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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 online access to aggregated information 
is possible through CANSIM, Statistics Canadas 
machine-readable database 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: 
(1-613-951-3551) or to the Statistics Canada 
reference centre jfl: 

Des données sous plusleurs formes... 

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

Comment obtenir d'autres renseignements 
Toutes demandes de renseignements au sujet de cette 
publication ou de statistiques at services connexes 
doivent itre adressées à 

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

Statistique Canada, 	Ottawa, K1A 0T6 	téléphone: 
(1-613-951-3551) ou au centre de consultation de 
Statistique Canada : 

Halifax (1 -902-426-5331) Regina (1-306-780-5405) halifax (1-902-426-5331) Regina (1-306-780-5405) 
Montreal (1-514-283-5725) Edmonton (1-403-495-3027) Montréal (1-514-283-5725) Edmonton (1-403-495-3027) 
Ottawa (1-613-951 -8116) Calgary (1-403-292-6717) Ottawa (1-613-951-8116) Calgary (1-403-292-6717) 
Toronto (1-416-973-6586) Vancouver (1-604-666-3691) Toronto (1-416-973-6586) Vancouver (1 -604-666-3691) 
Winnipeg (1-204-983-4020) Winnipeg (1-204-983-4020) 

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 1mm provinces at dans les territoires, 
the local dialing area of any of the regional 	aux utilisateurs qui habitent a l'extérieur des zones 
reference centres. 	 de counicatlon locale des centres régionaux de con- 

sultation. 

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

Quebec 1-800-361-2831 
Ontario 1-800-263-1136 
Saskatchewan 1-800-667-7164 
Manitoba 1-800-661-7828 
Southern Alberta 1-800-882-5616 
Alberta and Northwest Territories 1-800-563-7828 
British Columbia and Yukon 1-800-663-1551 

Telecunicatjons Device for the 
Hearing inpaired 1-800-33-729 

Terre-Neuve et Labrador, 
Nouve1le-cosse, Nouveau-Brunswick 
et Ile-du-Prince-Edouard 	1-500-56E-7192 

Québec 	 1-800-361-2831 
Ontario 	 1-800-263-1136 
Saskatchewan 	 1-800-667-7164 
Manitoba 	 1-800-661-7828 
Sud de lAlberta 	1-800-882-5616 
Alberta et Territoires du Nord-Ouest 	1-800-563-7828 
Colombie-Britannigue et Yukon 	1-800-663-1551 

Appareils de tdlécinications pour 
las .alentendants 	1-880-33-7629 

Comment commander les publications 
On peut se procurer cette publication et les autres 
publications de Statistique Canada auprès des agents 
autorisés et des autres librairies locales, par l'en-
tremise des bureaux locaux de Statistique Canada, ou 
en écrivant a la Division du marketing, Ventes at 
Service, Statistique Canada, Ottawa, K1A 0T6. 

(1-613-951-7277) 
Numéro du télécopieur (1-613-951-1584) 
Toronto Carte de credit seulement (1-416-973-8018) 

Hudro sans frais pour cander 
seule.ent(Canada at tats-Unis) 	1-800-267-6677 

Normes de service au public 
Afin de maintenir la qualitC du service au public, 
Statistique Canada observe des normes établies en 
matiCre de produits et de services statistiques, de 
diffusion d'information statistigue, de services a 
recouvrement des coüts et de services aux rCpondants. 
Pour obtenir une copie de ces normes de service, 
veuillez communiquer avec le Centre de consultation 
regional de Statistique Canada le plus près de chez 
vous. 

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 OTG. 

(1-613-951-7277) 
Facsimile Number (1-613-951-1584) 
Toronto Credit Card Only (1-416-973-8018) 

Toll Free Order Only Line (Canada 
and United States) 	2-600-267-6677 

Standards of Service to the Public 
To maintain quality service 	to the public, 
Statistics Canada follows established standards 
covering statistical products and services, 
delivery of statistical information, cost-recov-
ered services and service to respondents. To 
obtain a copy of these service standards, please 
contact your nearest Statistics Canada Regional 
Reference Centre. 
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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, 
governments and other institutions. Accurate and 
timely statistical information could not be produced 
without their continuedcooperation and goodwill. 

Note de reconnaissance 

Le succès du système statistique du Canada 
repose sur un partenariat bien établi entre 
Statistique Canada et Ia population, les entreprises, 
les administrations canadiennes et les autres 
organismes. Sans cette collaboration et cette bonne 
volonté, II serait impossible de produire des 
statistiques précises et actuelles. 



SYMBOLS 	 SIGNES cONVENTIONNELS 

The following symbols are used in this 	L.s signes suivants sont employCs uniformement 
Statistics Canada publication: 	dans cette publication de Statistique Canada: 

figures not available. 	 .. nombres indisponibles. 

• - figures not appropriat, or not applicable. 	... n'ayan* pas lieu de figurer. 

- nil or zero. 	 nóant ou ziro. 

-- amount too small to be expressed. 	-- nombres inf ices. 

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

NOTE 

Components may not add to totals due to 
rounding. 

A NOTE ON CANS IN 

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 
Canada's computerized data bank CANSIM 
(Canadian SocioEconomic Infor.ation Manage-
ment System) via terminal, on computer print-
outs, or in machine readable fore. For 
further information, contact the Cansim staff 
of Dissemination Division, Statistics Canada, 
Ottawa, K1A OZB (telephone 613-951-82001, 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 

• 	R. Lussier, Assistant Director, Distribu- 
tive Trades Sub-division, Industry Division 

• R. Thérasult, Chief, Retail Trade Section, 
Distributive Trades Sub-division, Industry 
Division 

• P. Desardins, 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 

Les chiffres ayant ó+é arrondis, les totaux ne 
correspondent pas toujours. 

NOTE AU SUJET DE CANS IN 

La banque de donnees inlormatisCss de Statistjque 
Canada CANSIM (systeme canadien dinformation socio-
Cconomique) fournit au public toutes les statistiques 
actuelles at historiques sur le Commerce de detail 
(.atrice nos 2299, 2398-2417 at 2420), at sur de 
nombreuses autres sines, par le biais d'un 
terminal, d'imprimis d'ordinateur ou de supports 
ordinolingues. Pour plus de renseigne.ents, 
sadresser au personnel de CANSIPI de la Division 
de la diffusion, Statistique Canada, Ottawa, 
K1A 0Z8 (ti].iphone 613-951-8200), ou aux conseillers 
rIgionaux des bureaux de Statistique Canada situes 
I travers le Canada. 

Cette publication a iti ridigie sous la direction de: 

• C.W. Andrusiak, 	directeur, 	Division de 
lindustrie 

• R. Lussier, directeur adjoint, Sous-division des 
commerces de distributions, Division de 
1 • industri. 

• B. Théi'au1t, 	chef, Section 	du commerce de 
detail, Sous-division des commences de distri-
butions, Division de lindustrie 

• P. Desjardins, 	Economist, principal,, 	Section 
du commerce de ditail, Sous-division des com-
merces de distributions, Division de lindustrie 

Le papier utilisé dans Ia présente publication repond aux 
exigences minimales de IAmerican National Standard for 
Information Sciences' . Permanence of Paper for Printed 
Library Materials', ANSI Z39.48 - 1984. 
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Note to users 
	

Notes aux uti1isteurs 

Unadjusfad iionLhly re*ail trade estimates in 
curren* and cons*ant dollars for 1994 and 
January 1995 have been revised. Seasonal 
factors and seasonally adjus*.d re*ail trade 
estimates in current and cons*anL dollars for 
1992 *0 January 1995 have also been revised. 

Las eskimations mensuelles non ajustees du 
commerce de dó*ail an dollars courants at 
cons*an*s pour 1994 at janvier 1995 on* 
r6vis6es. Les facteurs saisonniers ainsi qua 
lee estimations desaisonnalisees an dollars 
courants at constants de 1992 1 janvier 1995 
onE aussi 	révisees. 

E 
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FAITS SAILLANTS 

Consumers spent less on goods in February, 
following a pause in January. Before the re-
cent slowdown, retail sales had grown steadily 
since mid-1993. 

Retail sales decreased 0.5Z to $17.7 billion 
seasonally adjusted) after a slight O.IZ 
decline in January. The latest drop coincided 
with declines in employment, manufacturing 
shipments and a slow housing market. 

Quebec led the dec1ne 

Quebec retailers reported the largest drop in 
sales in February: sales pitaiged $117 million, 
a 2.8Z drop from January. This second consecu-
tive declin, brought retail sales in Quebec to 
a level slightly below that of April 1994. 

Pleaknass in the employment sector and a slug-
gisli housing market set The stage for Qu.becs 
sales decline in February. R.tail sales in the 
province have been volatile since the begin- 
ning of 1994. 

Three other provinces reported declines. Gains 
in Ontario (+O.ZZI and British Columbia 
(+O.5Z) dampened the effect. 

En fêvrisr, les consommateurs ont diminu 
leurs d.pens.s an biens faisant suite i aucun 
changement du niveau des dépenses an janvier. 
Les ventes au detail ont augmentó constamment 
depuis la moitie de 1993 pour ralentir 
récemment. 

Les ventes désaisonnalisêes du commerce de 
detail ont diuninué de 0.5X a $17.7 milliards 
après une faihie baisse de 0.1X an janvier. La 
baisse de fêvri.r coincide avec une faiblesse 
de l'emploi, des livraisons manufacIurières at 
du marchi de l'habitation. 

Le Qu&bec dane Ia baisse 

En fCvrier, Is baisse des ventes Is plus im-
portante a uté déclarée par les dItaillarits du 
Québec. Les ventes au detail ont chute de $117 
millions, une baisse de 2.8Z par rapport i 
janvier. Cette deuxime baisse consicutive ra-
mine 1s niveau des ventes leg.rement infCri.ur 
I celul davril 1994. 

La faiblesse de J.emploi at un marché de 
ihabitation an déclin ont pave Is voie I Is 
faibjesse des ventes au Québec an fCvrier. 
Les ventes de cotta province no sent pas 
constantes depuis Is debut de 1994 

Troja autres provinces ont dCclarC des diminu-
tions de leurs ventes. Des gains an Ontario 
+0.2Z) ct an Colombie-Britannique (+05) ont 
tempéré Is baisso génCrale. 
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Weaker sales 3J the autcotive sector 
	

Des ventes plus faibles dams Ia secteur de 
I 'autasobile 

February's declin, in retail sales was evident 
in four of the seven sectors, accounting for 
63% of total sales. The automotive, other 
retail store, and drug sectors all recorded 
large decreases in dollar terms. Increases 
were recorded in the food, clothing and gener-
al merchandise sectors. 

Sales in the automotive sector fell 0.7Z, the 
second consecutive monthly decline. 	Sales 
dropped 0.8Z in January. 	Lower sales by 
new and used motor vehicle dealers and by 
retailers of automotive parts, accessories and 
services more than offset increases by gaso-
line service stations. 

Sales by new and used motor vehicle dealers 
declined 1.2Z in February 1995) a third 
decline in the latest four months. This coin-
cided with a 0.6Z drop in the number of new 
vehicles sold. 

'1eaker sales by drug and patent medicine 
stores also contributed to the overall decline 
in retail sales. In February, sales fell 1.1Z, 
more than offsetting January's gain. In 1993, 
sales by drug and patent medicine stores had 
strong and steady growth. Sales levelled off 
during the first quarter of 1994. Since then, 
sales by drug stores have been decreasing. 

Sales in the general merchandise sector 11OZ 
of total retail tradeP were little changed 
(+Q.1X) in February after strong increases in 
December (+1.7X) and January 1995 (+1.1Z). The 
trend in sales has been increasing steadily 
since mid-1993. 

La balmsm an fóvrier des ventes mu dótail 
seat fait sentir dana quatre des sept sec-
teurs, representant 63Z des ventes totales. En 
terme de dollars, lea secteurs de l'automo-
biles, des autres magasins de vente au detail 
at des pharmacies ont rapportC des baisses im-
portentes. Des hausses sont a signaler dans 
las secteurs des aliments, du vêtement at des 
magasins de marchandises diverses. 

Les ventes dens 1e secteur de l'automobile ont 
bajssó de 0.7Z, la deuxiame baisse mensuelle 
consócutive. Las ventes ont diminug de O.8Z an 
janvier. Des ventes plus faibles des con-
cessionnaires de véhicules automobiles neufa 
at doccasions at des magasins de pièces, 
d'accessoires pour véhicules automobiles at 
services ont plus qua compensé las hausses 
enregistrés dans les stations-service. 

Les ventes des concessionnaires de véhicules 
automobiles neufs at d'occasions ont baissé de 
1.2Z an février, une troisime baisse au cours 
des quatre derniers mois. Ceci coYncide avec 
la baisse de 0.67 des ventes de véhicules 
automobiles nouf a, an nombre d'unités. 

Des ventes plus faibles des pharmacies at des 
magasins de medicaments brevetes ont aussi 
contribul i la baisse générale des ventes mu 
detail. En février, les ventes ont chute de 
1.1Z, contrebalangant du même coup la hausse 
de jarivier. En 1993, lea pharmacies et lea 
magasins de mCdicaments brevetés ont enregis-
tré uric forte at constante croissance de leurs 
ventas. Au cours du premier trimestre de 1994, 
les ventes se sont stabilisées. Depuis, lea 
ventes de cc secteur ant diminué. 

Les ventes des magasins de marchandises diver-
sea reprCsenfant loZ des ventes totales du 
commerce de detail n'ont presque pas changC 
1+0.1/J après des hausses importantes an 
décesibre (+1.7Z) at an janvier (+1.1X). La 
tendance dens les ventes continue daugmenter 
depuis la moi*iC de 1993. 

S 



. 

Chart 1 	 Graphique 1 
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Chart 2 	 Graphique 2 

Retail Sales — Canada 	 Ventes au detail — Canada 

$ bIlions 	 $ milliards 

18.0 

17.5 

17.0 

16.5 

16.0 

15.5 

15.0 

14.5 
M 	 J 	 J 	 J 	 J 	 JF 

1990 	 1991 	 1992 	 1993 	 1994 	1995 

Data prior to 1991 have been adjusted to remove the Federal 	Les donnOes avant 1991 ont été alustées  pour supprimer 18 taxe 
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Trend represents smoothed seasonally adjusted data 	 La tenciance représente les données désaisonnalisées iissées. 
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Retail Sales Trendsl - Canada, 	 Tendancesi des ventes au detail - Canada, 
By Major Group 	 par groupe principal 
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TABLE 1. Retail Sales, Seasonally Adyusted, by Trade Group and by Region (Current Periods) 

Change from 
Sales 	 previous month 

Year-to- 
Ventes 	 date 	Variation p. r. 

au uiois précédent 
1995 

	

February January Deceu.r Noveuther 	 February January 
1995 	1995 	1994 	1994 Cumolataf 	1995 	1995 

	

Fvrier Janvi.r Diéceuârs Nove.thr. 	 Fevriur Janvier 
No. 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Ilomen ' s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance 
stores 

9 Household furnishings stores 

10 Motor vehicle and recreational 
vehicle dealers 

11 Gasoline service stations 

12 Automotive parts, accessories 
and services 

13 General merchandise stores 

14 Other seuti-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 Colunthia 

28 Yukon 

29 Northwest Territories 

49184.2 4,169.8 4,219.5 4,171.3 

347.3 354.1 339.3 321.4 

984.9 996.3 993.7 994.3 

144.6 143.0 147.6 150.7 

144.8 142.0 138.1 132.9 

353.0 359.1 360.1 350.3 

452.5 441.6 434.8 428.6 

769.5 774.8 781.7 745.0 

	

193.1 	193.7 	191.2 	194.6 

	

4,093.5 	4,141.4 	4,149.2 	4068.5 

	

1,144.7 	19136.6 	1,179.6 	1085.9 

	

1,016.0 	1019.5 	1,021.4 	1016.1 

	

1,859.9 	1,857.4 	1,837.8 	1,806.2 

	

581.5 	595.5 	597.9 	609.8 

	

477.4 	488.7 	468.1 	479.2 

	

941.8 	958.0 	923.2 	921.3 

17,688.7 17,771.6 17,783.2 17,576.2 

	

287.2 	284.3 	286.1 	284.0 

	

74.7 	73.6 	73.1 	72.4 

	

541.4 	543.5 	546.2 	542.6 

	

411.1 	409.0 	420.2 	410.9 

	

4,121.7 	4,238.7 	4,268.1 	4,234.6 

	

6,699.5 	6,684.6 	6,618.1 	6,550.9 

	

595.0 	585.1 	594.9 	583.8 

	

531.2 	534.6 	533.6 	531.9 

	

1,822.4 	1,825.9 	1,854.7 	1,816.3 

	

2,546.2 	2,534.6 	2,529.7 	22491.5 

	

17.8 	17.4 	18.2 	17.5 

	

40.5 	40.5 	40.3 	39.9  

8,354.1 

701.4 

1,981.2 

287.6 

286.9 

712.2 

894.1 

1,544.3 

386.8 

8,234.9 

2,281.3 

2,035.6 

3,717.3 

1,177.0 

966.1 

1,899.7 

35,460.3 

571.5 

148.2 

1,084.9 

820.0 

8,360.3 

13,384. 0 

1,180.1 

1,065.8 

3,648.3 

5,080.8 

35.2 

81.0 

0.3 

-1 . 9 

-1 . 1 

1.1 

2.0 

-1.7 

2.5 

-0.7 

-0. 3 

-1.2 

0.7 

-0.3 

0.1 

-2.4 

-2.3 

-1.7 

-0.5 

1.0 

1.5 

-0.4 

0.5 

-2.8 

0.2 

1.7 

-0.6 

-0.2 

0.5 

2.0 

0.2 
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1.2 0.7 1.9 1.8 4.0 3.1 

5.6 -4.2 21.3 27.8 22.7 13.3 

-0.1 -1.0 -2.2 -1.0 -0.1 -0.7 

-2.0 3.8 -3.7 -1.2 9.0 9.9 

3.9 -0.8 -1.1 -4.4 -6.9 -13.3 

2.8 0.1 8.1 17.3 13.5 9.8 

1.5 5.2 28.1 25.9 23.3 20.9 

4.9 -1.1 12.2 14.2 10.3 6.2 

-1.7 0.9 2.0 3.3 -1.3 3.3 

2.0 -0.8 6.5 11.9 12.9 12.6 

-0.5 1.2 -3.9 -4.3 3.6 0.1 

0.5 2.1 4.9 3.2 9.8 10.8 

1.7 -0.4 2.7 8.7 6.1 5.0 

-2.0 -0.3 0.2 3.0 5.0 9.1 

-2.3 2.9 3.3 8.6 4.9 10.1 

0.2 0.2 9.6 14.2 11.8 12.2 

1.2 0.2 4.2 6.7 7.8 7.0 

Graupe de coerce • Canada 

Supermarchs d'alinen*a*ion at 1 
épiceries 

bus los autres magasins 2 
d' alimenfaf ion 

Pharmacies of magasins do 3 
mdicaments brev.+s 

Ilagasins do chaussures 4 

Magasins do vétements pour houmies S 

Magasins de vélements pour dauiss 6 

Autres megasins do vitements 7 

Magasins de meubl.s at dappareils 8 
minagers 

Magasins daccessoir.s dameubleuienl 9 

Concessiortnaires de véhicul.s 10 
automobiles at récreatifs 

Stations-ssrvice 11 

Magasins do pièces at daccessoires 12 
pour automobiles of services 

Igasins de merchandises diverses 13 

Autresmagasins de produi*s 14 
semi-durables 

Autres magasins de produits 15 
durables 

Autres magasins do vente su detail 16 

Total, ense.ble des magasns 17 

. 

1.8 

24.5 

-1.6 

-2.5 

-2.8 

12.6 

27.0 

13.2 

2.6 

9.1 

-4. 1 

4.0 

5.6 

1.6 

5.9 

11.9 

5.5 

0.7 -1.1 2.7 1.2 2.6 2.2 

0.9 -2.9 3.7 0.5 2.6 1.0 

0.7 0.2 0.4 0.6 4.4 0.3 

2.3 0.3 -4.8 -1.8 2.5 -1.1 

0.8 1.5 -1.9 2.3 6.7 5.0 

1.0 0.5 8.4 11.1 8.8 9.2 

1.9 -1.2 1.7 3.2 7.3 3.2 

0.3 -2.8 4.5 7.1 6.7 8.2 

2.1 -1.1 1.7 3.6 5.2 4.0 

1.5 -0.7 9.6 10.4 11.6 11.4 

4.5 -0.4 0.1 -0.8 12.5 2.1 

1.1 -0.1 6.3 6.6 8.0 9.4 

Retai 	Trade, February 1995 
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Regions 

Terre-N.uv. 18 

tle-du-Prince-Edouard 19 

Nouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colouthie-Bri+anniqu. 27 

Yukon 28 

Territoires du Nord-Ouest 29 
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1.9 

2.1 

0.5 

-3.3 

0.2 

9.7 

2.4 

5.8 

2.6 

10.0 

-0.3 

6.5 

U 
TAELEAU 1. Vontes au detail, désaisonnalisdes, seThn 2e groe de c.erce at la region 

(pCriodes courantes) 

Change from 
previous month 	 Change from previous year 

V.ria*ion p. r. 	Variation par rapport a lannie précédente 
su moas précédent 

Y.ar-+o- 

	

Oscenther Novether February January Deceuther Plovether 	dat. 
1994 	1994 	1995 	1995 	1994 	1994 	1995 

Décenthre Noveithre FIvri.r Janvier OIc..thre Nov.thre Cumulatif 
N o  

Per cen* - pourcenfage 



3,710.9 

290.2 

885.3 

84.3 

86.8 

222.1 

282.1 

585.0 

147.5 

3,267.7 

3,845.0 

291.2 

947.3 

107.2 

105.2 

249.8 

304.4 

645.8 

148.0 

3,192.1 

4,722.2 

410.9 

1,248.4 

209.9 

298.3 

600.8 

742.7 

1,145.3 

237.0 

3,411.5 

3,985.1 

299.8 

991.3 

175.0 

162.2 

375.7 

487.1 

806.4 

217.7 

3,849.0 

	

1 1 000.9 	1,057.8 

	

770.8 	836,6 

1,280.9 1 1 309.5 

413.2 425.0 

338.3 369.4 

694.9 695.5 

14,061.0 	14,529.8 

1 1 182.5 1,184.2 

1,134.6 1022.0 

3411.3 2,256.8 

961.0 650.4 

924.4 483.0 

1,445.8 881.5 

21,886.5 	17,927.0 

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

. 

Sales 

Ventes 

	

February 	January 	Decether 	Noveièier 	Year-to-date 

	

1995 	1995 	1994 	1994 	1995 

	

FIvrier 	Janvier 	flécenthre 	Novembre 	Cumu].a*if 

millions of dollars - millions de dollars 

No. 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mens 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 irchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Regions 

18 Newfoundland 

19 Prince Edward Island 

20 Nova Scotia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluthia 

28 Yukon 

29 Northwest Territories 

220.4 

55.7 

418.3 

320.5 

3,217.5 

5,343.7 

480.3 

421.8 

1,445.8 

2,090.4 

13.5 

33.1 

222.2 

57.9 

438.8 

325.6 

3,389.8 

5,481.4 

485.1 

447.8 

1,505.4 

2,129.5 

13.1 

33.2 

369.3 

89.3 

692.9 

517.2 

4,960.8 

8,346.9 

760.8 

661.6 

2,312.9 

3,105.8 

20.4 

48.5 

304.7 

72.9 

556.9 

435.5 

4,195.2 

6,799.1 

606.3 

552.3 

1,853.7 

2,493.4 

16.6 

40.3 
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1.8 -1.5 7.0 4.3 

21.1 26.0 22.3 15.2 

-2.2 -0.9 -0.9 -0.3 

-3.5 -3.8 13.8 9.2 

0.8 -8.0 -4.2 -12.9 

7.1 14.2 15.1 11.3 

27.0 22.7 23.6 19.7 

11.6 13.8 12.4 3.3 

1.9 4.3 -1.7 3.3 

6.3 15.3 9.5 13.4 

-4.0 -4.0 3.0 -0.2 

5.2 4.3 9.1 10.7 

3.0 7.0 6.3 6.4 

2.3 5.1 9.9 

3.5 7.7 4.7 10.1 

9.7 12.2 13.3 12.6 

Supermarchós d'alimenta*ion of 6picaries I 

bus las autres magasins d'alimenLation 2 

Pharncies at magasins de médicaments brevetés 3 

Magasins de chaussures 4 

liagasins do vêtemcnts pour honmies S 

Magasins de vétamants pour dames 6 

Au+ras magasins de vtaments 7 

Magasins de meubles at dappareils ménagers 8 

Magasins daccessojres dameublement 9 

Concessiorinaires de vóhicules automobiles 10 
at racraat ifs 

Stations-service 11 

Itagasins de pieces at daccessoires pour 12 
automobiles at services 

Magasins de narchandises diversas 13 

Autres magasins de produils seuni-durables 14 

Autras magasins de produils durabiss 15 

Autres magasins de yenta au detail 16 

. 

0.1 

23.5 

-1.5 

-3.7 

-4.2 

10.7 

24.7 

12.7 

3.1 

10.6 

-4.0 

4.8 

5.0 

1.1 

5.7 

10.9 

S 
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TABLEAU 2. Ventes au detail, non-désaisannalisCes, selon le graupe de coaerce et la region 
(pCriodes courantes) 

Change from previous year 

Variation par rapport a lannIe pricadente 
February January Deceiither Noverther Year-to-data 

1995 1995 1994 1994 1995 
Fóvrier Janvier Dacenthre Novembre Cu,m.ilatif 

Per cent - pourcentage 

* 	 Groupe de cime 	- Canada 

N °  

3.9 	5.6 	7.9 	7.4 
	

4.8 Total, enseable des •agasins 	17 

I Regions 

i 

1.2 

1.6 

-0.4 

-3.8 

-0.4 

8.8 

1.8 

4.7 

2.0 

9.2 

-1.6 

4.2 

2.3 0.2 3.0 2.5 

3.7 -0.2 3.6 0.1 

- - -0.9 4.7 -0.5 

-5.1 -2.5 3.4 -0.2 

-2.3 1.4 7.4 5.5 

8.0 9.5 8.7 9.8 

1.4 2.1 8.5 3.9 

4.0 5.3 6.4 9.2 

1.3 2.7 5.8 4.4 

9.2 9.3 10.7 11.6 

0,4 -3.6 10.4 0.9 

5.9 2.6 8.7 10.9 

Terra-Mauve 

jls-du-Pr inc.-douard 

Nouvelle-Ecosse 

Nouveau-Brunswick 

Qu6bec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colonth ie-Britannique 

Yukon 

Territoires du Nord-Ouasl 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 



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

Sales 

Ventes 

Quarter 4 Quarter 3 Quarter 2 Quarter 1 Quarter 4 
1994 1994 1994 1994 1993 

Trimestre 4 Trimestre 3 Trimestre 2 Trimestre I Trimestre 4 

millions of dollars - millions de dollars 

12,778.9 12,759.4 12,605.3 11,629.4 12,336.0 

1 2 036.8 1 1 018.2 917.7 749.4 873.6 

3,252.5 2,971.0 21952.5 21860.1 3,269.9 

545.1 454.7 456.3 313.6 500.6 

598.0 357.5 428.9 317.5 654.1 

1,329.7 1,007.8 990.2 706,5 11190.2 

1,653.2 1,244.4 1,061.8 780.5 1,398.3 

2,722.7 21192.6 2,019.9 1,737.3 29521.8 

654.0 610.7 563.2 459.2 644.9 

11,195.3 11,833.4 14,020.9 10,040.1 9,882.5 

3,576.0 3,824.3 3,533.4 39268.8 3,567.0 

32259.5 22991.1 3,179.9 2,434.9 2,990.2 

7,344.0 5,098.2 5,039.3 4,049.1 6,948.4 

2,194.5 1,834.7 1,840.5 1,301.6 2,035.6 

1,820.3 1,403.1 1,350.9 1,039.8 1,712.9 

3,206.9 2,838.7 2,589.8 2,015.6 2,871.6 

57,167.5 52,439.0 53,550.7 43,703.5 53,397.4 

269.9 289.5 269.8 240.2 274.8 

75.8 64.9 65.6 63.8 71.9 

7.3 5.7 5.2 3.7 7.2 

7.7 3.5 3.9 2.4 8.1 

21.2 13.4 12.3 8.2 20.4 

17.3 9.9 8.1 6.3 31.0 

37.7 24.3 20.9 17.0 34.4 

5.0 4.0 3.6 2.7 5.2 

119.4 158.3 192.8 125.6 113.1 

85.8 79.5 72.0 67.1 78.4 

44.7 42.4 46.0 33.3 49.2 

167.4 114.0 103.8 83.1 157.0 

39.7 31.8 29.2 18,3 31.5 

19.4 11.8 11.8 10.0 18.8 

32.1 22.1 19.1 17.2 32.0 

956.9 880.3 869.0 702.6 937.3 

Trade Group 

No. 

Canada 

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 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Newfoundland 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Orugs 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 
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Change from previous year 

Variation par rapport a l'annee prácódente 

Quarter 4 Quarter 3 Quarter 2 Quarter I Quarter 4 

	

1994 	1994 	1994 	1994 	1993 
Trimestr. 4 Trimestre 3 Trimostre 2 Trimestre 1 Trimestre 4 

Per cent - pourcantage 

	

3.6 	4.2 	5.0 	4.6 	4.2 

	

18.7 	16.2 	2.2 	1.5 	5.4 

	

-0.5 	1.0 	1.6 	3.2 	7.8 

	

8.9 	10.3 	9.0 	11.0 	8.5 

	

-8.6 	-5.0 	2.2 	9.8 	6.7 

	

11.7 	4.1 	2.3 	2.0 	1.8 

	

18.2 	12.5 	7.9 	0.7 	6.4 

	

8.0 	1.7 	2.9 	-0.4 	7.6 

	

1.4 	3.5 	0.6 	1.6 	6.1 

	

13.3 	10,8 	15.6 	15.7 	10.8 

0.3 -0.2 -0.5 -0.8 -0.1 

9.0 8.1 10.0 9.6 6.5 

5.7 4.3 4.1 6.1 -0.7 

7.8 10.2 6.2 6.2 2.0 

6.3 8.9 7.8 9.1 4.1 

11.7 8.3 3.8 3.5 -1.2 

TABLEAU 3. Ventes ala detail, non-désalsonnalisdes, selDn 1e groups de ccno.roe at la region 
(esti.ataDns triuestrlelles) 

	

7.1 	6.1 	7.1 	6.6 	4.6 

	

-1.8 	6.1 	4.1 	-2.4 	1.9 

2.1 	2.5 	3.3 	1.8 	-0.6  

Groupe de comearce 

Canada 

Supermerchés dalimentation at épicsries 1 

Tous las autres megasins dalimentation 2 

Pharmacies at magasins do médicaments br.vetés 3 

Plagasins de chaussures 4 

Pgasins de vétements pour homees 5 

Magasins do vétesents pour dames 6 

Autres .iagaains de ve*omsnts 7 

Magasins da meublos at dappareils ménag.rs 8 

Magasins daccessaires dameublement 9 

Concessionnaires do véhicules autonobil.s 10 
et récréatifs 

Stations-service 11 

Magasins do pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises div.rs.s 13 

Autres magasins de produits sami-durables 14 

Autras lagasins do produits durabl.s IS 

Autres .i.gasins do vente au detail 16 

Total, ensemble des .agasAns 17 

Terre -Neuve 

SupermarchIs dalimentation at épicori.s 1 

bus los autros magasins dalimentation 2 

Pharmacies at magasins de médicaments br.ve*Cs 3 

Magasins do chaussures 4 

Magasins de vêtoments pour hoimes 5 

Magasins do vétements pour dames 6 

Autres magasins do vétements 7 

Magasins do meubles at dapparails ménagers 8 

Magasins dacc.ssoiras dameublement 9 

Concossionnairas do véhicules automobiles 10 
ct récrCatifs 

Stations-service 11 

Magasins de pièces at daccessoiros pour 12 
automobiles at services 

Magasins de merchandises divarsas 13 

Autros magasins de produits s.mi-durabl.s 14 

Autres magasins do produits durables 15 

Autres nogasins de vento au detail 16 

Total, ense.ble des magasins 	17 

. 

. 

5.4 4.8 5.7 3.2 1.5 

1.1 3.6 4.2 9.2 -2.4 

-4.7 -2.8 8.4 15.4 14.3 

4.2 -2.1 0.3 1.3 11.6 

-44.3 -47.0 -53.0 -44.8 3.0 

9.7 -0.3 1.7 1.5 6.6 

-3.1 2.8 -2.6 -9.0 -11.6 

5.7 5.8 12.7 15.0 0.1 

9.5 -10.9 -8.7 -10.3 -7.5 

-9.2 8.1 15.7 15.0 8.3 

6.7 7.8 5.5 9.4 -4.3 

26.1 12.6 8.8 3.2 -8.7 

3,3 4.7 9.5 25.8 -0.8 

0.4 -2.1 -11.5 - - -3.6 

Retal; Trade, February 1995 
Statistics Canada - Cat. No. 63-005 
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TABLE 3. Retail Sales, Hot Seasonally Adjusted, by Trade Group and by Regcn (Quarter3y 
Estiaates) 

Sales 

Ventes 

	

Quarter 4 	Quarter 31 	Quarter 2 	Quarter 1 	Quarter 4 

	

1994 	19941 	1994 	1994 	1993 
Trimestre 4 Trimestre 3lTrimestre 2 Tri.astre 1 Trimestre 4 

millions of dollars - millions de dollars 

	

55.2 	36.7 	50.7 	46.6 	51.5 

	

16.9 	16.7 	16.1 	15.4 	17.8 

	

x 	x 	x 	x 	x 

	

x 	x 	x 	x 	x 

	

5.6 	6.8 	3.6 	2.2 	5.2 

	

7.6 	6.7 	6.1 	5.1 	8.1 

	

1.9 	2.4 	2.2 	1.7 	2.4 

	

40.9 	40.7 	53.1 	34.5 	35.9 

23.1 28.6 23.6 22.3 25.1 

14.3 13.8 14.3 10.4 14.3 

32.0 24.0 21.6 16.4 32.5 

11.1 11.5 8.8 5.9 10.4 

1 

235.0 235.1 221.3 178.2 229.3 

458.5 473.4 439.0 386.8 436.4 

127.6 111.8 108.2 111.7 126.9 

11.2 9.3 8.9 6.7 11.2 

12.9 6.3 6.9 5.4 15.2 

39.6 27.7 26.4 19.1 40.3 

44.9 28.2 22.1 17.8 35.4 

53.0 41.7 38.3 36.6 53.0 

16.8 14.8 13.1 9.0 12.8 

298.7 336.2 415.3 313.0 278.1 

124.4 140.1 139.4 140.9 174.0 

85.3 76.2 86.5 58.1 82.6 

266.3 171.3 162.1 127.3 263.6 

70.2 52.4 48.1 37.3 63.9 

40.8 26.2 24.0 19.1 40.5 

109.0 105.7 93.7 74.6 108.0 

1,785.9 1,646.7 1,852.7 1,378.3 1,759.2 

Cornrrerce de detail, févrer 1995 
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Trade Group 

No 

Prince Edward Island 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

13 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Nova Scotia 

1 Supermarkets and grocery stores 

2 All othor food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Hens clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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, February 1995 
Statistics Canada - Cat. No. 63-005 



-4.9 -0.5 -3.0 0.6 4.3 

X X x X X 

x x x x x 

7.2 30.2 28.3 14.9 15.6 

-5.9 7.8 10.6 23.6 22.9 

-20.9 16.6 2.9 273 13.7 

13.9 -0.9 12.3 8.3 0.1 

-7.6 -10.4 -3.3 12.1 9.3 

0.4 -1.3 4.3 9.9 3.9 

-1.4 6.5 3.9 11.2 3.5 

6.2 -10.5 -7.0 12.1 24.9 

-6.7 -10.5 10.3 -1.8 -11.5 

1.7 7.8 0.4 -8.9 -11.8 

2.5 -0.4 3.1 6.2 4.9 

TAILEAU 3 • Ventes au detail, non - dCsaisonnalisCms, solon le groupe do conoerce et la region 
(eatns triaestrielles) 

. 

Change from previous year 

Varia+ion par rapport i lannée précéd.ne 

	

Quarter 4 Quarfer 3 Quar+er 2 Quarter 1 	Quarter 4 
1994 	1994 	1994 	1994 	1993 

Trimes*re 4 Trimes*re 3 Trimes*re 2 Trimesfre 1 Trimestre 4 

Per cent - pourcentage 

Groupe de coo,rce 

N' 

S 

7.3 	-1.3 	-1.6 	1.2 	7.0 

5.1 	 3.7 	-0.3 	-4.1 	-2.8 

tie -du - Prince - tdouard 

Supermarchés d'alimentation at épiceries I 

bus les autres magasins daiimentation 2 

Pharmacies at magasins de médicaments br.vetes 3 

ilagasins de chaussures 4 

gasins de vétements pour hounies S 

gasins de vêLements pour dames 6 

Autres uogasins de vê*ements 7 

Hagasins tie meubles at d'appareils ménagers 8 

Ibgasins d'acc.ssoires d'ameublement 9 

Concessionrtaires de véhicules automobiles 10 
at récréatafs 

Stations-service 11 

tiagasins cio pieces at daccessoires pour 12 
au+omobiles at services 

Magasins de merchandises diverses 13 

Autres magasins de produits s.mi-dur,blee 14 

Autres magasins de produits durnb]..s IS 

Aufres uisgasins de vente cu detail 16 

Total, ense.ble des .agasins 17 

Nouvells-tcosse 

Supermerchés dalimentation at épiceri.s 1 

Tous lee autres magasins dalimentation 2 

Pharmacies at megasins de uiedicamsnts brevetés 3 

Ilagasins de chaussures 4 

tiagas ins de vétements pour houmies 5 

tiagasins cio viteunents pour dames 6 

Autres magasins d. vitements 7 

tbgasins de ueubles at dappareils minagers 8 

Magasins daccessoires dameublement 9 

Concessionnaires de vihicu]es automobiles 10 
at récreatafs 

Stat ions-serv ice 11 

I4agasins du piices at daccessoires pour 12 
automobiles at services 

Magasins de merchandises divorces 13 

Autres magasins de produits semi-durables 14 

Autres magasins de produits durables 15 

Autres magasins de vente au dItail 16 

0.6 3.2 -0.1 6.7 -0.9 

-0.3 7.6 10.5 31.0 18.9 

-14.8 -9.6 -11.1 4.2 0.5 

-1.7 -0.4 -5.7 -2.3 3.5 

26.7 21.4 11.2 4.1 4.0 

- - 2.7 2.4 7.4 5.1 

31.6 21.7 22.6 -1.1 -13.3 

7.4 -1.8 1.9 24.3 10.5 

-28.5 -22.5 -13.1 2.4 10.3 

3.4 0.9 9.6 12.2 27.4 

1.0 -0.3 -1.2 4.1 2.9 

9.9 4.6 0.6 11.0 22.5 

0.7 -0.2 -2.3 -3.2 -9.5 

0.9 -0.4 -0.3 5.0 0.3 

5 	1.5 	-0.6 	-0.2 	60 	4.1 Total, ensemble des .agaslns 	 17 

Retaii Trade, February 1995 	 Commerce de detail, tévrier 1995 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Regn (Quarterly 
Estiaates) 

. 

Sales 

Ventes 

	

Quarter 4 	Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 

	

1994 	1994 	1994 	1994 	1993 
Trimestre 4 I Trimostre 3 Trimestre 2 Trimestre I Trimestre 4 

millions of dollars - millions de dollars 

	

308.0 	319.6 	313.5 	310.6 	357.6 

	

113.6 	96.5 	94.3 	88.1 	91.3 

	

10.8 	8.3 	8.1 	5.2 	9.2 

	

12.5 	7.3 	8.3 	5.5 	15.5 

	

32.7 	23.1 	21.8 	15.2 	32.6 

	

26.0 	18.7 	15.5 	12.8 	27.7 

	

51,7 	37.2 	34.0 	30.8 	48.0 

	

13.2 	11.2 	10.4 	7.7 	11.1 

	

232.3 	241.9 	323.9 	242.6 	246.7 

116.1 123.4 109.3 95.8 107.5 

90.6 84.3 82.1 56.7 76.5 

203.8 138.7 139.9 106.6 196.1 

40.9 30.6 30.9 19.7 40.0 

33.5 22.5 20.0 14.1 27.8 

68.0 64.1 53.9 42.2 66.3 

1 1361.0 1 1235.1 1,275.8 1 1 060.2 1,363.6 

3,550.6 3,597.8 3,610.5 3,301.8 3,466.9 

741.8 733.3 745.4 694.5 799.8 

186.5 150.7 156.3 95.9 175.3 

144.8 94.6 116.0 74.0 147.6 

336.1 281.2 280.9 196.8 292.2 

428.2 339.9 318.8 222.0 363.7 

627.9 561.8 526.2 375.1 581.3 

145.8 142.7 138.6 89.9 140.1 

2,331.2 2,783.6 32610.6 22373.4 22282.3 

735.7 755.1 706.6 709.6 720.6 

827.2 731.5 815.2 582.3 776.4 

19456.9 1492.1 11101.0 851.3 1,361.8 

489.9 465.5 466.9 292.2 419.2 

352.5 273.5 274.7 206.5 299.9 

543.0 429.9 455.2 329.4 489.2 

13,251.7 12,758.3 13,661.4 10,652.3 12,628.6 

Trade Group 

No. 

New Brunswick 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Plomen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Quebec 

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 Nosens 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, February 1995 
Statistics Canada - Cat. No. 63-005 
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Per cent - pourcentage 

-13.9 	-12.4 	-9.1 	-3.1 	2. 

24.5 21.9 19.4 19.0 12.0 

17.3 19.9 22.8 23.2 13.9 

-19.7 -4.9 9.0 -1.6 11.3 

012 0.6 -3.0 1.5 10.4 

-6.1 -9.3 -7.4 -11.6 -17.2 

7.8 8.7 2.2 -2.0 -2.2 

18.9 13.2 6.5 5.5 6.3 

-5.8 -16.7 -5.3 10.1 8.2 

8.0 - - 7.3 9.8 15.4 

18.5 20.7 15.6 8.1 -0.6 

3.9 3.4 9.0 13.5 -0.3 

2.1 -13.6 -10.3 -11.4 -8.6 

20.7 30.2 17.0 8.5 -3.7 

2.5 -7.0 -13.0 -7.2 6.1 

-7.3 -1.9 1.6 3.2 13.3 

6.4 8.1 4.3 7.7 7.0 

-1.9 2.9 2.2 5.3 5.6 

15.0 10.0 7.6 14.1 5.8 

17.7 6.8 3.1 1.3 -6.5 

8.0 -1.7 -2.4 -7.9 4.0 

4.0 1.9 -7.4 -0.5 6.0 

2.1 1.7 14.3 20.3 8.5 

2.1 4,1 0.1 8.4 0.4 

6.5 5.5 3.9 6.4 5.3 

7.0 9.7 8.7 11.8 8.3 

16.9 14.8 15.7 4.8 1.5 

17.6 11.3 11.8 11.1 9.7 

11.0 6.9 7.0 5.4 0.2 

S 4.9 4.9 7.8 8.7 5.1 

TABLEAU 3. Vmntns au detail, non -desaisonna1icë. se]cn 1e groie do cmsoerce et la rdqin 
(esteat]cns triaestriellps) 

. 

Change from previous year 

Variation par rapport i lannée pr6c6denks 

	

Quarter 4 Quarter 3 Quarter 2 Quarter I 	Quartor 4 
1994 	1994 	1994 	1994 	1993 

Trims stre 4 Triuisstre 3 Trimestre 2 Trimestre 1 Trimostre 6 

Groups ds cou,oerce 

. 

Nouveau -krunsick 

Supermerchés d'alimenla+ion at Ipicerios 1 

Tous los autres m.qasins dalimontation 2 

Pharmacies at magasins de médicaments brevates 3 

Pgasins do chaussures 4 

Magasins do vétemonts pour honnas 5 

Magasins da vétoments pour dames 6 

Autres magasins do vitements 7 

Magasins do meublas at dappareils m.nagors 8 

Magasins dacc.ssoirss dameublam.nt 9 

Concossionnairse do véhicules automobiles 10 
at rIcréatifs 

Stations-service 11 

Magasins do pieces at daccessoiros pour 12 
automobiles at services 

Magasins do u,archandisus diverses 13 

Autres magasins do produits semi-durablos 14 

Autres .,ngasins do produits durables 15 

Autres magasins do vents au detail 16 

Total, ensale des •agas]J%s 17 

Québec 

Supermarchis dalimentation at ipicories 1 

bus los autres megasins dalimentation 2 

Pharmacies at magasins de médicaments brovetes 3 

Magasins do chaussuros 4 

Magasins do vCtoments pour houmas 5 

Magasins do vCt..ients pour dames 6 

Autres magasins do vitoments 7 

Ilagasins do meubles at dapparoils managers 8 

Magasins daccessoires dameublemont 9 

Concossionnaires do véhicules automobiles 10 
at récriatifs 

Stations-service 11 

Itagasins de piCcos at daccassoir.s pour 12 
automobiles at services 

Magasins do merchandises divorses 13 

Autres .mgasins do produits semi-durabl.s 14 

Autres magasins do produits durables 15 

Autres magasins do vente au detail 16 

Total, ense*ble des •agasins 	17 

	

-0.2 	-4.7 	-0.9 	4.5 	3.8 

	

2.4 	5.9 	8.0 	5.8 	2.9 

Retail Trade February 1995 	 Commerce de detail, fCvrier 1995 
Statistics Canada - Cat. No. 63-005 	 h1 	 Statistique Canada - n 63-005 au catalogue 



TABLE 3. Retail Sales, Not Seasonal]y Adjusted, by Trade Oroup and by Region (Quarter]y 
Estimates) 

Sales 

Ventes 

Quarter 4 Quarter 3 Quarter 2 Quarter 1 Quarter 4 
1994 1994 1994 1994 1993 

Triniestre 4 Trimestre 3 Trimestre 2 Trimestre 1 Trimestre 4 

millions of dollars - millions de dollars 

4,043.4 3,972.9 3,977.4 32679.4 3,865.9 

1,247.3 1,130.4 1,115.4 1,072.4 1 1 220.5 

196.6 164.0 172.2 121.0 188.3 

242.9 141.9 178.1 132.7 276.9 

519.7 375.7 380.1 260.0 466.1 

624.5 462.6 378.4 270.4 515.7 

1,015.2 815.2 725.5 659.5 972.5 

264.5 246.3 221.0 184.4 244.5 

4,684.8 4,503.9 51321.9 3,874.9 4,024.4 

11303.0 1,356.0 1,304.6 1,217.5 11312.9 

1,265.1 1,142.8 1,216.8 965.8 1039.6 

2,796.5 1,833.2 1,804.6 1,451.3 2,596.3 

835.8 648.1 648.4 480.1 814.9 

730.9 541.3 527.6 394.0 682.7 

12421.7 1,302.9 1041.1 875.1 11251.0 

21,601.2 19,066.4 19,466.3 15,910.3 19,892.6 

480.0 478.5 474.9 459.8 477.6 

72.9 63.6 63.7 61.8 71.3 

13.8 9.8 10.5 8.0 12.4 

17.5 10.0 12.7 9.6 21.6 

37.7 29.4 32.0 23.1 41.2 

55.5 38.8 34.5 26.9 48.8 

82.6 58.6 55.7 50.1 77.4 

14.7 13.2 13.3 9.9 14.7 

352.7 342.0 403.7 310.4 321.4 

164.3 170.3 146.9 136.9 147.5 

86.7 85.5 95.2 71.9 95.1 

322.8 224.1 223.1 186.7 302.3 

61.8 45.8 51.5 36.3 58.8 

71.4 50.3 46.6 33.5 56.5 

96.1 76.9 73.0 63.1 88.9 

1,955.5 1,721.4 1,761.5 1,510.4 1,361.5 

Commerce de detail, février 1995 
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Trade Group 

No 

Ontario 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and paten+ medicine stores 

4 Shoe stores 

5 M.ns clothing stores 

6 I'4omen'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 durabl, 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 Mans clothing stores 

6 Womns 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, February 1995 
Statistics Canada - Cat. No. 63-005 



TABLEAU 3. Ventes au detail, non -désaisonnalisCes, se]on 2e groups do cerce at la u-égaon 
(estations tri.estriellps) 

Groupe do conerce 

. 

Change from previous year 

Variafion par rapporf a lannée prócIdenIe 

	

Quarter 4 	Quarter 3 Quarter 2 Quarter 1 	Quarter 4 

	

1994 	1994 	1994 	1994 	1993 
Trimestro 4 Trimestre 3 Trimesfre 2 Trimestro 1 Trimes.kre 4 

Per cent - pourcenfage 

	

4.6 	2.9 	2.5 	3.1 	2.4 

	

2.2 	0.6 	-1.7 	-2.2 	3.8 

	

4.4 	7.6 	11.2 	12.9 	10.5 

	

-12.3 	-8.5 	2.4 	12.2 	4.8 

	

11.5 	3.6 	3.3 	-1.9 	-2.8 

	

21.1 	16.2 	11.5 	2.0 	14.7 

	

4.4 	1.1 	0.6 	-5.7 	5.3 

	

8.2 	13.5 	15.7 	4.2 	1.9 

	

16.4 	11.8 	15.2 	15.7 	14.6 

	

-0.8 	-2.7 	-2.2 	-4.7 	-5.8 

	

11.0 	10.3 	13.0 	11.9 	7.0 

. 

7.7 2.3 2.9 4.0 -1.1 

2.6 9.5 4.7 3.2 -0.4 

7.1 7.5 3.4 3.3 -1.6 

13.6 11.3 3.1 2.2 -4.7 

Ontario 

Superuorches dalimonfation of spiceriss 1 

Tous leo aufres magasins dalimonfafion 2 

Pharmacies at .mgasins de médicamonts brevofés 3 

I'gasins do chaussures 4 

Magasins do vétoments pour hosunos S 

Magasins do vétetnents pour dames 6 

Aufres magasins do vèfemenfs 7 

bgasins do meubles of dapparails ménagers 8 

Ilagasins daccessoiros daaieubleimnf 9 

Concessionnaires do véhicu]es automobiles 10 
of rIcreaf ifs 

Stat ions-serv ice 11 

Ilagasins de pièces of daccessoiras pour 12 
automobiles of services 

Magasins do merchandises diverses 13 

Aufros magasins do produits semi-durables 14 

Aufres megasins do produifs dur.bl.s 15 

Aufros magasins do vonLo au detail 16 

8.6 	6.4 	6.3 	5.0 	3.5 Total, enseble des agasins 	 17 

Manitoba 

ki 

0.5 	- - 	-0.3 	6.1 	4.7 

2.3 -1.9 -4.2 -2.6 -7.5 

11.1 -1.1 3.4 4.9 1.7 

-18.8 -16.2 -5.2 4.0 5.6 

-8.5 -9.6 -3.9 -3.7 3.6 

13.8 14,0 6.0 -3.3 5.5 

6.8 -5.7 6.8 2.5 13.5 

0.3 2.3 20.2 21.1 32.4 

9.7 3.2 12.7 6.1 5.6 

11.4 13.9 4.1 1.7 -5.1 

-8.9 -5.4 3.3 6.6 6.8 

6.8 3.8 3.4 7.8 1.2 

5.2 -1.2 -7.6 6.7 -1.0 

26.3 12.9 211 0.4 1.4 

8.1 8.5 3.8 8.3 3.9 

Supermarchs d'aliumnfaL ion of ipiceries 1 

bus las aufras magasins d'alimonfa+ ion 2 

Pharmacies at umgasins de midicamenfs brevefés 3 

Magasins do chaussures 4 

Magasins do véfoments pour homaes 5 

Magasins do vêf.msnfs pour dames 6 

Autres umgasins do v&femenfs 7 

Magasins do meublos of dappareils menagers 8 

Magasins d'accessoiros d'ameublemenf 9 

Concossionnaires do véhiculas automobiles 10 
of récréaf ifs 

Stat ions-serv ice 11 

Magasins de pièces of daccessoires pour 12 
automobiles at services 

Magasins do merchandises diversos 13 

Aufros magasins do produits somi-durables 14 

Aufres magasins do produils durables 15 

Aufros magasins do venle au detail 16 

. 

5.1 	2.7 	3.9 	5.6 	3.6 Total, enseble des uagasins 	17 

Retail Trade, February 1995 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (Quarterly 
Estimates) 

Sales 

Ventes 

Quarter 4 Quarter 31 Quarter 2 Quarter 1 Quarter 4 
1994 19941 1994 1994 - 1993 - 

Trimestre 4 
- 

Trimestre 31Trimestre  2 Trimestre I Irimestre 4 

millions of dollars - millions de dollars 

373.7 388.4 383.8 345.9 368.6 

108.3 105.2 109.7 106.4 103.6 

12.1 9.7 9.6 6.8 9.5 

14.3 8.2 11.0 8.6 1.9 

30.3 23.2 23.9 17.6 29.3 

46.1 31.1 26.6 21.4 37.2 

66.8 48.7 44.7 40.8 55.1 

20.1 16.0 15.1 13.1 16.8 

371.5 327.6 362.7 286.4 305.1 

132.8 146.5 131.6 112.9 124.0 

131.5 126.9 131.7 90.7 932 

258.1 181.9 183.3 148.3 245.0 

60.1 45.9 52.7 38.6 62.8 

48.7 38.4 41.1 29.6 56.8 

77.3 69.2 63.9 48.1 83.6 

1,763.4 	1 1 576.9 	1 1 602.2 	1 1 324.2 	1,618.0 

1,378.9 1,369.5 1,348.9 1,274.0 1,357.6 

302.0 262.0 266.3 278.3 330.8 

44.9 39.3 32.5 23.8 33.2 

55.9 31.1 40.5 37.7 74.3 

137.9 96.3 89.4 69.1 116.0 

185.7 140.4 115.9 88.2 154.7 

330.0 254.6 252.5 229.9 321.3 

60.9 59.4 55.6 52.5 68.5 

1 2 108.0 1,224.2 11510.8 1,065.1 1,001.4 

387.7 448.9 403.2 336.6 382.3 

392.8 365.9 379.8 281.8 332.8 

758.1 527.4 517,4 428.7 738.3 

220.3 197.1 199.0 153.5 229.7 

209.8 174.3 150.1 113.1 196.4 

357.5 295.6 274.3 219.3 288.1 

5,977.8 5,520.7 5,671.9 4,684.3 5,672.6 

Trade Group 

No 

Saskatchewan 

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 Iloimiens clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable goods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

Alberta 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Men's clothing stores 

6 Homen's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 Automotive parts, accessories and services 

13 General merchandise stores 

14 Other semi-durable 9oods stores 

15 Other durable goods stores 

16 Other retail stores 

17 Total, all stores 

. 
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Saskatchewan 

Supermarchis d'alimentation at épicarias I 

Tous los autres magasins d'alimon*ation 2 

Pharmacies at magasins de médicaunorEts brov.+s 3 

gasins do chaussures 4 

tiagasins do v+emon+s pour honnos S 

Ilagasins do vkaments pour dames 6 

Autros magasins do vitements 7 

Pgas1ns do moublas at dappareils ménag.rs 8 

Magasins d'accsssoires dameubloment 9 

Concossionnaires de véhicules automobiles 10 
at rcratafs 

Stations-service 11 

Igasins d. pieces at daccessoires pour 12 
automobiles at services 

Igasins do merchandises divorces 13 

Autres megasins da produits s.mi-durabl.s 14 

Autr.s magasins do produits durablas 15 

Autras magasins da vante au detail 16 

Total, ensemble des magasins 17 

Alberta 

SupernarchCs dalinantation at Ipicorios 1 

Tous los autres magasins d'alimontation 2 

Pharmacies at magasins do .iédicamants br.v.tes 3 

Megasins do chaussuros 4 

Magasins do vCtements pour homeies 5 

Magasins do vCtomen*s pour dames 6 

Autras magasins do vitoments 7 

Magasins do neublos at dappareils ménagers 8 

Ilagasins daccessoiros dameublemen{ 9 

Concessionriaires do véhiculos automobiles 10 
at recreatifa 

Stations-service 11 

Magasins de picos at daccossoiros pour 12 
automobiles at services 

Magasins do merchandises divorces 13 

Autras m.gasins do produits semi-durablas 14 

Autres megasins da produits durablos 15 

Autres magasins do vante au detail 16 

Total, ensemble des •agasins 	17 

1.4 	4.6 	8.0 	4.9 	Li 

4.5 17.3 22.5 18.7 13.2 

27.0 16.3 11.9 6.0 3.4 

-10.4 -3.9 17.4 14.8 0.6 

3.2 0.9 -13.1 -22.1 -11.9 

23.8 12.4 -0.3 -10.3 0.4 

21.3 24.4 28.7 14.4 19.4 

19.3 2.9 0.3 4.5 -3.7 

21.7 12.0 13.2 14.9 24.9 

7.1 9.6 9.4 4.8 6.5 

41.0 34.4 35.5 28.6 4.7 

5.4 3.7 5.7 2.3 2.7 

-4.2 -1.6 2.8 0.5 -2.0 

-14.2 -8.1 4.4 -2.3 6.0 

-7.6 4.5 -0.7 -4.5 13.4 

9.0 9.1 10.8 7.6 8.7 

1.6 4.1 6.0 8.2 13.6 

-8.7 -6.6 -0.3 5.9 8.0 

35.4 26.5 12.7 9.6 6.3 

-24.7 -29.3 -10.0 11.8 14.6 

18.9 -10.4 -11.5 -6.2 4.6 

20.0 16.7 12.8 -0.2 24.7 

2.7 -4.7 -0.4 8.9 21.0 

-11.1 -1.7 -2.7 11.3 13.0 

10.6 22.4 30.5 20.7 14.7 

1.4 4.5 6.1 -0.2 8.5 

18.0 14.9 19.5 12.8 8.0 

2.7 -0.2 -4.2 -2.9 -17.7 

-4.1 4.8 -6.8 5.1 -3.3 • 6.9 9.8 0.1 -0.1 -1.5 

24.1 9.1 6.3 6.8 -3.7 

• 5.4 6.9 9.4 8.3 5.6 

TAILEALJ 3. Ventes au detail, men - dCsaisonnalisCes, solon le groupe do emese roe at la region 
(estiaations triaestrielles) r Change from previous year 

Variakion par rapport a l'année précIdente 

Quarter 4 Quarter 3 Quarter 2 Quarter 1 Quarter 4 
1994 	1994 	1994 	1994 	1993 

Trimss*ro 4 Trimss.*ro 3 Trimostre 2 Trimos*re I Trimostre 4 

Per cent - pourcentago 

Groups do couuisrce 

m e 
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TABLE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Region (guarterly 
Estimates) 

Sales 

Verites 

Quarter 4 Quarter 3 Quarter 21 Quarter 1 Quarter 4 
1994 1994 19941 1994 1993 

Trimestre 4 Trimestre 3 Trimestre 2lTrimestre 1 Trimestre 4 

millions of dollars - millions de dollars 

1,815.6 1 2 768.3 1,692.3 12546.4 12637.1 

439.4 379.4 360.9 361,5 428.7 

59.5 56.1 51.3 41.3 52.2 

86.4 52.5 49.8 40.5 76.8 

169.0 133.0 119.1 94.4 146.4 

214.9 163.7 134.9 110.2 175.6 

444.9 339.9 312.1 288.9 366.7 

109.7 99.5 89.1 87.1 127.3 

1,638.9 1,856.9 1,805.5 1,398.5 1,258.1 

492.5 561.4 484.4 419.1 485.2 

315.8 315.9 307.2 279.2 325.9 

1,024.5 743.2 730.9 605.8 1,001.6 

356.5 298.6 298.8 215.5 298.3 

303.4 255.6 246.4 214.7 324.5 

479.0 446.5 395.2 330.5 441.0 

8,095.9 7,611.3 7,193.7 6 1 131.2 7,266.0 

45.0 44.9 44.5 38.0 42.1 

x x x x x 
x x x 

1.4 1.1 1.2 0.8 1.2 

5.1 4.0 3.8 3.6 4.2 

1.5 1.4 1.3 1.2 1.5 

16.8 18.0 20.5 15.6 16.0 

57.6 48.4 51.6 43.7 

8.1 7.4 6.1 4.2 

5.7 6.6 6.2 3.3 

10.7 10.6 9.0 7.6 

183.3 177.6 174.9 143.3 

Trade Group 

No. 

iritish Coltbia 

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 Plomen ' 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 Women ' s clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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 

54.0 

6.2 

4.7 

11.2 

168.7 
• 
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Change from previous year 

Variation par 1-apport a l'année prácdento 

Quarter 4 Quarter 3 Quarter 2 Quarter 1 Quarter 4 

	

1994 	1994 	1994 	1994 	1993 
Trimastro 4 Trimes+re 3 Trimestre 2 Trimes+re 1 Trimestre 4 

Per cent - pourcentage 

	

10.9 	 8.9 	 10.1 	 7.6 	6.6 

	

2.5 	5.0 	5.6 	11.3 	15.4 

	

14.1 	16.6 	14.0 	12.1 	9.5 

	

12.5 	16.7 	13.8 	11.3 	10.2 

	

15.5 	12.9 	 7.6 	5.3 	7.4 

	

22.4 	19.3 	17.2 	5.7 	7.0 

	

21.3 	13.1 	19.1 	 14.0 	7.7 

	

-13.8 	-13.3 	-17.6 	-7.9 	13.3 

	

30.3 	28.2 	18.8 	7.0 	1.6 

	

1.5 	-0.2 	-2.2 	-7.5 	4.4 

	

-3.1 	 -4.2 	-2.5 	0.9 	3.6 

2.3 6.2 6.1 8.7 2.0 

19.5 18.1 12.5 19.6 15.2 

-6.5 10.3 21.3 31.7 21.5 

8.6 6.7 6.8 5.3 4.9 

. 

x x x x x 
x x x x x 

12.0 -2.3 13.4 -0.7 5.7 

21.7 6.6 21.3 47.7 28.9 

-4.9 0.1 -9.9 -8.6 21.8 

4.9 - - 13.7 13.8 2.7 

6.7 6.4 10.7 19.8 7.5 

32.3 14.9 14.3 16.9 4.6 

22.7 45.7 40.2 17.4 4.8 

-4.6 -1.3 -13.1 0.8 11.2 

TABLEAU 3 • Ventms au detail, non -dCsaisonnalisCcs, se1n in qi0e de cerce at la region 
(esti.atioma tri.estrial]es) 

Groupe do coumierce 

N o 

Co]a.bia -Britannique 

Supermarches dalimentation at ipic.ri.s I 

Tous los autros megasins d'alim.nta+ion 2 

Pharmacies at magasins de médicaments brevetes 3 

Ibgasins do chaussures 4 

Pgasins do vétements pour hosas 5 

gasins de vetoments pour da.ies 6 

Aulr.s megasins do vétements 7 

Pgasins do ui.ublos at d'apparoils ménagers 8 

tgasins daccessoires dameublement 9 

Conc.ssionnaires do véhjculos su*omobil.s 10 
at récreatifs 

Stations-service 11 

Pbgasins ds pièces at daccessoires pour 12 
automobiles 01 services 

Magasins do merchandises div.rs.s 13 

Autres magasins do produits siemi-durables 14 

Autres megasins do produits durabl.s 15 

Autr.s magasins do vente au ditail 16 

11.4 	11.8 	10.0 	7.0 	6.3 Total, ensemble des eagasins 	17 

Yukon et Territoires du Nord-Ouest 

S 

6.9 	5.3 	10.6 	11.4 	12.7 

8.6 	8.1 	10.5 	14.2 	8.2 

Supermarchés dalimentation at épiceries I 

Tous los autr.s magasins dalimentation 2 

Pharmacies at magasins de .,Idicaments brevotis 3 

Magasins do chaussures 4 

Magasins de vi1.m.nts pour 	 mme S 

Magasins do vetements pour dames 6 

Autres magasins do vitements 7 

Magasins do meubles at dapparoils managers 8 

Magasins doccessoires dameubl.mon+ 9 

Concassionnaires do véhicules automobil.s 10 
at recréatifs 

Stations-service 11 

Magasins de pièces at daccessoires pour 12 
automobiles at services 

Magasins do merchandises diversas 13 

Autros magasins de produits sami-durabl.s 14 

Autres lagasins do produits durables 15 

Autres magasins do yenta au detail 16 

Total, ensemble des sagasins 	17 
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TAILE 3. Retail Sales, Not Seasonally Adjusted, by Trade Group and by Reqion (Quarterly 
Estimates) 

Sales 

Ventes 

	

Quarter 4 	Quarter 3 	Quarter 2 	Quarter 1 	Quarter 4 

	

1994 	 1994 	 1994 	 1994 	 1993 
Trimestre 4 Trjmestre 3 Trimestre 2 Trimestre 1 Trimestre 4 

millions of dollars - millions de dollars 

	

13.1 	 14.5 	 14.0 	 12.6 	 13.8 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

x 	 x 	 x 	 x 	 x 

	

3.3 	 2.1 	 1.7 	 1.8 	1.5 

	

x 	 x 	 x 	 x 

	

6.5 	6.4 	8.7 	5.3 	6.9 

x x. x x K 

3.5 4.2 3.1 1.9 2.4 

K K K K K 

54.3 59.2 55.5 42.6 51.8 

32.0 30.4 30.5 25.6 28.4 

x x x x x 
K X X K K 

x x x K x 
K X K K X 

K X K K K 

1.7 1.9 2.1 1.8 2.7 

K K K K K 

10.2 11.6 11.8 10.3 9.1 

4.1 4.9 4.3 4.3 3.0 

K X K X X 

4.7 3.1 3.1 2.3 3.8 

2.7 2.6 2.4 1.7 2.8 

K K K X x 

129.0 	118.4 	119.3 	100.6 	116.9 	0 

Trade Group 

No 

Yukon 

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 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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 

1 Supermarkets and grocery stores 

2 All other food stares 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 Women's clothing stores 

7 Other clothing stores 

8 Household furniture and appliance stores 

9 Household furnishings stores 

10 Motor vehicle and recreational vehicle 
dealers 

11 Gasoline service stations 

12 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 

E 
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TABL.AU 3. Vmntmt au detail, non -ddsaisonnalisdes, so ]on i.e qroupe do cno.erce et la region 
(.stiations trioestrioll.$) 

Change from previous year 

Variaf ion par rapport i lannie précédonto 

Quarter 4 Quarter 3 Quarter 2 Quarter 11 Quarter 4 
1994 	1994 	1994 	1994 	1993 

Trimectre 4 Trimestr. 3 Trimestre 2 Trimestre 1 Trimestre 4 

Per cent - pourcentage 

Group. do conmmrce 

-4.9 	-8.9 	-9.2 	-5.3 	1.1 

x x x x x 
x x x x x 

X X X X 

x x x x x 
x x x x 

121.8 77.2 72.9 225.6 61.3 

x x x x x 
-5.1 -2.1 7.5 -7,2 4.4 

x x x 
44.4 23.1 37.7 52.3 4.6 

x x x x x 

Yukon 

Suparmarchés dalimenfafion of épiceries 1 

Tous its autres magasins dalimenfation 2 

Pharmacies at megasins do médicaments brevetés 3 

Pgasins do chaussures 4 
Plagasins de vètements pour homees S 

Piagasins do vitements pour dames 6 

Autr.s magasins do vétements 7 

tiagasins do meublos at dappareils managers A 

qasins daccossoires daamubl.uenf 9 

Concessjonnajros do véhicules automobiles 10 
at récrIatifs 

Stations-service 11 

Pgasins de pieces at daccessoires pour 12 
automobiles at services 

Magasins de nrchandises diverses 13 

Autres magasins do produits sami-durables 14 

Autres magasins do produits durables 15 

Autres magasins de vente au dtail 16 

. 

	

4.8 	2.3 	2.6 	4.6 	1.2 

	

12.6 	13.9 	22.8 	21.9 	19.3 

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

-34.5 -25.4 -3.0 -3.7 15.8 

x x x x x 
12.4 1.1 18.8 28.7 1.4 

36.4 92.8 54.7 55.7 23.6 

x x x x x 
24.6 5.3 -2.2 -2.2 4.7 

-2.6 11.4 -2.0 4.9 19.0 

x x x x x 

10.3 	11.3 	14.7 	18.8 	11.7  

Total, enseable des •agasins 	 17 

Territoares du Nord-Duest 

Supermarchés dalimentation at épicerios 1 

bus los aufros magasins dalimontation 2 

Pharmacies at megasins do médicaments brevotés 3 

tiagasins do chaussures 4 

gasins do vétements pour hoimios 5 

Magasins do vétements pour dames 6 

Aufres megasins do véfonents 7 

Plagasins de meubles of dappareils uiénagers 8 

Piagasins daccessoiros dameublement 9 

Concossjonnairos do véhiculos automobiles 10 
at récrea'tifs 

Stations-service ii 

Magasins de pièces at daccessoires pour 12 
automobiles of services 

Magasins do merchandises div.rsss 13 

Aufres megasins do produits s.mi-durablos 14 

Autros ulagasins do produits durabl.s 15 

Autr.s magasins do vente au detail 16 

Total, ense.ble des .agasins 	 17 
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No 

TABLE A. Retail Trade Sa.ple Response Fractinn and Coefficient of Variation (Current 
Periods) 

Response fraction 

Fraction de r6ponse 

February I 	January Dece.*er Noventher 
19951 1995 1994 1994 

Févrierl Janvier DIceithre Noveitthre 

Per cent - pourcentage 

. 

Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

S Mens 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 Scolia 

21 New Brunswick 

22 Quebec 

23 Ontario 

24 Manitoba 

25 Saskatchewan 

26 Alberta 

27 British Coluthia 

28 Yukon 

29 Northwest Territories 

94.4 97.1 96.7 96.5 

89.7 93.1 95.5 95.8 

94.2 94.6 94.9 94.4 

88.0 98.1 97.9 98.4 

95.1 96.7 96.6 95.7 

83.8 93.9 95.3 92.6 

94.2 91.9 96.3 96.5 

93.9 96.1 97.2 94.7 

92.2 96.5 92.4 91.5 

97.0 98.1 97.9 98.5 

94.2 95.0 97.2 96.5 

91.4 92.7 92.6 92.8 

99.5 99.6 99.7 99.6 

93.3 97.0 95.8 95.5 

93.4 96.5 97.3 97.3 

95.9 97.5 98.2 97.6 

95.0 96.7 97.1 96.8 

97.5 96.9 96.9 97.5 

95.3 97.1 97.3 97.5 

95.3 97.2 97.3 97.3 

95.7 97.3 97.8 97.3 

94.1 97.5 97.7 97.1 

93.9 95.4 96.1 96.1 

95.2 96.9 97.8 97.6 

96.9 97.1 97.6 97.1 

95.2 96.8 97.4 96.7 

97.9 98.2 98.1 98.0 

94.0 95.8 94.8 95.0 

90.8 93.4 94.1 94.2 



	

2.6 
	

2.5 

	

6.6 
	

6.2 

	

2.4 
	

2.6 

	

3.7 
	

3.7 

	

4.6 
	

4.3 

	

3.1 
	

3.7 

	

4.4 
	

6.4 

	

4.7 
	

4.7 

	

4.7 
	

4.7 

	

4.6 
	

4.6 

	

4.6 
	

4.2 

	

3.2 
	

3.1 

0.8 0.9 

3.1 3.6 

4.9 5.0 

2.2 3.1 

	

2.8 
	

2.7 

	

6.2 
	

6.1 

	

2.3 
	

2.4 

	

4.0 
	

4.3 

	

5.0 
	

5.6 

	

4.1 
	

4.2 

	

7.5 
	

7.4 

	

5.0 
	

5.1 

	

5.0 
	

4.6 

	

4.7 
	

4.6 

	

4.0 
	

4.0 

	

4.8 
	

4.2 

	

1.2 
	

1.3 

	

4.0 
	

4.3 

	

4.2 
	

5.3 

	

4.2 
	

4.2 

S 
TABLEAU 4. Coerce do detail, fraction do réponse de I'échantillcn et coefficient do variation 

(pCriodos courantes) 

Coefficient of variation 

Coefficient de variation 

	

February 	January 	Decether 

	

1995 	 1995 	 1994 

	

FIvrier 	Janvier 	Décethre 

Per cent - pourcentage 

Noveuther 
1994 

Noveutre 
	

N' 

I Groupe de coerce - Canada 

Supercorchós d'a1iuentation et épiceries I 

Tous les autres megasins d'alimanta+ion 2 

Pharmecies of megasins de uódicamenfs brevofes 3 

Ptagasins do chaussures 4 

Magasins de vêtements pour homees S 

Magasins do vêtements pour dames 6 

Autros megasins do v+emenks 7 

Ptagasins do moublos of dapparoils menag.rs 8 

Pgasins d'accessoir.s dameublement 9 

Concessionnairos de v6hicules automobiles 10 
ef recreat ifs 

Stations-service 11 

Magasins de pisces ef daccossoiros pour 12 
automobiles at services 

Magasins do merchandises diverses 13 

Aufres magasins do produits somi-durables 14 

Autros magasins do produits durables 15 

Autres magasins do vento au detail 16 

1.4 
	

1.4 
	

1.1 	 1.3 Total, ense.ble des magasins 	17 

Req ions 

2.4 3.1 2.4 2.3 

2.1 2.1 1.7 2.2 

3.6 3.6 2.6 4.0 

2.5 2.7 2.0 2.3 

2.6 2.4 2.1 2.2 

3.1 3.2 2.4 . 2.8 

3.9 2.9 2.4 2.8 

2.5 2.4 2.2 2.4 

4.1 2.4 1.8 2.5 

2.3 1.9 1.5 2.0 

0.9 0.9 1.3 1.0 

2.1 2.4 2.5 3.2 

Terre-Neuve 18 

Ilo-du-Prince-douard 19 

Nouvelle-Ecosse 20 

Nouveau-Brunswick 21 

Quebec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colothie-Brifannique 27 

Yukon 28 

Territoires du Nord-Quest 29 

fl 
Reta Trade, February 1995 
Statistics Canada . Cat. No. 63-005 

Commerce de détaLl, tevrier 1995 -2 
- 	 Statistique Canada - n' 63-005 au catalogue 



S 
Retail Trade, February 1995 
Statistics Canada - Cat. No. 63-005 

Commerce de detail, février 1995 22- 	Statistique Canada - ri° 63-005 au catalogue 

TASLE 5. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Estisates) 

	

Februaryl January Deceer Noveuther October Septerther 	August 
1995 	1995 	1994 	1994 	1994 	1994 	1994 

No. 	 Février Janvier Dcethre Nov.ithre Octobre Septembral 	Aoüt 

millions of dollars - millions de dollars 

S 
Trade Group - Canada 

1 Supermarkets and grocery stores 

2 All other food stores 

3 Drugs and patent medicine stores 

4 Shoe stores 

5 Men's clothing stores 

6 I4amen'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 service 

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.thia 

28 Yukon 

29 Northw.t Territories 

4,184.2 4,169.8 4,219.5 49171.3 4 2 141.7 47116.3 4066.7 

347.3 354.1 339.3 321.4 335.4 327.8 328.4 

984.9 996.3 993.7 994.3 1,004.8 12010.0 12005.6 

144.6 143.0 147.6 150.7 145.1 143.2 159.5 

144.8 142.0 138.1 132.9 134.0 134.9 139.0 

353.0 359.1 360.1 350.3 349.9 342.2 342.5 

452.5 441.6 434.8 428.6 407.5 416.9 422.4 

769.5 774.8 781.7 745.0 753.2 727.3 722.8 

	

193.1 	193.7 	191.2 	194.6 	192.9 	193.3 	192.3 

	

4,093.5 	4,141.4 	4049.2 	4068.5 	4002.0 	4,037.8 	3,806.6 

1044.7 1036.6 1,179.6 1,185.9 1,171.6 1081.3 1,192.7 

1,016.0 1,019.5 1,021.4 1,016.1 995.3 978.1 992.8 

1,859.9 13-857.4 1,837.8 1,806.2 1,814.3 1,760.0 1,843.4 

581.5 595.5 597.9 609.8 611.5 601.7 613.4 

477.4 488.7 468.1 479.2 465.5 456.6 478.4 

941.8 958.0 923.2 921.3 919.6 907.1 894.8 

17,688.7 17,771.6 17,783.2 17,576.2 17,544.5 17,334.3 17,301.3 

287.2 284.3 286.1 284.0 287.1 285.7 283.9 

74.7 73.6 73.1 72.4 74.6 71.9 71.5 

541.4 543.5 546.2 542.6 541.6 535.2 534.3 

411.1 409.0 420.2 410.9 409.6 394.4 400.4 

4,121.7 4,238.7 4,268.1 4,234.6 4,173.8 4,175.2 4,214.0 

6,699.5 6 7 684.6 6,618.1 62550.9 6,517.0 6,420.4 6,358.2 

595.0 585.1 594.9 583.8 590.9 574.1 581.7 

531.2 534.6 533.6 531.9 547.1 530.3 524.2 

1,822.4 19825.9 1,854.7 13816.3 1,836.9 1,781.4 11829.2 

2,546.2 2,534.6 2,529.7 2,491.5 2,508.4 22509.1 2,447.5 

17.8 17.4 18.2 17.5 17.5 17.5 17.4 

40.5 40.5 40.3 39.9 39.9 39.2 38.8 



4095.6 4,142.5 4058.5 4017.4 4,140.0 4,106.6 

322.0 313.8 291.2 285.8 293.8 286.2 

1,002.1 1,000.3 999.4 1,002.4 1,009.2 1,007.5 

148.3 145.1 147.2 145.0 142.9 150.1 

140.4 143.0 141.2 150.1 153.3 146.4 

338.3 339.1 328.7 324.4 326.0 326.5 

403.3 399.1 383.8 370.5 369.0 353.3 

723.9 723.6 719.9 708.7 702.3 685.6 

192.7 188.7 188.9 185.5 190.3 189.4 

3,751.0 4,024.1 3,890.6 32827.9 3,885.6 3,844.0 

1,193.3 1,189.6 1080.2 1,169.9 1,180.3 1,191.1 

991.3 985.8 963.7 986.4 977.8 969.0 

1,779.5 1,799.4 1,773.1 1,760.2 1,835.6 11811.8 

607.0 598.6 595.2 592.8 585.3 580.1 

474.8 472.5 469.0 467.2 470.6 462.0 

904.2 882.5 871.9 856.2 872.1 859.1 

Suparonrchés dalimenka*ion at épic.riss 1 

Tous las autres Inagasins deliuisntation 2 

Pharoiaci.s at magasins de médicaments brsv.tIs 3 

tbgasins do chaussures 4 

tbgasins do vëts,nenLs pour 	 mme 5 

Magasins do vêtements pour dames 6 

Autres magasins do vtements 7 

bgasins do msubl.s at d'app.r.ils ménag.ra 8 

Magesins dacc.ssoires damsubl.msnt 9 

Concessionnair.s do véhiculss automobiles 10 
at ricreatifs 

Stat ions-sarv ice 11 

Magasins de picos at d'acc.ssoiros pour 12 
automobiles at services 

Magasins do marchandises diversas 13 

I  Autrs magasins do produits semi-durablss 14 

Autras magasins do produits durablas IS 

Autres magasins do vents au detail 16 . 

. 

TABLEAU 5. Ventes au detail, dCsaasonnalis&s, se]en I.e groIe de cerce et Ia region 
(est ioat ions historiques) 

	

July 	June May 	April 	Ilarch February 

	

1994 	1994 	1994 	1994 	1994 	1994 

	

Juill.t 	Juin 	Ibi 	Avril 	Mars Février 	 M. 

millions of dollars - millions do dollars 

Groupe do cerce - Canada 

17,167.9 17,347.7 17,102.5 16,950.5 17,134.1 16,968.5 Total, enseeble des .agasans 	 17 

Regions 

	

283.9 	287.7 	283.4 	282.5 	283.7 	279.7 

	

70.7 	71.6 	71.8 	71.5 	73.3 	72.0 

	

535.3 	535.4 	527.4 	532.6 	553.5 	539.5 

	

405.1 	415.8 	411.7 	402.9 	413.2 	431.7 

	

4,165.4 	4,247.7 	4,216.4 	4,122.5 	4,200.7 	4,199.8 

	

6,298.0 	6,364.7 	6,246.4 	6,212.1 	6,262.2 	61181.5 

	

573.7 	582.3 	556.6 	572.9 	585.6 	585.3 

	

523.1 	520.8 	515.1 	520.9 	512.1 	508.5 

	

13,824.4 	1,845.0 	1,823.5 	11829.1 	12858.4 	1,792.2 

	

2,432.0 	2,420.3 	2,393.6 	2,347.4 	2,335.5 	2,322.4 

	

17.7 	17.4 	17.6 	17.8 	17.7 	17.8 

	

38.6 	38.9 	39.0 	38.4 	38.3 	38.1 

Terro-Neuve 18 

Ilo-du-Prince-douard 19 

Nouvelle-Ecoss. 20 

Nouveau-Brunswick 21 

uéb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colo.thi.-Britanniquo 27 

Yukon 28 

Territoiros du Nord-Ouest 29 

S 
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TABLE 6. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estiaates) 

Fehruary January December October Septeitherl August 
19951 1995 1994 

:ov:mber j  
1994 1994 19941 1994 

No. Février Janvier D6c.nthre ovmbre Octobre Septethrej AoCit 

millions of dollars - millions de dollars 

Trade GrOUP - Canada 

1 Supermarkets and grocery stores 3,710.9 3,845.0 4,722.2 3,985.1 4,071.6 4,197.2 4,112.4 

2 All other food stores 290.2 291.2 410.9 299.8 326.2 326.2 334.0 

3 Drugs and patent medicine 885.3 947.3 1,248.4 991.3 1,012.8 1008.6 998.9 
stores 

4 Shoe stores 84.3 107.2 209.9 175.0 160.2 159.8 160.0 

5 Mens cloThing stores 86.8 105.2 298.3 162.2 137.5 126.6 112.7 

6 Homans clothing stores 222.1 249.8 600.8 375.7 353.3 362.9 322.4 

7 Other clothing stores 282.1 304.4 742.7 487.1 423.4 453.3 433.9 

8 Household furniture and 585.0 645.8 1,145.3 806.4 770.9 763.7 719.1 
appliance stores 

9 Household furnishings stores 147.5 148.0 237.0 217.7 199.3 200.5 209.1 

10 Motor vehicle and recreational 3,267.7 39192.1 3,411.5 3,849.0 32934.8 3,989.8 3000.4 
vehicle dealers 

11 Gasoline service stations 1,000.9 12057.8 1082.5 1,184.2 1,209.4 1,210.8 1,302.1 

12 Automotive parts, accessories 770.8 836.6 1,134.6 1,122.0 1,002.8 962.2 1,001.1 
and service 

13 General merchandise stores 11280.9 1,309.5 3,211.3 2,256.8 1,875.9 1,701.7 1,776.6 

14 Other semi-durable goods stores 413.2 425.0 961.0 650.4 583.1 593.6 630.6 

15 Other durable goods stores 338.3 369.4 924.4 483.0 413.0 452.8 481.4 

16 Other retail stores 694.9 695.5 1 1 445.8 881.5 879.7 912.5 918.2 

17 fatal, all stores 14,061.0 14,529.8 21,886.5 17,927.0 17,354.0 17,422.3 17,412.9 

Regions 

18 NewFoundland 220.4 222.2 369.3 304.7 282.9 287.5 294.1 

19 Prince Edward Island 55.7 57.9 89.3 72.9 72.7 73.8 79.5 

20 Nova Scotia 418.3 438.8 692.9 556.9 536.1 542.7 546.8 

21 New Brunswick 320.5 325.6 517.2 435.5 408.2 396.5 411.8 

22 Quebec 32217.5 3,389.8 4,960.8 4,195.2 4,095.7 49196.8 4,260.3 

23 Ontario 5,343.7 5,481.4 8,346.9 6,799.1 6,455.2 6,457.4 6,260.0 

24 Manitoba 480.3 485.1 760.8 606.3 588.4 569.8 573.8 

25 Saskatchewan 421.8 447.8 661.6 552.3 549.4 521.0 526.0 

26 Alberta 1,445.8 1,505.4 2,312.9 1,853.7 1,811.1 1,783.6 1,861.9 

27 British Columbia 22090.4 2,129.5 3,105.8 2,493.4 2,496.6 2,537.9 2,539.1 

28 Yukon 13.5 13.1 20.4 16.6 17.3 17.7 20.4 

29 Northwest Territories 33.1 33.2 48.5 40.3 40.2 37.9 39.1 

RetaL Trade, 	February 1995 Corimerce de détai, 	févrter 1995 
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4,449.7 	4,285.7 	4064.5 	4,155.1 	4,081.5 	3,646.2 

	

357.9 	337.7 	300.2 	279.8 	278.7 	239.6 

	

963.5 	999.2 	978.8 	974.4 	999.2 	905.3 

134.9 148.1 157.0 151.1 114.8 87.4 

118.2 148.9 136.2 143.8 117.1 86.1 

322.4 340.5 332.7 317.0 280.4 207.3 

357.2 377.5 350.6 333.7 310.2 222.2 

709.8 708.5 656.0 655.3 645.6 524.2 

	

201.1 	201.0 	187.9 	174.3 	172.5 	144.8 

	

3043.1 	4,844.1 	4,791.6 	4,385.2 	4,197.3 	3,073.4 

1,311.5 1,253.9 19196.1 1,083.4 1,124.6 1,042.3 

1,027.9 1003.9 1073.2 1,002.8 900.4 732.4 

1,619.9 1,725.4 1,680.0 1,633.9 1,582.3 1,243.2 

610.5 641.9 663.1 535.5 472.2 414.1 

469.0 479.9 455.7 415.4 370.1 326.7 

1 1 008.0 934.3 863.1 792.4 762.4 633.4 

17,604.7 18,530.6 17,986.9 17,033.2 16,409.3 13,528.6 

7,555.9 

581.4 

1,832.6  

191.6 

192.0 

471.8 

586.6 

1,230.8 

295.5 

6,459.8 

2,058.7 

1,607.4 

2,590.4 

838.2 

707.7 

1,390.4 

28,590.7 

S 
TAB LIt.AU 6. Ventes au detail, nan-dCsaisonnalisCes, se]Dn Ic grupe de eo..erce at Ia region 

(estiations historiques) 

	

July 	Junel 	Mayl 	April 	Ilarchl February 	Year 

	

1994 	19?41 	19941 	19?4 	19941 	1?94 	1995 

	

Juillet 	Juan1 	hail 	Avril 	Marsi Fvrier 	Anne. 	 N o  

millions of dollars - millions do dollars 

~ 0 

Groupe de coerce - Canada 

Sup.rmarchs d'slimenta*ion at I 
epicerles 

Thus los autres magasins 2 
d alamentation 

Pharmacies  at magasins de médicament 3 
brevets 

hlagasins do chaussuras 4 

Magasins do vêtem.nts pour honines 5 

Magasins de vtoments pour dames 6 

Autres magasins do vêtements 7 

Plagasins do meubles at dappareils 8 
managers 

Plagasins daccessoires d'am.ubl.ment 9 

Concessionnaires do véhicules 10 
automobiles at recréatifs 

Stations-service 11 

Magasins cle pieces at daccossoir.s 12 
pour automobiles at services 

Magasins de merchandises divars.s 13 

Autres megasins de produits semi -  14 
durables 

Autros magasins do produits durables 15 

Autres magasins de vente au detail 16 

Total, ensmeble des .agasins 	 17 

Regions 

442.5 

113.6 

857.1 

646.1 

6,607.2 

10,825.1 

965.5 

869.5 

2,951.3 

4,219.9 

26.6 

66.3 

	

298.7 	301.3 	288.9 	278.8 	265.5 	215.4 

	

81.8 	78.9 	74.4 	68.1 	64.5 	53.7 

	

557.2 	575.3 	544.8 	532.6 	517.5 	418.2 

	

426.8 	444.8 	429.0 	402.0 	388.8 	337.6 

	

4,311.2 	4,645.7 	4,660.1 	4,355.6 	4,048.9 	39291.6 

	

6,349.0 	6,825.3 	6,500.1 	6040.9 	5,956.8 	42946.3 

	

577.9 	611.8 	578.3 	571.4 	561.8 	473.6 

	

529.9 	549.4 	527.4 	525.4 	493.4 	405.6 

	

1,875.2 	1,944.4 	1,890.6 	1,836.8 	1,791.6 	12427.4 

	

2,534.4 	2,490.5 	2,436.1 	2,267.1 	2,267.8 	1014.6 

	

21.1 	20.4 	18.2 	16.9 	15.6 	13.4 

	

41.5 	42.7 	39.1 	37.5 	37.0 	31.3 

Terre -Neuve 18 

Ile-du-Prince4douard 19 

Nouvelle-cosse 20 

Nouveau-Brunswick 21 

QuCb.c 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colo.óie-Britannique 27 

Yukon 28 

Territoiros du Nord-Ouest 29 

Retai Trade, February 1995 
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TABLE 7. Departaent Store Type Merchandise Sales, not Seasonally Adjusted, by Region 
(Current Periods) 

Sales 

Ventes 

	

February 	January 	December 	November 	Year-to-date 

	

1995 	1995 	1994 	1994 	1995 

	

Fvrier 	Janvier 	Dcombre 	Novembre 	Cumulatif 

millions of dollars - millions de dollars 

. 

Regions 

Newfoundland 

Prince Edward island 

Nova Scotia 

Now Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon 

Northwest Territories 

Total 

64.0 66.4 169.8 127.0 

16.0 16.3 37.8 25.8 

120.0 126.3 304.1 207.1 

99.0 101.8 229.1 167.0 

985.6 12074.1 29050.0 1,483.9 

1,646.1 1,736.9 3,720.6 2,520.6 

142.7 147.5 328.4 222.6 

131.3 143.1 283.7 198.0 

447.4 481.5 1 2 019.8 680.6 

652.0 696.8 1,399.7 944.6 

4.6 4.1 8.6 6.2 

17.0 16.7 27.4 22.2 

4 1325.6 4 0611.5 9,579.0 6 1605.5 

130.4 

32.4 

246.3 

200.8 

2,059.7 

3,383.0 

290.2 

274.4 

928.8 

1,348.8 

8.7 

33.7 

8,937.1 

TABLE S. Departoent Store Type Merchandise Sales, not Seasonally Ad3usted, by Region 
(Historical Estiates) 

	

February January December November October lSepteiier 	August 
1995 	1995 	1994 	1994 	19941 	1994 	1994 

	

Fóvrier Janvier Décembre Noveutthre OctobrejSeptenthre 	Aoüt 

millions of dollars - millions de dollars 

Regions 

Newfoundland 

Prince Edward Xsland 

Nova Scotia 

New Brunswick 

Quebec 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Yukon 

Northwest Territories 

Total 

64.0 66.4 169.8 127.0 101.8 94.4 97.8 

16.0 16.3 37.8 25.8 22.8 23.8 27.4 

120.0 126.3 304.1 207.1 172.2 168.2 166.3 

99.0 101.8 229.1 167.0 142.7 130.2 137.4 

985.6 1,074.1 2,050.0 1,483.9 1,376.4 1,381.6 1,409.2 

1,646.1 1,736.9 3,720.6 2,520.6 2,232.9 2,199.1 2,133.7 

142.7 147.5 328.4 222.6 199.9 180.9 190.7 

131.3 143.1 283.7 198.0 183.3 168.0 176.1 

447.4 481.5 1 1 019.8 680.6 605.2 584.1 630.0 

652.0 696.8 1,399.7 944.6 864.0 866.9 848.5 

4.6 4.1 8.6 6.2 6.2 6.4 7.4 

17.0 16.7 27.4 22.2 22.2 20.0 20.1 

4,325.6 4,611.5 9,579.0 6,605.5 5,929.5 5,823.6 5,844.6 

Retaii Trade February 1995 	 Commerce de detail, tévrier 1995 
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S 
TAHEAU 7. Ventes de earchandises genre grand .agasin, non-désaisonnalisées, se]en la region 

(pCriades courantes) 

Change from previous year 

VariaUon par rapport i l'annIe prIcédente 

	

February 	January Decether Noveuther Year-to-date 

	

1995 	1995 	1994 	1994 	1995 

	

FIvrier 	Janvier Décethre Noventhre 	Cumulatif 

Per cent - pourcentage 

Régiens 

-2.9 

-1 . 9 

0.6 

5.0 

6.4 

7.3 

5.9 

2.9 

-0.4 

4.2 

-1.4 

1.5 

5.1 

-2.4 -35 5.3 1.2 

0.4 -4.0 -1.4 -2.5 

0.1 1.2 6.9 0.3 

4.4 5.6 9.2 6.6 

5.1 7.6 10.3 8.5 

5.6 9.0 6.5 6.9 

5.4 6.3 8.2 5.2 

1.9 3.8 5.0 3.2 

-0.8 - - 3.8 0.9 

3.0 5.3 6.0 6.9 

3.2 -6.1 21.8 15.8 

2.8 0.3 4.8 9.4 

3.9 6.3 7.0 6.0 

Terre-Neuve 

± lo-du-Pr inc.-Edouard 

Nouvelle-cosse 

Nouvsau-.Brunsiqjck 

Québec 

Ontario 

Manitoba 

Sa ska tchenan 

Alberta 

Colothie-Britannique 

Yukon 

T.rrj*ojres du Nord-Ouest 

Total 

TAELEAU 8. Ventes de marchandises genre grand aagasin, nan-désaisonnalisCes, se]n Ia réginn 
(est iat ions historiques) 

July 	June 	May 	April 	March February 	Year 
1994 	1994 	1994 	1994 	1994 	1994 	1995 

Juill. 	Juin 	Mel 	Avril 	Mars Février 	Annég 

millions of dollars - millions de dollars 

keg ions 

130.4 

32.4 

246.3 

200.8 

23.059.7 

3,383.0 

290.2 

274.4 

928.8 

1,348.8 

8.7 

33.7 

91.1 92.3 86.5 85.6 81.0 65.5 

25.7 23.9 22.1 19.9 19.2 16.0 

155.4 159.4 150.6 148.1 145.2 119.9 

126.2 134.7 129.4 119.0 114.5 94.8 

1,344.5 19425.3 1,404.0 1,295.8 1,162.8 937.4 

2025.9 29154.3 2,046.5 1,950.4 1,872.7 1,558.8 

172.0 185.2 182.5 175.8 171.8 135.3 

164.0 175.3 170.4 172.2 164.5 128.9 

567.7 583.0 57.4 560.7 542.7 450.9 

806.1 809.4 803.5 780.3 765.5 632.7 

7.2 6.9 6.1 6.2 5.3 4.4 

20,6 21.3 21.0 20.5 19.2 16.5 

Terre-Neuve 

±l.-du-Prince-Edouard 

Nouvelle-Ecosse 

Nouveau-Brunswick 

Québec 

0nar 10 

Manitoba 

Saska*chewan 

Alberta 

Co loth ie-Britann ique 

Yukon 

Territoires du Nord-Ou.st 

0 	5,506.6 5,771.0 5,598.1 5,334.5 5 1 064.4 4,161.21 8,937.11 Total 

Retai' Trade, February 1995 	 Commerce de detail, février 1995 
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TABLE 9. Retail Trade, Canada, Current and constant (1986) Dollar Estiates 

Price index 

Indice des prix 

Non 

Curren* dollars 

Dollars 
couran-ts 

Unadus*.d  
désaisonnalise 

Year/year 
per cent 

change 

Variation an 
pourcentage 

pour l'annee 

Constant 1986 
dollars 

Dollars 
constants 

1986 

Year/year 
per cent 

change 

Variation on 
pourcenta9e 

pour l'annee 

millions of dollars 

1993: 

January 116.2 13,454.5 4.3 113,581.0 2.0 
February 116.2 12,680.9 0.8 103,911.9 -1.8 
March 115.7 14,868.2 6.7 12,849.0 4.7 

April 115.3 16,270.5 6.7 145113.9 5.2 
May 115.6 16,903.2 3.9 14,617.8 2.3 
June 115.7 16,835.1 4.1 14446.1 2.7 

July 115.8 17,055.1 5.7 149723.7 4.4 
August 115.7 16023.1 4.7 13037.2 3.4 
Sepeuther 115.6 16,226.9 5.6 14,033.7 3.8 

October 115.6 16,425.4 1.7 14,211.5 -0.1 
Novether 116.1 16,686.3 6.2 14375.3 4.7 
Deceither 116.0 20,285.8 5.8 17,488.2 4.4 

Year 
	

115.8 	193,815.0 
	

4.7 	167 1389.4 
	

3.1 

1994: 

January 116.1 13,765.6 2.3 11,853.1 2.3 
February 116.2 13,528.6 6.7 11,646.0 6.7 
March 115.9 16,409.3 10.4 14096.7 10.5 

April 115.6 17,033.2 4.7 14,728.3 4.4 
May 115.7 17,986.9 6.4 15,839.6 6.3 
June 116.1 18,530.6 10.1 15,964.5 9.8 

July 116.3 172604.7 3.2 15042.9 2.8 
August 116.3 17,412.9 8.0 14,974.1 7.4 
Septenther 116.0 17,422.3 7.4 15,021.9 7.0 

0cober 115.5 17,354.0 5.7 15,024.3 5.7 
Noventher 116.3 17,927.0 7.4 15,408.0 7.2 
Decether 116.0 21,886.5 7.9 18,870.0 7.9 

Year 116.0 206,861.5 6.7 178,369.4 6.6 

1995: 

January 
February 
March 

April 
May 
June 

July 
August 
S.pte.ther 

October 
Noventher 
Decenther 

	

117.4 	 14,529.8 

	

118.1 	 14,061.0 

	

5.6 	 121376.6 

	

3.9 	 11,906.7 
4.4 
2.2 

Year 

I Seasonally adjusted constant (1986) dollar estimates are derived by deflating, with an iu,licit price index, 
the seasonally adjusted current dollar estimate. 
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TABLEAU 9. Coerce de detail, Canada, estiaations en dollars courants ot constants (l98) 

Seasonally adjusted 
. 	 Desaisonnalise 

	

Price Index Current Dollars 	Month/month 	Constant 1986 	Month/month 

	

per cent 	dollars 1 	per cant 

	

change 	 change 

Indice des prix 	Dollars 	Variation an 	Dollars 	Variation an 

	

courants 	pourcentage 	constants 	pourcenfage 

	

pour 1. mois 	19861 	pour 1. mois 

millions de dollars 

1993: 

115.4 162006.6 1.7 13,873.6 1.5 Janvjer 
115.3 15,892.3 -0.7 13,778.9 -0.7 Février 
115.1 15,836.2 -0.4 13,752.8 -0.2 Mars 

115.0 16,110.5 1.7 14,012.2 1.9 Avril 
115.3 16,037.8 -0.5 13,903.6 -0.8 Mai 
115.4 15069.2 -0.4 13,835.3 -0.5 Juin 

115.4 16,206.9 1.5 14,047.5 1.5 Juillet 
115.6 16,261.5 0.3 14,067.0 0.1 Ao1 
115.9 16,269.4 - - 149033.4 -0.2 Septa.thre 

115.9 16,291.2 0.1 14,050.9 0.1 Octobre 
116.1 16,432.1 0.9 14,155.6 0.7 Nove.re 
116.3 162501.2 0.4 14,193.5 0.3 Déce,r. 

115.6 	193,814.9 	... 	167,704.3 	... 	Ann8e 

1994: 

115.9 16,650.6 0.9 143367.9 1.2 Janvier 
115.7 16,968.5 1.9 14,660.7 2.0 Février 
115.2 . 	

115.3 

17,134.1 1.0 14,877.9 1.5 Mars 

16,950.5 -1.1 14,696.7 -1.2 Avril 
115.6 17,102.5 0.9 14,798.4 	. 0.7 Maj 
115.8 17,347.7 1.4 149974.8 1.2 Juin 

116.1 17,167,9 -1.0 14,786.9 -1.3 Jujllet 
116.5 17,301.3 0.8 14,851.7 0.4 AoGk 
116.6 17,334.3 0.2 14,866.1 0.1 Septeuthre 

116.4 17,544.5 1.2 15,078.6 1.4 Octobre 
116.7 17,576.2 0.2 15,056.1 -0.1 Noveuthr. 
116.9 17,783.2 1.2 15,214.8 1.1 Dce,thre 

116.1 206,861.3 ... 178,230.6 ... AnnCc 

1995: 

	

117.2 	17,771.6 	-0.1 	15,157.8 	-0.4 	Janvier 

	

117.5 	17,688.7 	-0.5 	15,049.6 	-0.7 	Fevrier 
Mars 

Avr il 
Mai 

Ju in 

Juillet 
AoGt 

Sep*euthrs 

Octobre 
Mov.uó re 
Deceath re 

Année 

. 	1 La désaisonnalisa*ion des estimations an dollars constants (1986) s'obtient en dIgonflant avec un indice 
i.ilici+e, las donriées désaisonnalisées an dollars courants. 
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TABLE 10. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Est2aates 

Sales 

Ventes 

Januaryl February March *prill May June 
1994! 1994 1994 19941 1994 1994 

No. Janvierj Fvrier Mars AvrilI Mai Juin 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 4,096.8 4,106.6 4,140.0 4,117.4 4,18.5 4,142.5 

2 All other food stores 277.0 286.2 293.8 285.8 291.2 313.8 

3 Drugs and patent medicine stores 1,006.7 1,007.5 1,009.2 1,002.4 999.4 1,000.3 

4 Shoe stores 144.8 150.1 142.9 145.0 147.2 145.1 

5 Men's clothing stores 148.6 146.4 153.3 150.1 141.2 143.0 

6 I4omens clothing stores 306.2 326.5 326.0 324.4 328.7 339.1 

7 other clothing stores 350.7 353.3 569.0 370.5 383.8 399.1 

8 Household furniture and 678,6 685.6 702.3 708.7 719.9 723.6 
appliance stores 

9 Household furnishings stores 187.5 189.4 190.3 185.5 188.9 188.7 

10 Motor vehicle and recreational 3,702.4 3,844.0 3,885.6 39827.9 3,890.6 4,024.1 
vehicle dealers 

11 Gasoline service stations 1,187.1 1,191.1 1080.3 1,169.9 1,180.2 1,189.6 

12 Automotive parts, accessories 987.6 969.0 977.8 986.4 963.7 985.8 
and service 

13 General merchandise stores 1,709.5 1,811.8 1,835.6 1,760.2 1,773.1 1,799.4 

14 Other semi-durable goods stores 578.0 580.1 585.3 592.8 595.2 598.6 

15 Other durable goods stores 450.2 462.0 470.6 467.2 469.0 472.5 

16 Other retail stores 839.0 859.1 872.1 856.2 871.9 882.5 

17 Total, all stares 16,650.6 16,968.5 17,134.1 16,950.5 27,102.5 17,347.7 

Regions 

18 Newfoundland 281.0 279.7 283.7 282.5 283.4 287.7 

19 Prince Edward Island 73.2 72.0 73.3 71.5 71.8 71.6 

20 Nova Scotia 540.1 539.5 553.5 532.6 527.4 535.4 

21 New Brunswick 416.4 431.7 415.2 402.9 411.7 415.8 

22 Quebec 4,144.9 4,199.8 4,200.7 42122.5 4,216.4 4,247.7 

23 Ontario 69015.2 6,181.5 63,262.2 6,212.1 6,246.4 6,364.7 

24 Manitoba 567.2 585.3 585.6 572.9 556.6 582.3 

25 Saskatchewan 499.0 508.5 512,1 520.9 515.1 520.8 

26 Alberta 1,763.1 1,792.2 1,858.4 1,829.1 11823.5 17845.0 

27 British Colunthia 2,295.0 22322.4 2,335.5 23347.4 2,393.6 2,420.3 

28 Yukon 17.6 17.8 17.7 17.8 17.6 17.4 

29 Northwest Territories 38.0 38.1 38.3 38.4 39.0 38.9 
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TAELEAU 10. Ventes au detail, dCsaisonnaliséms, scion Ic groupe de coerce et la rég*on 
esti.ations hi.storiques) 

Sales 

Ventes 

	

Julyl 	August Sep+eith.r October Noveuther Oecether 

	

19941 	1994 	1994 	1994 	1994 	1994 

	

Juilleti 	AoG* Septethre Octobre Nove,óre B&ca.thre 	 N' 

millions of dollars - millions do dollars 

4,195.6 49166.7 4,116.3 4,141.7 4071.3 4,219.5 

322.0 328.4 327.8 335.4 321.4 339.3 

1,002.1 1,005.6 1,010.0 1,004.8 994.3 993.7 

148.3 159.5 143.2 145.1 150.7 147.6 

140.4 139.0 134.9 134.0 132.9 138.1 

338.3 342.5 342.2 349.9 350.3 360.1 

403.3 422.4 416.9 407.5 428.6 434.8 

723,9 722.8 727.3 753.2 745.0 781.7 

	

192.7 	192.3 	193.3 	192.9 	194.6 	191.2 

	

3,751.0 	3,806.6 	4,037.8 	4,102.0 	4,068.5 	4,149.2 

1,193.3 1,192.7 1,181.3 12171.6 1,185.9 1,179.6 

991.3 992.8 978.1 995.3 1,016.1 1,021.4 

1,779.5 1,843.4 1,760.0 1,814.3 1,806.2 1,837.8 

607.0 613.4 601.7 611.5 609.8 597.9 

4.74.8 478.4 456.6 465.5 479.2 468.1 

04.2 894.8 907.1 919.6 921.3 923.2 

17,167.9 17,301.3 17,334.3 17,544.5 17,576.2 17,783.2 

Groupe de cerce - Canada 

Supermarchs d'alimenkation at Ipic.rias 	I 

Tous las au*r.s megasins dalimentat ion 	2 

Pharmecies at megasins do mdicamen+s brevatês 3 

Magasins do chaussures 	 4 

Magasins do v*emen+s pour houres 	S 

Magasins do v*.menks pour dames 	6 

Aufres magasins do vtemen+s 	7 

Magasins do meublos at d'appareils ménagers 	8 

Magasins d'accessoir.s d'amsublement 

Concessionnaires do véhicules au+omobiles 
at recrä+ifs 

Stat ions-service 

Magasins do pisces at daccessoiras pour 
automobiles at services 

Magasins do merchandises div.rses 

Autres magasins do produits semi-durables 

Autres megasins do produi+s durables 

Autres megasins do yenta au detail 

Total, ensble des .agasins 

9 

10 

11 

12 

13 

14 

15 

16 

17 

Regions 

	

283.9 	283.9 	285.7 	287.1 	284.0 	286.1 

	

70.7 	71.5 	71.9 	74.6 	72.4 	73.1 

	

535.3 	534.3 	535.2 	541.6 	542.6 	546.2 

	

405.1 	400.4 	394.4 	409.6 	410.9 	420.2 

	

4,165.4 	4,214.0 	4,175.2 	4,173.8 	4,234.6 	4,268.1 

	

6,298.0 	6,358.2 	6,420.4 	6,517.0 	6,550.9 	61618.1 

	

573.7 	581.7 	574.1 	590.9 	583.8 	594.9 

	

523.1 	524.2 	530.3 	547.1 	531.9 	533.6 

	

1,824.4 	1,829.2 	1,781.4 	1,836.9 	1,816.3 	1,854.7 

	

2,432.0 	2,447.5 	2,509.1 	2,508.4 	2,491.5 	2,529.7 

	

17.7 	17.4 	17.5 	17.5 	17.5 	18.2 

	

38.6 	38.8 	39.2 	39.9 	39.9 	40.3  

Terr.-Neuv. 

jle-du-Prince-douard 

Nouv.1le-cosse 

Nouveau-Brunswick 

Qusb•c 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

Colo.th ie-Britannique 

Yukon 

Terriroires du Nord-.Ouast 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 



TABLE 10. Retail Sales, Seasonally Adjusted, by Trade Group and by Region (Historical 
Est3ates) 

Change from previous month 
10 

January 

Variation 

February 

par rapport 

March 

au mois 

April 

précident 

hay June 
1994 1994 1994 1994 1994 1994 

No. Janvier Février 	liars 	Avril 

Per cent - pourcentage 

hal Juin 

Trade Group - Canada 

1 Supermarkets and grocery stores 1.0 0.2 0.8 -0.5 1.0 -0.4 

2 All other food stores 0.2 3.3 2.6 -2.7 1.9 7.8 

3 Drugs and patent medicine stores 1.2 0.1 0.2 -0.7 -0.3 0.1 

4 Shoe stores 6.9 3.6 -4.8 1.5 1.5 -1.4 

5 liens clothing stores 0.2 -1.5 4.7 -2.1 -5.9 1.2 

6 Homens clothing stores -3.5 6.6 -0.1 -0.5 1.3 3.2 

7 Other clothing stores -0.6 0.7 4.5 0.4 3.6 4.0 

8 Household furniture and -4.2 1.0 2.4 0.9 1.6 0.5 
appliance stores 

9 Household furnishings stores -3.3 1.0 0.5 -2.5 1.8 -0.1 

10 Motor vehicle and recreational 0.8 3.8 1.1 -1.5 1.6 3.4 
vehicle dealers 

11 Gasoline service stations 4.2 0.3 -0.9 -0.9 0.9 0.8 

12 Automotive parts, accessories 6.1 -1.9 0.9 0.9 -2.3 2.3 
and service 

13 General merchandise stores -1.3 6.0 1.3 -4.1 0.7 1.5 

14 Other semi-durable goods stores 1.5 0.4 0.9 1.3 0.4 0.6 

15 Other durable goods stores 0.9 2.6 1.9 -0.7 0.4 0.8 

16 Other retail stores 1.6 2.4 1.5 -1.8 1.8 1.2 

17 Total, all stores 0.9 1.9 1.0 -1.1 0.9 1.4 

Reglnns 

18 Newfoundland 0.8 -0.4 1.4 -0.4 0.3 1.5 

19 Prince Edward Island 2.8 -1.7 1.8 -2.5 0.4 -0.2 

20 Nova Scotia 3.2 -0.1 2.6 -3.8 -1.0 1.5 

21 New Brunswick 1.6 3.7 -4.3 -2.5 2.2 1.0 

22 Quebec 3.6 1.3 - -1.9 2.3 0.7 

23 Ontario -1.1 2.8 1.3 -0.8 0.6 1.9 

24 Manitoba 2.3 3.2 - - -2.2 -2.8 4.6 

25 Saskatchewan -0.2 1.9 0.7 1.7 -1.1 1.1 

26 Alberta - - 1.7 3.7 -1.6 -0.3 1.2 

27 British Coluuthia 1.3 1.2 0.6 0.5 2.0 1.1 

28 Yukon 8.3 1.2 -0.3 0.3 -1.3 -1.0 

29 Northwest Territories 1.7 0.5 0.6 - - 1.6 - - 
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-1.3 - - 0.6 0.5 -1.1 

-1.3 1.1 0.6 3.8 -2.9 

- - -0.2 0.2 1.2 0.2 

-2.6 -1.2 -1.5 3.8 0.3 

-1.9 1.2 -0.9 - - 1.5 

-1.0 1.0 1.0 1.5 0.5 

-1.5 1.4 -1.3 2.9 -1.2 

0.4 0.2 1.2 3.2 -2.8 

-1.1 0.3 -2.6 3.1 -1.1 

0.5 0.6 2.5 - - -0.7 

1.9 -1.9 0.7 0.1 -0.4 

-1.0 0.8 0.8 1.9 -0.1 

Terre-Neuve 18 

±le-du-Prince-Edouard 19 

Nouvelle#cosse 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colothie-Brifannique 27 

Yukon 28 

T.rrjIojres du Nord-Ouest 29 

0.7 

0.9 

0.7 

2.3 

0.8 

1.0 

1.9 

0.3 

2.1 

1.5 

4.5 

1.1 

TABLEAU 10. Ventes au detail, désaisonnaliséms, solon Ia groupe de coerce at Ia region 
(estimations historiques) 

Change from previous month 

Variation par rapport au eiois précédent 

	

July 	August Soptonther October Novether Decerther 

	

1994 	1994 	1994 	1994 	1994 	1994 

	

Jui.11ot 	AoGt Sepienthre 	Octobre Noveuthre Décenthre 	 No  

Per cent - pourcenfage 

Groupe do coerce Canada 

1.3 -0.7 -1.2 0.6 0.7 

2.6 2.0 -0.2 2.3 -4.2 

0.2 0.3 0.4 -0.5 -1.0 

2.2 7.6 -10.2 1.3 3.8 

-1.8 -1.0 -3.0 -0.6 -0.8 

-0.2 1.2 -0.1 2.2 0.1 

1.1 4.7 -1.3 -2.2 5.2 

- - -0.2 0.6 3.6 -1.1 

2.2 -0.2 0.5 -0.2 0.9 

-6.8 1.5 6.1 1.6 -0.8 

0.3 -0.1 -1.0 -0.8 1.2 

0.5 0.2 -1.5 1.8 2.1 

-1.1 . 	

1.4 

3.6 -4.5 3.1 -0.4 

1.1 -1.9 1.6 -0.3 

0.5 0.8 -4.6 2.0 2.9 

2.5 -1.0 1.4 1.4 0.2 

-1.0 0.8 0.2 1.2 0.2 

Supermarchés d'alimuntaf ion at épiceriss 	 I 

Tous las autr.s umgasins d'alimsntat ion 	2 

Pharmacies at magasins de medicaments bravates 3 

tiagasins de chaussures 	 4 

tiagasins de vétanients pour heiimies 	S 

Pbgasins de vétemenks pour dames 	6 

Aufres magasins de vêfem.nts 	7 

Magasins do moublas of d'appareils ménagers 	8 

tgasins daccessoires dameublement 	9 

Concessiannaires da véhicules automobiles 	10 
of récreatafs 

Stat ions-serv ice 	 11 

Magasins d. pièces at daccessoires pour 	12 
automobiles at services 

Magasins de merchandises diverses 	13 

Autras magasins do produits s.mi-durabLes 	14 

Autres niagasins de produits durables 	15 

Autres magasins de vente au detail 	16 

Total, ensemble des .agasins 	17 

1.2 

5.6 

-0. 1 

-2.0 

3.9 

2.8 

1.5 

4.9 

-1.7 

2.0 

-0.5 

0.5 

1.7 

-2.0 

-2.3 

0.2 

1.2 

Regions 

. 
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TASLE 10. Retail Sales, Seasonally Adjusted, by Trade Croup and by Region (Historical 
Estimates) 

Change from previous year 

January 

Variation 

February 

par rapport i 

March 

l'annés pr6c6dente 

April May June 
1994 1994 1994 1994j 1994 1994 

No. Janvier Février 	Mars 	Avrilf 

Per cent - pourcentage 

Mai Juin 

Trade Group - Canada 

1 Supermarkets and grocery stores 3.0 4.6 6.0 4.6 5.7 5.0 

2 All other food stores - - 0.8 2.2 -1.8 1.4 11.3 

3 Drugs and p.tent medicine stores 5.4 1.4 1.8 1.5 1.6 1.0 

4 Shoe stores 7.6 14.6 11.1 7.3 11.2 8.9 

5 Men's clothing stores 7.1 3.7 11.6 6.1 -2.5 0.4 

6 Homen ' s clothing stores -3.1 3.8 6.4 1.5 2.3 6.7 

7 Other clothing stores -1.7 1.8 6.7 5.0 8.8 16.3 

8 Household furniture and -4.0 0.2 2.4 1.8 4.3 4.2 
appliance stores 

9 Household furnishings stores -0.2 3.0 3.6 -0.3 1.7 0.4 

10 Motor vehicle and recreational 10.8 17.3 18.2 11.9 14.3 19.4 
vehicle dealers 

11 Gasoline service stations -0.4 -0.8 -1.6 -1.8 -0.1 0.1 

12 Automotive parts, accessories 11.3 6.3 10.1 10.9 7.6 11.1 
and service 

13 General merchandise stores -0.5 6.9 9.1 2.9 4.0 7.1 

14 Other semi-durable goods stores 5.2 5.3 6.0 6.0 6.5 8.0 

IS Oh.r durable goods stores 4.2 8.5 10.9 2.0 8.6 11.1 

16 Other retail stores 0.2 3.8 5.3 2.7 4.9 6.6 

17 Total, all stores 4.0 6.8 8.2 5.2 6.6 8.6 

Regions 

18 Newfoundland 0.8 2.2 3.2 1.5 3.9 4.0 

19 Prince Edward Island 8.4 0.1 7.9 2.9 3.7 1.7 

20 Nova Scotia 4.5 4.1 9.6 0.6 -1.4 -1.4 

21 New Brunswick 3.0 8.0 2.9 -6.1 0.6 1.7 

22 Quebec 6.3 8.5 9.4 5.4 8.3 8.7 

23 Ontario 1.7 6.1 6.3 3.7 5.3 9.3 

24 Manitoba 2.2 6.5 5.4 2.5 1.8 7.6 

25 Saskatchewan 6.1 7.4 9.2 11.7 9.1 11.1 

26 Alberta 2.9 7.2 14.4 8.7 8.1 10.1 

27 British Colu,ia 7.5 6.1 8.2 9.6 10.1 10.0 

28 Yukon 5.3 1.9 6.6 4.2 1.8 0.1 

29 NorThwest Territories 17.1 16.3 20.1 9.5 17.5 16.2 
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Groupe do ooerco - Canada 

Supermarshes dalimentation at épiceries 	I 

bus los autres megasins dalimentation 	2 

Pharmacies at iragasins do médicaments brevefés 3 

'tagasins do chaussures 	 4 

Igasins do viteinsnts pour houeius 	S 

Magasins do vétements pour dames 	6 

Autres megasins do vétomonts 	7 

Magasins do meubles at d'appareils managers 	8 

Magasins daccessoires damoubloment 	9 

Concessionnaires do véhicules automobiles 	10 
at rIcrea+zfs 

Stat ions-serv ice 	 11 

Magasins do pieces at daccessoires pour 	12 
automobiles ct services 

Magasins do merchandises divorses 	13 

Autros magasins do produits semi-durables 	14 

Autros unagasins do produits durables 	15 

Autres magasins do vente au detail 	16 

Total, ensemble des .egasins 	17 

Rég ions 

Terro-N.uve 18 

le-du-Princo-Edouard 19 

Nouvalle-cossa 20 

Nouveau-Brunswick 21 

Québec 22 

Ontario 23 

Manitoba 24 

Saskatchewan 25 

Alberta 26 

Colodie-Britannique 27 

Yukon 28 

Territoires du Hard-Quest 29 

S 
Retail Trade, February 1995 
Statistics Canada - Cat. No. 63-005 

Commerce de detail, février 1995 
Statistique Canada - n° 63-005 au catalogue 

TASLEALJ 10. Ventes au detail, dCsaisonnalieCes, se]nn 2e groupe de coarce at la a-Cgiun 
(esti.ations historiques) 

Change from previous year 

Variation par rapport i lannee précédente 

	

July 	AUgUSt Sopteither October Novether Oecether 

	

1994 	1994 	1994 	1994 	1994 	1994 

	

Juillet 	Aoit Sop+e.ro 	Octobre Noveire DIceitthre 	 N' 

Per cent - pourcentage 

. 

5.8 4.5 2.9 3.1 3.1 4.0 

14.1 17.2 16.7 22.5 13.3 22.7 

1.2 0.7 0.5 0.7 -0.7 -0.1 

10.6 19.2 3.5 3.5 9.9 9.0 

-3.5 -4.4 -8.7 -12.3 -13.3 -6.9 

1.9 6.4 7.6 10.9 9.8 13.5 

7.3 15.9 16.5 13.3 20.9 23.3 

2.6 2.9 3.2 7.0 6.2 10.3 

3.3 2.3 2.4 3.6 3.3 -1.3 

7.7 8.4 16.2 16.8 12.6 12.9 

0.9 -0.5 -1.6 -1.3 0.1 3.6 

9.1 9.1 5.9 8.0 10.8 9.8 

4.2 8.0 2.3 5.5 5.0 6.1 

10.2 11.7 8.8 10.8 9.1 5.0 

10.3 11.0 5.9 6.9 10.1 4.9 

9.2 7.5 9.9 12.7 12.2 11.8 

5.9 6.4 6.5 7.7 7.0 7.5 

1.5 1.5 2.8 2.9 2.2 2.6 

-1.1 -0.7 0.7 4.3 1.0 2.6 

-0.4 -1.1 -2.1 1.1 0.3 4.4 

-3.5 -4.8 -6.7 -2.4 -1.1 2.5 

4.6 6.1 4.6 4.3 5.0 6.7 

6.3 6.2 7.9 9.1 9.2 8.8 

3.6 4.7 1.8 4.4 3.2 7.3 

9.2 8.4 9.7 13.7 8.2 6.7 

7.2 8.2 5.0 8.1 4.0 5.2 

10.3 10.7 13.3 13.4 11.4 11.6 

-0.9 3.0 3.8 2.0 2.1 12.5 

15.6 11.3 10.0 12.0 9.4 8.0 



TABLE 11. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estioates) 

Sales 

Ventes 

Januaryt February March April Play June 
19941 1994 1996 1994 1994 l 1994 

No. Janvierl Février Mars 
1  

Avril Mai Juin 

millions of dollars - millions de dollars 

Trade Group - Canada 

1 Supermarkets and grocery stores 3001.7 3,646.2 4,081.5 41155.1 4,164.5 4,285.7 

2 All other food stores 231.2 239.6 278.7 279.8 300.2 337.7 

3 Drugs and patent medicine 955.6 905.3 999.2 974.4 978.8 999.2 
stores 

4 Shoe stores 111.5 87.4 114.8 151.1 157.0 148.1 

5 Plans clothing stores 114.3 86.1 117.1 143.8 136.2 148.9 

6 I4omen's clothing stores 218.8 207.3 280.4 317.0 332.7 340.5 

7 Other clothing stores 248.2 222.2 310.2 333.7 350.6 377.5 

8 Household furniture and 567.6 524.2 645.6 655,3 656.0 708.5 
appliance stores 

9 Household furnishings stores 141.9 144.8 172.5 174.3 187.9 201.0 

10 Motor vehicle and recreational 2,769.4 3,073.4 6,197.3 4,385.2 4,791.6 4,844.1 
vehicle dealers 

11 Gasoline service stations 13101.9 19042.3 1024.6 1,083.4 11196.1 12253.9 

12 Automotive parts, accessories 
and service 

802.0 732.4 900.4 12002.8 1,073.2 1003.9 

13 General merchandise stores 1,223.6 1,243.2 1,582.3 1,633.9 1,680.0 1,725.4 

14 Other semi-durable goods stores 415.3 414.1 472.2 535.5 663.1 641.9 

15 Other durable goods stores 343.0 326.7 370.1 415.4 455.7 479.9 

16 Other retail stores 619.8 633.4 762.4 792.4 863.1 934.3 

17 Total, all stores 13,765.6 13,528.6 16,409.3 17,033.2 17,986.9 18,530.6 

Regions 

18 NewFoundland 221.8 215.4 265.5 278.8 288.9 301.3 

19 Prince Edward Island 58.0 53.7 64.5 68.1 74.4 78.9 

20 Nova Scotia 442.6 418.2 517.5 532.6 544.8 575.3 

21 New Brunswick 333.9 337.6 388.8 402.0 429.0 444.8 

22 Quebec 3,341.8 3,291.6 42048.9 4,355.6 4,660.1 4,645.7 

23 Ontario 59007.2 4,946.3 52956.8 6,140.9 6,500.1 6,825.3 

24 Planitoba 475.0 473.6 561.8 571.4 578.3 611.8 

25 Saskatchewan 425.3 405.6 493.4 525.4 527.4 549.4 

26 Alberta 1,465.3 1,427.4 1,791.6 1,836.8 1,890.6 13,944.4 

27 British Coluia 1,948.9 1,914.6 29267.8 2,267.1 2,436.1 21,490.5 

28 Yukon 13.6 13.4 15.6 16.9 18.2 20.4 

29 Northwest Territories 32.3 31.3 37.0 37.5 39.1 42.7 

Retai Trade, February 1995 	 Commerce de detail, février 1995 
Stat,stics Canada - Cat. No. 63-005 	 -36- 	Statistique Canada - n' 63-005 au catalogue 



Groupe do caerce - Canada 

Sup.rmarchés dalimontation at 1 
épicorios 

Thus los autros magasins 2 
d alimontation 

Pharmacies at Inagasins do mdicament 3 
brevetIs 

gasins do chaussures 4 

Pgasins do vetomonts pour hou.ies S 

lagasins do vetemonts pour dames 6 

Autres mogasins do vê'termn+s 7 

tiagosins do moublos at dappareils 8 
mérag.rs 

Ilagasins daccessoires d'ameublement 9 
Concossionnaires do váhiculos 10 

automobiles at récriatifs 

Stations-service 11 

tiagasins do pieces at daccessoires 12 
pour automobiles at services 

Magasins do marchandisos divorses 13 

Au*rss uagasins do produits semi- 14 
durables 

Autres magasins do produits durables 15 

Autres magasins do yenta cu d6'tail 16 

4,449.7 4,112.4 4097.2 4,071.6 3,985.1 4,722.2 49,772.9 

357.9 334.0 326.2 326.2 299.8 410.9 3,722.1 

963.5 998.9 1,008.6 1,012.8 991.3 1,248.4 12,036.1 

134.9 160.0 159.8 160.2 175.0 209.9 
118.2 112.7 126.6 137.5 162.2 298.3 

322.4 322.4 362.9 353.3 375.7 600.8 

357.2 433.9 453.3 423.4 487.1 742.7 

709.8 719.1 763.7 770.9 806.4 1,145.3 

1,769.6 

1,702.0 

4,034.3 

4,740.0 

8,672.5 

201.1 209.1 200.5 199.3 217.7 237.0 
3,943.1 3,900.4 32989.8 3,934.8 3,849.0 3,411.5 

1,311.5 1,302.1 11210.8 1,209.4 1,184.2 1,182.5 

1,027.9 1 1 001.1 962.2 1,002.8 1,122.0 13.134.6 

1,619.9 1,776.6 1,701.7 1,875.9 2,256.8 3,211.3 

10.5 630.6 593.6 583.1 650.4 961.0 

469.0 481.4 452.8 413.0 483.0 924.4 

1,008.0 918.2 912.5 879.7 881.5 12445.8 

. 

2,287.2 

47,089.7 

14,202.6 

11,865.3 

21,530.7 

7,171.3 

5,614.2 

10,651.1 

S 
TAB L EAIJ 11.. Ventes au detail, non -dCsaisonnalisCes, sniDe in groupe de coerce et i.e region 

(estioations Ilistoriques) 

Sales 

Ventas 

	

July 	August Sopt.uôer October :ov:mberl Deco.er 	Year 

	

1994 	1994 	1994 1994 	1994 	1994 	1994 

	

Juillet 	Aoüt Septombro Octobre ov.ór.1 Décembre 	Année 

millions of dollars - millions do dollars 

17,604.7 17,412.9 17,422.3 17,354.0 17,927,0 21,884.5 206,861.5 Total, ansele des .agasns 	17 

Régácns 

Terre-Nouve 18 

flo-du-Prince-Edouard 19 

Nouvollo-Ecosse 20 

Nouveau-Brunswick 21 

Qubac 22 

Ontario 23 

Fnitoba 24 
Saskatchewan 25 
Alberta 26 
Colombie-Britanniqu. 27 
Yukon 28 
Terrifojres du Nord-Oue,+ 29 

	

298.7 	294.1 	287.5 	282.9 	304.7 	369.3 
	

3,408.8 

	

81.8 	79.5 	73.8 	72.7 	72.9 	89.3 
	

867.6 

	

557.2 	546.8 	542.7 	536.1 	556.9 	692.9 
	

6,463.7 

	

426.8 	411.8 	396.5 	408.2 	435.5 	517.2 
	

4,932.0 

	

4,311.2 	4,260.3 	4,196.8 	4 7 095.7 	4,195.2 	4,960.8 50,363.7 

	

6,549.0 	6,260.0 	6,457.4 	6,455.2 	6,799.1 	8,346.9 76,044.2 

	

577.9 	573.8 	569.8 	588.4 	606.3 	760.8 	6,949.0 

	

529.9 	526.0 	521.0 	549.4 	552.3 	661.6 	6,266.6 

	

1,875.2 	1,861.9 	1,783.6 	1,811.1 	1,853.7 	29312.9 21,854.6 

	

2,534.4 	2,539.1 	2,537.9 	2,496.6 	29493.4 	3005.8 29,032.1 

	

21.1 	20.4 	17.7 	17.3 	16.6 	20.4 
	

211.7 

S 
	41.5 	39.1 	37.9 	40.2 	40.3 	48.5 

	
467.4 

Retai Trade, February 1995 
Statistics Canada Cat. No. 63.005 

Commerce de detail, tévrier 1995 
Statistique Canada - no 63-005 au catalogue 



TABLE 11.. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Estiaates) 

Change from previous month 

January 

Variation par 

February 

rapport 

March 

Cu mois prcád.nt 

April May June 
19941 1994 1994 1994 1994 1994 

No. .Janvierl Fvrier 	Mars 

Per cent - 

Avril 

pourcentaga 

Mai Juin 

Trade Group - Canada 

I Supermarkets and grocery stores -11.6 -6.5 11.9 1.8 0.2 2.9 

2 All other food stores -31.2 3.6 16.3 0.4 7.3 12.5 

3 Drugs and patent medicine -24.1 -5.3 10.4 -2.5 0.5 2.1 
stores 

4 Shoe stores -39.6 -21.6 31.4 31.7 3.9 -5.7 

S Men's clothing stores -63.3 -24.7 36.1 22.7 -5.3 9.3 

6 Nomens clothing stores -58.1 -5.2 35.3 13.1 4.9 2.4 

7 Other clothing stores -58.7 -10.5 39.6 7.6 5.0 7.7 

8 Household furniture and -44.3 -7.6 23.2 1.5 0.1 8.0 
appliance stores 

9 Household furnishings stores -41.1 2.0 19.1 1.0 7.9 7.0 

10 Motor vehicle and recreational -11.1 11.0 36.6 4.5 9.3 1.1 
vehicle dealers 

11 Gasoline service stations -4.0 -5.4 7.9 -3.7 10.4 4.8 

12 Automotive parts 	accessories -22.9 -8.7 22.9 11.4 7.0 2.9 
and service 

13 General marchandise stores -59.5 1.6 27.3 3.3 2.8 2.7 

14 Other semi-durable goods slores -54.6 -0.3 14.0 13.4 23.8 -3.2 

15 Other durable goods stores -61.2 -4.7 13.3 12.2 9.7 5.3 

16 Other retail stores -51.4 2.2 20.4 3.9 8.9 8.2 

17 Total, all stores -32.1 -1.7 21.3 3.8 5.6 3.0 

Regions 

18 Newfoundland -38.1 -2.9 23.3 5.0 3.6 4.3 

19 Prince Edward Island -32.7 -7.4 20.0 5.6 9.3 6.0 

20 Nova Scotia -33.1 -5.5 23.7 2.9 2.3 5.6 

21 New Brunswick -33.3 1.1 15.2 3.4 6.7 3.7 

22 Quebec -27.6 -1.5 23.0 7.6 7.0 -0.3 

23 Ontario -34.8 -1.2 20.4 3.1 5.8 5.0 

24 Manitoba -32.3 -0.3 18.6 1.7 1.2 5.8 

25 Saskatchewan -31.6 -4.6 21.6 6.5 0.4 4.2 

26 Alberta -32.9 -2,6 25.5 2.5 2.9 2.8 

27 British Coluthia -30.6 -1.8 18.5 - - 7.5 2.2 

28 Yukon -26.2 -1.5 16.1 8.4 7.5 12.6 

29 Northwest Territories -27.6 -3.4 18.5 1.2 4.4 9.1 

Retail Trade, February 1995 	 Commerce de detail, fCvrier 1995 
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TAILEAIJ 11. V.ntms au detail, non -dCsaisonnalisées, solon I. groups do coerce ot l.a régon 

S (estaations flistoriquns) 

Change from previous month 

Variation par rapport au mois prcóden* 

July August S.pteth.r October Novuthor Osceuther 
1994 1994 1994 1994 1994 1994 

Juillot AoGt Septe.thre Octobre Novethre Oéceuthre 

Per cent - pourcentage 

Groupe do coerce - Canada 

3.8 -7.6 2.1 -3.0 -2.1 18.5 Supermarchés d'alimentation at 1 
ép iceries 

6.0 -6.7 -2.3 - - -8.1 37.1 Tous les autros megasins 2 
d 'alimontat ion 

-3.6 3.7 1.0 0.4 -2.1 25.9 Pharmacies at magasins de médicament 3 
breve Is 

-8.9 18.5 -0.1 0.3 9.2 20.0 Piagasins do chaussures 4 

-20.6 -4.6 12.3 8.7 17.9 84.0 Plsgasins do vétements pour houies 5 

-5.3 - - 12.6 -2.7 6.4 59.9 Piagasins do vitements pour dames 6 
-5.4 21.5 4.5 -6.6 15.0 52.5 Aufros magasins do vê*omsnts 7 

0.2 1.3 6.2 0.9 4.6 42.0 tlagasins do meubles of dappareila 8 
managers 

0.1 3.9 -4.1 -0.6 9.2 8.9 Plagasins daccessoires d'aineubloment 9 

-18.6 -1.1 2.3 -1.4 -2.2 -11.4 Concessionnair.s do v fihiculas 10 
automobiles of rIcrIa*ifs 

4.6 -0.7 -7.0 -0.1 -2.1 -0.1 Stations-service 11 

-6.9 -2.6 -3.9 4.2 11.9 1.1 Maga sins do picos of daccessoires 12 S pour automobiles of services 

-6.1 9.7 -4.2 10.2 20.3 42.3 Magasins do merchandises diverase 13 

-4.9 3.3 -5.9 -1.8 11.5 47.8 Autr.s megasins de produits semi- 14 
durables 

-2.3 2.6 -5.9 -8.8 16.9 91.4 Autras megasins do produils durables 15 

7.9 -8.9 -0.6 -3.6 0.2 64.0 *utras m.gasins do vent. •u detail 16 

-5.0 -1.1 0.1 -0.4 3.3 22.1 Total, ensemble des megasins 17 

Régons 

-0.9 -1.5 -2.3 -1.6 7.7 21.2 Terre-Mauve 18 
3.8 -2.9 -7.2 -1.4 0.3 22.5 fle-du-Prince-Edouard 19 

-3.1 -1.9 -0.8 -1.2 3.9 24.4 Nouv.11o-cosse 20 

-4.1 -3.5 -3.7 3.0 6.7 18.8 Nouveau-Brunswick 21 

-7.2 -1.2 -1.5 -2.4 2.4 18.2 Québec 22 
-7.0 -1.4 3.2 - - 5.3 22.8 Ontario 23 

-5.5 -0.7 -0.7 3.3 3.0 25.5 Manitoba 24 
-3.6 -0.7 -1.0 5.5 0.5 19.8 Saskatchewan 25 
-3.6 -0.7 -4.2 1.5 2.4 24.8 Alberta 26 
1.8 0.2 - - -1.6 -0.1 24.6 Colonthie-Britannique 27 

3.1 -3,1 -13.2 -2.2 -4.2 22.7 Yukon 28 
-2.9 -5.7 -3.2 6,1 0.4 20.3 Terrikoires du Nord-Ouesf 29 

Retail Trade, February 1995 	 Commerce de déta, février 1995 
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TABLE 11. Retail Sales, not Seasonally Adjusted, by Trade Group and by Region (Historical 
Esticates) 

Change from previous year 

January 

Variation 

February 

par rapport 

March 

a l'anné. 
April 

prIc6denke 

Ma

y June 
1994 1994 1994 1994 1994 1994 

No. Janvier Févri.r Mars 

Per cent - 

Avril 

pourcentage 

Mai Juin 

Trade Group - Canada 

1 Supermerkeks and grocery stores -0.4 4.6 9.9 5.3 2.5 7.5 

2 All other food stores -3.6 0.6 7.2 -4.5 -0.6 11.5 

3 Drugs and patent medicine 4.6 1.7 3.2 0.4 1.9 2.4 
stores 

4 Shoe stores 6.3 14.7 13.0 10.0 8.5 8.5 

S lien's clothing stores 8.3 6.3 14.1 11.6 -7.5 3.8 

6 Nomen's clothing stores -6.2 2.9 8.6 1.8 -1.3 6.6 

7 Other clothing stores -5.9 -0.2 7.3 3.0 5.4 15.2 

8 Household furniture and -4.3 -0.5 3.4 - - 3.7 5.0 
appliance stores 

9 Household furnishings stores -1.1 3.6 2.4 -0.8 3.0 -0.4 

10 Motor vehicle and recreational 10.3 17.6 18.0 9.7 17.8 19.3 
vehicle dealers 

11 Gasoline service stations -0.5 -0.5 -1.2 -3.2 - - 13 

12 Automotive parts, accessories 11,1 6.9 10.5 10.4 8.5 11.0 
and service 

13 General merchandis. stores -0.9 6.7 11.7 2.4 1.9 8.0 

14 Other semi-durable goods stores 4.9 4.9 8.7 4.0 6.0 8.3 

15 Other durable goods stores 4.4 9.2 13.8 2.3 7.5 13.4 

16 Other retail stores -3.1 3.6 9.5 0.9 1.6 8.8 

17 Total, all stores 2.3 6.7 10.4 4.7 6.4 10.1 

Regions 

18 Newfoundland -2.5 1.7 5.7 0.9 3.8 5.2 

19 Prince Edward Island 7.3 0.4 10.5 1.8 3.9 3.6 

20 Nova Scotia 3.0 3.8 10.7 -0.3 -1.9 1.6 

21 New Brunswick 0.6 7.8 5.2 -5.9 1.1 2.2 
22 Quebec 4.7 8.6 12.3 4.6 8.1 10.7 
23 Ontario - - 6.0 8.6 2.9 4.8 11.0 
24 Manitoba -0.2 6.7 9.5 1.6 1.7 8.5 
25 Saskatchewan 4.1 7.2 11.3 12.3 8.1 12.1 
26 Alberta 0.8 7.0 16.5 8.8 8.5 10.7 
27 British Coluthia 6.3 5.9 8.5 9.5 10.3 10.2 
28 Yukon 5.8 3.0 4.9 5.1 0.2 2.7 
29 Northwest Territories 17.5 16.4 22.2 11.2 14.2 18.4 

Reta:1 Trade, 	Fe 	ary 1995 
40 Commerce de detail, février 1995 Statistics Canada - Cat. NO. 63.005 Statistique Canada - n 63.005 au catalogue 
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TABLIEAU 11. Ventms au detail, non-désaisonnalisles, scion in groupe de cannerce at Ia régon 
(estimations historiques) 

Change from previous year 

Variation par rapport i 1'anne prcdenke 

July August Sep+enor October Noventher Deceuther Year 
1994 1994 1994 1994 1994 1994 1994 

Juillet AoQ* Septeithre Octobre Noventhre Décethre Année No 

Per cent - pourcentage 

Groupe do conne roe - Canada 

2.5 53 5.1 -0.7 4.3 7.0 4.4 Supemnnrchés d'alimenta*ion at I 
epiceries 

15.3 15.9 17.6 17.6 15.2 22.3 9.9 Thus les autros megasins 2 
d alamenLa*ion 

-0.9 2.5 1.6 -0.3 -0.3 -0.9 1.2 Pharmacies at magasins do medicament 3 
brevetés 

7.6 19.2 4.7 2.7 9.2 13.8 9.6 Magasins do chaussur.s 4 

-3.9 -1.1 -9.1 -12.1 -12.9 -4.2 -2.1 Magasins do vétements pour homes 5 

- - 5.9 6.3 6.9 11.3 15.1 5.6 Magasins de vétements pour dames 6 

5.5 14.3 16.9 8.5 19.7 23.6 11.2 Autres megasins do vétements 7 

-2.1 2.9 4.2 6.7 3.3 12.4 3.4 Magasins do maubles at dappareils 8 
ménagers 

0.6 6.0 4.0 3.2 3.3 -1.7 1.8 Magasins daccessoires dameubleunent 9 

4.4 12.3 16.4 16.6 13.4 9.5 13.8 Concessionnaires do véhicules 10 
automobiles of récréa+ifs 

- - 0.1 -0.7 -1.9 -0.2 3.0 -0.3 Sta*ions-service 11 

6.1 12.0 6.4 7.1 10.7 9.1 9.1 Magasins do pieces at daccessoires 12 
pour automobiles at services 

2.1 9.6 1.4 3.8 6.4 6.3 5.1 Magasins do merchandises divarses 13 

8.2 13.8 8.7 10.1 9.9 5.1 7.7 Autres magasins do produits semi- 14 
durables 

8.2 12.7 5.9 5.5 10.1 4.7 7.8 Autres unegasins do produits durables 15 

55 7.3 12.6 8.2 12.6 13.3 7.2 Autres magasins do vonte au detail 16 

3.2 8.0 7.4 5.7 7.4 7.9 6.7 Total, ense.ble des .agasins 17 

Regions 

-0.7 2.8 5.8 0.4 2.5 3.0 2.4 Terre-Neuve 18 

-3.7 0.1 2.9 3.4 0.1 3.6 2.6 ile-du-Prince-Edouard 19 

-3.0 0.6 0.8 -0.3 -0.5 4.7 1.5 Nouvelle4cosse 20 

-5.6 -3.2 -5.1 -4.4 -0.2 3.4 -0.6 Nouveau-Brunswick 21 

1.2 7.9 5.8 1.6 5.5 7.4 6.5 Québec 22 

5.2 7.9 8.2 7.2 9.8 8.7 6.7 Ontario 23 

1.1 4.4 2.6 2.0 3.9 8.5 4.2 Manitoba 24 

7.2 10.1 10.1 12.0 9.2 6.4 9.2 Saskatchewan 25 

5.5 9.1 6.1 5.9 4.4 5.8 7.4 Alberta 26 

8.9 12.8 13.7 12.2 11.6 10.7 10.2 Colothie-Britannique 27 

-2.8 7.1 3.5 2.5 0.9 10.4 3.5 Yukon 28 

12.4 13.2 8.2 11.8 10.9 8.7 13.4 Territoires du Nord-Ouest 29 

Retai. Trade, February 1995 
Statistics Canada - Cat. No. 63-005 	 41 Commerce de detail, fCvrier 1995 

Statistique Canada - n o  63-005 au catalogue 



S 

S 



. 

APPEJIDIX I 
	

APPENDICE I 

. 

Definitions 

etai1 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 
v.nding machines; sales of newspapers or maga-
zines sold directly by printers or publishers; 
and sales macfe by book and record clubs. The 
only exception is the mail-order and catalogue 
sales activities of department store busi-
nesses which have been classified to the 
"general merchandise store" category. In addi-
tion, retail trade excludes retail sales 
through ancillary units, (e.g., warehouses, 
head offices, etc.), sales of contractors 
whose major activity is not retailing; and 
retail transactions between individuals. 

Total net sales include sales of new and 
used merchandise and receipts from repairs, 
equipment rental, food serving and other ser-
vice activities, less returns, adjustments and 
discounts. Total net sales also include trade-
in allowances, commissions earned from sales 
of goods owned by others (including commis-
sions received for lottery ticket sales) and 
proprietors withdrawals of goods for person-
al use let 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. 
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Definitions 

Ceneerce do detail signifie, pour los be-
soins de la presento publication, "l'ensemble 
des ventes faites par des points de vente au 
detail". 

Un point do vente au detail, suivant Is 
dCfinition de Statistique Canada, ask un local 
d'affaires (habituellement un magasin) dont 
l'activitó principals est la vents de merchan-
dises at de services connexes au grand public 
pour la consommation mCnagIre ou personnelle. 
Los estimations relatives au commerce de 
dó+ail no pronnent pas an compte los ventes 
directes, c'est-â-diro los vontes qui no sont 
pas faites par l'intormCdiaire d'un point de 
vente au detail, par exemplo los ventes direc-
tes par demarchag., lea ventes par distribu-
teur automatique, las ventes do journaux ou de 
revues faites directement par las imprimours 
at iditeurs, at las ventes faites par lea car-
cbs du livre at las clubs do disques. Il n'y 
a qu'une exception: lea ventea des grands 
magasins faites par In posts ou par catalogue, 
qui sont clasaCes dans la categoric des "maga-
sins de marchandises diverses". En outre, Is 
commerce do detail ne comprend pas los ventes 
au detail des unites auxiliaires (par exemple, 
entrepôts, siages sociaux, etc.), ni lea 
ventes des entrepreneurs dont l'activitC prin-
cipale no relève pas du commerce do detail, ni 
lea operations do dótail entre particuliers. 

Los ventes mattes totales compr.nnent lea 
ventes do marchandises neuves at d'occasion at 
lea recettes provoriant de róparations, de 
location de materiel, de Is vents de repas at 
d'autres ac+ivitCs de services, noins la va-
lour des rendus Imarchandises retournCss), lea 
ajustements at les rabais. Lea ventes totalos 
nettes comprennent egalement Ia valeur des 
reprisos, los commissions sur la vents do mar-
chandises appartenant a autrui (y compris los 
commissions touchCes pour Is vents de billets 
de loterie) at Is valeur (au detail) dos mar-
chandises prClevCes par Is proprietaire pour 
son usage personnel. On no prend pas an compte 
los recettes hors exploitation, lea recouvre-
monks do mauvaises cróances at lea taxes de 
vente (taxe do vente provinciale ot In taxe 
sur les produita at las services lIPS)) 
percues pour 1s compte dun organisms public. 
Las donnCes sur los ventes antCriaures i jan-
vier 1991 incluent la taxe do vent. fCdérale 
(TVF). DG i cc changemont dana lea taxes in-
directes, lea donnees avant 1991 no sont pas 
tout a fait comparables avoc cellos des anne.s 
subaCquontes. Pour lea utilisateurs inter.ssCs 

calculer dos données coinparables, une esti-
mation du montant de la TVF inclus dana los 
ventes au dCtail pour 1990 eat disponible pour 
Is Canada do In section du commerce do detail. 
Cette estimation nest pas suffisamment liable 
pour permettre des ajustements au niveau 
provincial. 
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Deparent store type •erchandise (DSTh) is 
defined as total retail trade minus the fol-
lowing trade groups: supermarkets and grocery 
stores; all other food storms; recreational 
and motor vehicle dealers; gasoline service 
stations; automotive parts, accessories 
and services; and all other retail stores 
(includes liquor, wine and beer stores and 
retail stores, n.e.c.). 

Les .archandises du genre de cellos vendues 
dans los grands •agasans (NCGN) correspondent 
au total du commerce de dó*ail moms les grou-
pes de commerce suivartts: les supermarchés 

dalimenta*ion at les piceries; tous les au-
tres magasins dalimentation; les concession-
naires de vhicules automobiles et récratifs; 
les stations-service; les magasins de pièces 
at daccessoires pour vóhicules automobiles et 
services; at los autres magasins de vente au 
dótail (comprend los magasins de spirikueux, 
de yin at de bière at les magasins de vente 
au detail, n.c.a.l. 

S 

S 
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METHODOLOGY 

Ceponents of the Universe 

The new business register or Central Fre 
Data Case (CFOB) 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 greater 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 CFDB 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-
nation 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 below a calculated IP boundary. 
The Monthly Retail Trade Survey obtains its 
statistical entities from the employer payroll 
deduction fil, at Revenue Canada. This allows 
for the most up-to-date information to be 
pasned onto the NIP units on the frame. 

The New Sple 

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

Le nouveau registre des entreprises ou Case 
de données du r.gl.stre central (RDRCI repré-
sante l'univers de l'Enquâte m.nsuelle sur Is 
commerce de detail. La BDRC a Clé conçue afin 
do servir do base de soridage centrale pour 
toutes les enquôtes-entreprisos, ce qui permet 
do normaliser los concepts at do génCraliser 
les méthodos at los systmos. La qualitó 
d'ensemble des donnécs commerciales at Ccono-
miques ost ainsi améliorée: on obtient une 
plus grande cohórence, des donnóes administra- 
lives plus exactes at une meilleure coordina- 
lion des systèmes at dos procódures. Un jour, 
toufes los enqutes-en+reprises de Statistique 
Canada seront remanióes at s'intégreront i cc 
nouveau cadre. 

La population cible de l'Enquête sur 1s 
commerce do detail est formCe de tous los 
emplacements statistiques dens Is BDRC qui 
appartiennent au secteur du commerce de dC-
tail. Ces unites constituent Is base do son-
dage do l'Enquête sur Is commerce do detail. 

La base do sondage de Is BDRC est divisCe on 
deux composantes: Ia partie intCgrCe (P1) at 
Is partie non intégrée (PNI). La premièro 
englobe toutos las ontreprises important.s qui 
ont une structure complexe at constitue la 
composante Is plus importanto de Is base an cc 
qui a trait aux vontes. Los entreprises do 
Is P1 peuvent être raprésentCes I plusieurs 
niveaux I lintéri.ur du cadre hiérarchique de 
l'entiLé statistiqu., cc qui permat Is col-
lecto de Is gamme complIte des donnCes Ccono-
miques dans Is cas des grandes sociCtCs. Los 
renseignements sur cos entreprises sont tires 
des fichjars adminjstratifs des declarations 
dimpôt sur 1s revenu at des fichiers des 
comptes do retenues sur Is paye de Revenu 
Canada. 

La partie non intCgrée est constituCa des 
ontreprises a entitC simple do plus petite 
taille dont la valour dos vent.s es+ sous la 
limite calculée de 1. Pt. LEnquIte mensuelle 
sur Is commerce do detail Lire 55 entitCs 
statistiques du fichier des comptes de 
retenues sur Is pay. do Revenu Canada, cc 
qui permet d'intégror aux unites de Is PNI do 
Is base les renseignoments les plus rCcents. 

Nouvel échantillon 

Las entroprisos de Is population cibla sont 
classées an fonction des codes i quatro chif-
fres de Is Classification type des industries, 
I partir de la proportion des ventes que 
représente cheque genre dentrepriso ou encore 
cheque genre de merchandises vendues. La 
population cible est aussi stratifiCe par 
region góographique. Chaque 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 departmeot stores, companies operating 
in several strata, and companies operating 
in one strata with revenue greater than a 
calculated threshold. The large take-some and 
small 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 
uni in the sampling frame are randomly dis-
trik *ed 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 Co22eclUon 

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 ens!re 
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 - rógion gêographique est 
divisóe an trois sous-strafes: une i tirage 
complet, une •grande a tirage partiel" at une 
"petite I tirage partial". Les entreprises do 
la sous-strate I tirags complet sont autore-
prósentatives puisquelles sont forcément 
intógres I léchantillon. La sous-strate a 
tirage complet englobe les sociltés désignées, 
comme las grands magasins, les sociétés en 
activité dans plusieurs strafes at celles an 
activité clans uns strate at ayant des ventes 
supériauras au seull calculé. Las unites de 
la sous-strate •grande a tirage partiell ,  at cia 
cello "petite a tirage partiel sont classees 
salon leurs recettes. 

Afin de determiner la taille des échantil-
lons pour lea branches dactivité salon la 
strata géographique, on calcule la variance ct 
Is total des vontes dans chaque sous-strete at 
on utiliss las resultats pour la repartition. 
Cella-ci se fait suivan'c une méthode qui par-
met do calculer Is nombre dunités I prélever 
dans la strata i tirage partiel a partir des 
deux critres suivants: le coefficient de 
variation requis pour la strafe 5t, bien sCir, 
Is nombre total dunités dCchantillonnage de 
1 enquôte. 

Léchantillon initial a 6ti prélevé a la 
fin de 1988 at a Cté rafraichi chaque mois par 
lintroduction dun échantillon de nouvelles 
unites de la population. Las unites de la 
base de sondage sont rIparties aleatoirement 
entre un noaibre ótabli de panneaux i l'inté-
rieur do chaque sous-strate, cc qui permet non 
seulement de mettre i jour l'óchantillon par 
l'ajout do nouvelles unitCs mais aussi de ré-
duire le fardeau de la réponse des unites des 
strates i tirage partiel. La presence de pan- 
neaux permet de supprimer pour un temps, par 
renouvellement, les entreprises sélectionnóes 
dans los strafes a tirage parkiel at ainsi de 
réduire I.e fardeau de la rCponse. Le nombrede 
panneaux de chaque sous-strate est calculC an 
fonction du faux déchantillonnage, du nombre 
maximal de cycles pendant lesquels une unite 
peut rester i lintériour do lCchantillon at 
du nombre minimal de cycles pendant lesquels 
elle doit rester I lextCrieur de lCchan-
tillon. Une fois les panneaux retenus dans 
léchantillon initial choisis, Is renouvelle-
mont de léchantillon pout Itre off acE uC 
périodiquement par la suppression dun panneau 
do léchantillon courant at par lajout d'un 
nouveau pannoau. 

Col]ecte des dannécs 

La collecte des donriCes, la saisie des don-
ness, la verification préliminaire at Is suivi 
des non-rIpondants sont accomplis par lea Sept 
bureaux rCgionaux de Statistique Canada. On 
communique avec las entraprises échantillon-
noes par la posts ou par téléphone, salon cc 
quellss préflrant. La saisie des donnCas et 
la verification prCliminaire sont effectuCes 
an mIme tampa afin de garantir la validitO des 
donnCss. On f cit immCdiatement Is suivi pour 
las entitOs de collects qui nont pas rOpondu 
ou pour cellos dont las donnOes contiennent 
des erreurs. Las mises i jour aux donnOes at a 
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Thaiit revised procedures have resulted in 
much improved response rates (approximately 
90 response is achieved for preliminary 
estimates ) 

Statistical Edit and Imputation 

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 
whoa. reported sales fail preliminary edits, 
an estimat, 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 (trade group by 
geographic region), the cell is automatically 
enl.trged 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. 

Esti.atson 

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, 

Ia base sont transmises i Ottawa at cUes sont 
entrées dans Is base de donné.s de l'enquête 

plusieurs reprises au cours de chaque 
cycle. Ces procedures rCviséss ont eu pour 
consequence de meillours taux de réponse 
(on obtient environ 90Z de réponses pour les 
estimations provisoires). 

Verification statistique et imputation 

Les dorinóes sont analysécs i l'in+éri.ur de 
chaque groupe de commerce at region géographi-
que. Les valaurs extremes sont inscrites sur 
une liste, pour qu'on puisse an faire un 
controle manuel, suivant un ordre de prioritC 
qui est fonction de lampleur de lCcart par 
rapport a Is moyenne. Les enregistrements qui 
sent rejetés i Is vrification statistique 
sont considérés comme des valeurs aberrantes 
ct ne servant pas au calcul des variables 
dimputation (comme las tendances mensuellesi 
utilisécs per 1s système dimputation. 

On impute une estimation aux enregistrements 
des antreprises nayan+ pea rCpandu è temps ou 
dont les ventes declaróes ont été rejetées I 
la vórification próliminair.. Diverses mtho-
des dimputation sent utilises, Is choix de 
la method, etant fait automatiquement par Is 
système en fortction de In disponibilitC des 
donnCes requises. Le système peut notamment 
utiliser les tendences mensuelles ou annual-
les, Is moyenne de Is cellule, lea donnCes 
annuelles divisees par douze ou les valeurs 
historiques. Sil manque des donnóes pour Is 
cellule dimputation (groupe de commerce par 
region gCographique), celle-ci est automati-
quement combinée avec des cellules semblables. 

Ii y a un dCcalage perceptible entre Is 
moment oO lentreprise ouvre ses portes at 
celui oü cue figure dans Is base de len-
quIte. Afin de compenser leffet de cc retard 
sur lea estimations mensuelles, on impute i 
rebours, jusqul Is date de crCation de In 
nouvelle uni+C ou jusquau debut de lannee 
prCcédente (scion la plus lointaine des deux 
dates), las ventes des nouvelles unites de 
lCchantillon. Limputation I rebours des 
nouvelles unites repose sur las tendances 
mensuelles inverses at produit une estimation 
de meilleur niveau pour las donnCes rCvisées. 

Estimation 

On estime Is total des ventes au detail an 
affectant dun coefficient destimation les 
chiffres des ventes des unites échantillon-
ness. Un peids Cgal I linverse de Is proba-
bilité de selection est attribuC au depart I 
cheque entitC. lea poids sont ensuito ajustes 
en fonction de la taiile de léchantillon 
obtenu, cc qui permat de gonfler lestimation 
pour quell. reprCsente 1 ensemble de Is 
population courante. Les chiffres des ventes 
pondérCs ainsi calculés sont additionnCs par 
domain, cc qui donne les ventes totales 
estimatives par strate. Par domain,, on entend 
lea valeurs de classification les plus rC-
centes disportibles dens la BDRC pour lentitC 
statistique ct la période de référence de 
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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 -Employer Estimates 

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 Estimates 

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 same 
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 (CPu. 
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. 

l'enquête. 	Los domaines peuvent être diffé- 
rents de la strate déchantillonnage initi:

as

le 
lorsque la taille, la branche d'activitó ou 
l'emplacsmen+ des unites reprCs.ntCes par  
enregistrements ont subi des modifications. 
Les changements de classification se 
rCpercutent immCdiatement sur lea estimations 
at ne s'accumulent pas avec le temps. 

Los comparaisons d'una periods a l'autre 
psuvent traduire des facteurs autres qu'une 
lendance generals des ventes, par sxemple la 
modification de léchantillon el la reclassi-
fication des firmes échankillonnêes a d'autrss 
groupes commerciaux. Il faut donc lea utilissr 
avec prudence. 

Estimations pour los entrepri.ses n 'ayant pas 
do salaries 

Les entreprises n'ayant pas de salaries ne 
sent pas représentées dana la partie non inté- 
gree do la BDRC. Files no constituent quo 2Y 
environ de l'ensemble du commerce de detail 
mais leur importance vane considerablemont 
selon ie groups de commerce at is rógion. Les 
estimations de l'enquête sont completees par 
des estimations pour lea entreprises n'ayant 
pas do salaries, qui ont iti calculees i par-
tir des donnüs fiscales do 1984 a 1987. Ii y 
a environ 30,000 entreprises do dótail non 
constituóes an societe exploitées par leur 
propriCtaire au Canada. 

Estimations an dollars constants 

La val.ur du commerce de detail se calcule de 
deux manjares: soil an incluant, soit an ox-
cluant l.a effets do changement do prix sur 
lea ventes. La premiere mesure s'appelle "com-
merce de detail an dollars courants" at is 
seconds "commerce do detail on dollars cons-
tants". En 'chéorie, la móthode de calcul pour 
la premiere de css deux mesures est la comma-
tiori de la valour de chaque bien vendu par 
chaque point do vents au detail. La methode de 
calcul pour la seconde mesure est la sommation 
de ces memos biens, mais tout an sassurant 
quo los prix utilisés so situent tous cur une 
moms base de référence (p.s.: année 1986). 

Il noxiste, prCsentement, aucune estimation 
des valours an dollars courants du commerce de 
detail par produits. Cos approximations sont 
calculéss principalseent on ajustant les ré-
sultats de l'enquOte des merchandises vendues 
au detail de 1989 pour lea rendre cohérents 
avec lea balances des produits ds la plus rC-
cents version des tableaux d'entrCes-sorties. 
Ces velours sont divisées par l'indice des 
prix is plus appropriC, provenant presquex-
clusivement de 1 Indies d.c prix C la con-
sommation (IPC). Ccc indices excluenl lea 
taxes do vents car, par definition, lo com-
merce do detail non tient pas couipte. Done 
la valeur totals du commerce do detail on 
dollars constants eat obtonue par l'addilion 
des valeurs de tous lea blens an dollars 
constants. Lindice implicite do dCgonflement 
est calculC an divisant lestimation an dol-
lars courants par lapproximation des verites 
totales an dollars constants. 

E 

Retail Trade, February 1995 
Statistics Canada - Cat. No. 63-005 -48- 	 Commerce de detail, février 1995 

Statistique Canada - n' 63-005 au catalogue 



0 APPEMOIX XIX 	 APPEIIDICE III 

Data Re1iabi1ty 

The statistics in this publication 	are 
•stimat.s 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.p1ng and Non-saepls,ng Errol-s  

Fiabi].ité des données 

Ce bulletin presente des estimations fondCes 
sur une enquête par 	Cchankillonnags gui 
risquen't, par consequent, d'être entachéss 
d'errours. La section qui suit vise a 
faciliter, pour 1s lecteur, lint.rpreta'tion 
des estimations qui son't publiees. 

Erreurs d 'Achant1l.onnage at autres erresa rs 

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. 

Sp1ng Errors 

Las estimations Ctablias sur Is 
enquête par échantillonnage sont 
diffCrants types d'erreurs. On las 
deux grandes catigories: las erre 
dues i l'óchantillonnaga at cellos 
sont pas. 

Erreurs d 'échantillonnage 

base dune 
sujettes ê 
r.groupe on 
rs gui sont 
qui no Is 

. 

S 

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. 

Non '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 coverage 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. 
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Ce genre derreur oxiste parce qua las ob-
servations portent uniquement sur un Ichantil-
lon, at non sur lonsambie do la population. 
Lerreur depend de facteurs tels que Is taille 
do léchantillon, la variabilité do Is popula-
tion, 1s plan da sondage at Is mCthode d'es'ci-
mation. Pour una taille donnée déchan'tillon, 
par example, l.rreur déchantillonnage Sara 
fonction da Is mCthode de stratification adop-
tee, de lattribution do léchantillon, du 
choix des unites sondées .t do Is mCthode do 
selection. (On pout memo, dans Is cadre dun 
saul plan de sondage, effectuer plusiaurs 
calculs pour arriver a Is methode destimation 
Is plus efficace.) 

Comma, dans une enquête par óchan'tillonnmge, 
on tire des conclusions sur 1 ensemble dune 
population a par'tir des donnees concernan't 
une partie seulement, les resultats seront 
probablement diffCrerits de ceux quon aurait 
obtonus on recansant 'toute Is 	population 
dans las mêmes conditions. 	La principals 
caractéristique des sondages probabilistas, 
cast qua lerreur dCchantillonnage pout être 
direct.m.nt mesuree a partir do léchantillon. 

Erreurs non liées A 1 'échantil3.onnag. 

Ces erreurs so retrouv.nt tant dans las 
recensements qua dans las snquêtes par 
échantillonnage. Elles sont dues a un ou 
plusiers facteurs parmi los suivants: 

Le chanp couvort par l'enquête. L • erraur paut 
résulter dun lis'tage incomplat at dune cou-
verture insuffisante da 1s population visCe. 

La réponse. Xci, lerreur pout C'tre attribue-
ble C Is conception du questionnaire at aux 
caractCristiques de Is question, a l'incapaci- 

ou au refus do l'enquêtC de fournir dos 
renseignements exacts, C linterprétation fau-
tive des questions due ê des problCmes dordre 
séman'tique, ou oux variations dun intervie-
wer ê lautre, dans P.xplication des ques-
'tions ou dans lin'terprétation 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 extent of error 
due to imputation is usually unknown and is 
very much dependent on any characteristic dif-
ferences between the respondent group and the 
non-respondent group in the survey. This error 
generally decreases with increases in the 
response rate and attempts are therefore made 
to ob*ain as high a response rate as possible. 

Processinq 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. With regard to the 
estimates of this publication, all attempts 
have been made to minimize the non-sampling 
errors: units have been defined in a most pre-
cise manner and the most up-to-date listings 
have been used; the questionnaires used in the 
survey have been carefully designed to mini-
mize different interpretations (interviewers 
have been instructed to ask the questions as 
printed on the questionnaires); detailed ac-
ceptance testing has been carried out for the 
different stages of editing and processing; 
and every possible effort has been made to 
reduce the non-response rate as well as the 
response burden. 

Measures of Spllng and Non - sa.plinq Errors 

Sa.pling 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 prec.se if it is 
near the expected value. 

La non-réponse. Certains enquetes refusent de 
répondre, tandis que dautres an sont incapa-
bias ou encore rpondent trop tard. Lea don-
noes relatives aux non-rOpondants peuvent être 
imputOes i partir des chiffres fournis par 
les rOpondants ou 1 laide des statistiques 
antérieures sur las non-rOpondants, lorsque 
celles-ci existent. On no connaIt gOnOralement 
pas avec precision limportance de lerreur 
dimputation; celle-ci vane beaucoup selon 
las caractOristiques qui distinguent las 
rOpondants des non-rOpondants. Comme cc type 
d'erreur prend habituellement de l'ampleur 
mesure que diminue Is taux de réponse, on 
sefforce d'obtenir 1s meilleur taux de 
rIponse possible. 

Ic traiteent. Lerraur peut se produire lors 
des diverses Otapes du traitement, telles qua 
Ic codage, lentrOe, 1s verification, la 
pondOration, Is totalisation, etc.. 

Il est difficile de mesurer las erreurs non 
hOes e lCchantilionnage. De plus, 11 faut 
las cerner i un niveau o6 elles no nuisent pas 
I lutilisation ou I l'interprOtation des 
chiffres dOfini*ifs. Quant aux estimations du 
present bulletin, tout a OtO mis an oeuvre 
afin de minimisar les erreurs nor, liees a 
lóchantillonnags. Alr,si, lea unites ont óte 
definies avec beaucoup de precision, au moyen 
des listes lea plus a jour; lea questionnaires 
ont 0+0 congus avec soin af in de rOduire 
au minimum les diff0rent.s interprOtations 
possibles on a demandO aux interviewers de 
poser las questions telles qu miles figurent 
aux questionnaires); lea divers.s Otapes de 
verification at de traitement ont felt lobjet 
de contr&les dacceptation détaillOs; at on 
na absolument nien nOgligO pour que Is taux 
de non-rOponse at Is fardeau de rOponse 
soient faibles. 

tvaluatn de l'erreur dCchantillennaqe at de 
I 'erreur non liêe a 1 'échantil]onnage 

va3uaticn de 1 'erreur d 'Cchantillcnnage 

LOchantillon utilisé aux fins de la prOsen-
te enqulte est un des nombreux Ochantillons de 
mIme taille qui auraient Pu atre choisis selon 
Is mIme plan at les mImes conditions. Si 
cheque Ochantillor, pouvait faire l'objet dune 
enqulte menOe essentiellament dens les mImes 
conditions, ii faudrait sattendre I cm que 
lestimetion calculCe vane dun échantillon I 
lautre. On nomme valeur probable lestima-
tion moyenne obtenue de tous lea échantillons 
possibles. Autrement dit, la valeur probable 
eat celia quon obtiendrait an recensant toute 
Is population dana des conditions identiques 
de collecte at de traiteinent. Une estimation 
calcul0e I partir dune enqulte par 
Ochantillonnage eat dite precise lorsquelle 
sapproche de Is valeur probable. 
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Sample estimates 	may 	differ from this 
exp.cked value of the estimates. However, 
since the estimate is bas.d 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 
estimate 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 eoeficient 04 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: 

Les estimations fondies sur un ichantillon 
peuvent no pas correspondre i is vaicur 
probable. Cependant, comme las estimations 
proviennant d'un échan*illon probabilist., 11 
est possible den mesurer la variabilite 
par rapport i leur valeur probable. La 
variance d'une estimation, qui an mesure la 
precision, se difinit comme la moyenne, parmi 
tous lea ichantillons possibles, des carris de 
la diffirence entre lastima*ion at la vaieur 
probable. 

Une fois qu'on a calculi 1 estimation at sa 
variance, 11 deviant possible de mesurer la 
pricision autrement. Par example, l'erreur-
type, soit la racine carrie de la variance, 
mesure l'erreur dchanci11onnage  dana la môme 
uniti que i'estima'tion (en dollars, notam-
merit). Autrament dit, lerreur-'type mesure la 
precision an termes absolus. 	Per contre, 
I.e coe4ficient du variation, 	cast-i-dire 
Perreur-type divisia par lastimation, mesure 
la precision an termes rela'tifs. Ainsi, 
lamploi du coefficient de variation facilite 
la comparaison de l'erreur dichantillonnage 
de deux estimations. 

Dans cette publication, 	on utiiise le 
coefficient de variation pour ivaluer ierreur 
dichantillonnage des estimations. Cependant, 
puisque I.e coefficient de variation publiC 
pour cette enquê+e eat calculi i partir 
des riponses des unites, il mesure aussi uric 
certaine erreur non liCe i lichantilionnag.. 

Voici la formula utilisie pour calculer les 
coefficients de variation du tableau 4: 

5(X) 
	

SIX) 
CVI XP 
	

CV(X) = 
X 
	

X 

. 

where X denotes the estimate and SIX) 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-
struted around the estimate. For example, if 
an estimate of $12,000,000 has a coefficient 
of variation of 10 9  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 
$13200,000. Or, it can be stated with 95% 
confidence that the expected value will fall 
within the interval whose length equals two 
standard deviations about the estimate, i.e., 
beti'ieen $9,600,000 and $14,400,000. 
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dans laqueile X eat lestima'tion at SIX) est 
licar+-'type de X. 

Lerreur de X eat expriméa an pourcentage 
dana cette publication. 

Lestimation at 1e coefficient de variation 
nous perme't*en* do construire des intervalles 
de confiance autour de lestimation. Ainsi, 
pour notre echantilion, on peut affirmer qua-
vec uric conf lance donnée, la valeur probable 
est comprise dana lintervalle de confiance 
construit autour de lestimation. Par example, 
si le coefficient de variation dune estima-
tion de $12,000,000 eat Cgal I lOX, licart-
type sara de $1,200,000, soit lestimation 
mul*ipliée par 1e coefficient de variation. 
Alors, on peu't affirmer avec uric confiance de 
68Z qua la valaur probable sera contenue dans 
lintervalia dune longueur igale a un icart-
type autour de lestimation, soit entre 
$10,800,000 at $13,200,000. Ou encore, on paut 
affiruier avec une corifiance de 95Z qua la Va-
leur probable sara contenue dana lirvtervalle 
dune longueur do deux icart-typas autour de 
lestimation, soit entre $9,600,000 at 
$14,400,000. 
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Non-sp1ing Error Measures 

The exact population value is aimed at or 
desired by both a sample survey as well as a 
census. He say the estimate is accurate if 
it is near this value. Although this value is 
desired, we cannot assume that the exact value 
of every unit in the population or sample can 
be obtained and processed without error. Any 
difference between the expected value and the 
exact population value is termed the 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 rat. of 2Z. If these five reporting 
units represented $8 million out of a total 
estimate of $10 million, the response fraction 
would be 80Z. 

Joint Interpretation of Measures of Error 

The measure of non-response error as well 
as the coefficient of variation must be 
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.  

tvaluation de l'errour non liee a l'échantil-
lonnage 

L'enquôte par óchantillonnage at Is recense-
ment cherchent tous deux a dterminer la 
valeur exacte de l.nsamble. Lestimatjon est 
dite précis. si  .11e se rapproche do cette 
valeur. Bien quil sagisse dune valeur 
souhaitable, ii nest pas raliste de supposer 
que la valeur exactm de chaque unit6 de len-
semble ou de léchantillon peut être obtenue 
at traitee sans erreur. La difference entre la 
valeur probable ct la val.ur exacte de len-
semble s.ppel].e 1. biais. On no p.ut calcu-
icr lea biais syskómatiques des dorinCes an re-
courant aux mesures de probabilitC de lerreur 
dchantillonnage decritss auparavant. La 
prócision dune estimation est déterminCe par 
leffet conjugue des erreurs déchantillonnage 
at des erreurs non liées a léchantillonnage. 

Une source derreur non liée I lCchantil-
lonnage .st lerreur due a la non-réponse. Ic 
tableau 4 prCsente lea fractions de rCponse 
afin daider lutilisatsur a Cvalu.r cc genre 
derreur. La fraction do réponse est 1e taux 
de réponse des données, cost-I-dire la 
proportion de lestimation de léchantillon 
qui est fondée sur des données déclaróes. Par 
exemple, Is taux de rCponse dune cellule corn-
portant un échantillon de 20 unites dont cinq 
répondent lors dun mois donné atteindrait 
25X. Cependant, si l.a cinq unites dCclarantes 
représ.ntent $8 millions sur lestimation 
global. de $10 millions, 	la fraction 	de 
réponse sélverait a 80Z. 

Interpretation si.ultanée des •osures d 'erreur 

Ii faut tenir compte simultanCm.nt do la 
mesure derreurs non liées I léchantillonnage 
ainsi que du coefficient do variation pour 
avoir un aperçu de la qualité des estimations. 
Plus 1e coefficient do variation sera bas 
et que Is fraction do rCponse s.ra élevCe, 
meilleure sera lestimation publiée. 
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6011 Suparmerkets 
6012 grocery stores (except supermarkets) 

020 All Other Food Stores 

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

030 Drugs and Patent Medicine Stores 

6031 Pharoocies  
6032 Patent medicine and toiletries stores 

040 Shoe Stores 

6111 Shoe stores 

050 Men's Clothing Stors 

6121 Men's clothing stores 

060 Ilomon's Clothing Stores 

6131 Plomens clothing stores 

070 Other Clotlung Stores 

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

000 Ilousehold Furniture and Appliance 
Stores 

6211 Household furniture stores (with 
appliances and furnishings) 

6212 Household furniture stores (without 
appliances and furnishings) 

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

stores 

6222 Television, radio and stereo stores 

6223 Appliance, television, radio and stereo 
repair shops 

090 Household Furnishings Stores 

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

100 Motor Vehicle and Recreational Vehicle 
Dealers 

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

6322 Boats, outboard motors and boating 
accessories dealers  

6323 Motorcycle and snowmobile dealers 

6329 r)ther recreational vehicle dealers 
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APPENDICE V 

TRADE GROUP COVERAGE 
	

COUVERTURE DES GROUPES DE C0PIERCE 

010 Supermarkets and Grocery Stores 
	

010 Super.archés d'alMentation et épiceries 

6011 5upormarchés d'alimontation 
6012 Epiceries (sauf las supermarchs) 

020 Tous los autres .agasins d'alimentataon 

6013 Boulangeries-p6tissaries 	- 
6014 Confiseries at megasins de noix 
6015 Mogasins de fruits at legumes 
6016 Marches de viande 
6019 Autres iasins d'alimentation 

specialises, n.c.a. 

030 Pharmacies et .agasins de •édicauents 
brevetés 

6031 Pharmacies 
6032 Magasins do m6dicaments brevetes at de 

produits do toilette 

040 Nagasins do chaussures 

6111 Magasins de chaussures 

050 Nagasins de v&tauents pour hoes 

6121 Magasins do v+emenks pour honnes 

060 Nagasins do vête.ents pour dues 

6131 Magasins do vétements pour dames 

070 Autres mogasins de vte.ents 

6141 Magasins do vê+aoents pour enfants 
6142 Magasins do fourruros 
6149 Autres .mgasirls do vêtaman*s, n,c.a. 
6151 Magasins do tissus at de files 

080 Nagasins do •eubles at d'appareils 
•énagers 

6211 Megasins do maublos do uiiaison 
(avec appareils managers at accessoires 
d'amaubleinent) 

6212 Magasins do meubles da maison 
(sans appareils ménagers ni accessoares 
dameubjement) 

6213 Ateliers do reparation do moubles 
6221 Magasinsdappareils managers, do postes 

de television at do radio at dappareils 
stérCophoniquos 	- - 

6222 Ptagasins do postos de television at de 
radio et dapparails stéréophonigues 

6223 Ateliers do reparation dappareils 
menagers, de post.s do television at do 
radio at d'apparails sterCophoniqu.s 

090 Magasijis d'accessoir.s d'amoublaoent 

6231 Megasins de revetamants da aol 
6232 Magasins do tenturas 
6239 Autres magasins daccassoiros d'amaublement 

100 Concessionnaires do véhicules automobiles 
at rOcréatifs 

6311 Concessionrtajres d'automobilos nauvas 
6312 Concessionnairas d'autou,obilas d'occasion 
6321 Marchands do roulattes motorisées at de 

roulottes do voyage 
6322 Piarchands do ba-teaux, do moteurs hors- 

bord of dacossoiros pour bateaux 
6323 Marchands do motocyclettas at do 

motoneiges 
6329 Autres inarchands de véhicules de loisir 
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110 

6331 

Gasoline Service Stations 

Gasoline service stations 

110 	Stations-service 

6331 Stations-service 

120 Automotive Parts, Accessories and 120 	Magasins de pièces et d'accessoires pour 
Services véhicules autmeobiles at services 

6341 Home and auto supply stores 6341 Magasins de fournituros pour l.a meison at 
pour l'automobile 

6342 Tire, battery, parks and accessories 6342 Ma9asins de pneus, d'accumulak.urs, do 
stores pieces ct daccessoires 

6351 Garages (general repairs) 6351 Garages (reparations génCrales) 
6352 Paint and body repair shops 6352 Ateliers do peinture at do carosserie 
6353 Muffler replacement shops 6353 Ateliers de reui,lacemenk de siloncioux 

6354 Motor vehicle glass replacement shops 6354 Akeliers do remplacoment do glaces pour 
vehicules automobiles 

6355 Motor vehicle transmission repair and 6355 Ateliers do raparaion at de 
replacement shops roiilacemenk de boitos do vit.sse do 

vChicules automobiles  
6359 Other motor vehicle repair shops 6359 Autres ateliers de reparation do 

vChicules automobiles 
6391 Car washes 6391 Lave-autos - 

6399 Other motor vehicle services, n.e.c. 6399 Autres services pour véhacules 
automobiles, n.c.a. 

130 General Merchandise Stores 130 	Nagasins de •archandises diverses 

6411 Department stores 6411 Magasins érayons 
6412 General stores 6412 Magasins generaux 
6413 Other general merchandise stores 6413 Autros megasins do merchandises diverses 

(variety and general merchandise stores) (hazars at magasins de merchandises 
diversas) 

140 Other Soni-Durable Goods Stores 140 	Autres magasins de produits sesi-durables 

6511 Book and stationary stores 6511 Librairies at papoteries 
6521 Florist shops 6521 Flouristes  
6522 Lawn and garden centres tres do 	ardinage 6522 Cen 	j 
6531 Hardware stores 6531 Quincailleries  
6532 Paint, glass and wallpaper stores 6532 Magasins de peinturo, do vitro at do 

papier peint 
6581 Toy and hobby stores 6581 Magaslns do jousts at darticlas de 

loisir 
6582 Gift, novelty and souvenir stores 6582 Pbgasins do cadoaux, darticlos de 

fantaisie at de souvenirs 

150 Other Durable Goods Stores 150 	Autres •agasins de produits durables 

6541 Sporting goods stores 6541 Magasins dar+icles de sport 
6542 Bicycle shops 6542 Magasins debicyclettes 	- 
6551 Musical instrument stores 6551 Magasins dinstrumonts de isisique 
6552 Record and tape stores 6552 Magasins do disquas at do bandos 

magnetiques 
6561 Jewollery stores 6561 Bijouteries 
6562 Watch and jewellery repair shops 6562 Ateliers de reparation do montres at do 

bijoux 
6571 Camera and photographic supply stores 6571 Igasins d'appareils at de founitures 

photographiquas 

160 Other Retail Stores 160 	Autres •agasins do vente au detail 

6021 Liquor stores 6021 Magasins de spiritueux 
6022 Wine stores 6022 Magasins do van 
6023 Beer stores 6023 Magasins do biéra 
6591 Second-hand merchandise stores, n.e.c. 6591 Magasins do merchandises doccasion, 

n.c.a. 
6592 Opticians' shops 6592 Opticiens  
6593 Art galleries and artists 	supply stores 6593 Galeries dart at ongasins do 

fourniturespour artistes 
6594 Luggage and loather goods stores 6594 Magasins do bagages at demeroquinerie 
6595 Monument and tothstone dealers 6595 Magasins de monuments funeraires at do 

pierres tosthales 
6596 Pet stores 6596 Ibgasins daninaux do meison 
6597 Coin and stamp dealers 6597 Marchands de pieces do monnale at do 

tiuthres  
6598 Mobile home dealers 6598 Marchands de meisons mobiles - 

6599 Other retail stores, n.e.c. 6599 Autres magasins do vente au detail, 
n.c.a. 
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Seasonal Adjust.ent 

Economic time series contain the elements 
esssntial to the description, explanation and 
forecasting of the behaviour of an economic 
phenomenon: "They are statistical records of 
the evolution of economic processes through 
time"llJ. 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 
act vity. 

In the interest of accurately interpreting 
the fundamental evolution of an economic 
phenomenon and producing forecasts of 
sup.rior quality, Statistics Canada uses the 
X11ARIMA/88 seasonal adjustment m.thod(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 and of 
the original series before it is seasonally 
adjusted per cc. The estimated data 
are derived from 	forecasts 	using 	ARIMA 
(Auioregressive Integrated Moving Average) 
mod,ls of the Box-Jenkins +ype. 

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 
(fittedi to the •s*imat.s 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 times. These procedures, used 
to determine the seasonal factors necessary to 
calculate the final seasonally adjusted data, 
are executed every month. This approach en- 

Désaisonnalisatian 

Les sines iconomiques temporelles ou chro- 
nologiques comporten't les ilimen'ts essentials 
la description, l'explica*ion at la pnivi- 

sion du comportement dun phénomène iconomi-
qua. "Ce sont des dossiers statistiques de 
l'ivolution des processus iconomiques dans le 
temps"(l). L'observa*ion par les iconomis'tes 
at les statisticians de l'activiti iconomique 
a l'aide des sines temporelles a donc permis 
de distinguer quatre composantes principales 
du comportement des sines temporelles: le 
mouvement a long terme ou tendanc., le mouve- 
ment cyclique, les variations saisonnières at 
las fluctuations irnigulire ou accidentelles. 
Ces mouvem.nts sont causes par différents 
facteurs, soiL iconomiques, climatiques ou 
institutionnels. Las variations saisonriisres 
sont las fluctuations priodiqu.s plus ou 
moms rCguliires qui se produisent au cours 
dune annCc an raison du cycle mékéorologique 
normal, des congCs fixes at d'autres ivine-
ments qui cc ripètent I in'tervalles avec une 
certaine rCgulariti pour influencer de fagon 
significative 1e taux dactivi*C. 

Afin de favoriser l'interprCta*ion exacts de 
l'Cvolution fondamentale d'un phénomlne écono-
mique at de produire Une meilleure prediction, 
Statistique Canada rajusta las series tempo-
relles au moyen de la methode de dCsaisonnall-
sation XIIARMMI/88 I2 af in de justement mini-
miser l'impact des variations saisonniIres sur 
les series. Cette technique consists essen-
tiellement a ajouter 1cc estimations dune 
annee de donnees brutes a l'extrémitC de Is 
serie initial, avant de proceder i la dCsai-
sonnalisation proprement dite. Les données 
estimatives proviennent d'extrapolations 
prospectives r6alis6es par des modIles ARMMI 
tmodèles autorCgressifs I itoyennes mobiles 
intégréesl du type Box-Jenkins. 

La partie X-11 du programme XIIARPiMI/88 f alt 
surtout appal i la mithode de rapport aux 
mayennes mobiles pour effectuer le lissage de 
la sons modifiCe at obtenir une estimation 
provisoire de la tendance-cycle, calcul.r 1cc 
rapports de la sons initials 'ajustOa aux 
estimations de Is +endance-cycle, at estimer 
les facteurs saisonniars a partir de ccc dits 
rapports. Las facteurs saisonniers dOfinitifs 
ne sent produits qua lorsque ccc opOrations 
ont OLe exOcutOes I plusieurs reprises. Ces 
e'tapes diterminant les facteurs saisonniers 
nOcessaires au calcul des donnOes d6saisonna- 

S 

ljus*ment of 
Statistical 

Xl IARIMA'BB 
Estella Bee 

" 	Note on 	the Seasonal A 
Economic Time Series', Canada 
Review, August 1974. 
For further information see the 
Seasonal Adjust.ent Method, by 
Dagum, Statistics Canada. 

1 La dOsaisorinalisation des series temporelles 
Oconomiques: quelques remarques; tire de la 
Revue statistique du Canada, aoüt 1974. 

2 Pour de plus amplas informations voir La 
•éthode de dCsaisonnalisatjon X l]ARI'88, 
par Estella Bee 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. 

frlhile 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. 

lises finales sont executêes a cheque mois. 
Cette approche garantit que In sórie non-. 
dósaisonnalisóe, a partir de laquelle sont 
calculees les estimations des facteurs saison-
fliers, inclut toutes las donnóes les plus 
rcenies relativement I ladile série, c.-I-d., 
las donnóes non-dósaisonnalises qui portent 
sur le mois courani el las donnóes non-désai-
sonnalisóes rvisées du mois prcédent. 

Sian qua Is desaisonnalisation permette de 
mieux comprendre In tendance-cycle fondamenta-
Ic d'une sons, la sOrie dOsaisonnalisOc n'an 
contient pas coins une composant. irrOguliIre. 
Dc lOgères variations d'un eels I l'au*re dans 
In sOrie dOsaisonnalisOe pe.r,ent n'Itre que da 
simples mouvaments irrOguliers. Pour avoir une 
meilleure idOe de la tendance fondamentale, 
las utilisaleurs doivenI done examiner les 
series désaisonnalisCes d'un certain nombre de 
moi s. 

Ic total dOsaisonnalisC au niveau du Canada 
est dOrivO de "façon indirecte" an faisant la 
somme des genres de commerce dCsaisonnalisés 
sCparCment au préalable. 

Estimation désaisonnalisées en dollars cons-
tents 

Les estimations désaisonnalisé.s an dollars 
constants sont obtenues an dCgonflant les 
données desaisonnalisees an dollars courants 
cu moyen d'un indice implicite de prix fourni 
par la Division des Comptes Nationaux at de 
l'Environnement. Les estimations totales 
dósaisonnalisées an dollars constants é+aien+ 
obtenues par l'emploi de la mIthode de 
désai sonnalisat ion indirecte. 
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( ubscribinr to 
Perspectives on  

Labour andincorne 
like having a complete 	 - 

research department at 
your disposal. Solid 
facts. Unbiased analsi' 
Reliable statistics.  

But Perspectives is more 	 - 	 - 

than just facts and figur'  

It offers authontative 	 - 

insights into complex 
labour and income issues, analyzing the statistics to hr:nr you simple, 
clear summaries of labour market and income trends. 

Our team of experts brings you the latest labour and income data. 
Each quarterly issue provides: 

I topical articles on current labour and income trends 

• more than 50 key labour and income indicators 

• a review of ongoing research 

I information on new surveys 

As a special bonus, twice a year you will also receive The Labour 
Market Review, giving you timely analysis on labour market 
performance over the previous six months or year. 

And all for only $56! 

Thousands of Canadian professionals turn to Perspectives to discover 
emerging trends in labour and income and to stay up to date on the 
latest research findings. As a subscrir. you will get the inside story. 

We know you'll find Perspectives indispensable. GUARANTEED. 
If you aren't convinced after reading the first issue, well give you a 
FULL REFUND on all outstanding issues. Order your subscription 
to Perspectives today (Cat. No. 75-00I0XPE). 

ORDER NOW! 
For only 556 plus S3.92 GST you will receive the latest labour and 
income research 4 issues per year). Subscription rates are US$68 
for U.S. customers and US$80 for customers in other countries. 
Fax your VISA or MasterCard order to: (613) 951 - 1584. 
Call toll free: 1-800-267-6677. Or mail to: Statistics Canada. 
Marketing Division. Sales and Service, 120 Parkdale Ave.. Ottawa, 

Ontario K IA 0T6. Or contact your nearest Statistics Canada 
Reference Centre listed in this publication. 

5  abonner a  Lemploi 
et le revenu en perspective. C esi 

liposer dune division entiêre de 
-- 	"v 	hercheurs a votre service. Des faits 

-olides. Des analyses objectives. Des 
-. ..J' 	 tatistiquesfiables. 

- 	 La publication na pas que des faits 
et des chiffres. Elle offre 4alement 

- 	 des analyses de fond sur des questions 
ompIexes touchant l'emploi et Ic 

revenu, de facon a foumir des 
tndications claires et précises suites 

tendances actuelles du marché du travail et des revenus. 

Notre ëquipe de spécialistes met a votre disposition des données récentes sue 
I'emploi et te revenu. Dans chacun des numéros trimestriels, vous trouverez: 

1 des articles de fond sue l'emploi et Ic revenu 

1 plus de 50 indicateurs des de l'emploi et du revenu 

I un aperçu de Ia recherche en cours 

I de l'information sue les nouveltes enquêtes 

En prime. vous recevrez Ic Bilan du marchédu travail deux fois l'an. Vous 
disposerez ainsi d'une analyse àjour de Ia situation du marchC du travail pour les 
six derniers mois ou Ia demière annee. 

Tout cela pour 56$ seulement! 
Des inilliers de professionnels au Canada consultent Perspective pour connaltre 
les tendances de l'emploi et du revenu, ainsi que Its plus récents resultats de 
recherche. Votre abonnement vous pennetlra de connaItre tousles faits. 

Nous savons que L'emploi et le revenu en perspective deviendra pour vous un 
outil indispensable. CEST GARANTI. Si vous nêtes pas satisfait après avoir lu 
le premier numéro. nous vous REMBOURSERONS le montant payC pour les 
numiros a venir. Abonnez-vous àPerspeclive (n° 75-OOIOXPF au cat,) des 
aujourd'hui. 

ABONNEZ•VOUS DES MAINTENANT! 
Pour 56 S seulement (TPS de 3.92 Sen sus. vous recevrez les plus récentes 
recherches sur t'emptoi et le revenu (quatre numéros par année) . Labonnement 
est de 68$ US aux Etats'Unis ci de 80 $ US dans les autres pays. Faites parvenu 
votre commande par télécopieur (VISA ou MasterCard) au (613) 951-1584. par 
téléphone (sans frais) au 1.800.267.6677, par courrier a Statistique Canada. 
Division du marketing. Vente et service. 120. avenue Parkdale, Ottawa (Ontario) 
KIA 0T6. Ou communiquez avec Ic Centre de consultation de Statistique Canada 
Ic plus près. (Voir Ia liste dans Ia prCsente publication). 
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Don't let the changihg world Ne soyez pas dépassé 
take you by surprise! 	par les événernents! 

An aging population. Lone-parent 
families. A diverse labour force. Do you 
know how today's social changes will 
affect your future ... your organization 
and your family? 

Keep pace with the dramatic shifts in Canada's 
evolving social fabric with Statistic Canada's 
best-selling quarterly, Caadlas Social 
Trends. With vast and varied reports on 
major changes in key social issues and trends, 
this periodical incorporates findings from over 
50 national survçy. 

Written by some of Canada's leading-edge 
social analysts, Canadian Social Trends 
combines painstaking research 'isith dyoamic 
prose on topics like ethnic diversity, low-
income families, time-crunch stress, violent 
crime and much more - all in a colourful, 
easy-to-read, magazine format 

A lasthvg record of cba*ging tinsesi 

Join the thousands of business and policy 
analysts, social-science professionals, and 
academics who trust Canadian Social Trends 
to demystiIy the causes and consequences of 
change in Canadian society. Don't nuss a single 
issue—subscribe today. 

Canadian Social 7)ends (catalogue number 
1 l-OO8OXPE) is $34 annually in Canada, US$41 
in the United States and US$48 in other 
coun 

Le viellllssement de Ia population. 
Les families monoparentales. La diversifi-
cation de Ia population active. Savez-vous 
comment les changements sodaux 
d'aujourd'hul vont se répercuter sue votre 
avenir, votre organlsatlon, votre famille? 

Suiivez l'évolution spectaculaire de Ia société 
canadienne grace a Tendances sociales 
caaadiera,es, une publication trimestrielle de 
Statistique Canada. Avec des articles vastes et 
varies sur les principaux changements 
caractCrisant les questions et les tendances 
sociales principales, cette publication intégre 
les résultats & phis de 50 enquétes nationales. 

Certains des analystes sociaux les plus 
reconnus du Canada rédigent des articles dana 
Tendances sociales canadiennes. us 
présentent les résultats de recherches 
minutieuses dana un style am-ayant pour des 
sujets tels que Ia diversité ethnlque, lea 
families i faible revenu, le stress dli an 
nianque de temps, le crime et bien d'autres 
encore clans une revue haute en couleur ec de 
lecture ais 

Un dossier pennanent d'uwe epoque en 
6volidioul  

Des milliers d'analystes des entreprises et des 
politiques, de professionnels des sciences 
sociales et d'universitaires lisentTendtznces 
soclales canadiennes pour identifier les 
causes et les consequences de l'évolution de Ia 
soclété canadienne. Ne manquez pas un 
numéro, abonnez-vous des aujourd'hui. 

L'abonnement annuel àTeisdancessoclaks 
ciernes (O  11.0080XPF au catalogue) 
coüte 34 S au Canada, 41 $ US aux Etats-Unis 
et 48 $ US dana les autres pays. 
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To ordez write to Statistics Canada, 
Marketing Division. Sales and Service, 
120 Parkdale Ave., Ottawa, Ontario, 
K1A 016 or contact the nearest Statistics 
Canada Reference Centre listed in this 
publication. 

If more convenient, fax your order to 
1-613-951-1584or calltoll-free 1-800-267-
6677 and use your %1SA or MasterCard. 

Pour passer votre commande écrivez a Statistique Canada. 
Division du marketing, Vente et service. 120, av. Parkdale, 
Ottawa (Ontario) K1A 016, ou adressez-vous au centre de 
services-conseils de Statistique Canada Ic plus proche de chez 
vous et dont Ia liste figure clans cette publication. 

Vous pouvez aussi envoyer votre conunande par t&copieur,  
au 1.613-951-1584, ou téléphoner sans frais au 
1-800-267-6677 et donner votre numêro de carte VISA ou 
MasterCard  

- e 

41 


