 

Plagasins de merchandises divarses 13 

Autres magasins do produits semi-durables 14 

Autres nagasiris do produits durables 15 

Autres magasins do vante au d6tail 16 

Total, ensemble des •agasins 17 

Yukon at Territoires du tlord-Ouest 

Supermarchés dalimentation at 6piceries 1 

bus los autras magasins dalimentation 2 

Pharmacies at magasins do médicamonts bravotés 3 

tiagas ins do chaussuros 4 

Plagas ins do vtements pour hommos 5 

Magas ins do vâtamonts pour dames 6 

Autres magasins de vêtomonts 7 

Magasins do moubles at dapparails ménagors 8 

Magasins daccessoir.s dameublemont 9 

Concessionnaires do véhiculos automobiles 10 
at récréatifs 

Stations-service 11 

Magasins do pièces at daccossoires pour 12 
automobiles at services 

Magasins da merchandises diverses 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durablos 15 

Autres magasins do vente su detail 16 

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

S Sales 

Ventes 

Quarter 3 Quarter 2 Quarter 1 Quarter 4 Quarter 3 

	

1993 	1993 	1993 	1992 	1992 
Trimestro 3 Trimestre 2 Trimestre I Trimestre 4 Trimestre 3 

millions of dollars - millions de dollars 

	

16.0 	15.4 	13.1 	13.6 	15.2 

	

x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

1.2 	1.0 	0.5 	0.9 	0.8 

	

x 	x 	x 	x 

	

6.5 	8.0 	5.6 	6.6 	6.4 

x x x x 

3.3 2.4 1.3 2.3 3.2 

x x x K K 

57.7 53.6 40.3 51.2 56.8 

26.9 25.0 21.0 23.8 25.1 

x K X K X 

K x x K X 

K X K K X 

K K K K X 

x K K K K 

2.6 2.1 1.9 2.3 2.1 

K K K x K 

12.4 10.0 8.0 9.0 12.1 

2.6 2.8 2.5 2.5 2.9 

K K K K K 

2.8 3.1 2.3 3.6 3.1 

2.3 2.4 1.6 2.4 2.1 

K K K X K 

107.3 103.8 84.8 104.7 102.5 

Trade Group 

Ho. 

Yukon 

1 Supernarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Northwest Territories 

I Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Nomens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

. 

S 
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TABLEAU 3. Vontos cu detail, non-désaisonnaliséos, salon Is groupa do co..orce at Ia region 
(est Imations triastriolles) 

x 	x 	x 	x 	x 

	

1.6 	15.7 	-17.4 	-10.1 	2.4 

. 	 .; 	 . 

Groupo do comoerca 

Yukon 

Supermarchés dalimenfation of ópiceries I 

bus las sutros magasins dalimentation 2 

Pharmacies of magas ins do médicaments brevatés 3 

Magas ins do chaussures 4 

Magasins do vétements pour honmies 5 

Magas ins do vétements pour dames 6 

Autres sagas ins do vétaments 7 

Megasins do moublos of d'apparoils monagors 8 

Magasins daccessoires damoubloment 9 

Concossionnaires do véhiculos automobiles 10 
at récréaf ifs 

Stations-service 11 

Magasins do picos of d'accessoiros pour 12 
automobiles of services 

Magasins do marchandises diverse. 13 

Aufres magasins do produits somi-durabl.s 14 

Autres magasins do produits durable. 15 

Autres magasins do vents au detail 16 

Ll 	Change 	from previous year 

Variation par rapport a lannée précdante 

	

Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 	Quarter 3 

	

1993 	1993 	1993 	1992 	1992 
Trimostra 3 Tririestro 2 Trimostre 1 Trimesfre 4 Trimostro 3 

Per cent - pouroontago 

	

4.8 	2.3 	0.1 	59.2 	37.0 

x 	x 	x 	x 

x 	x 	x 	x 

X 	 X 	 X 	 X 

x 	x 	x 	x 	x 

x 	x 	x 	x 	x 

	

52.6 	25.2 	-13.6 	-18.6 	-20.5 

x 	x 	x 	x 

	

1.5 	-7.8 	-22.5 	-6.5 	-18.4 

1.4 3.7 1.4 15.1 

7.4 7.0 15.1 53.6 

x x x 

x x x 

x x x x 
x x x x 
x x x x 

21.3 2.5 -5.9 -1.4 

x x x 

2.5 -12.1 -11.9 5.4 

-9.7 4.6 -11.9 -15.3 

x K K K 

-7.9 -3.2 -7.6 7.4 

10.6 14.3 8.4 21.2 

. K K K K 

4.7 2.7 2.1 7.4 

19.0 Total, ensemble des aagasns 	17 

Torritoires du Nord-Duest 

Supermarchés dalimentation at épicories 1 

Tous los autros magasins dalimentation 2 

Pharmacies at magasins do médicaments br.vefós 3 

Magas ins do chaussuros 4 

Piagasins de vêtements pour hosuses 5 

Magasins do vôtements pour dames 6 

Autres magasins do vétomonts 7 

Magasins do meubles at dapparoils ménag.rs 8 

liagasins daccessoires damoublement 9 

Concossionnaires de véhiculos automobiles 10 
of récréatifs 

Stations-service 11 

Magasins do piaces of daccessoir.s pour 12 
automobiles of services 

tiagasins do marchandisos diversos 13 

Autres magasiris do produits semi-durables 14 

Aufres magesins do produits durable. 15 

Aufres magesins do vents mu detail 16 

Total, ensemble des •agasins 	17 

55.6 

'C 

'C 

K 

K 

'C 

5.8 

'C 

9.6 

-1.6 

K 

-2.3 

51.4 

x 

12.3 
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TABLE 4. Retail Trade Sample Response Fraction and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fract ion do réponse 

	

October 	Septether 	August 	Jul 

	

1993 	1993 	1993 	199 

	

Octobre 	Septethre 	AoOt 	Juillet 

Per cent - pourcentage 

No. 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Hens clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Colu,éia 

28 Yukon 

29 Northwest Territories 

94.4 95.1 96.0 95.5 

91.4 95.2 94.2 95.0 

93.0 94.0 94.3 94.1 

97.9 99.0 98.8 98.5 

93.5 94.6 92.9 93.3 

92.5 96.2 96.3 95.2 

95.7 96.6 97.0 96.9 

94.6 94.8 94.5 94.5 

92.0 92.0 94.4 94.0 

96.3 96.7 96.9 96.8 

89.6 95.8 95.4 95.5 

92.5 94.1 93.8 94.5 

99.7 99.8 99.8 99.7 

91.6 96.0 95.3 95.5 

89.5 96.1 94.7 96.3 

96.8 97.4 97.8 97.4 

94.7 96.1 96.3 96.1 

96.4 97.3 96.7 97.1 

92.3 94.0 94.6 95.3 

95.7 95.6 97.3 97.1 

93.8 94.9 95.0 95.0 

96.3 96.9 97.1 96.7 

92.8 95.3 95.4 95.6 

97.0 97.7 97.6 96.4 

95.4 96.6 97.5 97.4 

93.6 95.5 94.5 94.9 

96.9 97.1 97.7 97.2 

92.7 94.9 92.8 92.5 

92.2 92.6 97.5 97.8 
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2.5 

6.3 

2.9 

7.0 

5.6 

3.0 

3.9 

4.8 

4.5 

5.3 

4.5 

3.6 

0.7 

5.0 

4.9 

1.7 

1.4 

2.3 

6.8 

2.7 

8.4 

4.7 

3.0 

3.5 

5.2 

4.6 

5.2 

4.3 

3.3 

0.8 

4.6 

5.3 

1.7 

1.4 

2.3 

7.6 

2.8 

4.6 

5.5 

3.0 

5.7 

5.8 

5.4 

5.4 

4.3 

3.2 

1.1 

4.4 

4.3 

1.7 

1.4 

2.3 

7.6 

2.8 

4.0 

5.7 

3.4 

3.6 

5.1 

4.7 

5.2 

4.5 

3.1 

1.3 

4.2 

4.2 

1.7 

1.4 

. 

TABLEAU 4. Coucorco do detail, fraction do rCponse do I 'dchantil]on et coefficient do variation 
(pCriodes courantes) 

Coefficient of variation 

Coefficient do variation 

	

October 	September 	August 	Jul 

	

1993 	1993 	1993 	199 

	

Octobre 	Sepkeithro 	AoGt 	Juillet 

Per cent - pourcentage 

N o  

Groupe do coemeros - Canada 

Supormarchs dalimentation at épiceri.s 1 

bus los autres magasins dalimentation 2 

Pharmacies at magasins de módicam.nts brevotés 3 

Magasins do chaussuros 4 

Magas ins do vêt.ments pour hommes S 

Magasins do vêtoments pour dames 6 

Autres eagasins do vêtoments 7 

Magasins do moublos at d'appar.ils mnagors 8 

Magasins d'accessoir.s d'amoublomont 9 

Concossionnaires do véhiculos automobiles 10 
at récréat ifs 

Stations-service 11 

tiagasins do picos at daccessoires pour 12 
automobiles at services 

tiagasins do marchandises diversos 13 

Autres magasins do produits somi-durables 14 

Autros magas ins do produito durablos 15 

Autres magasins do vent* cu dótail 16 

Total, ensemble des aagasins 17 

Regions 

3.0 2.9 3.3 3.1 

2.4 2,2 3.1 3.0 

4.2 5.2 5.6 4.3 

5.3 4.6 5.4 6.1 

2.5 2.6 2.7 2.8 

3.1 3.0 3.2 3.2 

3.0 2.7 2.4 2.2 

3.4 6.9 3.0 2.9 

2.8 2.6 2.6 2.7 

2.2 2.2 2.3 2.1 

1.1 1.0 1.1 1.6 

2.3 2.1 1.9 1.8 

Torre-Neuve 18 

tle-du-Pr ince-Edouard 19 

l4ouvelle-cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Coloith jo-Br itannique 27 

Yukon 28 

Torritoir.s du Nord-Ouest 29 
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TABLE S. Retail Sales, Seasonally 
Estimates) 

Adjusted, by Trade Group and by Region (Historical 

October 
1993 

September 
1993 

August 
1993 

July June Play April 

No. Octobre Septembre AoOt 
1993 

Juillet 
1993 
Juin 

1993 
Mai 

1993 
Avril 

millions of dollars - millions do dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3,981.5 3,953.2 3,972.5 3,924.9 3 1 919.7 3025.5 3,893.7 

2 All other food stores 279.5 283.6 286.9 288.4 289.6 286.0 291.9 

3 Drugs and patent medicine stores 1,003.5 1 9 007.8 1,002.9 991.7 987.6 979.1 977.2 

4 Shoe stores 137.4 134.0 133.4 132.6 131.2 132.1 133.3 

5 Men's clothing stores 148.8 146.0 145.0 146.0 144.7 145.7 145,5 

6 I4omen's clothing stores 314.2 313.2 323.6 327.0 318.9 318.0 310.9 

7 Other clothing stores 357.2 359.3 363.9 360.6 349.6 347.5 344.5 

8 Household furniture and 700.3 711.9 702.6 707.5 685.2 694.8 700.9 
appliance stores 

9 Household furnishings stores 180.1 185.7 187.1 185.6 180.8 181.0 183.5 

10 Motor vehicle and recreational 3,474.9 3,467.4 3,432.0 3,452.9 3,353.2 3,424.0 3,414.1 
vehicle dealers 

11 Gasoline service stations 1091.6 1,213.6 1,217.7 1,201.8 19214.5 1,200.2 1,200.6 

12 Automotive parts, accessories 917.3 919.8 916.2 915.6 896.9 900.2 905.3 
and service 

13 General merchandise stores 1,772.0 1,750.1 1,749.5 1,738.1 1,744.6 11748.4 1,746.8 

14 Other semi-durable goods stores 564.9 558.5 561.2 564.4 568.4 574.5 574.7 

15 Other durable goods stores 444.5 439.4 444.1 440.6 436.0 445.3 440.2 

16 Other retail stores 839.4 843.5 851.2 854.0 839.5 844.1 843.3 

17 Total, all stores 16,307.1 16,286.9 16,289.9 16,231.6 16,040.4 16,146.2 16,106.5 

Regions 

18 Newfoundland 281.5 278.6 280.3 282.6 276.1 272.3 277.6 

19 Prince Edward Island 72.2 71.0 71.8 71.9 69.8 68.9 69.8 

20 Nova Scotia 540.6 545.3 539.8 539.9 540.5 536.4 532.1 

21 New Brunswick 424.1 423.7 422.9 424.0 414.6 413.2 429.3 

22 Quebec 3,965.9 3062.7 3,971.5 4002.9 3,940.9 3033.5 3,956.3 

23 Ontario 5,979.1 5,978.4 5,976.2 5,920.5 5,865.6 5,967.8 5,969.1 

24 Manitoba 571.6 562.5 558.0 556.2 544.5 547.4 554.1 

25 Saskatchewan 483.8 484.0 483.2 475.3 467.0 470.3 467.6 

26 Alberta 1,705.5 1,688.7 1,703.6 1,707.0 1,676.3 1,695.4 1,690.0 

27 British Columbia 2,230.4 2,239.0 2,231.3 2,200.1 2,214.5 2,190.6 2,109.6 

28 Yukon 17.2 16.9 16.8 17.9 17.0 17.0 17.1 

29 Northwest Territories 35.3 36.1 34.5 33.4 33.7 33.5 33.9 
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Tous los autres magasins d'aliment.tion 	 2 

Pharmacies of riagasins do ,sódicaaonfs brevet6s 3 

Magas ins de chaussures 4 

Magas ins do vêfaments pour honmos 5 

Magasins do vêtements pour dames 6 

Autres magasins do vètoments 7 

Magasins do moubles of dappareils ménagers 8 

Kagasins daccossoiros d'ameublomont 9 

Concessionnaires do véhicules automobiles 10 
at récréat ifs 

Stations-service 11 

Magasins do pièces at d.cc.ssoires pour 12 
automobiles at services 

Magasins do merchandises divursos 13 

Autres magasins do produits semi-durables 14 

Autres magasins do produits durables 15 

Autres unagasins do vento au detail 16 

TABLEAU 5. Ventes au détal, désaisonnalasées, salon Is groups de cosimerce at Ia region 
(esti.ations historiques) 

March February January December November October 
1993 	1993 	1993 	1992 	1992 	1992 
Mars Février Janvior Dcembro Novouthre Octobre 	 N' 

millions of dollars - millions de dollars 

I. 

Groupe do comeerce Canada 

3,899.5 	3,917.8 	3,972.5 	3,897.3 	3493.8 	3,858.8 Supermarchs d'alimenta*ion at 6piceries 

i• 

287.3 282.9 275.4 264.9 259.0 260.2 

977.5 965.3 950.2 914.8 941.2 927.0 

126.7 131.8 133.6 123.4 125.1 127.2 

144.1 144.2 143.0 143.3 140.6 138.3 

300.9 308.6 310.3 316.5 311.0 314.0 

3313.4 339.1 343.6 335.4 330.5 332.3 

681.9 675.0 683.5 671.2 660.4 651.4 

184.0 180.6 180.5 177.2 179.7 178.8 

3,279.8 3,269.1 3,345.3 3,285.8 3,270.7 3,244.6 

1,210.0 1,213.4 1,201.0 1,180.3 1081.8 1,178.8 

903.3 915.6 904.4 874.4 869.6 866.4 

1,746.2 1,751.2 1,797.0 1,751.9 1,738.6 1,751.0 

565.1 564.0 567.0 560.3 560.8 556.8 

433.9 432.4 431.7 412.9 413.9 415.3 

828.9 838.9 854.6 830.1 820.9 842.3 

15,907.6 15,930.1 16,093.6 15,739.9 15,697.5 15,643.3 Total, ensemble des •agasins 	 17 

Regions 

	

274.3 	268.2 	282.2 	282.4 	284.1 	284.2 

	

66.6 	71.0 	68.3 	67.7 	68.0 	69.1 

	

514.2 	514.0 	527.1 	515.2 	512.2 	519.1 

	

404.0 	402.5 	407.7 	402.1 	403.0 	403.2 

	

3,857.2 	3,892.2 	32974.4 	3,772.6 	3,792.7 	3,825.4 

	

5,929.9 	5,869.3 	5,923.1 	5,842.7 	5,826.2 	5,796.6 

	

553.3 	549.7 	558.3 	556.9 	541.6 	536.8 

	

468.1 	468.5 	467.7 	466.0 	451.5 	444.4 

	

1,610.9 	1,661.2 	1,700.9 	1,656.6 	1442.7 	1,633.0 

	

2079.6 	2083.4 	2034.8 	2,128.9 	2025.9 	2,082.2 

	

16.8 	17.3 	16.3 	16.2 	17.0 	16.5 

	

32.7 	33.0 	32.7 	32.4 	32.7 	32.6 

Terre-Mauve 18 

le-du-Pr ince-douard 19 

Nouvell.4cosse 20 

I Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatcheman 25 

Alberta 26 

Colombie-Britannique 27 

Yukon 28 

Torritoires du Nord-Oues{ 29 

0 
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TABLE 6. Retail Sales, not Seasonally 
Estlaiates) 

October 

Adjusted, by 

September 

Trade Group 

August 

and by 

July 

Region 

June 

(Historical 

May April 
1993 1993 1993 1993 

Soptombre 	A00t J 	Juillet 	Juin 	Mai 
1993 1993 1993 

No. Octobro 

millions of dollars - millions de dollars 

Avril 

Trade Group . Canada 

1 Supermarkets and grocery stores 4,056.1 3,952.8 3,855.3 41294.9 3,956.8 4,019.4 3,911.5 

2 All other food stores 275.6 277.2 290.3 313.5 306.6 300.8 297.8 

3 Drugs and patent medicine 1014.7 981.8 970.2 971.8 970.6 956.1 957.7 
stores 

4 Shoe stores 154.2 149.6 131.8 123.9 135.0 145.5 135.5 

5 Men's clothing stores 152.2 140.7 116.5 124.3 145.8 148.8 130.5 

6 P4omen's clothing stores 323.2 335.2 306.6 318.4 313.0 331.0 305.4 

7 Other clothing stores 376.9 382.5 366.4 321.6 320.9 326.7 324.0 

8 Household furniture and 718.3 733.6 696.5 722.9 667.9 633.0 652.2 
appliance stores 

9 Household furnishings stores 190.5 191.0 194.4 198.6 195.0 179.0 175.5 

10 Motor vehicle and recreational 3,359.9 3,420.4 3,464.3 3,758.7 4,046.7 41043.9 3,954.6 
vehicle dealers 

II Gasoline service stations 1,226.7 1,221.9 1,307.1 1,324.3 1,261.9 1,214.9 1,134.1 

12 Automotive parts, accessories 930.4 903.0 898.1 970.8 998.7 992.3 918.1 
and service 

13 General merchandise stores 1,836.9 1,710.4 1,660.7 1,620.8 1,643.5 1,694.4 1,639.8 

14 Other semi-durable goods stores 532.7 550.4 552.0 571.1 605.9 640.9 528.4 

15 Other durable goods stores 405.9 433.8 432.1 434.6 430.7 431.3 381.2 

16 Other retail stores 832.7 824.2 876.8 977.7 873.4 865.4 792.6 

17 Total, all stores 16,386.8 16,208.6 16,119.1 17,047.7 16,872.5 16,923.4 16,239.0 

Regions 

18 Newfoundland 280.8 272.0 286.7 300.9 286.5 278.8 274.5 

19 Prince Edward Island 70.0 71.3 78.6 84.6 76.5 70.3 66.4 

20 Nova Scotia 536.6 536.3 544.4 575.8 570.1 561.1 536.1 

21 New Brunswick 428.3 417.9 428.3 454.5 438.4 427.5 430.1 

22 Quebec 4,014.4 3059.2 3040.9 4,260.6 4,223.0 4,316.6 4064.6 

23 Ontario 6,008.3 5,960.4 5,797.0 6053.5 6,152.3 6,209.5 5,946.8 

24 Manitoba 575.8 554.6 547.6 568.4 563.1 567.2 561.3 

25 Saskatchewan 489.0 473.3 477.6 491.2 490.5 488.1 463.8 

26 Alberta 1,707.3 1,678.0 1,711.3 1,771.2 1,755.6 1,740.2 1,675.0 

27 British Columbia 2,223.2 2,233.3 2,252.9 2,328.2 2,260.5 2,212.1 2,071.1 

28 Yukon 16.9 17.1 19.0 21.6 19.7 17.9 15.9 

29 Northwest Territories 36.1 35.2 34.8 37.3 36.2 34.2 33.4 

S 
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• TABLEAU 6. Ventes mu detail, non-dCsaisonnalisCes, selon Is group. de Commerce at Ia region 
(esti.ations historiques) 

	

March February January December November October 	Year 
1993 	1993 	1993 	1992 	1992 	1992 	1993 

	

Mars F,Svrjor Janvjer Décembre Novombro Octobre 	Annee 

millions of dollars - millions de dollars 

N .  

3,668.2 3,467.3 3006.2 4,144.0 3,611.5 4,080.1 

259.4 236.6 238.6 323.4 243.2 261.9 

46.1 865.2 903.8 1049.4 923.8 959.4 

100.3 76.9 103.8 173.5 142.2 145.7 

104.4 81,8 107.6 294.3 174.0 144.9 

255.9 198.2 230.3 509.7 326.8 332.1 

283.2 218.7 261.2 578.7 374.6 361.4 

621.2 520.6 S86.9 943.4 712.5 688,1 

	

165.7 	136.3 	139.2 	218.9 	195.0 	194.1 

	

3,525.4 	2,593.4 	2,496.2 	2,724.8 	2,990.6 	3,204.8 

	

1,151.4 	1,060,6 	1,125.1 	1,168.8 	1066.9 	1,233.3 

	

821.5 	689.6 	7279 	968.7 	933.1 	906.4, 

S 	1,460.3 1,208.4 19285.8 3,005.7 2032.3 1,860.0 

449.5 407.0 407.1 885.5 572.7 538.0 

329.8 300.8 330.0 838.4 416.0 390.4 

700.8 614.2 642.6 1,254.0 796.1 856.2 

14,843.0 12,675,8 13,492.3 19,181.1 15,711.3 16,156.8 

Groups de comusros - Canada 

Sup.rmarchés d'alimenktion of 1 
Cpic.r ios 

Tous los autres magasins 2 
d • slimont at ion 

Pharmacies of magasins do médicamont 3 
brevotés 

tiagas ins do chaussures 4 

Magasins do vétomoMs pour hoiumms S 

Magasins do vétements pour dames 6 

Autr.s magas ins do vétoments 7 

Magasins do meublos of d'appareils 8 
ménagers 

Magasins daccossoires damoublomont 9 

Concessionnaires do vChicules 10 
automobiles of récréatifs 

Stat ions-service 11 

Magasins do pic.s of daccessoiros 12 
pour automobiles of services 

Magasins do marchandises divorces 13 

Autres magasins do produits semi- 14 
durablos 

Autres magasins do produits durables 15 

Autres magasins do vento au detail 16 

Total, ensemble des eagasins 17 

39,088.6 

2,796.5 

9,537.9 

1,256.4 

1,252.7 

2,917.3 

3,182.3 

6,553.0 

1,765.2 

34,663.6 

12,028.1 

8,850.3 

15,760.9 

5,244.9 

3,910.1 

8,000.5 

156,808.4 

P8gions 

2,673.3 

681.5 

5,168.0 

4,050.7 

38,739.6 

57,391.7 

5,364.5 

4,590.6 

16,343.4 

21,304.6 

168.5 

332.0 

	

251.3 	213.1 	228.5 	358.5 	297.9 	286.9 

	

57.7 	52.7 	53.5 	82.4 	67.6 	68.5 

	

471.0 	402.6 	434.1 	635.1 	523.4 	532.0 

	

374.1 	317.1 	334.5 	485.9 	411.8 	416.2 

	

3,616.6 	3,034.7 	3,209.0 	4,335.4 	3,687.1 	3,993.3 

	

5,467.0 	4,671.3 	5,025.7 	7,301.9 	5,928.6 	5,990.0 

	

510.3 	441.9 	474.3 	694.9 	551.3 	550.9 

	

436.7 	373.6 	406.8 	566.2 	458.6 	463.9 

	

1,525.2 	1,327.0 	1,452.5 	2,046.2 	1,644.2 	1,680.7 

	

2,088.3 	1,802.1 	1,832.8 	2,618.2 	2,091.8 	2023.9 

	

14.7 	12.8 	12.8 	18.1 	16.4 	16.8 

	

30.1 	27.0 	27.7 	38.3 	32.7 	33.7 

Terro-Neuve 18 

!10-du-Prince4douard 19 

Nouv.11e-gcosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colombie-Britannique 27 

Yukon 28 

Territoiros du Nord-Ouest 29 
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TABLE 7. Department Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 

Sales 

Ventes 

	

October September 	August 	July Year-to-data 
1993 	1993 	1993 	1993 	1993 

	

Octobre Septembre 	AoGt 	Juillet 	Cumulatif 

millions of dollars - millions de dollars 

Regions 

Newfoundland 

Prince Edward Island 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon 

Northwest Territories 

Total 

98.2 

23.1 

170.4 

133.6 

1,347.4 

2,110.6 

189.9 

168.7 

647.6 

791.2 

5.1 

19.5 

5,705.4 

90.6 

23.3 

159.1 

126.6 

1,312.2 

2,117.8 

180.7 

158.0 

631.1 

785.6 

5.2 

18.8 

5,609.1 

93.9 

25.2 

158.7 

124.8 

1 ,267. 7 

1,958.5 

181.8 

163.7 

656.5 

772.6 

6.2 

17.7 

5,427.2 

90.5 

25.3 

155.5 

124.6 

1,307.1  

1,974.1 

172.8 

153.4 

630.0 

749.3 

6.3 

18.8 

5,407.8 

842.3 

209.0 

1,468.4 

1,170.1 

12,065.4 

19,034.3 

1,691.0 

1,520.3 

6,031.2 

7,123.1 

49.1 

176.6 

51,380.8 

TABLE S. Department Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Historical Esti.ates) 

October 
1993 

Octobre 

September 
1993 

Saptombro 

August 
1993 
AoQt 

July 
1993 

Juillet 

June 
1993 
Juin 

May 
1993 
Mai 

April 
1993 

Avril 

millions of dollars - millions do dollars 

Regions 

Newfoundland 98.2 90.6 93.9 90.5 87.6 86.2 86.7 

Prince Edward Island 23.1 23.3 25.2 25.3 22.8 21.2 20.3 

Nova Scotia 170.4 159.1 158.7 155.5 153.5 151.3 150.4 

New Brunswick 133.6 126.6 124.8 124.6 125.6 123.8 118.9 

Quebec 1,347.4 1,312.2 1,267.7 1,307.1 1,297.7 1,340.1 1,273.3 

Ontario 2,110.6 2,117.8 1,958.5 1,974.1 1099.8 2,003.5 12917.3 

Manitoba 189.9 180.7 181.8 172.8 178.6 182.6 175.9 

Saskatchewan 168.7 158.0 163.7 153.4 160.9 160.4 151.8 

Alberta 647.6 631.1 656.5 630.0 637.9 640.4 617.8 

British Columbia 791.2 785.6 772.6 749.3 739.5 753.2 694.4 

Yukon 5.1 5.2 6.2 6.3 5.3 4.9 4.8 

Northwest Territories 19.5 18.8 17.7 18.8 19.1 19.2 18.5 

Total 5,705.4 5,609.1 5,427.2 5,407.8 5,428.3 5,486.8 5,230.2 
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• TABLEAU 7. Ventes de aerchandises genre grand magasin, non-désaisonnalisdes, salon la region 
(périodes courantos) 

Change from previous year 

Variation par rapport a l'année précódente 

	

October September 	August 	Jull Year-to-date 
1993 	1993 	1993 	1993 	1993 

	

Octobre Septembre 	AoQt 	Juillet 	Cumulatif 

Per cent - pourcantage 

Regions 

-2.2 -0.5 2.8 5.3 

6.2 9.5 8.7 6.7 

3.5 7.7 5.2 4.9 

-0.5 6.2 5.4 7.3 

4.3 9.9 7.8 11.6 

-2.1 3.4 -0.6 2.1 

4.4 5.0 5.1 4.1 

1.0 3.8 6.8 4.5 

2.9 2.1 5.6 7.5 

6.4 5.5 9.0 8.6 

-2.7 -6.5 0.8 4.7 

7.0 9.6 0.5 2.8 

1.6 5.2 4.2 6.2 

TABLEAU B. Ventas do .archandises genre grand eagasin, non -désaisonnalisées, salon Ia region 
(estioat ions flistoriquas) 

	

March February January December Nov.iior October 	Year 
1993 	1993 	1993 	1992 	1992 	1992 	1993 

	

More FCvr jar Janv jar Déc.e,thre Novembra Octobre 	Annee 

millions of dollars - millions do dollars 

Regions 

1.5 Terre-Neuve 

6.4 I le-du-Pr inco4douard 
5.2 Nouvoll.4cosse 

5.3 Nouveau-Brunswick 

7.6 Quebec 

1.9 Ontario 

4.2 Manitoba 

3.7 Saskatchewan 

6.3 Alberta 

9.1 Colombie-Britannique 

3.7 Yukon 

3.4 T.rritoir.s du Nord-Ouest 

5.01 Total 

. 

76.9 64.9 66.7 164.0 124.9 100.3 

17.1 15.5 15.2 35.7 24.5 21.8 

130.1 115.8 123.6 281.3 197.7 164.7 

106.5 91.2 94.6 206.7 154.6 134.2 

1066.1 888.6 965.0 1,750.2 1,267.9 1 1291.3 

1,756.9 1,520.9 1,674.8 3,372.1 2,311.8 2056.5 

159.5 131.5 137.8 302.0 205.2 181.8 

146.9 122.0 134.4 256.5 183.2 167.1 

558.9 482.6 528.3 990.2 678.1 629.1 

677.6 562.8 596.9 1 1208.1 798.4 743.8 

4.2 3.6 3.4 7.0 5.4 5.3 

15.7 14.5 14.9 23.5 18.3 18.2 

4,716.4 	4,014.0 	4,355.6 	8,597.3 	5,949.9 5,614.2 

Terre-Neuve 

I le-du-Pr ince-Edouard 
Nouve11e-cosse 

Nouveau-Brunswick 

Québec 

Onio 

Manitoba 

Saskatchewan 

Alberta 

Coloth ic-Br itann ique 

Yukon 

Tarritoires du Nord-Ou.st 

I Total 

842.3 

209.0 

1,468.4 

1,170.1 

12,065.4 

19,034.3 

1,691.0 

1,520.3 

6,031.2 

7,123.1 

49.1 

176.6 

51,380.6 
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TABLE 9. Retail Trade, Canada, Current and Constant (1986) Dollar Estimates 

Price index Current dollars 

Indice des prix 	Dollars 
courants 

Unadjusted 
Non desaisonnalise 

	

Year/year 	Constant 1986 

	

per cent 	dollars 
change 

	

Variation an 	Dollars 

	

pourcenta9e 	constants 

	

pour lannee 	1986 

Year/year 
per cent 

change 

Variation an 
pourcentage 
pour l'anneo 

millions of dollars 

1991: 

January 115.2 12,442.8 -7.5 10,799.0 -7.9 
February 114.1 12,014.6 -7.1 10,532.7 -6.1 
March 114.0 14,109.5 -11.7 129377.8 -10.7 

Xril 113.1 14,894.8 -4.5 13 2 172.2 -2.8 
y 113.7 16,779.7 -2.9 14,756.5 -1.5 

June 114.3 15,873.0 -7.3 13,889.1 -5.9 

July 114.2 15,583.9 -2.3 13,646.9 -0.2 
August 114.6 15,643.8 -5.6 13,653.3 -4.0 
September 113.8 14,641.6 -5.7 12,870.8 -3.5 

October 113.0 15,285.3 -5.2 13,522.2 -1.6 
November 113.6 15,970.1 -4.9 14,057.4 -1.0 
December 113.1 17,969.1 -6.6 15,883.7 -3.1 

Year 113.9 181,208.4 -5.9 159,161.5 -3.9 

1992: 

January 113.7 12,903.2 3.7 11,350,6 5.1 
February 113.3 12,582.3 4.7 11,109.4 5.5 
March 113.5 13,930.0 -1.3 12,272.9 -0.8 

April 113.6 15,250.2 2.4 13,420.0 1.9 
May 113.9 16,268.7 -3.0 14,287.1 -3.2 
June 114.1 16,164.3 1.8 14,161.8 2.0 

July 114.5 16039.1 3.6 14,100.9 3.3 
August 114.2 15,396.4 -1.6 13,476.6 -1.3 
September 113.7 15,365.9 4.9 13,513.7 5.0 

October 113.5 16,156.8 5.7 14,232.3 5.3 
November 114.5 15,711.3 -1.6 13,726.3 -2.4 
December 114.6 19,181.1 6.7 16,744.2 5.4 

Year 113.9 185,049.2 2.1 162,395.7 2.0 

1993: 

January 115.6 13,492.3 4.6 11,673.8 2,8 
February 115.7 12,675.8 0.7 10,955.4 -1.4 
March 115.7 14,843.0 6.6 12,831.0 4.5 

April 115.3 16,239.0 6.5 14,087.5 5.0 
May 115.6 16,923.4 4.0 14,637.2 2.5 
June 115.8 16,872.5 4.4 14,570.2 2.9 

July 115.8 17,047.7 5.6 14,717.7 4.4 
August 115.7 16,119.1 4.7 13,934.6 3.4 
September 115.6 16,208.6 5.5 14,020.4 3.7 

October 115.6 16,386.8 1.4 14,176.4 -0.4 
November 
December 

Year 

1 Seasonally adjusted constant (1986) dollar estimates are derived by deflating, with an implicit price index, 
the seasonally adjusted current dollar estimate. For more details, see the Appendices II and IV. 	0 
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TABLEAU 9. Commerce do ddtal, Canada, estimations an dollars courants at constants (1986) 

Seasonally adjusted 
Désaisonnalisé 

Price Index Current Dollars 

Indice des prix 	Dollars 
courants 

	

Month/month 	Constant 1986 	Month/month 

	

per cent 	dollars 1 	per cont 

	

change 	 change 

	

Variation an 	Dollars 	Variation an 

	

pourcenta9e 	constants 	pourcentage 

	

pour 1. mois 	1986 1 	pour Is mois 

millions do dollars 

1991: 

114.6 14,619.8 -8.6 12,761.7 -5.7 Janvier 
113.5 15,025.8 2.8 13,234.7 3.7 F6vri.r 
113.8 15,085.7 0.4 13,251.0 0.1 Mars 

113.5 15,008.6 -0.5 13,222.4 -0.2 Avril 
113.9 15,302.5 2.0 13,435.5 1.6 Hal 
114.3 15,288.4 -0.1 13,372.1 -0.5 Juin 

114.0 15,248.9 -0.3 13,376.6 - - Jul11.! 
114.5 15,071.3 -1.2 13,163.5 -1.6 AoOt 
114.3 15,208.5 0.9 13,311.3 1.1 Septothre 

113.8 14,964.3 -1.6 13,151.6 -1.2 Octobre 
113.9 15,224.6 1.7 13,362.9 1.6 Hovethro 
113.5 15 1 159.9 -0.4 13,351.7 -0.1 Déco,,re 

114.0 181,208.4 ... 158 1994.9 ... Année 

1992: 

113.4 . 15,023.6 -0.9 13,246.9 -0.8 Janvier 
113.0 15,171.1 1.0 13,422.2 1.3 Fvrier 
113.5 15,195.6 0.2 13,393.2 -0.2 Mars 

113.7 15,330.6 0.9 13,482.8 0.7 Avril 
113.8 15,275.1 -0.4 13,418.4 -0.5 Hal 
114.0 15,429.4 1.0 13,533.7 0.9 Juin 

114.0 15,443.1 0.1 13,543.8 0.1 Juillet 
114.2 15 1,554.7 0.7 13,615.8 0.5 AoOt 
114.3 15,545.3 -0.1 13,601.1 -0.1 S.pt.mbr. 

114.1 15,643.3 0.6 13,715.0 0.8 Octobre 
114.5 15,697.5 0.3 13,706.4 -0.1 Noveithre 
115.0 15,739.9 0.3 13,684.2 -0.2 Déc..thre 

114.0 185 1 049.2 ... 162,363.6 ... Annéo 

1993: 

115.8 16,093.6 2.2 13,892.1 1.5 Janvier 
115.8 15,930.1 -1.0 13,760,7 -0.9 Février 
115.4 15,907.6 -0.1 13,783.0 0.2 Mars 

115.3 16,106.5 1.3 13,963.3 1.3 Avril 
115.6 16,146.2 0.2 13,970.2 - - Hal 
115.6 16,060.4 -0.5 13,890.2 -0.6 Juin 

115.6 16,231.6 1.1 14,045.1 1.1 Juillet 
115.9 16,289.9 0.4 14,060.0 0.1 AoO* 
116.2 16,286.9 - - 14,016.1 -0.3 Septenthre 

116.3 16,307.1 0.1 14,018.9 - - Octobrs 
Nove,d,re 
Décenbre 

Anne. 

. 	 1 La désaisonnalisation dos estimations on dollars constants (1986) sobtient on dégonflant avoc un indice 
implicit., lea données désaisonnalisáes an dollars courants. Pour plus do details, consultur los 
appendices II at IV. 
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APPENDIX I 

Definitions 

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

A retail location, as defined by Statistics 
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 personal 
consumption". Retail trade estimates do not 
include any form of direct selling which 
bypasses the retail store, e.g., direct door-
to-door selling; sales made through automatic 
vending machinesj sales of newspapers or maga-
zines sold directly by printers or publishers; 
and sales made by book and record clubs. The 
only exception is the mail-order and catalogue 
sales activities of department store busi-
nesses which have been classified to the 
general merchandise store" category. In addi-
tion, retail trade excludes retail sales 
through ancillary units, (e.g., warehouses, 
head offices, etc.), sales of contractors 
whose Major activity is not retailing; and 
retail transactions between individuals. 

Total net sales include sales of now and 
used merchandise and receipts from repairs, 
equipment rental, food serving and other ser-
vice activities, less returns, adjustments and 
discounts. Total net sales also include trade-
in allowances, commissions earned from sales 
of goods owned by others (including commis-
sions received for lottery ticket sales) and 
proprietor's withdrawals of goods for person-
al use (at retail). Non-operating revenues, 
bad debts recovered and sales taxes (provin-
cial sales tax and the Goods and Services Tax 
(GST)) collected for remittance to a govern-
ment agency are excluded. Prior to January 
1991, sales data included the Federal Sales 
Tax (FST). Due to this change in indirect 
taxes, data prior to 1991 are not strictly 
comparable with those of subsequent years. For 
users interested in deriving comparable data, 
an estimate of the amount of FST included in 
retail sales for 1990 is available for Canada 
from the Retail Trade Section. The reliability 
of this estimate does not permit adjustments 
at the provincial level. 

APPENDICE I 

Dinitions 

Ccerce de detail signifie, pour les be-
soins de 1s prósente publication, "lensemble 
des ventes faites par des points do vents au 
d6tail". 

Un point de vents au detail, suivant 1s 
definition de Statistique Canada, est un local 
d'affaires (habituellement un magasin) dont 
Pactivitó principals est Is vents do marchan-
discs at do services connexes au grand public 
pour la consommation ménagère ou personnolle. 
Los estimations relatives au commerce do 
dótail no prennont pas on compte los ventes 
directes, c'est-I-dire les ventes qui ne sont 
pas faites par l'intermédiaire d'un point do 
yenta au detail, par exemplo los vontos direc-
tes par demarchage, les ventes par distribu-
tour automatique, los ventes do journaux ou do 
revues faites directomont par les imprimeurs 
at editeurs, of los ventes faitos par los cor-
cbs du livre at los clubs do disques. Ii n'y 
a qu'une exception: les ventes dos grands 
magasins faitos par 1s poste ou par catalogue, 
qui sont classóes dans Is categoric des "maga-
sins do merchandises divorses". En outre, 1s 
commerce do detail no comprend p.s les ventes 
au detail des unites auxiliaires (par exemplo, 
entrepôts, sieges sociaux, etc.), ni les 
vantes des entrepreneurs dont l'activite prin-
cipale no releve p.s du commerce do dótail, ni 
las opórations do d6tail entro particuliers. 

Las vantes nettes totalas compronnont les 
ventes do marchandisos neuves at d'occasion at 
los recettes prov.nant do rparations, de 
location de materiel, do Is vents do ropes at 
dautres activités de services, moms 1s va-
lour des rendus (marchandises retournóes), las 
ajustements at los rabais. Los ventes totales 
nettos compronnent ógalement 1s valour dos 
reprises, los commissions sur Is vents do mer-
chandises appartonant C autrui (y compris los 
commissions touch6os pour la vente do billets 
do loterie) at Is valour lau detail) dos mar-
chandises pr6lov6es par 1e propriétaire pour 
son usage personnel. On no prend pas an compte 
los recettes hors exploitation, los rocouvrs-
ments do mauvaises créances at los taxes do 
vent. (taxe do vonte provincialo of Is taxe 
sur las produits at los services (TPS)) 
percues pour Is compto dun organism. public. 
Los donnees sur los vontes antêrieuros C jan-
vier 1991 incluent 1s tax, do vent. fódórale 
(TVF). DG C cc changement dans los taxes in-
diroctes, les donnóes avant 1991 no sont pas 
tout C fait comparables avec celles des annss 
subsequentes. Pour les utilisateurs intéressCs 
ii calculer des donneos comparables, uno esti-
mation du montant do Is TVF inclus dans los 
vontes au detail pour 1990 est disponible pour 
le Canada do la section du commerce do detail. 
Cette estimation nest pas suffisamment fiable 
pour permettre des ajustements au niveau 
provincial. 

S 
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Department store type merchandise (DSTM) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
storesi all other food stores recreational 
and motor vehicle dealers; gasoline service 
stations I automotiv, parts, accessories 
and services; and all other retail stores 
(includes liquor, wine and beer stores and 
retail stores, n.e.c.). 

tes narchamdises du genre de ceiles vendues 
dams les grands magasins (MGGII) correspondent 
au total du commerce de detail coins les grou-
pes do commerce suivants: les supermarch6s 
dalimentation at las épiceries; tous les au-
tres magasins d'alimentation; las concession-
naires de vhicules automobiles at recreakifs, 
las stations-service; les magasins do pièces 
at d'accessoires pour vehicules automobiles at 
services; at los autres magasins do yenta .0 

dtail (comprend los magasins de spiritueux, 
de yin at de bière at los magasins de yenta 
su detail, n.c.a.). 
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APPENDIX II 

METHODOLOGY 

Components of the Univarse 

The new business register or Central Frame 
Data Base (CFDB) contains the survey universe 
for the Monthly Retail Trade Survey. The CFDB 
was developed as a common central frame for 
all business surveys, in order to provide 
standardized concepts, and generalized method-
ology and systems. The overall quality of 
business and economic data is improved because 
of great.r consistency, more accurate admini-
strative 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 
environment. 

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

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

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

The Now Sample 

The businesses in the target population are 
classified by industry using the four digit 
Standard Industrial Classification Code, based 
on the proportion of sales accounted for by 
each kind of business or by each type of 
commodity sold. The target population is also 
stratified by geographic region. Each indus-
try - geographical combination is divided into 
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Composantes do l'unfvers 

Le nouveau registre des entreprises ou Base 
de damnées dii registro central (&DRC) repré-
sente l'univers do l'Enquôte mensuelle sur Is 
commerce de detail. La BDRC a 6t6 congue afin 
da servir de base de sondage centrale pour 
Loutes los enquêtes-antreprises, cc qui permet 
de normaliser les concepts of de gónéraliser 
los móthodes at las systèmes. La qualité 
d'ensemble des données commerciales at ócono-
miques eat ainsi amélioróo: on obtient une 
plus grande cohórence, des données administra-
fives plus exactes at une meilleure coordina-
tion des systèmes at des procedures. Un jour, 
toutes les enquôtes-entreprises de Stafisfique 
Canada seront remanióes at s'integreront & ce 
nouveau cadre. 

La population ciblo do l'Enquêfe sur lo 
commerce do detail est form6e do tous los 
emplacements statistiques dana la BDRC qui 
appartiennent au secteur du commerce de dC-
tail. Ces unites constituent la base de son-
dage do l'Enqute sur Is commerce de detail. 

La base do sondage de la BDRC .st divisCe an 
deux composant.s: Is portia intégréc (PI) at 
la partie non intógróe (PNI). La premiere 
englobe toutes les entreprises importantes qui 
ont une structure complexo at constitue Is 
composante Is plus importante do Is base an cc 
qui a trait aux ventes. Las .n(reprises do 
In P1 peuvent être représentées & plusieurs 
niveaux i l'intérieur du cadre hiérarchique do 
l'entitó statistique, cc qui permet Is col-
lecte de Is gamma complete des données écono-
miquas dans 1* cas dos grandes sociétós. Los 
renseignemonts sur ces entreprises sont tires 
dos fichiars administratifs des declarations 
d'impât sur 1s revenu at des fichiers dos 
comptes de retenues sur Is paya do R.venu 
Canada. 

La partie non intógrée eat constituCe des 
entreprises I entité simple de plus petite 
taille dont In valeur dos vontas ast sous Is 
limite calculée do Is Pr. LEnquIte mensuelle 
sur Is commerce do dtail tire sea entités 
statisliques du fichier des comptes do 
retenues sur Is paye de Revenu Canada, cc 
qui permet dintégrer aux unites do Is PNI de 
Is base los r.nseignements lea plus rCcents. 

Nouvel Cchantil]on 

Las entreprisos do Is population ciblo sont 
classées an fonction des codes a quatre chif-
fres do Is Classification typo des industries, 
I partir do Is proportion des vontes quo 
représente chaque genre dentreprise ou encore 
chaque genre do marchandises vendues. La 
population cible est aussi stratifiéa par 
region géographique. Chaqu. combinaison 
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three sub-strata: take-all, large take-some 
and small take-some. The take-all businesses 
are self-representing as they are included in 
the sample with certainty. The take-all sub-
stratum is comprised of designated companies 
such as department stores, companies operating 
in several strata, and companies operating 
in one strata with revenue greater than a 
calculated threshold. The large take-some and 
nall take-some units are classified by their 

revenue. 

In order to determine the industry by 
geographical strata sample sizes, the variance 
and total sales in each sub-stratum are 
calculated 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 rota-
tion may be performed by periodically dropping 
a panel from the current sample and adding a 
new panel. 

Data Collection 

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

branche dactivit - rgion gographique eat 
divise on trois sous-stratas: une ê tirage 
complet, une "grande A tirage partiel" at une 
"petite è tirage partial". Las entreprises do 
Is sous-strate A tirage complet sont autore-
présentativas puisqu'elles sont forcément 
intégrées a l'échantillon. La sous-strate I 
tirage complet englobe las sociétés dósignées, 
comme lea grands magasins, las socjétés on 
activité dans plusiours strates at cellos en 
activité dana une strata at ayank des ventes 
supérieuras su seuil calculé. Los unites do 
Is sous-strate "grande I tirage partial" at do 
cello "petite I tirage partial" sont classées 
salon leurs recettes. 

Afin de determiner Is taille des échantil-
lons pour los branches d'activitó solon la 
strate gographique, on calcule la variance at 
1e total des ventes dans chaque sous-strate at 
on utilise las résultats pour Is repartition. 
Calle-ci so fait suivant une methode qui par-
mat de calculer Is nombre d'unités I prélever 
clans Is strata I tirago partiel I partir des 
deux critIres suivants: Is coefficient do 
variation raquis pour Is strate at, bian sQr, 
le nombre total d'unités d'échantillonnage do 
l'enquIto. 

L'échantillon initial a été prélevé I Ia 
fin do 1988 at a été rafraichi chaque mois par 
l'introduction d'un échantillon do nouvolles 
unites do Is population. Los unites do 1s 
base do sondage sont réparties aléatoiremont 
entro un nombro étabii do panneaux I l'inté-
rieur do chaque sous-strate, co qui pormot non 
seulemant do mettre I jour l'échantilion par 
l'ajout do nouvellos unitós mais aussi do r6-
duire is fardeau de la réponse des unites des 
strafes I tirage partial. La presence do pan-
neaux permet do supprimer pour un tampa, par 
renouveilement, los entreprises sólectionnées 
dans los strates I tirage partiel at aini do 
réduire la fardeau de la réponse. La nombre do 
panneaux do chaque sous-strate est calculé on 
fonction du taux déchantillonnage, du nombro 
maximal de cycles pendant lesquels une unite 
pout rester I l'intérieur do léchantillon at 
du nombre minimal da cycles pendant lesquels 
ella doit rester è Paxtériaur do l'óchan-
tillon. Une fois lea panneaux retenus dana 
l'échantillon initial choisis, 1s renouvolle-
mont do l'óchantillon pout Itre effacLui 
périodiquement par Is suppression d'un panneau 
de l'échantillon courant at par l'ajout d'un 
nouveau panneau. 

Collecte des donnécs 

La collecte des donnéos, Is saisie dos don-
noes, Is verification prOliminaira at Is suivi 
dos non-rOpondants sont accomplis par lee sept 
bureaux rOgionaux de Statistique Canada. On 
communique avec lea entreprises Ochantillon-
nOes par Is posta ou par téléphone, solon ce 
quelles prOfIrent. La saisie des donnOes at 
Is verification prOliminaira sont offoctuOes 
an même tampa afin do garantir Is validitO des 
donnOes. On fait immOdiatemant Is suivi pour 
las entitOs do collecte qui nont pas rOpondu 
ou pour cellos dont lea donnOes contiennent 
des arreurs. Las mises I jour aux donnOes et I 
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la base sont transmises a Ottawa at alias sont 
entrées dans la base de donnóes de l.nquôte 
• plusiours reprisas au cours do chaqu. 
cycle. Ces procedures róvisó.s ont eu pour 
consequence de meilleurs taux do réponse 
(on obtient environ 90% do réponses pour los 
estimations provisoiros). 

These revised procedures have resulted in 
much improved response rates (approximately 
90Z response is achieved for preliminary 
estimates) 

Ll 

Statistical Edit and I.putation 

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

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

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

Estiaation 

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

Verification statistique at i.putation 

Les donnóes sont enalysóes i lintórieur de 
chaque groupe de commerce at rógion gôographi-
quo. Las valeurs extremes sont inscrites sur 
une list,, pour quon puisse on faire un 
contrôle manual, suivant un ordre do priorité 
qui est fonction do l'ampieur de 1'6cart par 
rapport C la moyenne. Los enregistrements qui 
sont rejetés I la verification statistique 
sont consid6r6s comme des valeura aberrantes 
at ne servant pas au calcul des veriables 
dimputation (comma lea tendancea mensuelles) 
utilisCas par 1s système dimputation. 

On impute une estimation aux enregistrements 
des entreprisos n'ayant pas répondu C temps ou 
dont lea ventes dóclaróes ont 6t4 rejetóes C 
la v6rification pr6liminaire. Diverses mótho-
des dimputation sont utilisées, Is choix de 
is méthode étant faiL automatiquement par 1, 
système on fonction de 1s disponibilité des 
données requisos. Le système peut notammont 
ufiliser las tendances mensuelles ou annuel-. 
lea, Is moyenne do is cellule, los données 
annuelles divisées par douze ou los valours 
historiques. Sil manque des données pour is 
cellule dimputation (groupe de commerce par 
region géographiqua), celle-ci est sutomati-
quement combines avec des cellules se.blabies. 

Il y a un décalage perceptible entre Is 
moment oi l'entr.prise ouvre sea portes at 
celui oCA elle figure dana is base do len-
quIte. Afin do componser l'effet do cc retard 
sur los estimations mensuellos, on impute C 
rebours, jusqul is date do creation do Is 
nouvelle unite ou jusquau debut do lannée 
précédente (salon Is plus lointaine dci deux 
dates), les ventes des nouvelles unit6s do 
léchantillon. Limputation C rebours des 
nouvelles unites repose sur los tendances 
mensuellos inverses of produit une estimation 
do meilleur niveau pour las donnóes révisóos. 

Estimation 

On ostime is total des ventes au detail an 
affectant dun coefficient destimation los 
chiffros des vontas des unites échantillon-
néos. Un poids égal 1 1 inverse do Is proba-
bilité do selection esi .ttribuó au depart C 
cheque entité. Los poids sont ensuite ajustés 
on fonction do Is taille do léchantillon 
obtenu, cc qui permet do gonflar lestimation 
pour quello roprésonte lensembla do 1s 
population couranto. Los chiffres des vantos 
pondIrés ainsi calculés sont additionnés par 
domaine ce qui donne los ventes totales 
estimatives par strate. Par domaine, on entend 
los valeurs do classification los plus ré-
centes disponibles dans Is BDRC pour lantité 
statistique at la période do référenco do 
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industry, or location. Changes in classifica-
tion are reflected immediately in the 
estimates and do not accumulate over time. 

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

Non -E.ployer Estiates 

Non-employer businesses are not represented 
in the non-integrated portion of the CFDB. 
Although contributing only approximately 2Z 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 
approximately 30,000 	unincorporated 	owner 
operated retail businesses in Canada. 

Constant Dollar Estates 

The value of retail trade is measured in two 
ways: including the effects of price change on 
sales and net of the effects of price change. 
The first measure is referred to as "retail 
trade in current dollars" and the latter as 
"retail trade in constant dollars". In theory, 
the method of calculation for the first of 
these two measures is by aggregating the value 
of each commodity sold by each retail outlet. 
The method of calculating the second measure 
is to aggregate these same values making sure, 
however, that their price stayed in the some 
selected base period (e.g. year 1986). 

Presently, there are no estimates of the cur-
rent values of retail trade by commodity. They 
are calculated mainly by adjusting the results 
of the 1989 retail commodity survey so that 
they are coherent with the commodity balances 
in the latest version of the input-output 
tables. These values are divided by the most 
appropriate price index taken mostly exclu-
sively from the Consumer Price Index (CPI). 
These indexes have sales taxes removed from 
them, since by definition, retail trade ex-
cludes these taxes. Total retail trade in con-
stant dollars is obtained by adding up these 
commodity values. The result, which is an 
approximate total sales in constant dollars, 
is divided into the current dollar estimate to 
yield an "implicit" price deflator. 

lonquôto. 	Les domaines peuvent être diff6- 
rents de Is strate déchantillonnage initiale 
lorsque Is taille, Is brancha dlactivit6 ou 
l'emplacement des unit6s reprósentées par les 
enregistrements ont subi des modifications. 
Les changements de classification Se 
rópercutent immédiatement sur les estimations 
at no s'accumulent pas avec Is femps. 

Les comparaisons d'une période A l'autro 
pauvont traduire des facteurs autres quune 
tendance gónórale des ventes, par example Is 
modification de léchantillon at la reclassi-
fication des firmes échantillonnées a d'autres 
groupes commerciaux. Il faut donc les utiliser 
avec prudence. 

Esti•ations pour los entreprises n'ayant pas 
do salaries 

Las entreprises n'ayant pas do salaris no 
sont pas ropresontees dans Is partie non inte-
gróe do Is BDRC. Elles no constituent qua 2% 
environ de l'ensemble du commerce de dótail 
mais leur importance vane considrablemen* 
selon 10 groupe de commerce at Is r6gion. Los 
estimations do lenquête sont completoes par 
des estimations pour las ontreprises n'ayant 
pas de salari6s, qui ont 6tA calculées è par-
tir des donn6es fiscales de 1984 a 1987. Ii y 
a environ 30,000 entreprises do dótail non 
constituées an societe exploiL6es par leur 
propri6taire cu Canada. 

Estimations on dollars constants 

La valour du commerce de detail se calcule de 
deux maniar.s: soit an incluant, soit an ox-
cluant las offets do changument do prix sur 
los ventes. La premiôre mesure sappelle "com-
merce do detail an dollars courants" at Is 
seconde "commerce do dótail an dollars cons-
tants". En théorie, Is méthode do ealcul pour 
la premiere do ces deux mesures est Is somina-
tion de Is valeur do chaque bien vendu par 
chaque point do yenta au dótail. La móthode de 
calcul pour Is soconde mesure est Is sommation 
de ces mmos biens, mais tout on sassurant 
quo las prix utilisés so situent tous sur une 
memo base do rófóronco (p...: annee 1986). 

Il n'oxiste, présentoment, aucune estimation 
des valeurs on dollars courants du commerce de 
detail par produits. Ces approximations sont 
calculóos principalemont on ajustant las re-P 
sultats do lenquête des marchandisos vondues 
au detail de 1989 pour los rendre cohérents 
avoc los balances des produits do 1s plus re-
cente version dos tableaux dentréss-sortios. 
Ces valours sont divisóes par lindico des 
prix Is plus approprie, provenant presqu'ox-
clusivoment de l'Indico des prix C Is con-
sommation (IPC). Cos indices excluent los 
taxes de yenta car, par dófinition, Is com-
merce de d6tail nen tient pas compte. Donc 
Is valeur totale du commerce do detail on 
dollars constants est obtonue par laddition 
des valeurs do tous los biens on dollars 
constants. Lindice iinplicite do dógonflement 
est calculó on divisant l'ostimation an dol-
lars courants par lapproximation dos ventes 
totales an dollars constants. 
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. 

Data Reliability 

The statistics in this publication 	are 
estimates 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. 

Sa.pl:tng and Non-sa.pling Errors 

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

Sa.pling Errors 

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

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

Hon -spling Errors 

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

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

Data response error. This error may be due to 
questionnaire design and the characteristics 
of the question, inability or unwillingness of 
the respondent to provide correct information, 
misinterpretation of the questions because of 
definitional difficulties and different tend-
encies of different interviewers in explaining 
questions or interpreting responses. 

Fiabilité des données 

Ce bulletin present, des estimations fondCes 
sur une enquête par échantillonn.ge qui 
risquent, par consóquent, d'être entachées 
d'erreurs. La section qui suit vise I 
faciliter, pour Is lecteur, l'interprékakion 
des estimations qui sont publióes. 

Errours d'Cchantil]onnago et autres erreurs 

Les estimations ótablies sur In base d'une 
.nquête par Achantillonnage sont sujettes I 
diffórents types d'errours. On les regroups an 
deux grandes categories: los erreurs qui sont 
dues I l'echantillonnage at celies qul no Is 
sont pas. 

Erreurs d 'échantillonnag. 

Ce genre d'orreur exists parce qua los ob-
servations portent uniquement sur un echantil-
ion, at non sur l'ensomble do ii population. 
L'erreur depend de facteurs teis quo la tailie 
do l'óchantilion, la variabilit6 do la popula-
tion, 1s plan do sondago at is m6+hodo d'es+i-
mation. Pour une taille donnea d'chanti1lan, 
per example, l'erreur déchantilionnago s.ra 
fonction do is methoda do stratification edop-
te., do l'a*tribution de l'echan*illon, du 
choix des units sondóes at do 1s methode de 
selection. (On pout memo, dans 1s cadre d'un 
soul plan do sondage, effectuor plusieurs 
calculs pour arriver è la methodo d'estimation 
Is plus efficace.) 

Comma, dana une onquête par échantillonnag., 
on tire dos conclusions sur Pensemble d'une 
population I partir dos donnóes concernent 
uno par*io seulomont, los rósultats seront 
probablemont différents do coux qu'on aurait 
obtenus on reconsant toute Is 	population 
dens las mêmes conditions. 	La principals 
caractóristiquo des sondagos probabilistes, 
cost quo l'orreur dóchantillonnag. pout Itre 
directamant masureo I partir do léchantillon. 

Erreurs non liées I l'échantillonnage 

Ces arrours as retrouvont tent dans las 
racensements quo dans los onquêtos per 
chantillonnage. Elles sont dues I un ou 

plusiors facteurs parmi les suivants: 

L. chp couvert par I'enquête. L'erreur peut 
résulter dun listago incomplet at dune cou-
vorture insuffisante do Is population visée. 

La rIponsa. Xci, lorreur pout Itr. attribus- 
blo I is conception du questionnaire at aux 
caractéristiques de Is question, I l'incapeci- 

ou au refus do l°enquêté do fournir des 
rensoignoments exacts, I Pintorprétation fau-
tive des questions due I des problImes dordre 
semantique, ou aux variations dun intervie-
wer I lautre, dans lexplication des ques-
tions ou dans iinterprótation des réponses. 
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Non-response error. 	Some respondents may 
refuse 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 extant of error 
due to imputation is usually unknown and is 
vary 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 
response rato 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 
measure. More important, non-sampling errors 
require control at the level at which their 
presence does not impair the use and interpre-
tation of final results. P11th regard to the 
estimates of this publication, all attempts 
have been made to minimize the non-sampling 
errors: units have been defined in a most pre-
cise manner and the most up-to-date listings 
have been used; the quesfionnaires used in the 
survey have been carefully designed to mini-
mize different interpretations (interviewers 
have been instructed to ask the questions as 
printed on the questionnaires)j detailed ac-
ceptance testing has been carried out for the 
different stages of editing and processing; 
and every possible effort has been made to 
reduce the non-response rate as well as the 
response burden. 

Measures of Sampling and Non-sampling Errors 

Sampling Error Measures 

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

La non-reponse. Certains enquêtés refusent de 
rópondre, tandis qua dautres an sont incapa-
bios ou encore rpondent trop tard. Las don-
nées relatives aux non-répondants peuvent êfre 
imputes A partir des chiffres fournis par 
las rpondants ou A laide des statistiquos 
entrieures sur les non-répondants, lorsque 
cellos-cl existent. On no connat généralement 
pas avec precision importance de l'erreur 
dimputation; celia-cl vane beaucoup scion 
las caracténistiques qui distinguant las 
répondants des non-répondants. Comma ce type 
derreur prend habitueliement do lampleur A 
mesure que diminue le taux de réponse, on 
sefforce dobtenir Is mailleur taux do 
réponse possible. 

Lo traiteisent. Lerreur pout so produire lors 
des diverses ótapes du traitement, telles que 
le codage, lentréa, la verification, is 
pondération, is totalisation, etc.. 

Ii est difficile de mesurer las erreurs non 
iiées A léchantillonnage. Dc plus, ii faut 
les cerner A un niveau oü dies no nuisent pas 
A lutilisation ou A l'interprétation des 
chiffres définitifa. Quani aux estimations du 
present bulletin, tout a 6i6 mis on oeuvro 
afin do minimiser los orreurs non liées A 
léchantillonnaga. Ainsi, los unites ont ótó 
définies avec beaucoup do precision, au moyen 
des listes las plus a jour, las questionnaires 
ont óté concus avec soin afin do réduire 
au minimum las différentes interpretations 
possibies (on a demandé aux interviewers do 
poser les questions telies queues figurent 
aux questionnaires); les diverses étapes de 
verification at do traitomont ont fait lobjet 
do contrôles daccaptation détaillés; at on 
We absolument non negligé pour qua la taux 
do non-réponse at le fardeau do réponse 
soient faibles. 

Evaluation do l'erreur d'échantillonnage et do 
l'erreur non liée A l'échantillonnage 

valuation de l'erreur d'éohantillunnage 

Léchantilion utilisé aux fins de is présen-
te enquAte est un des nombreux óchantillons do 
memo taillo qui suraient Pu être choisis salon 
Is même plan at les mêmes conditions. Si 
chaque échantillon pouvait faire lobjet dune 
enquête menée essentiellement dans los memos 
conditions, 11 faudrait sattendre a ce que 
i'estimation calculóe vane dun échantillon A 
lautre. On nonme valour probable lastima-
tion moyenno obtenue da tous los échantullons 
possibles. Autramant dit, is valour probable 
est cello quon obtiendrait on rocensant toute 
la population dans des conditions identiquos 
do coilecto at de traitement. Une estimation 
calcuiée A partir dune enquête par 
échantillonnago est dite precise lorsquelle 
sapproche do is valeur probable. 
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Sample estimates 	may 	differ from this 
expected value of the estimates. However, 
since the estimate is based on a probability 
sample, the variability of the sample estimate 
with respect to its expected value can be mea-
sured. The variance of estimate is a measure 
of the precision of the sample estimate and is 
defined as the average, over all possible 
samples, of the squared difference of the 
estimats from its expected value. 

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

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

The formula used to calculate the published 
coefficients of variation in Table 4 is: 

St X) 
CV(X)a 

X 

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

In this publication, 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 
sample, it is possible to state with a given 
level of confidence that the expected value 
will fall within the confidence interval con-
strutod around the estimate. For example, if 
an estimate of $12,000000 has a coefficient 
of variation of 10Z, the standard error will 
be $1,200,000 or the estimate multiplied by 
the coefficient of variation. It can then be 
stated with 68Z confidence that the expected 
value will fall within the interval whose 
length equals the standard deviation about 
the estimate, i.e., between $10,800,000 and 
$13,200,000. Or, it can be stated with 95Z 
confidence that the expected value will fall 
within the interval whose length equals two 
sandird devitions ,bout the estimate, i.e., 
betwper, $Q,600,flOO and S+,400,000. 

Los estimations fondóes sur un échantillon 
peuvent no pas correspondro a la valour 
probablo. Cepondant, comme 1cc estimations 
proviennent d'un échantillon probabilisto, il 
est possible dan mesurer In variabilité 
par rapport i lour valour probable. La 
variance dune estimation, qui an mesure Is 
precision, so définit commo Is moyenne, parmi 
tous les échantillons possibles, des carrés do 
Is difference ontre lestimation at Is valour 
probable. 

line fois qu'on a calculó lostimation at sa 
variance, il devient possible de mesurer Is 
precision autrement. Par exemple, l'erreur-
type, soit Is racine carree do is variance, 
mesure l'erreur d'échantiiionnage dens la memo 
unitó qua lestimation (en dollars, notam-
sent). Autrement dit, l'arreur-type mesure is 
precision an termos absolus. 	Par contra, 
1s coefficient do variation, 	c'.st-è-dire 
lerreur-typo diviséo par l'estimation, secure 
is precision on termes relatifs. Ainsi, 
l'emploi du coefficient do variation facilito 
Is comparaison de l'orreur d'óchantiiionnage 
do deux estimations. 

Dans cotte publication, 	on utilise 10 
coefficient do variation pour évaluer lerrour 
déchantillonnage dos estimations. Copondant, 
puisque Is coefficient do variation publié 
pour colte anqueto est calculé I partir 
des répons.s des unites, il mesure aussi une 
certaine errour non liéo I 16chantilionnage. 

Voici Is formuie utilisée pour calcuier les 
coefficients do variation du tableau 4: 

S(X) 
CV(X) 

dens laquelle X oct i'estimation at S(X) oct 
lécart-typ. do X. 

l'erreur do X oct exprimée an pourc.ntage 
dans cotto publication. 

Lectimation at 1s coefficient do variation 
nous pormettont do construiro des intorvolles 
do confianco autour do lestimation. Ainsi, 
pour notre échantillon, on pout affirmer qua-
voc une conf lance donnée, is valour probable 
est comprise dens lintarvallo do confiance 
construit autour do lestimation. Par example, 
ci Is coefficient do variation dune estima-
tion do $12000000 est ógal i 1QZ, lécart-
type sore do $1,200,000, soit l'estimation 
multipliéo par Is coefficient do variation. 
Alors, on pout affirmer avec uno confianco do 
68% quo Is valour probable sore contonue dens 
lintorvallo dune longueur égale I un écart-
type autour do lestimation, soit entro 
$10,800,000 at $13,200,000. Ou encoro, on pout 
affirmor avec unc confianco do 95Z qua is va-
lour probable sore contonuo dens lintervallo 
dune longuour do deux écart-types autour do 
l'estimation, soit ontre $9,600000 at 
$14,400,000. 

. 

. 
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Non-sa.pling Error Measures 
	 tvaluation do l'erreur non hem A I'Cchantil- 

loom age 

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

One source of non-sampling error is the non-
response error. To assist users in evaluating 
these errors, the response fractions are given 
in Table 4. The response fraction, which is 
a measure of the data response rate, is the 
proportion of the sales estimate which is 
based upon reported data. For example, a cell 
with a sample of 20 units in which five 
respond for a particular month would have a 
response rate of 25%. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80. 

Joint Interpretation of Measures of Error 

The measure of non-response error as well 
as the coefficient of variation must be 
considered jointly to have an overview of the 
quality of the estimates. The lower the 
coefficient of variation and the higher the 
response fraction, the better will be the 
published estimate. 

Lenqute par 6chantillonnage at le recanse-
mont cherchent tous deux a determiner la 
valour exacte de lensemble. Lestimation est 
dite precise si ella se rapproche do cette 
valour. Bien quil sagisse dune valour 
souhaitable, il nest pas róaliste do supposer 
quo la valour exacte de chaque unite do len-
somble ou de léchantillon pout être obtenue 
at traitee sans arraur. La difference entre la 
valeur probable at la valour exacte do Pen-
semble sappelle le biais. On no pout calcu-
ler las biais systómatiques des donnees en re-
courant aux mesures de probabilit6 do lerreur 
dóchantillonnage décrites auparavant. La 
prócision dune estimation est detorminee par 
lef fat conjugue des erreurs dóchantillonnage 
at dos erreurs non li6es i l'chan'cillonnage. 

Une source d'orreur non liée A léchantil-
lonnage ost lerraur due & la non-reponso. Ic 
tableau 4 presente los fractions do réponse 
afin daider lutilisateur ê évaluer cc genre 
derreur. La fraction de rCponse eat le taux 
do réponse des données, cest--dire la 
proportion do lestimation de l'échantillon 
qui est fondóo sur des donnes dclarées. Par 
example, le taux do réponse d'uno cellulo com-
portant un óchantillon do 20 unites dont cinq 
répondont bra dun mois donné atteindrait 
25>. Cependant, si los cinq unites déclarantes 
repr6sentent $8 millions sur l'estimation 
globale do $10 millions, 	la fraction 	do 
r6ponse slvorait a 80. 
Interpretation siaultanCa des mesuros d'erreur 

Il faut tenir compto simultanémont do be 
mesure d'erreurs non hoes i POchantilbonnage 
ainsi qua du coefficient do variation pour 
avoir un aperçu de la qualitO des estimations. 
Plus he coefficient do variation sara bas 
at qua la fraction do rOponse sara OlavOe, 
moihleure sera l'estimation pubhiOe. 
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APPENDIX IV 

Seasonal Adjustment 

Economic time series contain the elements 
essential to the description, explanation and 
forecasting of the behaviour of an economic 
phenomenon: "They are statistical records of 
the evolution of economic processes through 
timo91). In using time series to observe eco- 
nomic activity, economists and statisticians 
have identified four characteristic beha-
vioural components: the long-term movement or 
trend, the cycle, the seasonal variations and 
the irregular fluctuations. These movements 
are caused by various economic, climatic or 
institutional factors. The seasonal variations 
occur periodically on a more or less regular 
basis over the course of the year as a result 
of seasonal changes in weather, statutory 
holidays and other events which occur at 
fairly regular intervals and thus have a 
significant impact on the rate of economic 
activity. 

In the interest of accurately interpreting 
the fundamental evolution of an economic 
phenomenon and producing forecasts of 
superior quality, Statistics Canada uses the 
X11ARIIIA/88 seasonal adjustment method(2) to 
seasonally adjust its time series. This method 
minimizes the impact of seasonal variations on 
the series and essentially consists of adding 
one year of estimated raw data to the end of 
the original series before it is seasonally 
adjusted per so. The estimated data 
are derived from 	forecasts 	using 	ARIMA 
(Autoregressive Integrated Moving Average) 
models of the Box-Jenkins type. 

The X-11 part of the X11ARIMA/88 program 
uses primarily a ratio-to-moving average me-
thod to smooth the modified series and obtain 
a preliminary estimate of the trend-cycle, 
to calculate the ratios of the original series 
(fitted) to the estimates of the trend-cycle 
and to estimate the seasonal factors from 
these ratios. The final seasonal factors are 
produced only after these operations have been 
repeated several limos. These procedures, used 
to determine the seasonal factors necessary to 
calculate the final seasonally adjusted data, 
are executed every month. This approach en- 

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

2 For further information see the X1IARIHA/88 
Seasonal Adjustment Method, by Estella Bee 
Qagum, Statistics Canada. 

APPENDICE IV 

Désaisonnalisation 

Los series économiques temporelles ou chro-
nologiques comportent las elements .ss.ntiols 
Is description, lexplication at 1s prévi-

sion du compor*.ment dun ph6nomne óconomi-
qua. "Ce sont des dossiers slalistiques de 

des processus óconomiques dans Is 
temps"(l). L'observation par las óconomistes 
at las statisticiens do l'activitó 6conomiquo 
a i'aide des series temporelies a donc permis 
de distinguer quatre composantes principales 
du comportemont des s6ries temporelles: le 
mouvement A long terms ou tendance, Is mouve-
mont cyclique, los variations saisonniares at 
las fluctuations irreguliare ou accidentalles. 
Ces mouv.menks sont causós par différents 
facteurs, soit óconomiques, climatiquas ou 
institutionnels. Los variations saisonnières 
sont los fluctuations pnriodiques plus ou 
moms rógulièr.s qui se produisent .0 cours 
dune anneo on raison du cycle meteorologique 
normal, des congés fixes at d'autres évén.-
mants qui so rópètent ô intorvallos avec une 
cortaine regularite pour influencer de fscon 
significalive Is taux dactivit. 

Afin do favoriser linterprétation exacts do 
lévolution fondamentale d'un phénomène ócono-
mique at do produira une meilleure prediction, 
Statistique Canada rajuste les series tempo-
relles au moyen do la m6thode do désaisonnali-
sation X1IARMHI/88 (2) aNn do justement mini-
miser limpact des variations saisonnières sur 
los series. Cetto technique consiste, essen-
tiellement A ajouter los estimations dune 
ann6e do donneos brutes & lextrémité do is 
sórie initials avant do procéder è Is déssi-
sonnalisation propramont dita. Los donnóes 
estimatives provionnent dextrapolations 
prospectives róaiisées par des modèles ARMMI 
(modèles autorégr.ssifs a moyennes mobiles 
intógréos) du type Box-Jenkins. 

La perti. X-11 du programme XIIARMMI/88 fait 
surtou'c appel I la móthode do rapport aux 
moyennes mobiles pour offectuer 1s lissage do 
is sórie modifió. at obtenir une estimation 
provisoira do Is tendance-cycle, calcular los 
rapports do is s6rie initial. (ajusto) aux 
estimations do 1* lendanco-cycle, at estimer 
les factours saisonniers I partir do ces dits 
rapports. Los factours saisonniors définitifs 
no sont produits quo lorsque cos opórations 
ont étó executoos I plusieurs reprises. Cos 
étapes determinant los factours saisonniers 
ndc.ssaires au calcul des données dsaisonna- 

1 La désaisonnalisation des series tomporelies 
économiques: quelques remarques; tire de Is 
Revue statistique du Canada, aoQL 1974. 

2 Pour do plus amplos informations voir La 
méthode do dCsaisonnalisation X11ARIII/88, 
par Estolla Boo Dagum, Statistique Canada. 
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sures that the estimated seasonal factors are 
derived from an unadjusted series which in-
cludes all the available information about the 
series, i.e., the current month's unadjusted 
data as well as the previous month's revised 
unadjusted data. 

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

The Canada seasonally adjusted total is 
derived "indirectly" by the summation of the 
individually seasonally adjusted kinds of 
business. 

Constant Dollar Seasonally Adjusted Estimates 

Seasonally adjusted constant dollar estimates 
are obtained by deflating the current dollar 
seasonally adjusted data by an implicit price 
index supplied by the National Accounts and 
Environment Division. The total constant 
dollar seasonally adjusted estimates are 
derived by employing the indirect seasonal 
adjustment method. 

lisées finales sont ex4cut6es a chaque mois. 
Cette approche garantit que la série non-
désaisonnalisée, é partir de laquelle sont 
calculées les estimations des facteurs saison-
niers, inclut toutes les données lea plus 
récentes relatjvement a ladite séria, c.-a-d., 
les données non-désaisonnalisóes qui portent 
sur le mois courant at les données non-désai-
sonnalisées révisóes du mois précédent. 

Bien qua la désaisonnalisation permette do 
mieux coinprendre la tendance-cycle fondamenta-
le d'una série, la série désaisonnaliség n'en 
contient pas moms une composante irrégulière. 
Dc légères variations dun mois a l'au{re dans 
la séria désaisonnalisée peuvent n'être quo do 
simples mouvements irréguliers. Pour avoir une 
meilleure idée de la tendance fondamentale, 
los utilisateurs doivent donc examiner las 
series dósaisonnalisées d'un certain nombre do 
mois. 

Lo total désaisonnalisé au niveau du Canada 
est dérivé do "facon indirecte" on faisant la 
somme des genres do commerce désaisonnalisés 
séparémen't au préalable. 

Esti.ation désaisonnaliséos en dollars cons-
tants 

Los estimations désaisonnalisées en dollars 
constants sont obtenues an dégonflant los 
données désaisonnalisées en dollars courants 
au moyen d'un indice implicite do prix fourni 
par la Division des Comptes Nationaux at de 
l'Environnoment. Los estimations totales 
désaisonnalisées en dollars constants étaienk 
obtenues par l'emploi do Ia méthode do 
désaisonnalisation indirecta. 

. 

. 
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APPENDICE V 

TRADE GROUP COVERAGE 

010 SupermarKets and Grocery Stores 

6011 Supermarkets 
6012 Grocery stores (except supermarkets) 

020 All Other Food Stores 

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

030 Drugs and Pat.nt Medicine Stores 

6031 Pharmacies 
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stores 

6121 Mans clothing stores 

060 Wouen's Clothing Stores 

6131 Homens clothing stores 

070 Other Clothing Stores 

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

080 Household Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers  

6323 Motorcycle and snowmobile dealers 

6329 Other recreational vehicle dealers 

. 

COUVERTURE DES GROUPES DE COMMERCE 

010 Supermarchés d'alaontation at èpiceri.s 

6011 upermarchés dalimentation 
6012 Epicerios (sauf les supermarch6s) 

020 Tous les autres magasins d'ali.entation 

6013 Boulangerios-ptisserios 
6014 Confiseries at magasins do noix 
6015 tiagasins do fruits at legumes 
6016 Marches do viande 
6019 Autres magasins d'alimentation 

spécialisas, n.c.a. 

030 Pharmacies at •agasins do •édicents 
brevetés 

6031 Pharmacies 
6032 Magasins do ..ódicausonts brevstés at do 

produits do toiletta 

040 Magasins do chaussures 

6111 Magasins do chaussures 

050 liagasins do vétements pour houses 

6121 tiagasins de vétements pour honries 

060 Magasins do vêteoents pour dames 

6131 Magasine de vatements pour dames 

070 Autros magasins de vétements 

6141 tiagasins do vêtements pour enfants 
6142 tiagasins do fourrures 
6149 Autros magasins do vêtemens, n.c.a. 
6151 Magasins do tissus at do files 

080 tlagasins do moubles at d'appareils 
mCnagers 

6211 Magasins do meublos do maison 
(avec appareils ménagers at accessoires 
d ameublement) 

6212 Magasins do meubles do maison 
(sans appareils ménagors ni accessoires 
d • ameublement) 

6213 Ateliers do reparation do meublos 
6221 Magasins dappareils ménagers, do postes 

de télévision at do radio at dappareils 
stéréophoniqu.s 

6222 Magasins do postos do télCvision at do 
radio at dappareils stéréophoniques 

6223 Ateliors de reparation dapparoils 
ioónagors, do postes do télévision at do 
radio at dappareils stéréophoniques 

090 Magasins d'accessoir.s d'aeubleuent 

6231 Magasins do revétaments do sol 
6232 Magasins do tentures 
6239 Autres magasins daccessoires dameublement 

100 Concessionnaires do véhioules automobiles 
at récréatif a 

6311 Concossionnaires d'automobilos neuves 
6312 Concossionnaires dautomobiles doccasion 
6321 Marchands do roulottes motorisées at do 

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

bord at dacossoires pour batoaux 
6323 tiarchards de motocyclottos at do 

motone iges 
6329 Autros ,iiarchands de véhicules do loisir 
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110 Gasoline Service Stations 

6331 Gasoline service stations 

120 AutOmotive Parts, Accessories and 
Services 

6341 Home and auto supply stores 

6342 Tire, battery, parts and accessories 
stores 

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

6354 Motor vehicle glass replacement shops 

6355 Motor vehicle transmission repair and 
replacement shops 

6359 Other motor vehicle repair shops 

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

130 General Merchandise Stores 

6411 Department stores 
6412 General stores  
6413 Other general merchandise stores 

(variety and general merchandise stores) 

140 Other Semi-Durable Goods Stores 

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

6581 Toy and hobby stores 

6582 Gift, novelty and souvenir stores 

150 Other Durable Goods Stores 

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

6561 Jawellery stores 
6562 Hatch and jewol].ory repair shops 

6571 Camera and photographic supply stores 

160 Other Retail Stores 

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

6592 Opt icians shops 
6593 Art galleries and artists supply stores 

6594 Luggage and leather goods stores 
6595 Monument and tombstone dealers 

6596 Pet stores 
6597 Coin and stamp dealers 

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

110 Stations -service 

6331 Stations-service 

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

6341 Magasins de fournitures pour Is maison at 
pour lautomobile 

6342 Ma9asins de pnous, daccumulateurs, de 
pieces et daccessoires 

6351 Garages (reparations gn6rales) 
6352 Ateliers de peinture at do carosserie 
6353 Ateliers do remplacement do silencioux 

6354 Atoliors do remplacement do glaces pour 
véhicules automobiles 

6355 Ateliers do reparation at de 
romplacomont do boites do vitosso do 
véhicules automobiles 

6359 Autres ateliers do róparaIion do 
véhicules automobiles 

6391 Lava-autos  
6399 Autres services pour véhicules 

automobiles, n.c.a. 

130 Ilagasins do merchandises diverse. 

6411 Magasins é rayons 
6412 Magasins génraux 
6413 Autres magasins do marchandisesdiversos 

(bazars at megasins do merchandises 
diversos) 

140 Autres magasins do produits semi-durablos 

6511 Librairies at papetories 
6521 Fleuristes 
6522 Centres do ardinago 
6531 Quincaillaries 
6532 Magasins do pointure, do vitro et do 

papier
in 

 point 
6581 Magass do )ouets at darticles do 

loisir 
6582 Magasins do cadeaux, darticles do 

fantaisie at do souvenirs 

150 Autres magasins do produits durables 

6541 Magasins d'articles do sport 
6542 Magasins debicyclottos 
6551 Magasins dinstruments do smisique 
6552 Magasins do disques at do bandos 

magnet iquos 
6561 Bijouterios 
6562 Atoliers do reparation do montres at do 

bl)oux  
6571 Magasins dappareils at do founitures 

photographiquos 

160 Autres •agasins do vento au detail 

6021 Magasins do spiritueuK 
6022 Magasins do yin 
6023 tlagasins do biére 
6591 Magasins do merchandises doccasion, 

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

fournitures pour artistes 
6594 Magasins do bagages at do maroqulnerie 
6595 Magasins do monuments funérairos at do 

piorros tombales 
6596 Magasins danimaux do maison 
6597 Marchands do pièces de monnale at do 

timbres 
6598 Marchands do meisons mobiles 
6599 Autres ,nagasins do yenta cu detail, 

n.c.a. 
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The fastest uiy to get 
off to ag(xx1start! 
Brainstorming with VOLir 

colleagues produces some 
great marketing ideas. But 
which ones will you use?  The 
Market Research Handbook 
can help you narrow 
your options before you commit 
any more time and resources to 
developing your strategy. 

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

Looking for... 
• . . soclo-economic and demographic profiles of 
4S urban areas? 

• revenue and expenditure data for retailers and small 
businesses? 

. 

THE MARKET , 0011 LE RECUEIL 
RESEARCH 	TISTIQIJE DES HANDB001

" 111111111111W

"
1

11111 DES DE 
1993/1994 	11 MARCHE.*  1993/1994 

Pour partir du bon pied.' 
E)es seances de remue-meninges 

' laillissent d'excellentes idées de 
- 	 - 	

. cotiiniercialisation 	Mais lesquelles 

I hoisir? Le Recueil 
statistique des etudes 

de marchë peut 
VOUS faciliter les choix 

avant que vous n'engagiez 
PlUS de temps et de ressources 
l'élaboratiori de votre stratégie. 

I ; recueil statistique est le plus 
lxhaustif qui soit sur les consom- 

inateurs canadiens et les entreprises 
(10! los ,servent. II vous aide définir 
ci sit uer vos marches cibles. 

Vous cbercbez... 
• . . des profils socio-conomiques et démographiques de 
45 regions urhaines? 

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

. 

The Market Research Handbook has it all... 
and more. It provides inforrnauon Ofl: 

• 1991Census information 
• personal expenditures on goods and services 
• size and composition of households and families 
• wages, salaries and employment 
• investment in Canadian industries 
• labour force in various industries 
• industry and consumer prices 
It has been one of our bestsellers since 19' 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 close at hand for 
easy reference. 
The Market Research Handbook (Cat. no. 63.224) is $9-I 
(plus 7 % GST) in Canada, ISSI 13 in the United States and 155 132 
in other countrics. 
To order, write to Statistics Canada, Marketing Division, Publication 
Sales, Ottawa, Ontario, K I A OT6 or contact the nearest Statistics 
Canada Relerence Centre listed in this publication. 
If more convenient, fax your order to (6131951-1584. Or call toll 
tree I .0I)-2(f-00 	and use vour VISA or MasterCard 

Lc Recueil contient tout cela... et plus encore 

• données sur le recensement de 1991 
• dépenses personnelles en biens et en services 
• taille et composition des mnages et des families 
• traitements, salaires et emploi 
• investissements par secteur d'activité dconomique 
• population active par secteur d'activit 
• prix de i'industrie et de Ia consommation 

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

ic Recuell statistique des etudes de marché (n° 63-224 au catalogue) coüte 94$ 
plus % de TPS) au Canada. 113$ 1.5 aux Etacs-Unis et 132 $ US dans les autres pays. 

Pour commander. veuillcz ëerire a Statistiquc Canada, Division do marketing, Ventc des 
publications. Ottawa (Ontario), K I A 0T6 ou communiquer avec Ic Centre de consultation 
de Statistique Canada Ic plus proche (voir.la  liste figurant dans Ia préscnte publication). 
Vous pouvez 6galemem commander par il&opicur au (61) 9511584 ou composer sans 
Irais Ic 1-800-16'-66 	ct uiliscr votre carte VISA on MasterCard. 
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THAT CANADIAN 
EXPORTS OF 
NATURAL GAS 
IN 1990 WERE 
80% HIGHER  
THAN IN 1980?__ 
D ue to the unpredictable nature of the energy industry. ma 

reference publications are outdated by the time they're 
published. Not this one! With the certainty of change in the energy 
picture, you need a source that remains current and complete. 

The Energy Statistics Handbook is the most complete source of 
detailed information on the energy field. This publication is designed 
to work for you! Your subscription includes: 

•An attractive, easy-to-use binder - keep it on your bookshelf or 
beside your telephone. 

• Section dividers to organize the monthly updates which enable 
you to rapidly access the facts you need. 

• A monthly 200-page update from Statistics Canada that ensures 
your facts are the most recently released for this rapidly changing 
sector. 

Data is organized by energy type: total energy, petroleum, natural 
gas, electricity, uranium and coal. Additional sections include prices 
and conversion factors. Along with up-to-date information, you'll find 
historical data going back 10 years, so you can compare trends over 
time. 

Executives, research and development professionals and 
environmentalists use the Energy Statistics Handbook to add authority 
to their industry analysis, plans and corporate reports. 

Subscribe to the Energy Statistics Handbook today! 

The Energy Statistics Handbook (Cat. #10-602) is $300 in 
Canada, US$360 in the United States and US$420 in other countries. 

•uuu•uuuuiuia•ui 
Write to: 

Publication Sales 
Statistics Canada 
Ottawa, Ontario Ki A 016. 

If more convenient, fax your order to (613) 951-1584. Or contact 
your local Statistics Canada Reference Centre listed in this 
publication. 

For faster ordering, call 1.800-267-6677 and use your VISA, 
MasterCard or Purchase Order number. 

SAVIEZw 
V0 S900 

QUE LES EXPORTATIONS 
CANADIENNES 
DE GAZ NATUREL 
ETA1ENT 80 % 
PLUS ELEVEES EN 1990 
QU'EN 1980? 
E n raison de Ia nature imprévisible de l'industrie de l'énergie, de 

nombreuses publications de référence sur le sujet sont déjà 
périmées lorsqu'elles paraissent. Mais pas celle-ci! Le monde de 
l'énergie est en constante evolution, aussi vous avez besoin d'une 
source de référence qui soil toujours d'actualité et complete. 

Le Guide stalistique de l'énergle est Ia source Ia plus complete de 
renseignements exacts sur le domaine de l'énergie. Cetle publication 
est concue pour travailler pour vous! Votre abonnement comprend 

•Un classeur attrayant et facile a consulter - vous pouvez le 
garder dans votre bibliothèque ou a côté de votre téléphone 

• Des sections ordonnées selon les mises a jour mensuelles, ce qui 
vous permet de trouver rapidement les faits dont vous avez besoin; 

• Une mise a jour mensuelle de 200 pages de Statistique Canada 
qui vous assure d'avoir en main les faits les plus récents qul 
soient sur ce secteur qui change continuellement. 

Les données sont classêes selon le type d'énergie : lénergie 
totale, Ic pétrole, le gaz naturel, l'électricité, l'uranium et le charbon. 
D'autres sections traitent des prix et des facteurs de conversion. En 
plus dune information actuelle, vous y trouverez des données 
historiques des dix demières années, afin que vous puissiez comparer 
les tendances a travers le temps. 

Les cadres, les professionnels de Ia recherche et du 
developpement et les ecologistes utilisent le Guide statistique de 
rénergie pour ajouter du poids a leur analyse de l'industrie, leurs 
projets eta leurs rapports de Société. 

Abonnez-vous des aujourd'hui au Guide statistique de rénergie! 
Le Guide statistique de rénergie (N° 10-602 au Cat.) coüte 300$ 

au Canada, 360 $ US aux Etats-Unis et 420 $ US dans les autres 
pays. 

•i•i•u•uuuuuu••u 
Ecnvez a 
Vente des publications 
Statistique Canada 
Ottawa (Ontario) Ki A 016 

Ou encore, télécopiez votre commande au (613) 951-1584. Ou 
communiquez avec le Centre regional de consultation de Statistique 
Canada de votre localité. La liste apparait dans Ia publication. 

Pour commander plus rapidement, composez le 1-800-267-6677 et 
utilisez votre compte VISA ou MasterCard, ou votre numéro de bon de 
commande. 
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