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Data in Many Forms... 

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

How to Obtain More Information 

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

Wholesale Trade Section, 
Industry Division, 

Des données sous plusieurs formes... 

Statistique Canada diffuse les données sous formes 
diverses. Outre les publications, des totalisations 
habituelles et spéclales sont offertes sur imprimés 
d'ordinateur, sur microfiches et microfilms et sur 
bandes magnétiques. Des cartes et d'autres documents 
de référence géographiques sont disponibles pour cer-
tames sortes de données. L'accès direct 'a des 
données agrégées eat possible par le truchement de 
CANSIrI, la base de données ordinolingue ot le syst'ame 
d'extractlon de Statistique Canada. 

Comment obtenir d'autres renseignements 

Toutes demandes do renseignements au sujet de cette 
publication ou de statistiques et services connexes 
doivent ètre adressées 'a: 

Section du commerce de gros, 
Division do l'industrie, 
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Statistics Canada, 	Ottawa, K1A 0T6 (Telephone: Statistique Canada, 	Ottawa, K1A 0T6 (téléphone: 
951-3540) or to the 	Statistics Canada reference 951-3540) 	ou au centre de consultation do Statistique 
centre in: Canada 'a, 
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Toll-free access is provided in all provinces 
and territories, for users who reside outside 
the local dialing area of any of the regional 
reference centres. 

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

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

(South and Central) 1-800-663-1551 
Yukon and Northern B.C. 	(area 
served by NorthwesTel Inc.) Zenith 0-8913 

Northwest Territories 
(area served by 
NorthwesTel Inc.) 	Call collect 403-495-2011 

How to Order Publications 

On service d'appel interurbain sans frais est offert, 
dana toutes les provinces et dana los territoires, 
aux utilisateurs qui habitent A l'extrieur des zones 
de ccunication locale des centres régionaux de con-
sultation. 

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

Québec 	 1-800-361-2831 
Ontario 	 1-800-263-1136 
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Alberta 	 1-800-282-3907 
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(sud et centrale) 	1-800-663-1551 
Yukon et nord de la C.B. (territoire 
desservi par la NorhtwesTel Inc.) 	Zenith 0-8913 

Territoiros du Nord-Ouest (territoire 
desservi par la NorthwesTel 
Inc.) 	Appolez I frais virés au 403-495-2011 

Comment commander les publications 

This and other Statistics Canada publications 	On peut se procurer cette publication et los autres 
may be purchased from local authorized agents 	publIcations do Statistique Canada auprs des agents 
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Symbols 

The following symbols are used in This 
Stakitics Canada publication: 

figures not available. 

figures not appropriate or not applicable. 

- nil or zero. 

-- amount too small to be expressed. 

x confidential to meek secrecy requirements 
of the Statistics Act. 

w The reader is asked to note that the data 
are either based on a response which falls 
below the usual standard for publication or 
have a greater degree of variability than 
normal associated with them due to list 
structure changes i.e., birth/death 
adjustments and classification changes, and 
should therefore be used with caution. 

NOTE 

Components may not add to totals due to 
rounding. 

Signes conventionnels 

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

nombres indisponibles. 

n'ayen* pas lieu de figurer. 

- néant ou zero. 

-- nombres infimes. 

x confiden -tiel an vertu des dispositions de 1a Loi 
sur la statistique relatives mu secret. 

La lecteur eat priC de noter que les donnCes sont 
fondCes sur des réponses qul ic satisfont pas è 
la norme habituelle exigCe pour la publication ou 
qua celles-ci ont une plus grande marge 
d'inconsistance que l'on devrait normalement 
obtenir, et cc, è cause de la structure de la 
liste, c'esk-è-dire des ajustements dQs aux 
creations at eux disparitions at des changements 
dans le classement; cues doivent par consequent 
tre utilisées avec circonspection. 

NOTA 

Lea chiffres eyant 6*C errondis, las totaux ne 
correspondent pea toujours. 

. 

A NOTE ON CANSIM 

All current and historical statistics on 
Wholesale Trade (Matrix Nos. 0648, 0649), as 
well as many other series, are available to the 
public from Statistics Canadas computerized 
data bank CANSIM (Canadian Socio-Economic 
Information Management System) via terminal, on 
computer printouts, or in machine readable 
form. For further information, contact the 
Carisim staff, Statistics Canada, Ottawa, 
K1A 0Z8 (telephone 613-951-8200), or the 
regional advisors at the Statistics Canada 
offices located across Canada. 

This publication was prepared under 	the 
direction of: 

• P.H. Triandafillou, Director, 	Industry 
Division 

• G. Snyder, Associate Director, Distributive 
Trades Sub-division, Industry Division 

• C. Bordelecu, Chief, 	Wholesale Trade 
Section, Distributive Trades Sub-division, 
Industry Division 

NOTE AU SUJET DE CANSIM 

La banque do donnóes informa -tisCma de Statistique 
Canada CANSIM (système cenadien d'information socio-
économique) fournit mu public toutes las skatistiques 
actuelles at his -toriques sur le Commerce de gros 
(matrice nos 0648, 0649), at sur de nombreuses au*res 
series, per le bimis d'un terminal, d'ieprimCs 
d'ordinateur ou de supports ordinolingues. Pour plus 
de renseigriements, s'adresser mu personnel de CANSIM, 
Statistique Canada, Ottawa, K1A 0Z8 (téléphone 
613-951-8200), ou aux conseillers rCgionaux des 
bureaux de Statistique Canada ai+ués a travers 1. 
Canada. 

Cet -te publication a etC rCdigCe sous la direction de: 

• 	P.N. Triandafiflou, 	directeur, 	Division 	di 
1' industrie 

• 	C. Snyder, directeur associC, Sous-division des 
commerces 	de 	distributions, 	Division 	di 
1' indus+rie 

• C. Bordele.u, chef, Section du commerce de gros, 
Sous-divisiori des commerces de distributions, 
Division di l'induskrie 
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Introduction 

This publication presents estimates of monthly 
sales of wholesale merchant establishments for 
Canada, each province and for the Yukon and 
Northwest Territories. In addition to total 
sales, data appear for major trade groups 
based on the 1980 Standard Industrial Classi-
fication. 

Sales figures are on a net basis (gross sales 
less returns, adjustments and discounts) 
whether on cash or credit, and exclude any 
sales tax if collected. Also included are 
commissions earned by wholesalers also acting 
as agents, while the sales of goods owned by 
others are excluded. 

The estimates contained in this publication 
are derived from a redesigned monthly survey 
which incorporates a revised list of wholesale 
businesses. For a more detailed discussion of 
the new survey methodology see Appendix II. 

Establishments in wholesale trade are primar-
ily engaged in selling merchandise to retail-
ers, to other wholesalers, to industrial, com-
mercial, institutional and professional users, 
to farmers for use in farm production, and for 
export; or acting as agents or brokers in 
buying or selling merchandise to such persons 
or organizations on a commission basis. 

However sales to end-users of certain commodi-
ties fusually capital or investment (on-con-
sumer) goods) such as computer equipment, 
feed, seed or other farm supplies, lumber and 
building materials, trucks and commercial ve-
hicles, and all types of machinery and equip-
ment are always classified to wholesale trade. 
A complete review of definitions and concepts 
appears in Appendix I. 

Users should note that each month, unless 
otherwise indicated, this publication will 
contain preliminary estimates for the current 
month and revised estimates for the preceding 
month for the unadjusted series. The estimates 
of the seasonally adjusted series are revised 
for the preceding four months. Current Nonth 
seasonally adjusted estimates are presently 
not available. Refer to Appendix V for more 
details. 

Introduction 

La prsente publication donne des estimations 
des ventes mensuelles des Stablissaments de 
commerce de gros pour Is Canada, les provin-
ces, Is Yukon at las Territoires du Nord-
Ouesk. En plus des ventes fotales, ella con-
tiant des données ventiles selon les grands 
groupes de commerce 6tablis par Is Classifica-
tion type des industries de 1980. 

Les chiffras concernent les ventes nettes 
(ventes brutes diminuées des rendus, des ra-
bais et des escomptes), a crdi( ou i comp-
tank, sans les taxes de ventes si alias ont 
ótó pergues. Sont incluses las commissions 
obtenues par las grossistes faisant aussi 
fonction dagents, mais non las ventes do mar-
chandises appartenant 5 dautres entreprises. 

Las estimations contenues dans 1s présente 
publication sont tiras dune enquôte mensuel-
1s remani6e, qui se fonda sur une lista révi-
sa des établissements de commerce de gros. 
lappendica II traite an d6tail de Is m6thodo-
logie employe pour lanqute. 

Las 6tablissements dont PactivitA principale 
ask Is commerce de gros vendent des marchandi- 
ses a des dtai1iants, & dautres grossistes, 
des industrials, A des commercants, A des 

êtablissements publics, ô des professionnels, 
des agriculteurs s'il sagit de merchandises 

destines A Is production agricole, at & dau-
tres pays; ou encore vendent des marchandises 
ou an achatant pour Is compte dautrui, I ti-
tre dagents ou de courtiers, moyennant une 
commission. 

Par ailleurs, on aktribue toujours au commerce 
de gros las ventes do certains produits I 
l'utilisakeur final (habituellamant las biens 
dquipement ou dinvestissement), par example 
Is matriel informatique, las alimants pour 
animaux, las semences at lea autros fournitu-
res agricoles, Is bois at las matriaux de 
construction, las camions at les vhicules 
commerciaux, at 'cous las genres do machines at 
do matriel. Lappendice I contient lensemble 
des dfinitions at des concepts. 

Lukilisateur devrait noter qua Is publication 
renfermera tous los mois, I moms dindication 
con'craire, las estimations provisoires pour Is 
mois an cours at los estimations réviséas du 
mois prcden1 pour las srios non d6saisonna-
lis6es. Las estimations des sries dósaisonna-
lises sont rvises pour los quafra mois pr-
cdents. Las estimations dsaisonnalisées du 
aofs courrant 	ne sont pas disponibles pr46- 

 Pour plus de renseignements, veuil- 
laz consultar lappendica V. 

[] 
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Chart 1 	 Graphique 1 
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Chart 2 	 Graphique 2 

Wholesale Merchants Sales by Trade Group, 	Ventes des marchands de gros par groupe 
November 1990 	 de commerce, novembre 1990 
Percentage change, previous month 	 Variation en pourcentage par rapport au mois précódent 
(Seasonally Adjusted) 	 (Desaisonnalisées) 
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Chart 3 	 Graphique 3 
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Wholesale Merchants Sales by Province, 	 Ventes des marchands de gros par province, 
November 1990 	 novembre 1990 
Percentage change, previous month 	 Variation en pourcentage par rapport au mois precedent 
(Seasonally Adjusted) 	 (Désaisonnalisées) 

	

Yukon 	 Yukon 

	

& N.W.T. 	 & T.N.-O. 

	

Alta. 	 Aib. 

	

Quc 	 Qué. 

	

Ont. 	 Ont. 

	

Sask 
	

Sask. 

	

Nfld 
	 T.-N. 

	

Man. 	 Man. 

	

B.C. 	 Total, Canada 	 C-B. 

	

N.B. 	 N-B. 

	

P.E.I. 	 I-.P.-E. 

	

N.S. 	 N -E 

-5% 	-4 	-3 	-2 	'1 	0 	1 	2 	3 	4 ° o 
	

. 



. 

Highlights 

• In December, wholesale merchants sales were 
$13.5 billion, a decrease of 5.5? from the 
same month a year earlier. The downward 
trend continued as year-over-year sales 
decreases were recorded by wholesalers for 
the fifth consecutive month and it repre-
sents the tenth drop for 1990. 

The overall decline between December 1989 
and December 1990 sales was primarily at-
tributablo, in order of dollar impact, to 
decreases reported by wholesalers of lumber 
and building materials (-22.5?), wholesalers 
of metals, hardware, plumbing and heating 
equipment and supplies -23.4?) and whole-
salers of other machinery, equipment and 
supplies (-3.6?). Gains of 3.0% were report-
ed by wholesalers of food, beverage, drug 
and tobacco products and 0.7? by wholesalers 
of other products (farm and paper products; 
agricultural supplies; industrial and house-
hold chemicals; etc.). 

• Regionally, eight provinces posted sales 
decreases ranging from -20.6? in Nova Scotia 
to -2.5? for Ontario. Increases were report-
ed in Newfoundland (+11.4?), Alberta (+5.9?) 
and the Yukon and Northwest Territories 
(+1 •(,'/)  

Faits saillants 

En décembre, les ventes des marchands de 
gros slvent & $ 13.5 milliards, on baisso 
de 5.5? par rapport A dcembre 1989. La 
tendance a con+inu6 do diminuer, alors que 
cest la cinquième baisse conscutive ainsi 
qua la dixième an 1990, oü los ventes sont 
inf&ieures comparativement è Pannée préc-
dante. 

La diminution sur Pensemble des ventes an 
d6cembre, par ordre d'importance an dol-
lars, est principalement attribuable aux 
grossistes an bois at matriaux de construc-
tion (-22.5?), aux grossistes an métaux, 
articles do quincaillerie, mat6riel do plom-
bone at do chauffage (-23.4?) ainsi qua las 
grossistos an autres machines, natniel at 
fournitures (-3.6?). Des gains do 3.0? at de 
0.7% ont 4t6 enregistrs raspectivament par 
los grossistes an produits alimentaires, 
boissons, mdicamants of tabac of las gros-
sistes an produits divers (produits agri-
colas at do papiers, fournitures agnicoles, 
produits chimiques dusaga ménagar at indus-
triel, etc.). 

A l'échelle régionaio, huit provinces ont 
affiché dos ventes infrieures s6chalonnant 
do -20.6? an Nouvelle-Ecosse i - 2.5? an 
Ontario. Des haussos ont At6 signalóes 
Terra-Nauve (+11.4?), an Alberta (+5.9?) at 
au Yukon at las Territoires du Nord-Oues* 
(f 1 .6?) 

Unadjusted Sales - Deceuber 1990 
	

Ventes non dêsaisonnalisées - Décabre 1990 

. 
Annual 1990 (Prel.einary Estiates) 
(Preliminary Estimates) 

Résusud de l'annde 1990 
(Estimations prliminaires) 

. 

Preliminary estimates indicate that sales by 
wholesale merchants fell 3.27 in 1990, com-
pared to -0.8? in 1989, In 1990, seven of 
the nine trade groups registered lower 
sales. The trade groups having the most sig-
nificant dollar impact on the 1990 overall 
sales decreases were wholesalers of other 
machinery, equipment and supplies, down 
5.6?, wholesalers of metals, hardware, 
plumbing and heating equipment and supplies, 
falling 1.9Z, and wholesalers of lumber and 
building materials, dropping 8.3?. Gains of 
2.9? were reported by wholesalers of food, 
beverage, drug and tobacco products and 3.7? 
by wholesalers of other products. 

Seasonally Adjusted Sales - November 1990 

Hholesale merchants sales on a seasonally 
adjusted basis were up 0.5? over the previ-
ous month, to $14.8 billion in November 
1990. This gain, the first recorded in the 
last nine months, constitutes the third 
since the beginning of the year (increases 
of 0.9? for January and 0.6? for February 
were previously posted). During the last 11 
months, sales decreased on average by about 
0.6< a month. 

Los estimations préliminaires indiquant que 
les ventos des marchands de gros ont diminuó 
de 3.2? on 1990 coinparativement ô -0.8? on 
1989. En 1990, sept des neuf groupes de 
commerce ont enregistré una baisse compare-
fivement A 1989. Caux qui ont eu l'impack Is 
plus important sur lensemble de la diminu-
tion sont las grossistes an autres machines, 
ma+riel of fournitures, an baisse de 5.6?, 
las grossistes en métaux, articles da quin-
caillerie, material de plomberia at de 
chauffage, on chute de 14.9?, at los gros-
sisles on bois at ma'criaux do construction, 
accusant un recul do 8.3?.. Un gain de 2.9? a 
4t6 enregistr6 chez los grossistes on pro-
duits alimentaires, boissons, módicamanfs at 
'cabac, ainsi quun gain de 3.7% chez los 
grossistos an produits divers. 

Ventas ddsaisonnaliséas Noveisbra 1990 

Las ventas des marchands de gros ont enre-
gistr, après d6saisonnalisation, una haussa 
do 0.5? par rapport au mois précdent, pour 
atteindra $14.8 milliards an novambro 1990. 
Co gain, Is premier qua ion observe dens 
los neuf derniers mois, représente Is troi-
sième depuis Is dóbut do Panne (des aug-
montations do 0.9? of de 0.6? avaient 6t 
signales respectivamont pour los mois do 
janvier at fvrier). Au cours des II der-
fliers mois, las ventes ont diminu6 an 
moyenne de quelque 0.6? mensuallement. 



• Four of the nin, trade groups registered 
higher sales than in October 1990. The 
strongest growth came from wholesalers of 
other machinery, equipment and supplies 
(+2.7k) followed by wholesalers of food, 
beverage, drug and tobacco products +1.2Z). 

• Regionally, six provinces and territories 
registered sales increases ranging from 
+3.2k in the Yukon and Northwest Territories 
to +0.6 for Newfoundland. 

• Quatre des neuf groupes de commerce ont 
enregistrS des ventes suprieures comparati-
vement è octobre 1990. Laugmanta*ion la 
plus forte provient des grossistos enautras 
machines, mat6riel at fournitures (+2.7) 
suivie des grossistes an produits alimentai-
res, boissons, mdicaments at tabac (+1.2k). 

• A 1chelle rgionale, des hausses ont 6t 
signales dans six provinces at territoires, 
s'chelonnant de +3.2 au Yukon at las 
Territoires du Nord-Ouest ô +0.6X i Terre-
Neuve. 

S 
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TABLE 1. Wholesale Merchants Sales, Not Seasonally Adjusted, by Trade Group and Region 

No. 

Trade Group - Canada 

1 Food, beverage, drug and tobacco products 

2 Apparel and dry goods 

3 Household goods 

4 Motor vehicles, parts and accessories 

5 Metals, hardware, plumbing and heating 
equipment and supplies 

6 Lumber and building materials 

7 Farm machinery, equipment and supplies 

8 Other machinery, equipment and supplies 

9 Other products 

10 Total, all trades 

Sales 

Von tes 

December November October September 
1990 1990 1990 1990 

Dócembre Novembre Octobre Septeithre 

$ millions 

3,635 3,753 3,697 3,565 

173 264 342 376 

487 618 632 602 

1 1 391 1,827 1,977 1,726 

862 1 1 099 1,154 1,040 

939 1,373 1,522 1,514 

277 287 374 337 

3,477 3,313 3,273 3,279 

2,282 2,450 2,622 2,472 

13,523 14,984 15,594 14,910 

. 

Year-to-date 
1990 

Cuns.zlatif 

43,035 

4,223 

6,563 

20,773 

13,956 

17,652 

4,251 

42,561 

29,772 

182,785 S 
Regions 

ii Newfoundland 

12 Prince Edward Island 

13 Nova Scotia 

14 New Brunswick 

15 Quebec 

16 Ontario 

17 Manitoba 

18 Saskatchewan 

19 Alberta 

20 British Columbia 

21 Yukon and Northwest Territories 

156 186 197 172 

34 35 37 34 

339 334 346 405 

230 269 287 264 

3,358 3,836 3,994 3,769 

5,502 6,151 6,344 6 1055 

429 468 511 475 

456 501 510 492 

1,418 1,392 1,460 1,377 

11585 1,798 1,888 1,849 

15 15 19 16 

I ,993 

444 

4,623 

3,221 

45,937 

73,534 

6,013 

6,175 

17,152 

23,478 

215 
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TABLEAU 1. Ventes dos marchands do gros, non-dsa1sonnalisêes, salon Ia groupe do coomerco at Ia 

V region 

Change from previous year 

Variation do l'ann6e précédento 

December November October September Year-to-data 
1990 1990 1990 1990 1990 

Dcembre Novembre Octobro Septembre Cumulakif 

per cant-pourcontage Groupe do coumerce - Canada 
3.0 3.3 1.0 -1.2 2.9 Produits alimontaires, boissons, mdicamen*s I 

at tabac 

-29.0 -18.3 -16.6 -20.4 -13.0 V6'cements of articles do mercerie 2 

-14.0 -2.7 -0.5 2.2 -0.8 Articles mnagers 3 

-3.8 -2.5 3.3 -1.8 -2.9 Vhiculos automobiles, pieces at accessoires 4 

-23.4 -15.7 -17.4 -23.6 -14.9 Mtaux 	articles de quincaillerie, materiel 
do piomberie of do chauffage 

5 

-22.5 -15.8 -15.4 -13.9 -8.3 Bois of ma+riaux do construction 6 

-10.3 -20.7 -14.0 -16.3 -8.4 Machines, matriel of fournitures agricoles 7 

-3.6 -12.8 -7.5 -15.0 -5.6 Autres machines, rtat6riel of fournituras 8 

0.7 -0.7 5.7 1.6 3.7 Produits divers 9 • 
10 -5.5 -6.5 -4.2 -8.2 -3.2 Total, enseublo des camuercas 

RCgions 

11.4 12.1 9.5 -3.2 -1.6 Terre-Neuva 11 

-20.3 -21.1 -19.5 -7.7 -8.7 tle-du-Prince-Edouard 12 

-20.6 -16.2 -17.6 - - -4.7 Nouvo1le-cosse 13 

-14.3 -8.0 -7.0 -13.3 -8.0 Nouveau-Brunswick 14 

-3.9 -4.8 -1.2 -7.1 -2.6 Quebec 15 

-2.5 -4,6 -3.5 -8.7 -4.2 Ontario 16 

-9.1 -9.9 -6.4 -11.3 -3.1 Manitoba 17 

-6.8 -6.4 -11.5 -9.6 -1.5 Saskatchewan 18 

5.9 -3.0 2.1 -6.1 - - Alberta 19 

-19.6 -16.4 -11.4 -10.1 -2.8 Colombie-Britannique 20 

1.6 -2.3 -6.4 -4.7 -7.2 Yukon of Territoires du Nord-Oues'c 21 
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TABLE 2. Wholesale Merchants Sales, Seasonally Adjusted, by Trade Group and Regfon 

Change from 
Sales previous month 

Year-to- 
Ventes date Variation du 

mois prcédent 
1990 

November October September August Cumulatif November October 
1990 1990 1990 1990 1990 1990 

No. Novembre Octobre Septembre AoOt Novembre Octobre 

Trade Group - Canada $ millions 

1 Food, beverage, drug and tobacco 3,639 3,596 3,564 3,570 39,460 1.2 0.9 
products 

2 Apparel and dry goods 298 310 328 342 31919 -3.9 -5.4 

3 Household goods 528 537 539 533 6,059 -1.6 -0.5 

4 Motor vehicles, parts and 1,744 1,745 1,723 1,703 19,067 -0.1 1.3 
accessories 

S Metals, hardware,plumbing and 1,074 1,070 1,078 1,083 12,931 0.4 -0.7 
heating equipment and supplies 

6 Lumber and building materials 1,344 1,375 1,393 1,442 16,373 -2.3 -1.3 

7 Farm machinery, equipment and 329 326 329 343 3,941 0.9 -0.9 
supplies 

8 Other machinery, equipment and 3,380 3,292 3,320 3,354 39,245 2.7 -0.8 
supplies 

9 Other products 2,477 2,484 2 9 502 2,540 27,342 -0.3 -0.7 

10 Total, all trades 14,813 14,735 14,776 14,910 168,336 0.5 -0.3 

Regions 

11 Newfoundland 177 176 174 170 1,812 0.6 0.9 

12 Prince Edward Island 33 35 36 37 414 -4.2 -5.0 

13 Nova Scotia 343 359 373 391 4,293 -4.4 -3.8 

14 New Brunswick 255 262 270 274 2,971 -2.7 -3.0 

15 Quebec 3,791 39741 3,728 3,727 42,244 1.4 0.4 

16 Ontario 6,055 6 1001 5,956 5,992 67,622 0.9 0.8 

17 Manitoba 475 480 485 503 51558 -1.0 -1.1 

18 Saskatchewan 495 492 494 516 5,674 0.8 -0.6 

19 Alberta 1,420 1,378 1,366 1,376 15,788 3.0 0.9 

20 British Columbia 1,768 1 1 801 1,830 1,901 21,797 -1.8 -1.6 

21 Yukon and Northwest Territories 18 18 18 17 201 3.2 -0.7 



2.6 2.6 8.3 5.0 6.4 6.8 

-2.5 - - -19.2 -15.0 -9.8 -2.9 

-4.5 0.3 -17.5 -10.2 -2.3 3.9 

-1.4 -0.5 -9.9 -10.1 -5.8 -3.6 

- - -0.2 -3.7 -3.9 -3.9 -3.4 

-0.6 -1.2 -3.7 -5.0 -6.0 -5.9 

-3.6 -1.9 -8.3 -8,9 -8.2 -3.5 

-4.1 -0.4 -11.1 -9.7 -7.9 -2.3 

-0.7 -1.4 3.2 0.9 -1.9 -3.5 

-3.7 -1.3 -15.6 -11.4 -8.8 -4.5 

5.6 0.6 -8.1 -5.9 -7.1 -3.7 

Terre-Nouvo 11 

ule-du-Prince-douard 12 

Nouvo1lo-cosse 13 

Nouveau-Brunswick 14 

Qu4boc 15 

Ontario 16 

Manitoba 17 

Saskatchewan 18 

Alberta 19 

Colombie-Britannique 20 

Yukon at Territoires du Nord-Oues+ 21 

-3.6 

-7.2 

-3.5 

-6.4 

-2.3 

-4.3 

-2.8 

-0.8 

-0.1 

-1 .2 

-6.1 
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. TABLEAU 2. Ventos dos marchands do gros, désalsonnalisées, splon lo groupe do cc.erco at la 
region 

Change from 	Change from previous year 
previous month 

Variation du 	Variation do 1ann6e pr6c6dente 
mois prcdont  

Year-to- 

	

September 	August November October September 	August 	dote 

	

1990 	1990 	1990 	1990 	1990 	1990 	1990 

	

Septembre 	AoOt Novembre Octobre Septembro 	AoQk Cumulatif 

per cent-pourcentage Groupe de commerce - Canada 

-0.2 0.2 2.2 1.5 1.7 2.1 3.0 Produits alimentaires, boissons, 
mdicamonts at tabac 

-4.1 -0.6 -18.4 -14.7 -15.4 -15.5 -13.4 Vêtements at articles do mercorie 	2 

1.2 0.2 -6.8 -0.4 -0.4 1.9 0.4 Articles m6nagors 	3 

1.2 0.1 -2.1 -0.9 -1.1 -3.0 -2.8 Véhicules automobiles, pieces at 	4 
accesso i res 

-0.5 -2.4 -19.2 -18.2 -19.3 -18.8 -14.3 Mótaux, articles do quincillerie, 	5 

N . 

-6.8 

-7.7 

-5.6 

3.3 

-2.9 

-3.4 -2.4 -17.2 -14.6 -13.8 -10.3 

-4.5 -12.7 -15.3 -16.5 -13.7 

-7.2 -2.1 -6.8 -93 -7A 

0.3 1.1 1.6 1.3 4.4 

-0.9 -0.9 -5.5 -5.4 -5.3 -4.2 

matarlel do plomoorie Ut 00 
chauffage 

Bois at mat6riaux do construction 	6 

Machines2 materiel at fournitures 	7 
agricoles 

Au'cr.s machines, mat6riel at 	8 
fournitures 

Produits divers 	9 

Total, ensemble des comuorces 	it 

Regions 
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TABLE 3. Wholesale Merchants Sasiple Response Fraction and Coefficient of Variation 
	

S 
Response fraction 

Fraction do rAponse 

November October September 
1990 1990 1990 

re 	Novembre 	Octobre 	Septemb 

per cent-pourcentage 

91.2 	92.2 	93.8 	89.3 

8911 	90.4 	87.9 	89.4 

88.6 	93.6 	91.8 	95.8 

89.5 	93.3 	93.4 	89.6 

79.1 	84.6 	89.1 	87.8 

84.1 	86.7 	86.4 	85.6 

83.9 	79.5 	92.8 	82.7 

83.8 	89.9 	88.8 	88.5 

85.1 	82.9 	83.6 	81.0 

86.5 	89.1 	89.6 	87.4 

No. 

Trade Group - Canada 

1 Food, beverage, drug and tobacco products 

2 Apparel and dry goods 

3 Household goods 

4 Motor vehicles, parts and accessories 

5 Metals, hardware, plumbing and heating 
equipment and supplies 

6 Lumber and building materials 

7 Farm machinery, equipment and supplies 

8 Other machinery, equipment and supplies 

9 Other products 

10 Total, all trades 

mbor Deco 

Dóco mb 
1990 

re 

S 
Regions 

11 Newfoundland 

12 Prince Edward Island 

13 Nova Scotia 

14 New Brunswick 

15 Quebec 

16 Ontario 

17 Manitoba 

18 Saskatchewan 

19 Alberta 

20 British Columbia 

21 Yukon and Northwest Territories 

84.9 	90.6 	92.6 	90.8 

88.4 	93.3 	94.8 	93.9 

84.4 	92.4 	92.3 	94.1 

85.4 	91.8 	88.8 	9t.8 

91,1 	89.4 	90.3 	86.4 

87.6 	89.3 	88.0 	86.2 

83.8 	88.5 	92.6 	92.0 

78.6 	79.9 	85.8 	84.6 

81.9 	88.0 	92.0 	89.5 

81.1 	89.5 	91.5 	89.3 

73.4 	89.8 	89.0 	84.9 

S 



Regions 

Terre-Neuvo 11 

?le-du-Prince4douard 12 

Nouvelle-cosse 13 

Nouveau-Brunswick 14 

Qu1bec 15 

Ontario 16 

Manitoba 17 

Saskatchewan 18 

Alberta 19 

Colombie-Brifannique 20 

Yukon of Territoires du Nord-Ouest 21 

-.7- 

TABLF.AU 3. Narchands do gros, fraction do réponse do l'échantilion at coefficient do variation 

Coefficient of variation 

Coefficient ne U2.rIa+iffl 

December November 	October September 
1990 1990 	1990 1990 

Dócembre Novombre 	Octobre Septombro 

per cent -pourcentage 

3.6 3.5 	3.7 3.5 

8.7 6.6 	7.0 9.4 

9.1 8.5 	7.9 7.0 

2.2 1.8 	1.8 2.0 

6.9 8.7 	9.0 8.9 

6.6 9.5 	8.1 7.0 

12.1 7.5 	10.9 6.7 

4.7 7.3 	5.7 4•7 

10.4 6.8 	 6.8 6.6 

S 2.5 2.5 	 2.2 2.0 

5.8 5.1 	4.4 4.4 

5.7 5.0 	4.1 3.7 

12.8 2.9 	3.1 16.0 

5.3 3.8 	3.6 4.9 

4.0 4.7 	4.5 3.8 

3.7 3.5 	3.8 3.4 

9.9 7.9 	3.9 3.6 

3.6 4.5 	5.7 5.6 

9.8 4.1 	3.5 3.3 

7.8 12.5 	8.0 7.4 

4.2 3.9 	3.7 915 

N °  

Groupo do omin 	- Canada 

Produits alimentaires, boissons, médicaments 	1 
of tabac 

Vètomonts of articles do mercorie 	2 

Articles ménagers 	 3 

V6hiculos automobiles, pièces of accessoires 	4 

Mètaux articles do quincaillerie, mafrie1 	5 
de piomberie of do chauffago 

Bois of matérioux do construction 	6 

Machines, mafériel of fournikures agricoles 	7 

Aufres machines, materiel of fournifuros 	8 

Produits divers 	 9 

Total, enseubie des coeuorces 	10 
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TABLE 4. Wholesale Merchants Sales, Not Seasonally AdjUStPd, by Trade 
Historical 

Sales 

	

December 	November 	October September 

	

1990 	1990 	1990 	1990 

No. 	 D6cembre 	Novembre 	Octobre j Septembrej 

Group and 

AUgUSt 
1990 
AoGtj 

Region, 

July 
1990 

Juillet 

June 
1990 
Juin 

Trade Group 	Canada $ millions 

I Food, beverage, drug and tobacco 3,635 3,753 3,697 3,565 3 9 652 3,659 3 1 621 
products 

2 Apparel and dry goods 173 264 342 376 479 375 258 

3 Household goods 487 618 632 602 527 466 498 

4 Motor vehicles, parts and 1,391 1,827 1,977 1,726 1,613 1,571 1 1815 
accessories 

5 Metals 	hardware, plumbing and 862 1 1 099 1,154 1,040 1,097 1 1 039 1,157 

heating equipment and supplies 

6 lumber and building materials 939 1,373 1,522 1,514 1,616 1,654 1,783 

7 Farm machinery, equipment and 277 287 374 337 395 400 407 

supplies 

8 Other machinery, equipment and 3,477 3,313 3,273 3,279 3,174 3080 3 9 758 
supplies 

9 Other products 2,282 2,450 2,622 2,472 2,449 2,454 2,733 

10 Tota2, all trades 13,523 14,984 15,594 14,910 15,003 14,698 16,032 

Regions 

11 Newfoundland 156 186 197 172 191 166 168 

12 Prince Edward Island 34 35 37 34 38 38 37 

13 Nova Scotia 339 334 346 405 397 398 432 

14 New Brunswick 230 269 287 264 295 283 287 

15 Quebec 3,358 3,836 3,994 3,769 3,948 39589 3,861 

16 Ontario 5,502 6,151 6,344 6,05S 5,916 5 1 790 6,470 

17 Manitoba 429 468 511 475 509 526 566 

18 Saskatchewan 456 501 510 492 538 535 542 

19 Alberta 1,418 1 1 392 1,460 1,377 1,317 1 1 398 1,617 

20 British Columbia 1,585 1,798 1 1888 1,849 1,833 1,954 2 1 031 

21 Yukon and Northwest Territories 15 15 19 16 20 22 20 



Ventes 

May April March February January 
199b 

December 
1989 199 

Mai 
1990 

Avril 
1990 
Mars 

199 
Février Janvjer Décembre 

$ ci ilions 

3,722 3,557 3,531 3 1305 3,338 3,529 

308 367 500 429 352 244 

545 539 625 519 505 566 

1 1898 1,826 2,013 1,593 1,523 1,446 

1,330 	1,303 	1,361 	1,249 	1,263 	1 1 125 

11835 1 1 630 1,415 1 1 203 1,168 1,211 

479 445 328 267 254 308 

,661 3,651 4,311 3,772 3,811 3,608 

2,15 2,365 2,628 2,152 2 1 251 2,265 

16,693 15,684 16,711 14,490 14,444 14,304 

170 147 158 139 142 140 

39 36 42 36 39 43 

418 416 429 356 352 427 

290 265 262 242 246 269 

4,189 3,794 4,092 3,740 3,766 3,495 

6,627 6,372 6,862 5,782 5,662 5,643 

593 516 511 449 459 472 

607 525 497 447 526 489 

1,625 1 1500 1,522 1,272 1,254 1,339 

21115 2,097 2,313 2,012 2 1 003 1,972 

19 	17 	23 	16 	15 	14 

Year 
1990 

Année 

Groupo do coc.orce - Canada 

43,035 Produits alimentaires, boissons, 1 
médicaments at fabac 

4,223 Vè+emenks at articles do mercerie 2 

6,563 Articles ménagars 3 

20,773 Véhicules automobiles, pièces at 4 
accesso ares 

13,956 Métaux, articles do quincaillerie, S 
riatériel do ploitherie at do 
chauf f ago 

17,652 Bois at ma+óriaux do construction 6 

4,251 Machines 2  materiel at fournituros 7 
egr icolos 

42,561 Autres machines, materiel at 8 
fournitures 

29,772 Produits divers 9 

182,785 Total, onselublo des coorces 10 

Regions 

1,993 Terre-Neuve ii 

444 ilo-du-Prince4douard 12 

4,623 Nouvelle-(cosso 13 

3,221 Nouveau-Brunswick 14 

45,937 Québec 15 

73,534 Ontario 16 

6,013 Manitoba 17 

6,175 Saskatchewan 18 

17,152 Alberta 19 

23,478 Colombie-Britannique 20 

215 Yukon at Torritoires du Nord-Ouast 21 

-9- 

. TABLEAU 4. Ventes dos earchands do gros, non-desagsonnalises, solon le groupe do coerce at Ia 
region, historique 
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TABLE S. Wholesale Merchants Sales, Seasonally Adjusted, by Trade Group and Region, Historical 

Sales 

November October September August 
1990 

July 
1990 

June 
1990 

Ma 
199 1990 

Novembre 
1990 

Octobro 
1990 

Septembre AoOk Juillet Juin Piai 

$ millions 

3,639 3,596 3,564 3,570 3,562 3,552 3,550 

298 310 328 342 344 356 371 

528 537 539 533 532 536 544 

1,744 1,745 1,723 1,703 1,701 1,690 1,694 

1,074 1,070 1,078 11083 1 1 110 1,146 1,187 

1,344 1,375 1 1 393 1,442 1,478 1 1509 1,525 

329 326 329 343 359 373 377 

3,380 3,292 3,320 3,354 3,428 31521 3,629 

2,477 2,484 2,502 2,540 2,532 2,475 2,387 

14,813 14,735 14,776 14,910 15,045 15,1.58 15,265 

No 

Trade Group - Canada 

1 Food, beverage, drug and tobacco 
products 

2 Apparel and dry goods 

3 Household goods 

4 Motor vehicles, parts and 
accessories 

S Metals, hardware, plumbing and 
heating equipment and supplies 

6 Luther and building materials 

7 Farm machinery, equipment and 
supplies 

8 Other machinery, equipment and 
supplies 

9 Other products 

10 Total, all trades 
S 

Regions 

11 Newfoundland 

12 Prince Edward Island 

13 Nova Scotia 

14 New Brunswick 

15 Quebec 

16 Ontario 

17 Manitoba 

18 Saskatchewan 

19 Alberta 

20 British Columbia 

21 Yukon and Northwest Territories 

177 176 174 170 166 161 159 

33 35 36 37 37 37 37 

343 359 373 391 390 389 399 

255 262 270 274 275 269 270 

3,791 3,741 3,728 3,727 3,733 3,735 3,751 

61055 6,001 5,956 5,992 6,063 6,117 6,162 

475 480 485 503 513 517 507 

495 492 494 516 518 518 507 

1,420 1,378 1,366 1,376 1,396 1,449 1,478 

1,768 1 1 801 1,830 1 1 901 1,926 1,974 2013 

18 18 18 17 17 17 17 



Rgione 

Terre-Neuve 11 

jle-du-Prince4douard 12 

Nouvelle-4cosse 13 

Nouveau-Brunswick 14 

Qubec IS 

Ontario 16 

Manitoba 17 

Saskatchewan 18 

Alberta 19 

Colombie-Britannique 20 

V,,kov, ot 	Territoires 	d.i Uerd-Oust 21 

-II - 

• TABLEAU S. Ventas des .archands do gras, ddsaisonnalisdas, salon 10 groupa do commerce at Is 
rdgion, historique 

Ventes 

April Piarch February ,January December November 
1989 1990 

Avril 
1990 
Mars 

1990 
Fvrier 

1990 
Janvier 

1989 
D6cembre Novembre 

$ •illions 

3,574 3,618 3 1 615 3,619 3,580 3,559 

398 397 390 385 370 365 

560 567 588 594 585 567 

1,738 1,770 1,790 1,770 1,781 1,782 

1,237 1,279 1,316 1 1 352 1 1 331 1,330 

1 1552 1,574 1,580 1,602 1,610 1,622 

381 383 376 365 368 377 

3,724 3,859 3,899 3,839 3,742 39628 

2,465 2,502 2,526 2,451 2,460 2,451 

15,628 15,949 16,080 15,978 15,828 15,681 

159 157 157 156 159 163 

39 39 42 41 41 41 

405 413 411 419 418 416 

272 274 275 276 278 282 

3,836 3,976 4,109 4,118 4,056 3,936 

6,296 6,361 6,364 6,256 6,254 6,285 

514 522 524 519 513 518 

515 522 539 558 561 557 

11505 1,498 1,478 1,445 1,415 1,376 

2,094 2 1 150 2,168 2,173 21151 2,095 

18 l 21 21 20 20 

N' 

Groups do commerce - Canada 

Produits alimentaires, boissons, médicaments 	I 
at tabac 

V6'cemonks at articles de mercorie 	2 

Articles mónagers 	 3 

Vhicules automobiles, pi8cos at accossoires 	4 

Mtaux articles do quincaillerie, materiel 	5 
do piomberie at do chauffage 

Bois at maferioux do construction 	6 

Machines, materiel at fournitures agricoles 	7 

Autres machines, matriel at fournitures 	8 

Produi+s divers 	 9 

Total, ensemble des coumarces 	10 
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APPENDIX I 

Defanitions and Concepts 

The establishment is a statistical unit based 
primarily on the system of accounting used in 
the business. It is the smallest unit which is 
a separate operating entity capable of report-
ing those elements of input and output neces-
sary for the calculation of gross margin, as 
well as employment, wages and salaries. 

The trading location is defined as the physi-
cal outlet in which the business activity 
takes place. It is not necessarily dependent 
upon the availability of accounting-based data 
but must be capable of providing a limited 
range of statistics even though these may, in 
some instances, have to be estimated by the 
respondent. ('(here accounting records are 
available to measure the detailed business 
activity of the single location then the lo-
cation will coincide with the establishment, 
otherwise two or more locations would belong 
to an establishment. The establishment can be 
an individual or a partnership, if unincorpo-
rated, or a single corporation or group of 
associated companies, and sometimes, the 
wholesaling divisions of retailing, manufac-
turing or other organizations. 

Hholesalers may also be classified by type of 
operation, but this classification is depen-
dent on the industrial classification. As in-
dicated in the following paragraphs, the two 
main types of operations are: wholesale mer-
chants and agents and brokers. Hholesaiers 
primarily engaged in buying and/or selling 
merchandise on account of others on a commis-
sion basis (agents and brokers) as well as 
wholesale merchants of grain and petroleum 
products are excluded in this survey. 

Wholesale merchants are establishments pri-
marily engaged in selling merchandise to which 
they have title on their own account. In addi-
tion, they may perform one or more of the fol-
lowing related functions: breaking bulk, pro-
viding delivery service to customers, opera-
ting warehouse facilities for storage of the 
goods they sell. Included in this category are 
wholesalers known as: drop shippers or desk 
jobbers, export merchants, import merchants, 
mail order wholesalers, rack jobbers or volun-
tary general wholesale distributors. Nholesale 
merchants also include other wholesale opera-
tions sometimes known as assemblers of primary 
products which are primarily engaged in sell-
ing products from farmers, loggers, fishermen 
and trappers. Also included are petroleum bulk 
tank plants and truck distributors which oper-
ate on own account and certain manufacturers' 
sales branches which are separate establish-
ments(i.e., which carry a stock of merchandise 
and are primarily engaged in wholesaling ac-
tivity) 

APPENDICE I 

Definitions et concepts 

L'Ctalisseisent 	est lunit4 statistique qui 
s'appuie essentiellement sur Is systeme comp-
table utilis6 dans Is commerce. Cast Is plus 
petite unite distincte d'exploitation consti-
tuant un ensemble aux fins de is declaration 
des entrees at des sorties necessaires au cal-
cul de la marge brute, ainsi quo des effec-
tifs, des traitements at des remunerations. 

L'emplacement d'affaires est l'endroit servant 
I l'activité commerciale. Ii nest pas tribu-
taire de la disponibilite de donnees compta-
bles, mais ii doit pouvoir fournir un nombre 
limite de donnees statistiques mIme si, I 
l'occasion, ii y a lieu de proceder par esti-. 
nation. Ii correspond I letablissement si 
i'ac'civite commorcialo ast consignóe an detail 
dans las registres comptables. Autrement, ii 
fait partie dun etablissement avec dautres 
emplacements d'affaires. L'etablissement peut 
Itre un particulier ou une societe an non col-
lectifj une sociótó unique ou un groups den-
treprises associeesi ou t  parfois, une division 
grossiste d'un organisme manufacturier, d'un 
detaillant ou autres. 

La classification des grossistes p.ut se faire 
salon la nature de l'activitó, mais ella est 
independante de is classification per indus-
tn.. Comma l'indique cc qui suit, las deux 
principales categories d'activi+6 sont: las 
marchands do gros at las agents at las cour-
tiers. Las grossistes syant pour activité 
principale l'achat et/ou la vente I commission 
do marchandises pour 1s compte d'autrui (las 
agents at les courtiers) ainsi que las mar-
chands da gros on produits c4r4aliers at les 
produits pétroliers no sont pas comptes dens 
cette enqulte. 

Les •archands de gras sont des etablissements 
oO l'activité principale ast is vents de mer-
chandises I leur propre compte. us peuvent 
ógalement effectuar une ou plusieurs des fonc-
tions suivantes: r6partition des marchandises 
an vrac, livraison des marchandisas aux 
clients, exploitation d'installations d'en(re-
posage de marchandises I vendre. Sont inclus 
los grossistes qui assurent l'expdition di-
recta de Pusine mu detailiant ou I un utili-
sateur industrial, los exportataurs, los im-
portateurs, los grossistes specialisos on van-
ta par correspondance, les grossistes-etala-
gistes at las distributeurs-grossistes de mar-
chandises diverses. Sont aussi incius les 
grossistes dont l'activit6 principale consiste 
I vendre des produits d'agricuiteurs, d'ex-
ploitants forestiers, de pIchours at da trap-
peurs) las entreprises indepandantas de 
stockage at de distribution par camion de pro-
duits petroliars, at las services de ventes 
des fabricants qui sont des 6tablissements, 
c.-I-d. qui stockent des merchandises at dont 
l'activité principale est 1s commerce do gros. 

. 

. 

. 
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Agents and brokers are establishments primar-
ily engaged in buying and/or selling, on a 
commission basis, products owned by others. 
They may be known as an auction company, com-
mission merchant, import agent or broker, 
export agent or broker, manufacturers' agent, 
purchasing agent or resident buyer and selling 
agent, and may deal in any type of product in-
cluding primary and petroleum products. Agri-
cultural marketing boards engaged in the di-
rect purchase of farm products are included as 
wholesalers. 

Coverage. This current monthly survey covers 
most wholesale merchant establishments. For 
purposes of industrial classification whole-
sale merchants are classified by industry ac-
cording to the principal lines of commodities 
sold. A description of each industry included 
in the accompanying statistical data is shown 
in Appendix IV. As most businesses sell sever-
al kinds of commodities the trade group code 
assigned generally reflects either the indi-
vidual commodity or the commodity group which 
is the primary source of the establishment's 
receipts, or some mixture of commodities which 
characterizes the establishments business. 
Industry classifications are not interchange-
able with commodity classifications so it is 
not generally possible to determine either the 
number of establishments handling a particular 
commodity or the sales of that commodity from 
a classification of establishments by indus-
try. Sales to end-users of certain commodities 
(usually capital or investment (non-consumer) 
goods) such as office furniture and computers, 
feed, seed or other farm supplies, lumber and 
building materials, trucks and commercial ve-
hicles, fuel oil, and all types of machinery 
and equipment are always classified to whole-
sale trade. 

The estimates shown for provincial sales are 
based on the locations operated by the whole-
saler. Establishments provide a sales break-
down by province along with the number of 
trading locations. 

Las agents at courtiers sont des 	fabiisse- 
ments o6 l'activit6 principale est la vente at 
(ou) l'achat de produits appartenant A d'au-
tras, moyennant commission. us comprennent 
los socités de ventes aux enchres, las ngo-
ciants travaillant a is commission, les agents 
ou courtiers d'importation, les agents ou 
courtiers d'oxportation, los reprsentants de 
manufacturiers, les agents d'approvisionna-
ment, les achetaurs A demeure ou las agents de 
vente. Xis font Is commerce de produits do 
tous genres, dont las produits primaires at 
las produits ptro1iers. Sont incluses A titre 
de grossistes las régies des marches agricolas 
qui achtent directement des produits agrico-
les. 

Couverture. Lenqute mensuelle courante vise 
la plupart des étalissements de commerce do 
gros. Aux fins da la classification par indus-
trie, las marchands de gros sont groupés par 
commerce on fonction do la gamma principala de 
marchandises vendues. L'appendice IV contient 
is description de chaque groupe inclus dans 
las données statistiques. Comma la piupart des 
entreprises vendent plusieurs types de mar-
chandises, Is code attribué au groupe repré-
sente généralement la ou las marehandises gui 
forment la principale source do recettes de 
Pétablissement, ou encore un ensemble do 
marchandises qui caractórise l'activité de 
l'établissemont. Les classifications par grou-
pa ne sont pas interchangeables avec celles 
des marchandises, de sorts qu'il est dhabitu-
de impossible de determiner, i partir do la 
classification par groups, Is nombra déta-
blissements qui vendent une certaine marchan-
dise ou bien las ventes dune tells marchandi-
ses. Par ailisurs, on attribue toujours au 
commerce de gros las ventes de certains pro-
duits A iutilisateur final (habituellement 
las biens déquipeinent ou dinvestissement), 
par example, los meubles do bureau at is maté-
riel informatique, los aliments pour animaux, 
ies semences at les autros fournitures agrico-
les, Is bois at las matériaux do construction, 
los camions at les véhiculas commarciaux, Is 
mazout at tous los types do machines at do 
matérial. 

Los estimations des ventes par province sont 
fondées sur les points do yenta exploités par 
is grossisto. Los établissements fournissent 
la ventilation des vantes par province ainsi 
qua Is nombre do points de vente. 

0 



APPENDIX II 

Survey Methodology 

The sample for the redesigned monthly whole-
sale trade survey is drawn from Statis*jcs 
Canadas new Central Frame Data Base (CFDBI. 
Part of the CFDB comprises businesses engaged 
in wholesale activity. 

The 'target population is all wholesale mer-
chant establishments with annual sales greater 
than $25,000. The sampling unit is the statis-
tical company. 

The population of businesses are stratified by 
industry, geographic region and size. The size 
characteristic is a function of annual sales 
and the boundaries within each trade group - 
geographic area stratum. This takes into ac-
count the highly asymmetrical distribution of 
wholesale sales, stratum sizes and the re-
quired coefficient of variation at the sub-
stratum level. 

The initial sample was selected in late 1988 
and has been subsequently updated each month 
for births and deaths. 

Respondents are sent either a questionnaire or 
contacted by telephone to obtain their monthly 
sales. New entities to the survey are included 
in the New Entrant Survey, and are contacted 
by 'telephone to obtain information along with 
sales data. 

Telephone interviews, data capture and follow-
up of non-respondents is performed by staff 
within Statistics Canadas eight Regional Of-
fices. As well, preliminary editing of the 
captured data is performed within the Regional 
Offices and subsequent 'telephone follow-ups 
which may result due to edit failures. The 
edited data is transmitted regularly to the 
head office in Ottawa. 

Further edits are performed at a more aggre-
gate level (trade group by geographic level) 
to detect records which deviate from expecta-
tion either by exhibiting large month-to-month 
change or differ significantly from the re-
maining companies. All data failing these 
edits are subject to manual inspection and 
corrective action may be taken. 

Once these edits are complete, imputation is 
applied to missing records. A variety of impu-
tation methods are available. The imputation 
system automatically selects the appropriate 
method depending on the availability of the 
data. Some of the methods available perform 
imputations using: monthly trends; yearly 
trends; historical data; annual data, etc. 

APPENDICE II 

Mêthodoloq:le do 1'enquta 

Aux fins de Is version remanie de lenquête 
mensuelie sur Is commerce do gros, léchantil-
ion ask tire de Is nouvalle base de données du 
registre central (BDRC) do Statistique Canada. 
La BDRC comprend, on partie, las entreprises 
don't lactivite est Is commerce de gros. 

La population cible est lensembla des ét.-
blissements de marchands de gros dont Is chif-
fre daffaires depasse S25,000 annuellament. 
Lunité d'echantillonnage ast lentrepris. 
statistique. 

La population des antreprises est stratifiee 
solon lindustrie, 1s r6gion géographiqua at 
Is tailie. Cotta dernire caractéristique ast 
une fonction des ventes annuelles at des limi-
tas de chaque strata representant Is groups do 
commerce at Is region géographique. Cola tiant 
compte do Is distribution tres asymetrique des 
vantes do gros, do la taille des strates at du 
niveau raquis de Is sous-strato au coefficient 
do variation. 

lechantillon a 4t4 choisi pour Is premire 
fois 5 is fin do 1988, puis a 6tA revise cha-
quo mois pour linclusion do nouvelles unites 
at par loxciusion des unit6s déc6d4es. 

On communique avoc los anqu+és par telephone 
ou par lanvoi dun questionnaire afin dobte-
nir la chiffre des ventas mensuellos. Los nou-
volles entites de ianqute sont incluses dans 
lonquete sur los nouveaux arrivants, at on 
lour telephone pour obtanir des rensoignemants 
at Is chiffre daffaires. 

La personnel des huit bureaux r6gionaux do 
Statistique Canada effoctue los interviews tó-
lephoniques, Is saisie des donnees at Is re-
lance des non-répondants. Il so charge aussi 
du contr8le préliminairo des donnéos saisias 
at du suivi t6l6phonique quo peuvont nécessi-
ter las d6faillances du controls. Après co 
contr6le, los donnees sont transmises regulie-
rement au bureau principal 5 Ottawa. 

Les données font ensuite lobjet dun contrO-
la, selon Is groups do commerce at Is region 
geogrsphiquo, afin do d6tecker las unites qui 
s'ecarten'c des attentes, soi't par une forte 
variation dun mois & lautre, soit par une 
grande divergence au regard des autres entre-
prisas. Lorsqua los donnóes no passent pas is 
contrOle, alles sont sujettes A une inspection 
manuelle at aux mosuras qui simposent. 

Une fois tarminós les contrôles, on procède i 
limputation des unites manquantes. Ii existe 
divarses methodes ô cet egard, at Is systeme 
choisit automatiquemont cello qui convient sa-
lon is disporiibilite des donnees. Certaines 
m6thodes dimputation utilisent las tendances 
mensuelles, los tendances annuelles, los don-
nóes historiques, los données annuelles, etc. 

S 

S 
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Reported or imputed data is then weighted to 
reflect the population. The weights applied to 
the survey data are equal to the ratio of the 
population and sample counts at the sample 
selection level. The selection level for the 
Monthly Wholesale Trade Survey is trade group 
by geographic area by size. 

Domain estimation is used to produce the sur-
vey estimates. A domain is defined by the most 
recent classification data available from the 
frame (CFDB) for the statistical entity and 
reference period. Therefore, these domains may 
differ from the original sampling characteris-
tics because records may have changed indus-
try, location or size. These changes are re-
flected in the estimates as they occur on the 
CFDB. After the estimates are produced, a 
listing of the top contributors to the es+i-
mates is produced. Individual records which 
make up a large proportion of the estimates 
are checked for consistency. Following valida-
tion and correction, the data base is created. 

Two sets of estimates are produced each month 
to incorporate late responses. Preliminary es-
timates are usually available 45 days follow-
ing the reference period, while revised esti-
mates are published one month after the re-
lease of preliminary estimates. 

Les donnSes dclaras ou imputes sont ensuito 
pondres an fonction de Is population. Aux 
fins de lenquato, iss coefficients do ponds-
ration égalent Is ratio do Is population ct 
des comptos d6chantilion su nivoau do s4iec-
tion. Pour i'enquto monsuolle sur Is commerce 
de gros, cc nivosu ost Is groupe do commerce 
scion is region geographique at Is taille. 

Lestimation du domaino sort A produire los 
estimations do l'enqute. La domaine comprend, 
par definition, los plus récentes donnees do 
classification tireos du registro (BDRC) pour 
l'entite statistique at is periode do referen-
cc. Par consóquant, los domaines peuvont dif-
fórer des caracteristiquos initiaies do le-
chantillonnago parce qu'ii so pout que los 
entites aient change do groupe, demplacomont 
ou do taille. Ces changements so raflètent 
dans los estimations A mosura quils sont con-
signés dans is BDRC. Une fois los estimations 
produitos, on dresso Is list0 dos principaux 
contribuants i lestimation. On vórifia Is co-
h6ronco des fichos individualios qui forment 
une grande proportion dos estimations. Aprôs 
is validation at los corrections, is base do 
donnees est creeo. 

Chaque mois doux jeux dos'cimations sont pro-
duits pour tonir compto do is réponse tardive. 
Los estimations preliminaires sont habituelie-
mont disponibies 45 jours après is periodo do 
reference, tandis quo ies estimations róvisées 
sont publiees un mois aprs quo los données 
prCliminires sont relchces. 

0 



APPENDIX III 

Data Reliability 

This publication presents estimates derived 
from a sample surveyl as in any survey, they 
are subject to errors. The following section 
describes the sources of errors that may occur 
in a survey and is intended to assist the 
reader in the interpretation of the estimates. 

Sources 04 Errors 

When a survey is conducted, numerous errors 
may affect the quality of the estimates ob-
tained. These errors fall into two categories: 
sampling errors and non-sampling errors. The 
accuracy of the estimates obtained will depend 
on the combined effect of these two sources of 
errors. 

Sampling Errors 

Sampling errors occur because data are col-
lected for a part of the population only as 
opposed to the whole population, as would be 
the case in a census. The results derived from 
this survey will therefore likely be different 
than if a complete census had been taken under 
the same general survey conditions. 

Sampling errors depend on factors such as the 
size of the sample, variability in the popula-
tion, sample design and estimation method. For 
example, for a given size of sample, the sam-
pling error will depend on the choice of sam-
pling units, the stratification method, the 
allocation of the sample and the selection 
method. 

Non -sampling Errors 

These errors are present whether a sample or a 
complete census of the population is taken. 
Non-sampling errors stem from several sources, 
the most important of which are described 
below. 

Coverage Error. 	This error stems from an in- 
complete sampling frame which results in inad-
equate coverage of the target population. For 
example, a unit that is missing from the list 
of wholesale merchants will not be represented 
in the sample. 

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. 
It may also stem from misinterpretation of the 
questions because of definitional difficulties 
and the tendency of interviewers to explain 
questions or interpret responses differently. 

APPENDICE III 

Fiabilitd des données 

La prsente publication donne des estimations 
qui proviennent dune enquête par óchan*illon-
nage at qui risquent, comme dans touto enquê-
ta, dtre entaches derreurs. On trouve ci-
dessous les sources derreur que paut compor-
ter une enquêto, aux fins de faciliter lin-
terpr&tation des estimations. 

Sources d'errour 

Au cours dune enquête, Is qualitd des estima-
tions peut être alt6re par deux genres der-
reur: los erraurs d'6chankillonnage at los or-
reurs non dues 4 lchantillonnage. Lout affet 
combing influence lexactitude des estima-
tions. 

Erreurs d 'êchantillonnage 

Los erreurs déchan+illonnago sexpliquent du 
fait quo Is collects dos donnas vise souls-
mont uno partia do la population, at non Is 
to+alité, comma cast Is cas dun recansement. 
Ii so peut, par consquent, quo los rsultats 
do lenquto solent différonts da coux dun 
rocensement, mend dans los memos conditions. 

Los errours déchantillonnage sont tributaires 
do facteurs tols quo la taille do l'óchantil-
ion, Is variabilité do 1s population, Is plan 
denqueto at Is methods destination. Par 
example, pour une taillo d'echantilion donn6e, 
alias procèdent du choix des unitós dechan-
'cillonnago, do la methode do stratification, 
do la repartition de léchantillon at do Is 
methode do s6loction. 

Erreurs non dues a l'ëchantillonnage 

Ces errours so retrouvent aussi bien dans uno 
enquôta par echantillonnago qua dane un recen-
sement do 1. population. Flies proviennent do 
plusiours sources, dont voici los plus impor-
tantes. 

Erraur do couverture. Ella resulte do linsuf-
fisance do la base dchantillon, qui empêche 
Is couverture adóquate do la population visóe. 
Par exempie, une unitA manquanto dans la lists 
des marchands do gros no sara pas ropresonteo 
clans lchantillon. 

Erreur do réponse. 	Ella pout soxpliquar par 
la conception du questionnaire, per los carac-
téristiques da 1* question ou par lincapacite 
ou Is refus do lenquete do fournir dos ron-
soignements exacts. Elle pout aussi dócouler 
du fait quo des problèmes d'ordre definition-
nol ont fauss6 lintorpretation des questions, 
ou bien quo los interviewers so tont pris dif-
fAremment pour expliquer las questions ou in-
terprifor les reponses. 

S 
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Non-response. 	Some respondents may refuse to 
answer questions, some are unable to respond, 
while others may be too late in responding. 
The gaps left in the estimate by these non-
respondents are filled by the assignment of an 
approximate response. The procedure used to 
assign these approximate values to units which 
do not respond and to units whose response was 
deemed unacceptable is called imputation. The 
data are imputed from earlier data (if avail-
able) for 'chose units, or from data provided 
by respondents. The extent of error due to 
imputation is usually unknown and is very much 
dependent on any characteristic differences 
between the respondent group and the imputed 
units in the survey. This error generally in-
creases with the non-response rate and at-
tempts are therefore made to obtain as high a 
response rate as possible. 

Processing Error. This error may occur at the 
various stages of processing such as coding, 
data entry, editing, etc. 

Non-sampling errors are difficult to measure. 
Hithin the limitations of the budget and the 
human resources available, all attempts have 
been made to minimize this type of error in 
calculating the estimates contained in this 
publication. Units have been defined using the 
most up-to-date listingi the questionnaires 
have been designed so as to minimize differ-
ences of interpretation, testing has been car-
ried out for the different stages of editing 
and processing. Moreover, non-respondents are 
followed up in order to reduce the non-re-
sponse rate. 

Measures of Sampling and Non-sampling Error 

Sampling Error Measure 

The particular sample used in this survey is 
one of a large number of possible samples of 
the same size that could have been selected 
using the same sample design under the same 
conditions. 

Coefficient of variation (CV) 	is a common 
measure which takes into account variation 
among estimates from all possible sample com-
binations. The CV is defined as the square 
roof of the variance divided by the estimate. 
By applying the CV of interest from Table 3, 
it is possible, through derivation of a confi-
dence interval to predict, with a known proba-
bility, the range that the estimate would 
cover faking into account all possible sam-
ples. This range or interval is expected to 
cover the unknown value being estimated with 
the predicted probability. 

For example, to establish a 95 	confidence 
interval for not seasonally adjusted sales in 
Ontario one would use: 

Non-rêponse. Certains enquètés refusent de ré 
pondre, dautres an sont incapablas at dau-
tres encore rpondent trop tard. On se serf 
dune r6ponsa approximativo pour combler les 
vicies dans lestimation crêés per ces non-rd-
pondants. Limputation dsigne Is faiL dat-
tribuer des valeurs approximatives eux unitós 
qui omettant de r6pondre ou dont Is rponsa 
est juge inacceptable. Ella seffectue I par-
fir des donnes disponibles pour cas unites ou 
fournies par lea r6pondants. La portee de 
lerreur due I limputation es'c generalement 
inconnuej elle eat fortement tributaire des 
differences qui caracterisent los repondants 
at les unites imputóes. Ce genre derreur 
augmente dhabitude au gre du taux de non-re-
ponse, d'oii Is déploiement defforts pour 
obtenir 1s meilleur faux do reponse possible. 

Erreur de traitoment. Elle pout so produire 
aux diverses Stapes du traitement: codage, 
saisie, verification, etc. 

Las erreurs non dues I lechantillonnage sont 
difficilos I mesurer. Autant que Pont permis 
Is budget at los ressources humaines disponi-
bias, on sest efforce do les reduire au mini-
mum aux fins du calcul des estimations conte-
flues dana Is presenfe publication. On a défini 
les unit6s au moyen des derniIres listes I 
jourl on a concu lea questionnaires de manilre 
I rduire cu minimum lea divergences dinfer-
pretation; on a soumis I un essai los étapes 
de verification at de traitementl at Is suivi 
a 6t6 effectue aux non-répondants afin do-
baisser Is faux do non-reponse. 

Mosure do l'erraur d'Cchantillonnage at do 
l'erreur non due I l'Cchantillomnege 

Mesure do l'erreur d'Cchantillonn.ge 

L'échantilion utilisó aux fins de lenqulte 
compte parmi Is grand nombre do mIme taille 
quon aurait pu choisir scion Is mIme plan 
d'enqulte at dans lea mImes conditions. 

La coefficient de variation (CV) est une mesu-
re qu'on utilise couramment of qui prend on 
compte la variation des estimations provenant 
de toutes los combinaisons dóehantiilons p05-
sibles. La CV so d6finit comme etont Is racine 
carróe do Is variation divisee par Pestima-
Lion. En appliquant Is CV approprié du tableau 
3, on pout pr4dire, au mayan dun in'cervalla 
de confiance at avec une probobilite connue, 
Is porkée quaurait lestimation compte tenu 
de tous los échantillons possibles. Cette por-
tea ou intervalle est cens6a couvrir Is valour 
inconnue qui eat estimée avec Is probabilit4 
predito. 

Par exeinple, pour astimer las ventes non de-
saisonnalisees en Ontario selon un intervalle 
de confiance de 95Z, on utiliserait: 

1, the provincial sales from Table I; and 	1 los ventes provinciales indiquees au tableau • 11 of 
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2. the coefficient of variation for the esti-
mate from Table 3. 

A 95 confidence interval is then constructed 
by adding or subtracting 'twice the value rep-
resented by applying the CV to the estimate, 
f or example: 

12,000,000 + (2 x 1.8(12,000,000)) 

100 
12,000,000- (2 x 1.8(12000000)) 

or 
100 

Thus, the confidence limit for this example 
would be: $11,568,000 to $12,432,000 

Summarizing these findings, the best estimate 
for not seasonally adjusted sales in Ontario 
will be found in Table 1. One can be 95Z con-
fident that the unknown true value of sales 
lies in the interval between $11,568,000 and 
12,432,000. 

Non Saep3.inq Error Measures 

One source of non-sampling error is the non-
response error. There are several measures 
that can help the user evaluate this type of 
error, among others, the response rate and the 
response fraction. 

The response rate is a measure of the propor-
tion of those sample units which have re-
sponded in time for inclusion in the estimate. 
To calculate the response rate, one should ex-
cluded from the sample, deaths as well as sea-
sonal establishments closed during the month 
in question. 

The response fraction, which is a measure of 
the data response rate, is the proportion of 
the estimate which is based upon actual 
reported data. 

An example illustrates the two above measures. 
For example, a cell with 20 active sample 
units in which 10 respond for a particular 
month would have a response rate of 50%. 
However, if the 10 reporting units represented 
$9 million out of a total of $12 million, the 
response fraction would be 75%. Thus 25X of 
the estimate came from imputed data. 

Joint Interpretation of Measures of Error 

The two measures 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. A lower coefficient 
of variation combined with a higher response 
rate and response fraction, will result in a 
better estimate. 

Response fractions and coefficients of varia-
tion associated with each estimate appear in 
Table 3. 

2.le coefficient de variation de l'estima(ion 
provenant du tableau 3. 

On établi+ ensuite l'in*ervalle de confianco 
do 95'i en additionnant cu an soustroyant deux 
fois la valour reprsen+e par lapplication 
du CV 5 lestimation, par example: 

12,000,000 + 42 x 1.8(12,000,0001) 

100 
12,000000 -(2 x 1.8(12 1 000,000)) 

ou 
100 

Dans cet example, In limite de confiance so-
rait donc: $11,568,000 A $12,432,000. 

Pour rsumer ces rsulta+s, qui fournissent la 
meilleure estimation des ventes non d6saison-
nalises en Ontario ao retrouvent mu tableau 
1. On est confiant A 95X que la valeur vreie 
inconnue des ventes so situe dans lintervalle 
compris entre $11,568,000 A 12,432,000. 

Hesure do l'errpur mom due A l'échantillonnaqe 

La non-rponse est un type d'erreur non due A 
lchantillonnage. Ii existe plusiours mesures 
qui permottent de 16valuer, notamment le taux 
de r4ponse et la fraction de róponse. 

Le tauw do réponse eat la proportion des uni-
tós de lchantillon dont la rponse parvient 
dans le dlai stipu16 pour le calcul do los-
timation. Aux fins du calcul, on exciut do 
l'échan'tillon los dcAs at las 6tablissements 
saisonniors ferm4s pendant le mois on ques-
tion. 

La fraction de rpons., qul eat une mesure du 
taux do rponse, reprsente la proportion de 
lestimation qui sappuie sur l.a donnes 
rellement dclares. 

La deux mesures sont illustres dana lexemple 
suivant. Pour une collule comportant un óchan-
tillon do 20 units actives, dont 10 rpondent 
pour un mois donn, le taux do rponse serait 
de SOZ. Cepandant, si las 10 unites declaran-
tes representent $9 millions sur un total do 
do $12 millions, la fraction de rponso serait 
de 75'. Ainsi 25 de lestimation proviennent 
dos donnees imputees. 

Interpretation conjofnte dos mesures d'erreur 

Pour obtanir un aperçu do la qualit4 des esti-
mations, ii faut considerer conjointement las 
daux mesures de non-reponse ainsi qua la coef-
ficient do variation. La meilleure estimation 
eat cello qui comporte un faible coefficient 
do variation ainsi qu'un taux do r6ponsa at 
une fraction do reponsa eleves. 

La tableau 3 indique lea fractions de reponse 
at los coefficients de variation pour chaque 
estimation. 

S 
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APPENDIX IV 

TRADE GROUP COVERAGE 

010 Food, Beverage, Drug and Tobacco 
Products Wholesalers 

5211 Confectionery 
5212 Frozen Foods Packaged) 
5213 Dairy Products 
5214 Poultry and Eggs 
5215 Fish and Seafood 
5216 Fresh Fruit and Vegetables 
5217 Meat and Heat Products 
5219 Other Foods 
5221 Non-Alcoholic Beverages 
5222 Alcoholic Beverages 
5231 Drugs 
5232 Toilet Soaps and Preparations 
5239 Drug Sundries and Other Drugs and 

Toilet Preparations 
5241 Tobacco Products 

020 Apparel and Dry Goods Wholesalers 

5311 Men's and Boys' Clothing and 
Furnishings 

5312 Women's, Misses' and Children's 
Outerwear 

513 Women's, Hisses' and Childrans 
Hosiery, Underwear and Apparel 

. 	Accessories 
5314 Footwear 
5319 Other Apparel 
5321 Piece Goods 
5329 Notions and Other Dry Goods 

030 Household Goods Wholesalers 

5411 ElectrIcal Household Appliances 
5412 Electronic Household Appliances 
5421 Household Furniture 
5431 China, Glassware, Crockery and Pottery 
5432 Floor Coverings 
5433 linens, Draperies and Other Textile 

Furnishings 
5439 Other Household Furnishings 

040 Motor Vehicles, Parts and Accessories 
Wholesalers 

5511 Automobiles 
5512 Trucks and Buses 
5519 Other Motor Vehicles and Trailers 
5521 Tires and Tubes 
5529 Other Motor Vehicle Parts and 

Accessories 

050 Metals, Hardware, Pli,bing and Heating 
Equipment and Supplies Wholesalers 

5611 Iron and Steel Primary Forms and 
Structural Shapes 

. 	5612 Other Iron and Steel Products 
5613 Non-Ferrous Metal and Metal products 

5619 Combination Metal and Metal Products 
5621 Hardware 
5622 Plumbing, Heating and Air Conditionning 

Equipment and Supplies  

Appendico IV 

CO(JVERTURE DES GROSJPES BE COMERCE 

010 Grossistes on produits alaentaires, 
boissons, cédicaments at tabac 

5211 Confiseries 
5212 Produits alimentaires congelés (emballés) 
5213 Produits laitiars 
5214 Volaille at oeufs 
5215 Poisson at fruits de mar 
5216 Fruits at legumes frais 
5217 Viande at produits do la viande 
5219 Autres produits alimentaires 
5221 Boissons non-alcooliques 
5222 Boissons alcooliques 
5231 Medicaments 
5232 Savons at produits de toilette 
5239 Produits pharmaceutiques divers at autres 

produits de 'coilette 
5241 Produits do tabac 

020 Grossistes on vétesients at articles de 
mercerie 

5311 Vtements at articles d'habillement pour 
hommes of garçonnets 

5312 Vêtemants da dessus pour dames, jaunes 
fillos at enfants 

5313 Bas at chaussettes, sous-vêtements at 
articles dhabillemant pour dames, jeunes 
filles at enfants 

5314 Chaussures 
5319 Autres v6tements 
5321 Tissus A la piece 
5329 Articles de merceria 

030 Grossistes on articles mCnagers 

5411 Apparails menagars électriques 
5412 Appareils ménagers éleetroniques 
5421 Heubles de maison 
5431 porcelaine, verrerie, laIance at poterie 
5432 Pevtements do sol 
5433 lingo de maison, tonturas at autres article 

do textile 
5439 Autres accessoiras menagars dameublament 

040 Grossistes an vdhicules autoiuobiles, pièces 
at accassoires 

5511 Automobiles 
5512 Camions at autobus 
5519 Autres véhiculos automobiles 
5521 Pneus at chambres I air 
5529 Autr.s pilces at accessoires pour véhicules 

automobiles 

050 Grossistes an métaux, articles de 
quincaillerie, matérial de plomberie 
at de chauff age 

5611 Forces primairas at profiles de charpente a 
for at an acier 

5612 Autres produits on far at on acier 
5613 Metaux non ferraux at produits an métaux no 

ferreux 
5619 Combinaisons da métaux at produits an metal 
5621 Articles do quincaillorie 
5622 Materiel at fournitures de plomberie, de 

chauffago at de climatisation 
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060 Lumbar and Building Materials 
Wholesalers 

5631 Lumber, Plywood and Miliwork 

5632 Paint, Glass and Wallpaper 
5639 Other Building Ha'cerials 

070 Fare Machinery,' Equip,ent and Supplies 
Wholesalers 

5711 Farm Machinery, Equipment and Supplies 

080 Other Machinery, Equipment and Supplies 
Wholesalers 

5721 Construction and Forestry Machinery, 
Equipment and Supplies 

5722 Mining Machinery, Equipment and 
Supplies 

5731 Industrial Machinery, Equipment and 
Supplies 

5741 Electrical Wiring Supplies and 
Electrical Construction Material 

5742 Electrical Generating and Transmission 
Equipment and Supplies 

5743 Electronic Machinery, Equipment and 
Supplies (Except Computer and Related 
Equipment P 

5744 Computer and Related Machinery, 
Equipment and Packaged 

5749 Other Electrical and Electronic 
Machinery, Equipment and Supplies 

5791 Office and Store Machinery, Equipment 
and Supplies 

5792 Service Machinery, Equipment and 
Supplies 

5793 Professional Machinery, Equipment 
and Supplies 

5799 Other Machinery, Equipment and 
Supplies n.e.c. 

090 Other Products Wholesalers 

5011 Livestock 
5019 Other Farm Products 
5911 Automobile Wrecking 
5919 Other Haste Materials 
5921 Newsprint 
5922 Stationery and Office Supplies 
5929 Other Paper and Paper Products 
5931 Agricultural Feeds 
5932 Seeds and Seed Processing 
5939 Agricultural Chemical and Other Farm 

Supplies 
5941 Toys, Novelties and Fireworks 

5942 Amusement and Sporting Goods 
5951 Photographic Equipment and Supplies 
5952 Musical Instruments and Accessories 
5961 Jewellery and Watches 
5971 Industrial and Household Chemicals 

5981 General Merchandise 
5991 Books, Periodicals and Newspapers 
5992 Second-Hand Goods (Except Machinery 

and Automotive) 
5993 Forest Products 
5999 Other Products n.e.c. 

060 Crossistes on bois at p,atériaux de 
construction 

5631 Bois de construction, contreplaqués at 
bois travaillé 

5632 Peintures, vitres at papiars paints 
5639 Autres matériaux de construction 

070 Grossistos an machines, matérial at 
fournituras agricoles 

5711 Machines, materiel at fournitures agricolas 

080 Grossistes an autras machines, matérial at 
•fournitures 

5721 Machines, matérial at fournitures de 
construction at dexploitation forestièra 

5722 Machines, matérial at fournitures 
d extraction minière 

5731 Machines, matérial at fournitures 
industrials 

5741 Fournituras pour canalisations éleclriques 
at matériaux dinstallations électriques 

5742 Matérial at fournitures de production at de 
transmission d'élac'cricité 

5743 Machines, matérial at fournitures 
électroniques (sauf ordinateurs at Is 
matérial connaxa) 

5744 Ordinateur, machines at matérial connaxes 

5749 Autres machines, matérial at fournitures 	is 
électriques at électroniques 

5791 Machines, matérial at fournitures de bureau 
at da magasin 

5792 Machines, matérial at fournituras des 
antreprises de sarvices 

5793 Machines, matérial at fournitures dusage 
professionnel 

5799 Autres machines, matérial at fournituras 
n.c.a. 

090 Grossistas an produits divers 

SOil Bétail 
5019 Autres produits agricoles 
5911 Démontage d'automobiles 
5919 Autres matières de rebut 
5921 Papier journal 
5922 Papeteria at fournitures da bureau 
5929 Autres papiers at produits du papier 
5931 Alinents pour animaux 
5932 Semences at traitement des semences 
5939 Produits chimiquas at autres fournitures 

agr i col es 
5941 Joueks, articles da fantaisie at pièces pou 

fau d'artifice 
5942 Articles de loisir at da sport 
5951 Matérial at fournitures photographiquas 
5952 Instruments at accessoiras de musiqua 
5961 Bijoux at montres 
5971 Produits chimiquas dusaga ménager at 

industriel 
5981 Marchandisa générale 
5991 Livres, périodiques at journaux 
5992 Marchandises doccasion (sauf machines et 

véhicules automobiles) 
5993 Produits forestiars 
5999 Autras produits n.c.a. 
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APPENDIX V 

Other Survey Related Issues 

Seasonal Adjusteent 

Socio-economic time series contain four basic 
components: the trend-cycle, the seasonal, the 
trading-day and the irregular components. The 
component of interest is usually the (rend-
cycle, which reflects the more fundamental 
evolution of the series (e.g. the business 
cycle), whereas the other components reflect 
short-term transient movements. Seasonal va-
riations are caused by the direct and indirect 
effects of climatic and institutional seasons 
(e.g. Christmas); they tend to repeat from 
year-to-year. Trading-day variations originate 
from the fact that the number of Mondays, 
Tuesdays, etc., in a given month varies from 
year-to-year. Finally, the irregular component 
is a residual which captures measurement er-
rors and events which do not occur in a regu-
lar manner. Seasonal, trading-day and irregu-
lar variations all conceal the trend-cycle 
component of the series. 

Seasonal adjustment consists of removing the 
seasonal and the trading-day components from 
the series. Seasonal adjustment thus helps 
reveal the trend-cycle and makes month-to-
month comparisons more meaningful. One should 
bear in mind that the seasonally adjusted 
series contains the trend-cycle and the irreg-
ular component (which is technically difficult 
to isolate). The month-to-month comparisons of 
the seasonally adjusted series are thus af-
fected by the irregular fluctuations. 

Users of time series data should also take 
note of the following. Same-month comparisons, 
for instance that of March 1989 to March 1990, 

are not valid for series which have not been 
seasonally adjusted if the series contains 
trading-day variations. In the absence of 
trading-day variation, same-month comparisons 
are valid; however they measure the movement 
over the year and do not reflect the most 
recent movements. For instance, same-month 
comparisons may indicate a continuing growth, 
while the trend-cycle has been falling for the 
last few months. 

In order to seasonally adjust its time series, 
Statistics Canada uses the X-11-ARIPIA method. 
The method is a combination of the ARIMA 
forecasting method and of the X-1I seasonal 
adjustment method, which is ratio-to-moving 
average method. 

APPENDICE V 

Autres questions relatives A l'enquêtP 

La désaisonmalisatiOfl ou correction pour 
variations saisonnières 

Las series temporelles socio-éConomiques comp-
tent quatre composantes principales: Is ten-
dance-cycle, Is saisonnalité, Is composante de 
rotation des jours at Is composante irrégulié-
ro. Vintért porte généralement sur Is ton-
dance-cycle, qui reflète Pévolution fondamen-
tale do Is série (ex. Is cycle des affaires), 
(andis que les autres composantes traduisent 
des mouvements passagers A court terme. Los 
variations saisonniAres sont Is produit des 
effets directs at indirects des saisons elima-
tiquos at institutionnelles (ox. Noöl)J dies 
tendent A so répéter année aprAs année. La 
composante de rotation des jours provient du 
faif que Is nombre de lundis, mardis, etc., 
dans un mois donnée vane dune ennée A lau-
tre. Enfin, Is composante irréguliAre est un 
résidu incorporant los erreurs do mesure ainsi 
qué les événements qui no se produisent pas de 
de manière réguliAro. Les variations saison-
niAres, do mAma que las composantes irréguliA-
re at de rotation des jours nasquen'c Is ten-
dance-cycle do Is série. 

La désaisonnalisation consiste A enlever los 
composantes saisonniAre at do rotation des 
jours de Is série. La dósaisonnalisatiofl con-
tribue donc A révéler Is 'cendance-cycle at A 
rendre los comparaisons sur mois adjacents 
plus significatives. On doit cepondant garder 
A l'osprit quo Is série désaisonnalisée corn-
prend Is tendance-cyclo mais aussi Is compo-
santo irreguliAro (techniquornent difficile A 
isoler). Los comparaisons sur mois adjacents 
do Is série désaisonnalisóe son'c donc affec-
tees par las fluctuations irrAguliAres. 

Las usagers des données chronologiques do-
vraien+ égalemont Atre conscients do cc qui 
suit. Los comparaisons sur mois homologues, 
par example Is coriparaison do mars 1989 a mars 
1990, no so sont pas légitimes pour los series 
nayan& pas été désaisonnalisées, si los sé-
nies ont une composante do rotation des jours. 
En labsence do cetto composante, los compa-
raisons sur mois homologuos soot légitimos; 
cependant dies mesurent Is mouvement au cours 
do lannéo at no reflAtent pas los mouvements 
los plus récents. Par exemple, les comparai-
sons sur mois homologues pouvont indiquor une 
hausse poursuivie, tandis quo Is (endanco-cy-
cle ost an chute depuis quelques mois. 

Pour désaisonnalisor sos series chronologi-
ques, Statistiqu. Canada utilise Is méthode 
)<-11-APMMI. La mélbode est une combinaison do 
Is méthode do prevision ARMMI (ARIIIA) at do Is 
méthode désaisonnalisation X-11, qui ost une 
méthode do type rapport A Is moyenne mobile. 

. 
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In the case of the Hholesale trade series, the 
seasonally adjusted series obtained from the 
X-11-ARIIIA method are also smoothed by a 
three-month moving average. The seasonally 
adjusted value published for November 1989, 

for example, is the arithmetic average of the 
seasonally adjusted values first obtained from 
the program for October, November and December 
1989. This three-month smoothing is necessary 
to eliminate erratic month-to-month fluctua-
tions introduced in the seasonally adjusted 
values of 1989 by the new survey design and 
methodology. The need for such smoothing is 
likely to disappear as more data become avail-
lable from the new survey. 

Comparison To Other Sources 

The redesigned survey differs from the old 
monthly in several respects. 

The survey design is described in Appendix II. 
Salient differences include an improved survey 
frame, regional collection of data, increased 
edits and a better imputation system. 

In terms of data availability, for the first 
time, sales by trade group is now published. 

From 1981 to the present, CANSIM contains 
converted monthly trade group and geographical 
data. 

Dans Is cas des series du Commerce de gros, 
les sries dosaisonnalisees obtanues de Is me-
thode X-11-ARM1II sont on outre liss6es per une 
moyenne mobile de trois mois. La valaur desai-
sonnalisóe publiee cia novembre 1989, per exam-
ple, est le moyenne arithmêtique des valeurs 
desaisonnalisees dabord obtenuas du programme 
pour octobre, novambre at decembre 1989. Ca 

lissage de trois mois vise i êliminer les 
fluctuations erratiques sur mois adjacents in-
troduites dens les valaurs desaisonnalisees de 
1989 par Is nouveau plan de sondage at 1s nou-
velle methodologie. La necessite de ce lissage 
devrait disparaltre A mesure qua saccumul.nt 
las donnCes de la nouvelle enqut.. 

Coparaison avec d'autres sources 

Lenqute mensuelle ramaniee diffre de Is 
precedente sous plusieurs aspects. 

La plan de l'enqute est decrit i lappendice 
II. Parmi las diff6rences saillantes figurant 
une base d'enquête amelioree, la collecte re-
gionale des donnees, des contrôles accrus at 
un systeme dimputation effine. 

En ce qui concarne las données disponiblas, on 
publie pour Is premira fois les chiffres 
daffaires selon Is groups de commerce. 

De 1981 jusqu 	maintenant, CANSIM contient 
los donn4es mensuelles converties pour los 
groupes de commerce of los regions geographi-
qums LI 

LI 
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