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General observations

1. According to the Monthly Survey of
Retail Sdes, the value of total retail sales in
March 2003, provisondly estimated a $14.2
billion, decreased by 6.0% compared with March
2002. After netting out the effect of price changes
over the same period, the overall volume of retail
sales decreased by 3.7% in March 2003 from a
year earlier.

2. The revised estimate on the vaue of total
retall saes in February 2003 was $12.7 hillion,
down by 12.6% in vaue or 11.3% in volume from
ayear eaxrlier. Thiscame after an increase of 9.9%
invaueor 11.7% in volumein January. It should
be noted, however, that retail sales tend to show
greater voldtility in the first two months of a year
because of the effect of the timing of the Lunar
New Year.

3. Taking the first quarter of 2003 together,
retaill sales declined by 2.5% in vadue or 0.8% in
volume as compared with ayear earlier.

4, These retail sdes datigtics are primarily
intended to measure the sdes receipts of goods
sold by locd retail establishments, for gauging the
short-term business performance of the local retail
sector.  While they cover consumer spending on
goods, they do not encompass consumer spending
on services. Moreover, they include spending on
goods by vigtors in Hong Kong, but do not
include spending on goods by Hong Kong
residents outside Hong Kong. Hence they should
not be regarded as a comprehensive indicator of
overal consumer spending. In this context, it may
be noted that the share of consumer spending on
sarvices in overall consumer spending has been
increasing over time.

5. Users interested in the trend of overdl
consumer spending should refer to the quarterly
series of private consumption expenditure (PCE),
which is a mgor component of the Gross
Domestic Product. Compiled from a wide range
of data sources, PCE covers consumer spending
on both goods (purchased from al channels) and
sarvices by Hong Kong resdents whether
domedtically or abroad.
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6. Analysed by type of retail outlet and
comparing March 2003 with ayear earlier, sales
of footwear, allied products and other clothing
accessories declined the most, by 21.1% in
volume. This was followed by sales of fuels
(by 16.8% in volume); jewellery, watches and
clocks, and valuable gifts (16.1%); wearing
apparel (13.5%); commaodities in department
stores (12.7%); furniture and fixtures (9.2%);
motor vehicles and parts (0.9%); and food,
alcoholic drinks and tobacco (0.7%).

7. On the other hand, sales of electrical
goods and photographic equipment and of
miscellaneous consumer durable goods
increased by 14.6% and 7.3% respectively in
volume in March 2003 when compared with a
year earlier, while saes of commodities in
supermarkets and of miscellaneous consumer
goods aso increased, by 2.7% and 0.8%
respectively in volume.

8. Based on the seasonally adjusted series,
the overall volume of retail sales increased by
1.0% in the first quarter of 2003 as compared to
the fourth quarter of 2002.

0. The volume of retall salesis derived from
the vaue of retall sdes after adjusting for price
changes  The reevant components of the
Consumer Price Index are used as deflators.

10. Statistics on retail sales by type of retail
outlet released in this report are outlet statistics,
not commodity statistics. Hence, for example,
statistics on "clothing, footwear and allied
products’ do not relate to the total sales of
clothing, footwear and allied products, but to
the total sales in those shops selling such
commodities either as the principal items or the
only items. Sales figures for those outlets may
therefore  include  other  commodities.
Conversely, some sales of clothing, footwear
and allied products may have been subsumed in
the sales figures for other outlets (such as
supermarkets, where some minor clothing and
footwear items are also available).
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11. With the existing outlet classification,
the overlapping of commodity coverage among
the different outlet types should not be consderable
in most cases. However, for department stores,
because of the very nature of their operating
characteristics, overlapping with the other outlet
types is much greater in terms of commodity
coverage. Care should be taken about this when
interpreting the sales statistics in this report.

12. Table 1 presents the value index of retail
sales for al retail outlets and by type of retail
outlet from April 2002 to March 2003, with
average retall sdes from October 1999 to
September 2000 taken as 100.

13. Table 2 presents the value of retail sales
for dl retall outlets and by type of retail outlet
from April 2002 to March 2003.

14. Table 3 presents the value of retail sales
in supermarkets by broad product category from
April 2002 to March 2003.

15. Table 4 presents the value of retail sales
in department stores by broad product category
from April 2002 to March 2003.

16. Table 5 presents the volume index of
retail sales for al retail outlets and by type of
retail outlet from April 2002 to March 2003, with
average retall sales from October 1999 to
September 2000 taken as 100.

17. Table 6 shows the movement of tota
retail sales volume in terms of the year-on-year
rate of change for a month compared with the
same month in the preceding year based on the
origina series, and in terms of the rate of change
for a threeemonth period compared with the
preceding threeemonth period based on the
seasonally adjusted series.

18. Chart 1 and 2 depict, respectively, the
movements of the value and volume indices of
total retail sales from April 2000 to March 2003
and the seasondly adjusted indices from April
2000 to March 2003.


- 3 -


= 100

Tablel: Valueindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100)

2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2® | 1-2@ 3 1-3*
96.6 99.9 93.7 96.7 93.7 88.6 90.5 86.5 1000 | 112.6 81.7 97.1 91.3 95.2
All retail outlets (-3.7) (-5.9) (-7.7) (-4.1) (-4.4) (-4.5) (-2.7) (-2.8) (-19 | (+9.9 | (-226) | (-0.8) (-6.0) (-2.5)
102.5 100.4 93.0 935 97.2 100.8 107.2 98.2 101.3 | 120.7 84.7 102.7 97.1 100.8
Food, acoholic drinks and tobacco (-4.5) (-3.2) (-6.2) (-5.4) (-2.0) (-5.6) (-1.9) (-2.0) (-2.2) | (+12.2) | (-15.9) (-1.4) (-3.3) (-2.0)
(other than supermarkets)
111.3 104.4 94.9 91.6 97.5 87.6 98.7 93.2 99.8 131.4 95.1 113.3 114.7 113.7
Fish, livestock and poultry, fresh | (-0.7) | (+2.2) | (-3.0) (-1.6) (-3.6) (-8.3) (-6.1) (-1.2) (-15 | (+137) | (-16.3) | (-1.2) | (+0.1) (-0.8)
or frozen
731 83.9 84.3 82.0 80.3 717 73.6 59.1 67.2 63.7 43.6 53.6 61.0 56.1
Fruits and vegetables, fresh (-27.3) | (-27.1) | (-20.6) | (-21.2) | (-125) | (-13.9) | (-949) (-9.3) (-9.6) | (+5.3) | (-89 (-1.0) (-9.7) (-4.3)
89.3 101.7 98.0 101.7 109.2 162.3 131.6 108.0 1174 | 1344 98.8 116.6 100.1 1111
Bread, pastry, confectionery and (-0.9) | (+129) | (+5.) | (+1.7) | (+149) | (19 (+6.1) | (+0.5) | (+5.1) | (+26.0) | (-14.7) | (+4.8) | (+2.9 (+4.2)
biscuits
113.0 102.4 88.7 94.4 96.8 91.2 1191 1155 1055 | 126.2 80.2 103.2 92.8 99.8
Other foodstuffs (-4.0 (-86) | (-112.7) | (-8.8) (-5.5 (-54) | (+22) | (-2.2) (-45) | (+83) | (-245) | (-19 (-4.7) (-2.8)
105.2 100.8 101.3 97.6 97.6 99.1 100.0 98.9 1108 | 118.6 91.0 104.8 92.6 100.7
Alcoholic drinks and tobacco (+4.1) | (+6.9) | (+4.7) | (+26) | (2.2 (-1.3) | (-10.7) | (-2.7) -47) | (-02) | (-239) | (-12.1) | (-27.0) || (-23.7)
99.4 106.5 105.9 106.2 106.3 105.7 103.8 98.6 105.3 | 116.2 86.2 101.2 102.2 101.5
Supermarkets (+0.9) | (+3.1) | (+1.0) | (-16) | (+1.1) | (+06) | (-19) | (+0.3) | (-04) | (+16.1) | (-19.5) | (-2.3) | (+2.2 (-0.8)
794 86.1 86.4 85.2 789 76.8 75.8 704 70.9 79.2 55.8 67.5 68.9 68.0
Fuels (-12.4) | (-142) | (-16.7) | (-16.0) | (-16.8) | (-17.1) | (-145) | (-12.4) | (-12.7) | (-13.4) | (-13.8) | (-13.6) | (-11.2) || (-12.8)

Note : Please refer to the last page of thistable.
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Tablel: Valueindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100) (Continued)

2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2® | 1-2@ 3 1-3*
96.0 103.3 81.4 105.1 88.4 78.8 929 87.2 1084 | 120.9 76.8 98.9 79.5 924
Clothing, footwear and allied products (-0.2) (-6.8) (-7.2) (+34) | (+1.4) | (+0.9) (-2.3) (-8.6) (-5.2) | (+144) | (-195) | (-1.7) | (-17.6) (-6.8)
98.5 106.5 80.5 105.7 83.8 774 95.5 86.5 1085 | 115.7 7.7 96.7 78.7 90.7
Wearing apparel (+0.3) | (-7.1 (-7.4) | (+45 | (+1.2) | (+1.8) | (-3.7) (-8.9) (-6.0) | (+13.0) | (-26.5) | (-1.1) | (-16.9) (-6.1)
81.2 84.4 86.6 101.3 116.0 86.8 77.8 91.2 107.3 | 151.9 71.6 111.7 84.0 102.5
Footwear, allied products and (-4.0) (-4.6) (-6.1) (-31) | (+23) | (35 | (+89) | (-6.7) # (+21.6) | (-345) | (-46) | (-235) || (-10.7)
other clothing accessories
107.2 101.7 90.9 90.8 95.6 95.4 87.8 81.0 87.0 98.7 76.2 87.5 99.3 914
Consumer durable goods (-65) | (-13.7) | (-11.4) | (-5.9) (-8.0) (-6.2) (-1.9 (-3.9) (+1.4) | (+5.2) | (-3.1) (+1.4) (-4.8) (-0.9
102.1 95.8 1.1 92.8 101.4 107.2 106.8 85.4 744 101.5 80.9 91.2 93.2 91.9
Motor vehicles and parts (-1.8) | (-23.3) | (-11.7) | (-2.6) (+0.9) | (+18.7) | (+10.7) | (+7.7) | (+12.8) | (+13.8) | (+9.5) | (+11.8) | (-5.5) (+5.3)
116.6 112.0 90.7 87.5 92.7 94.5 86.9 83.5 9.1 104.2 87.0 95.6 110.8 100.7
Electrical goods and photographic| (-4.9) | (-10.2) | (-11.8) | (-4.9) (-8.9) (-9.2) (-1.2) (-15) (+6.2) | (+16.9) | (-2.7) (+7.2) (-2.2) (+3.5)
equipment
97.7 91.6 85.9 85.3 80.7 78.3 68.4 78.6 86.6 103.1 59.8 815 89.2 84.0
Furniture and fixtures (-14.4) | (-105) | (-15.1) | (-17.0) | (-19.8) | (-19.7) | (-17.9) | (-13.4) | (-13.6) | (-20.8) | (-24.2) | (-22.1) | (-12.3) || (-18.9)
101.1 95.9 96.7 102.7 110.2 95.8 77.2 68.9 77.0 73.2 56.2 64.7 90.3 73.2
Other consumer durable goods, (-10.2) | (-7.6) (-5.6) (+2.0) (-86) | (-21.3) | (-125) | (-16.5) | (-9.9) (-0.8) (-1.9) (-1.1) (-2.7) (-1.8)
not elsewhere classified
88.6 98.5 925 96.2 98.2 88.6 94.2 104.7 136.3 | 1314 84.5 108.0 82.6 99.5
Department stores (-5.0) (-3.0) (-4.7) (-26) | (+0.2) | (-23) | (+*1.2) | (-0.3) (-14) | (+19.9 | (-20.8) | (-0.2) | (-13.3) (-4.2)
78.7 93.6 9.1 90.7 81.5 78.2 75.2 76.9 94.2 106.8 82.0 94.4 86.0 91.6
Jewellery, watches and clocks, (+6.3) | (-20) | (-109) | (-5.3) (-7.5 (-8.2) (-3.5 (-4.0) (-5.9 | (+4.1 | (-7.3) (-1.2) (-8.2) (-3.5)
and valuable gifts

Note : Please refer to the last page of thistable.
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Tablel: Valueindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100) (Continued)

2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2® | 1-2@ 3 1-3*
101.5 98.8 97.7 98.2 93.8 79.1 83.3 75.9 93.9 114.1 89.2 101.6 93.9 99.1
Other consumer goods (-7.9) (-7.2) (-8.9) (-6.5) (-7.6) (-5.5) (-4.1) +1.1) | (+1.9 | (+7.8) | (-5.7) (+1.4) (-0.9 (+0.7)
107.3 106.5 | 100.0 105.1 111.8 84.3 93.7 79.8 97.3 107.1 82.3 94.7 76.0 88.5
Books, newspapers, stationery (-9.7) (-2.4) (-7.2) (-3.9) (-9.1) (-8.7) (-3.2) (+2.0) (-0.3) (-32) | (+0.7) (-1.6) | (-16.9 (-6.5)
and gifts
95.5 91.3 95.1 95.5 102.4 87.6 91.3 76.6 93.9 120.7 75.3 98.0 88.3 94.8
Chinese drugs and herbs (-3.6) (-7.4) (-7.2) (-8.0) (+2.2) | (+20) | (+1.7) | (+3.1) | (+2.8) | (+17.9) | (-26.1) | (-4.0) (+3.2) (-1.9
106.6 108.8 | 103.6 108.3 | 107.6 86.2 77.8 69.9 82.6 104.2 89.6 96.9 96.2 96.7
Optical shops (+5.8) | (+6.6) | (+2.8) | (+4.6) | (-8.3) (-8.3) (-42) | (+3.7) | (+4.6) | (+24) | (-6.9) (-1.9) (-9.2) (-4.9)
1105 101.1 106.0 105.6 | 100.7 91.8 85.7 84.7 103.1 | 1309 99.4 115.2 1145 114.9
Medicines and cosmetics (-2.5) (-0.9) (-1.8) (-0.8) (-0.9) (-13) | (+6.9) | (+0.2) | (+15) | (+10.7) | (-6.8) (+2.4) | (+5.0) (+3.2)
91.1 93.6 88.7 87.3 74.9 61.6 74.8 66.5 85.3 101.4 86.2 93.8 84.1 90.6
Other consumer goods, not (-15.2) | (-16.1) | (-183) | (-144) | (-164) | (-10.7) | (-154) | (+0.7) | (+29) | (+84) | (-1.1 (+3.8) | (+0.5) (+2.8)
elsewhere classified
© 99.0 106.8 | 105.8 106.4 | 106.3 107.1 104.2 99.8 107.4 | 1186 87.4 103.0 | 1029 103.0
Supermarkets and supermarket sections (+0.9) | (+3.7) | (+1.0) (-1.8) (+1.2) | (+1.2 (-1.2) (+15) | (+0.3) [ (+17.7) | (-19.9 | (-1.9 (+2.7) (-0.9)

of department stores ®

# +0.05
)

)
©)

Notes: * Provisiona figures.

# Denotes change within +0.05.

(1) Affected by the timing of the Lunar New Year festival, retail sales tend to show
rather significant volatilities in the first two months of the year. The combined
retail salesfiguresfor January and February are presented for ease of reference.

(2) Figures in brackets refer to the percentage changes over the same period of the
preceding year and are calculated based on unrounded figures.

(3) The figures for 'supermarkets above do not include sales in supermarket sections of
department stores. Here are supplementary statistics that include such sales.

The underlined figures were rounded up to 5.
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Table2: Valueof retail salesby type of retail outlet, April 2002 to March 2003

HK$ million
2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1-.2@ 3* 1-3*

14,995 | 15,506 | 14,540 | 15,006 | 14,551 | 13,756 | 14,049 | 13,423 | 15532 | 17,484 | 12,680 | 30,164 | 14,180 || 44,344
All retail outlets

1,814 1,778 1,646 1,656 1,721 1,786 1,898 1,740 1,795 2,137 1,499 3,636 1,720 5,356

Food, alcoholic drinks and tobacco
(other than supermarkets)

639 600 546 526 560 503 567 535 573 755 547 1,302 659 1,960

Fish, livestock and poultry, fresh
or frozen

165 189 190 185 181 162 166 133 152 144 98 242 138 380
Fruits and vegetables, fresh

280 318 307 318 342 508 412 338 368 421 309 730 313 1,044

Bread, pastry, confectionery and
biscuits

560 508 440 468 480 452 591 573 523 626 398 1,024 460 1,484
Other foodstuffs

170 163 163 157 157 160 161 160 179 191 147 338 149 488
Alcoholic drinks and tobacco

2053 2200| 2183| 2193| 219 | 2184 2144 | 2,037| 2175| 2400| 1,781 | 4,181 | 2111 6,292
Supermarkets

517 560 562 554 513 500 493 458 461 515 363 878 448 1,326
Fuels

Note : Please refer to the last page of thistable.
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Table2: Valueof retail salesby type of retail outlet, April 2002 to March 2003 (Continued)

HK$ million
2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1-.2@ 3* 1-3*

1,932 | 2,078 1,637 | 2115 1,780 | 1,585 1870 1,755| 2181 | 2434| 1545| 3,979 1,599 5,579
Clothing, footwear and alied products

1,696 | 1,833 1,385 1,820 1,442 1,333 1,644 | 1,490 1,869 1,992 1,337 | 3,330 1,355 4,685
Wearing apparel

236 245 252 295 337 252 226 265 312 442 208 650 244 894

Footwear, allied products and
other clothing accessories

2887 | 2,741| 2448| 2446| 2576| 2571 | 2366| 2183 2344| 2660| 2054 | 4,714| 2,676 7,390
Consumer durable goods

755 709 674 686 751 793 790 632 551 751 598 1,350 690 2,039
Motor vehicles and parts

1,288 1,237 1,002 966 1,024 1,044 960 922 1,095 1,151 961 2,112 1,224 3,336
Electrical goods and photographic
equipment

446 418 392 389 368 357 312 358 395 470 273 743 407 1,150
Furniture and fixtures
398 378 380 404 434 377 304 271 303 288 221 509 355 865
Other consumer durable goods,
not elsewhere classified

1,309 1,455 1,366 1,422 1,450 1,308 1,392 1,547 2,014 1,941 1,248 3,189 1,221 4,410
Department stores

1,523 1,812 1,842 1,757 1,579 1,514 1,457 1,489 1,823 2,068 1,589 3,657 1,666 5,322

Jewellery, watches and clocks,
and valuable gifts

Note : Please refer to the last page of thistable.
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Table2: Valueof retail salesby type of retail outlet, April 2002 to March 2003 (Continued)

HK$ million
2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1-.2@ 3* 1-3*

2959 | 2,882| 2851 | 2864| 2736| 2307 | 2428 2214 2,739| 3329| 2601| 5929| 2740 8,669
Other consumer goods

518 515 483 508 540 407 453 386 470 518 398 916 367 1,283
Books, newspapers, stationery
and gifts

256 245 255 256 274 235 244 205 252 323 202 525 237 761
Chinese drugs and herbs
155 158 150 157 156 125 113 101 120 151 130 281 140 421
Optical shops
1,079 987 1,035 1,031 983 896 837 827 1,007 1,278 971 2,249 1,118 3,366
Medicines and cosmetics

952 978 927 912 783 644 782 694 891 1,059 900 1,959 879 2,838

Other consumer goods, not
elsewhere classified

@ 2,181 2,352 2,331 2,343 2,343 2,360 2,295 2,198 2,367 2,612 1,925 4,537 2,268 6,805
Supermarkets and supermarket sections
of department stores

Do Notes: * Provisiona figures.

D (1) Affected by the timing of the Lunar New Year festival, retail sales tend to show rather
significant volatilities in the first two months of the year. The combined retail sales
figures for January and February are presented for ease of reference.

2 (2) The Monthly Survey of Retail Sales (MRS) covers retail establishments based on
their principal line of activity. Sales of establishments classified to the retal trade,
however, might have included, apart from retail sales, a minor portion of other types
of sdes, like wholesdle sales, etc. In MRS, only retail sales are included. On the
other hand, establishments classified to other trades, like the wholesale trade, may
also haveretail sales. These salesarenot included in MRS.

(3) (3) The sum of individual items and the total shown might not exactly tally because of
rounding.
4 . . (4) The figures for 'supermarkets above do not include sales in supermarket sections of

department stores. Here are supplementary statistics that include such sales.
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HK$ million

@
Table 3: Valueof retail salesin super markets® by broad product category, April 2002 to March 2003
2002 2003 2003
Broad product category 4 5 6 7 8 9 10 11 122 [ 1@ | 2@ [1.20] 3* 1-3*
380 399 417 416 415 394 378 358 385 379 293 672 392 1,064
Fresh/chilled meat, fish, seafood, fruit and vegetables and
frozen food
1,035 | 1,229 | 1,100 | 1,104 | 1,205 | 1,099 | 1,062 | 1,008 | 1,070 | 1,196 | 855 | 2,051 | 1,042 || 3,092
Dairy products and eggs, non-alcoholic drinks, rice and
noodles and other foods
245 269 280 279 285 300 288 278 307 391 301 692 272 964
Alcoholic drinks and tobacco
S
392 403 391 394 391 392 417 393 413 435 332 766 406 1,172
Personal care products, household goods and other goods
2,053 | 2,200 | 2,288 | 2,193 | 2,196 | 2,184 | 2,244 | 2,037 | 2,175 | 2,400 | 1,781 | 4,181 | 2,111 || 6,292
Total :
* Notes: * Provisiona figures.
(0] - - (1) The figures for 'supermarkets above do not include sales in supermarket
sections of department stores.
2 (2) Affected by the timing of the Lunar New Year festival, retail sales tend to
show rather significant volatilities in the first two months of the year. The
combined retail sales figures for January and February are presented for
ease of reference.
(3) The sum of individua items and the total shown might not exactly tally

because of rounding.

(©)
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_II_

HK$ million

Table4: Valueof retail salesin department stores by broad product category, April 2002 to March 2003
2002 2003 2003
Broad product category 4 5 6 7 8 9 10 11 122 | 1@ | 2@ [1.200f 3¢ 1-3*
Non-super market sections
64 69 62 65 67 69 67 74 90 121 76 197 76 272
Food, acoholic drinks and tobacco
442 | 498 | 452 | 483 | 474 | 397 | 444 | 545 733 726 | 402 | 1,128 | 359 1,487
Clothing and footwear
180 183 189 192 209 172 189 174 | 210 203 138 342 143 485
Electrical appliances, furniture and fixtures and other
durable goods
179 193 184 195 200 189 205 223 269 254 173 427 193 620

Proprietary medicines and supplies, cosmetics
and toilet requisites

70 76 65 55 68 55 67 69 86 67 53 120 47 167
Jewellery, watches and clocks, and valuable gifts

246 284 | 270 282 286 253 269 301 | 434 | 357 262 620 245 865

Travel and sports goods, household goods and
other goods
@ 128 152 143 150 147 175 150 161 192 212 144 356 157 513
Supermarket sections ®
: 1,309 | 1,455 | 1,366 | 1,422 | 1,450 | 1,308 | 1,392 | 1,547 | 2,014 | 1,941 | 1,248 | 3,189 | 1,221 || 4,410

Tota :

* Notes: * Provisiona figures.

(@D} (1) Affected by the timing of the Lunar New Year festival, retail sales tend to
show rather significant volatilities in the first two months of the year. The
combined retaill sales figures for January and February are presented for
ease of reference.

2 (2) Supermarket sections engage in the retail of general provisions including a
variety of foods as mgjor items.
(3) The sum of individual items and the total shown might not exactly tally
because of rounding.

©)
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= 100
Table5: Volumeindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100)

2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1.2@ 3* 1-3*
100.5 103.3 96.8 101.4 99.8 934 94.7 89.6 104.7 | 1197 87.7 103.7 98.1 101.8
All retail outlets (-1.6) (-5.0) (-6.9) (-2.8) (-3.1 (-3.1) (-1.1) (-1.5 (-0.7) | (+11.7) | (-12.3) | (+0.7) | (-3.7) (-0.8)
109.0 106.8 99.0 99.3 103.2 106.7 114.2 105.2 109.1 | 129.8 90.7 110.2 104.6 108.4
Food, acoholic drinks and tobacco (-1.4) (-0.2) (-1.7) # (+1.0) (-2.6) (+1.0) | (+0.8) | (+0.5) | (+15.1) | (-112.7) | (+1.8) (-0.7) (+1.0)
(other than supermarkets)
121.0 114.8 104.0 100.6 109.2 98.7 111.6 105.2 1136 | 1475 105.9 126.7 129.1 127.5
Fish, livestock and poultry, fresh | (+2.5) (+5.6) (+1.2) | (+3.2) | (+1.3 (-3.0 (-0.5) (+3.4) | (+4.6) | (+17.8) | (-9.9) (+4.3) | (+5.8) (+4.8)
or frozen
81.9 93.9 93.3 89.4 80.4 72.0 75.0 63.0 733 70.0 47.0 58.5 65.6 60.8
Fruits and vegetables, fresh (-22.7) | (-21.4) | (-6.9) (-11) | (1200 | (-6.8) | (-10.6) | (-8.2 (-71) | (+83) | (-5.5 (+2.3) | (-10.3) (-2.6)
914 104.0 100.5 104.4 1125 167.9 136.8 113.2 122.4 | 140.7 103.2 122.0 104.8 116.3
Bread, pastry, confectionery and (-0.2) | (+139) | (+6.1) | (+25) | (+155) | (+0.1) | (+83) | (+34) | (+7.6) | (+29.6) | (-12.8) | (+7.4) | (+4.3) (+6.5)
biscuits
1184 106.3 93.2 98.9 102.3 95.2 125.2 121.3 1109 | 1328 84.5 108.6 97.8 105.0
Other foodstuffs (+0.5) (-5.3) (-9.1 (-5.4) (-1.5) (-8.0) | (+5.8) | (+1.0) | (-3.2) | (+10.7) | (-126) | (+0.3) | (-2.7) (-0.6)
108.9 103.3 103.8 100.2 98.0 100.0 101.2 99.9 112.3 | 120.0 92.2 106.1 92.6 101.6
Alcoholic drinks and tobacco (+4.7) | (+6.1) | (+4.0) | (+21) | (-4.8) (-4.3) | (-13.0) [ (-5.9 (-7.9) (-1.4) | (-25.8) | (-13.7) | (-20.2) (-15.7)
98.1 105.6 105.5 104.7 103.9 103.2 101.3 96.2 103.0 | 1151 84.3 99.7 100.8 100.1
Supermarkets (+0.8) | (+3.0) | (+2.0) | (-1.5 (-04) | (+0.3) | (-2.6) (-0.2) (-0.8) | (+17.0) | (-20.8) | (-2.6) | (+2.7) (-0.9)
754 81.2 80.8 80.1 74.3 72.2 711 66.3 66.6 737 51.1 62.4 62.3 62.4
Fuels (-11.0) | (-239) | (-17.2) | (-165) | (-17.9) | (-184) | (-15.9) | (-14.9) | (-15.2) | (-17.2) | (-19.0) | (-18.0) | (-16.8) (-17.6)

Note : Please refer to the last page of thistable.
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Table5: Volumeindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100) (Continued)

= 100

2002 2003 2003
Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1.2@ 3* 1-3*
94.5 102.8 83.0 114.0 100.1 86.4 97.7 86.8 1142 | 136.2 93.2 114.7 87.3 105.6
Clothing, footwear and alied products (-25) | (-10.0) | (-20.7) | (-0.6) (-2.2) (+0.5) (-4.0) (-8.2) (-2.3) | (+18.0) | (-15.0) | (+19 | (-24.7) (-3.3)
96.4 105.4 81.9 114.6 95.1 84.9 100.2 85.1 1140 | 1301 9.1 112.6 86.5 103.9
Wearing apparel (-27) | (-11.1) | (-11.8) | (-0.9 (-4.1) | (+0.9) | (-5.8) (-9.0) (-3.1) |(+157) | (-112.0) | (+2.1) | (-13.5) (-2.7)
83.5 87.4 89.5 1111 129.2 95.0 82.9 97.2 1157 | 1721 81.8 126.9 92.3 1154
Footwear, allied products and (-1.1) (-1.6) (-45) | (+1.7) | (+6.8) | (+0.9) | (+114) | (-36) | (¥3.0) [(+29.2) | (-31.0) | (+0.8) | (-21.2) (-6.1)
other clothing accessories
128.9 121.5 108.1 109.2 117.2 116.4 107.4 99.5 106.1 | 123.6 98.2 110.9 131.0 117.6
Consumer durable goods (+4.0) (-5.3 (-37) | (+3.8) | (*16) | (*16) | (+7.2) | (+56) | (+86) [ (+16.3) | (+7.4) | (+12.2) | (+6.3) (+9.9)
118.3 111.8 107.0 112.7 125.5 130.5 129.6 103.1 90.7 125.0 100.8 1129 1111 112.3
Motor vehicles and parts (+7.2) | (-16.0) | (-3.2) | (+11.5) | (+16.9) | (+33.3) | (+24.9) | (+20.5) | (+25.6) | (+28.1) | (+21.9) | (+25.2) | (-0.9) (+15.2)
145.2 136.3 109.1 105.1 113.6 115.6 107.4 105.4 121.8 | 1359 117.4 126.7 158.3 137.2
Electrical goods and photographic| (+8.4) (-0.6) (-4.1) (+2.3) (-1.7) (-3.6) (+6.5) | (+8.0) | (+12.2) | (+30.9) | (+9.0) | (+19.8) | (+14.6) || (+17.7)
equipment
99.7 935 86.1 87.1 82.3 81.0 71.0 81.6 90.5 107.2 61.6 84.4 94.7 87.9
Furniture and fixtures (-127) | (-94) | (-16.2) | (-14.8) | (-16.4) | (-155) | (-13.7) | (-89) | (-10.7) | (-20.0) | (-23.1) | (-210.2) | (-9.2) (-17.2)
136.6 130.7 133.1 139.9 152.5 1335 108.0 97.0 1088 | 105.1 81.9 935 1334 106.8
Other consumer durable goods, (+3.2) | (+5.8) | (+8.7) | (+12.9) | (+1.6) | (-128) | (-3.7) (-9.0) (-1.8) | (+82) | (+86) | (+84) | (+7.3) (+7.9)
not elsewhere classified
21.1 101.1 95.4 103.3 107.9 94.2 97.6 106.9 1446 | 1421 92.2 117.2 88.5 107.6
Department stores (-3.8) (-2.8) (-5.6) (-14) | (+23) | (-09) | (+29 | (+0.2) | (+0.3) [ (+20.7) | (-21.1) | (-0.1) | (-12.7) (-3.9)
75.9 88.7 88.3 85.3 7.7 731 704 71.7 874 96.4 724 84.4 77.8 82.2
Jewellery, watches and clocks, (-0.9 (-95) | (-188) | (-13.1) | (-15.1) | (-159) | (-9.8) | (-12.0) | (-147) | (-7.3) | (-183) | (-12.4) | (-16.1) (-13.6)
and valuable gifts

Note : Please refer to the last page of thistable.
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= 100

Table5: Volumeindex of retail salesby type of retail outlet, April 2002 to March 2003 (Oct. 1999 - Sep. 2000 = 100) (Continued)

2002 2003 2003

Type of retail outlet 4 5 6 7 8 9 10 11 12 1@ 2@ | 1.2@ 3* 1-3*
101.4 98.8 98.3 99.0 94.7 79.9 84.3 76.5 94.9 116.2 90.7 103.5 95.8 100.9

Other consumer goods (-6.4) (-5.7) (-7.3) (-4.8) (-5.7) (-3.5) (-1.9) (+2.6) | (+3.3) | (+10.0) | (-4.8) (+3.0) | (+0.8) (+2.3)
97.2 96.4 90.7 95.0 101.7 76.7 85.3 72.6 88.3 97.1 74.7 85.9 68.9 80.2

Books, newspapers, stationery (-11.3) | (-4.2 (-8.5) (-5.8) | (-10.3) | (-8.7) (-3.2) (+1.9) (-0.4) (-3.4) (+0.9) (-1.6) | (-16.7) (-6.5)

and gifts

102.1 96.0 101.4 101.5 109.9 92.3 97.1 81.3 99.5 128.0 79.9 103.9 935 100.5

Chinese drugs and herbs (+3.5) (-2.9) (-1.6) (-30) | (+84) | (+53) | (+6.0) | (+6.8) | (+3.2) | (+20.0) | (-24.9) | (-24) | (+45) (-0.9)

109.9 1121 107.1 111.0 110.0 88.0 80.5 72.3 854 109.2 93.8 101.5 100.8 101.3

Optical shops (+9.6) | (+10.0) | (+6.2) | (+8.9) (-5.6) (-6.3) (-02) | (+75) | (+8.2) | (+6.5) | (-2.6) (+2.2) (-5.7) (-0.6)

111.0 101.9 107.5 107.3 102.3 93.3 87.2 86.1 104.7 | 1337 101.5 117.6 116.7 117.3
Medicines and cosmetics (-1.7) (+0.2) (-0.3) (+06) | (+0.8) | (+0.2) | (+83) | (+1.0) | (+2.3) | (+122) | (-6.2) (+3.4) | (+6.1) (+4.3)

931 95.9 914 90.6 78.3 64.6 785 68.6 89.0 106.7 90.4 98.5 88.5 95.2
Other consumer goods, not (-13.2) | (-14.2) | (-16.3) | (-11.9) | (-139) | (-76) | (-121) | (+28) | (+56) | (+115) | (+0.4) | (+6.2) | (+25 (+5.0)
elsawhere classified
@ 98.0 106.1 105.7 105.5 104.8 105.2 102.1 97.7 1058 | 1183 86.1 102.2 102.2 102.2
Supermarkets and supermarket sections (+0.8) (+3.6) (+1.8) (-1.6) # (+1.1) (-1.7) (+1.1) | (+0.2) | (+18.8) | (-21.2) (-2.2) (+3.2) (-0.4)

of department stores ®

*

i +0.05
@

@)
(3) L] -

Notes: * Provisional figures.

# Denote changes within £0.05.

(1) Affected by the timing of the Lunar New Year festival, retail sales tend to show rather
significant volatilities in the first two months of the year. The combined retail sales
figures for January and February are presented for ease of reference.

(2) Figures in brackets refer to the percentage changes over the same period of the
preceding year and are calculated based on unrounded figures.

(3) The figures for 'supermarkets above do not include sales in supermarket sections of
department stores. Here are supplementary statistics that include such sales.

The underlined figures were rounded up to 5.
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Table6 : Movement of total retail sales volume, January 2002 to M ar ch 2003

U
Original Series

=D ﬁfli%‘ﬁﬁz‘éﬂ
Seasonally Adjusted Series

EEE N Dy

i =] =l F] Pk
o RBEIT 15T =] Compared with the
Y ear-on-year 3 months ending 3 months ending
5 /] rate of change £y EVR IR
Y ear/Month (%) Y ear/Month Y ear/Month Rate of change (%)®*
2002 1 -10.4 2002 1 10 -0.6
2 +9.3 2 11 +1.1
3 -1.4 3 12 +2.1
4 -1.6 4 2002 1 +2.1
5 -5.0 5 2 -0.1
6 -6.9 6 3 -15
7 -2.8 7 4 -2.8
8 -3.1 8 5 21
9 -3.1 9 6 -1.4
10 -1.1 10 7 -0.7
11 -1.5 11 8 -0.3
12 -0.7 12 9 +0.1
2003 1 +11.7 2003 1 10 +2.9
2 -11.3 2 11 +1.9
3 -3.7* 3 12 +1.0*
* R R
* Provisional figures.
@ lj*fﬁga%‘*éﬁfu}} Eﬁ FUREP = Jufu]er 2 2 FHRFF GELWIOES l AR T o g T 53
EP N - E Fj%ﬁ Py = 1[“JH”Jj Safalle s AL S W PR R ‘F#"% [ FE I o I Ei=
TEFDFA D WA AT FED ?"ﬂ R R j g A *ﬁﬁéﬁ FH-

e AR R B2 20 B SRR pORB A 153 3

@ In calculating this rate of change the 1999/2000- based seasonally adjusted series is used. The rate is
calculated by comparing the monthly average index for the 3-month period ending the month in question
with that for the preceding 3-month period, e.g. the rate for the 3 months ending Dec. 2002 is the
percentage change of the average monthly index for Oct., Nov. and Dec. 2002 over the average monthly
index for Jul., Aug. and Sep. 2002.

# o OES ﬁ‘“l*?ﬁml @VTUH W e R R 5
fSF S F= 7 VRS Iiﬁ%f%f il e

# Seasonally adjusted series may be revised as more data become available. For retail sales index, the
seasonally adjusted series for the preceding three years are revised each year when the figures for January
become available.

IS R EHIMUE > B - R AR o -

B AT EE A 7 S E R e o
The underlined figure was rounded up to 5.
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Chart 1: aJuemd X Of total retail sales
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Chart 2: Volumeind xof total retail sales
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Survey methodology
Survey coverage

The Monthly Survey of Retail Sales
covers al retail establishments in Hong
Kong.

See Appendix for description of the
coverage of each type of retail outlet.

Sample design

A rotational replicate sample design
is adopted.

Under this  design, retail
establishments are first stratified by type and
then by employment size.  Within each
stratum, a given number of replicates are
created.

Sample size in each replicate is
determined by Neyman’s Allocation based on
variability in sales value.

For each month, three replicates are
used, with one new replicate rotated in and
one old replicate rotated out. A total of
around 3000 retall establishments are thus
selected for enumeration for each reference
month.

Data collection

For each survey round,
guestionnaires are mailed to sampled
establishments. Data are mainly collected by
post, supplemented by faceto-face
enumeration and verification as necessary.
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Appendix

Coverage of different types of retail outlets

Type of retail outlet

Coverage

Fish, livestock and poultry, fresh or frozen

Retail outlets selling fish, other sea products, livestock and poultry, fresh or
frozen.

Fruits and vegetables, fresh

Retail outlets selling fresh fruits and vegetables.

Bread, pastry, confectionery and biscuits

Retail outlets selling bread and cakes, confectionery, biscuits, cookies and egg
rolls.

Other foodstuffs

Groceries of genera provisions, groceries of Chinese provisions and retail
outlets selling fish and other sea products, dried or preserved; meat, roasted,
dried or preserved; rice; noodles and rice sticks; bean curds and bean products;
eggs, tealeaves and other foodstuffs.

Alcohoalic drinks and tobacco

Retail outlets selling alcoholic drinks and tobacco, cigarettes and cigars.

Supermarkets Supermarkets.

Fuels Petrol filling stations and retail outlets selling coal, coke, charcoal, firewood and
petroleum products, like kerosene and L.P. gas, etc.

Wearing apparel

Boutique shops and retail outlets selling garments, sportswear, evening dresses,
fur clothing and accessories like gloves, hats and |leather belts, etc.

Footwear, allied products and other
clothing accessories

Retail outlets selling footwear, fabrics, tailoring accessories and other clothing,
footwear and allied products.

Motor vehicles and parts

Retail outlets selling motor vehicles, motor-cycles and accessories and parts,
etc.

Electrical
equipment

goods and photographic

Retail outlets selling household electrical appliances (except machinery and
office equipment and appliances), mobile phones and photographic equipment
and supplies.

Furniture and fixtures

Retail outlets selling furniture and fixtures, mattress and kitchen cupboards, etc.
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Type of retail outlet Coverage
Other consumer durable goods, not
elsewhere classified Retail outlets selling computer equipment; musical instruments; office

machines, appliances and equipment (except furniture and fixtures); scientific
and professional instruments and apparatuses; sewing machines and parts and
other consumer durable goods.

Department stores

Department stores.

Jewellery, watches and clocks, and

valuable gifts

Goldsmith shops, jewellery, jade and precious stone shops, valuable gifts shops,
watch and jewellery shops and retail outlets selling watches and clocks, etc.

Books, newspapers, stationery and gifts

Retail outlets selling books, newspapers, stationery, gifts and novelties, etc.

Chinese drugs and herbs

Retail outlets selling Chinese drugs and herbs, medicated liquors for body
injuries, Chinese medicines and tonic wines, etc.

Optical shops

Optical shops.

Medicines and cosmetics

Retail outlets selling medicines and cosmetics, etc.

Other consumer goods, not elsewhere
classified

2

VT

Retail outlets selling records and recording tapes; handbags and luggage; sports
goods; toys; household linen; carpets and rugs; blinds and curtains; cooking and
kitchen utensils, other than electrical; earthenware and glassware; hardware and
metalware; flowers and plants and other consumer goods.
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Report on Monthly Survey of Retail Sales and other
publications of the Census and Statistics Department can be
purchased from the following channels:

Online Purchase

Internet users may purchase the publications online at the
“Statistical Bookstore, Hong Kong® (Address
http://www.statisticalbookstore.gov.hk) with payment made
instantly.  Softcopies of the publications purchased are
available for immediate downloading while hardcopies
purchased will be delivered by mail. Subscription to regular
publications and advance ordering of upcoming releases are
also available. The Statistical Bookstore is hosted on the
ESD portal (Address. http://www.esd.gov.hk) together with
other public services.

Mail Order Service

A mail order form for ordering or arranging subscription to
hardcopies of publications is available in most publications
of the Census and Statistics Department. It may be
completed and sent back together with a cheque or bank
draft covering all necessary cost and postage. The order
form is aso available for downloading from the website of
the Department (Address:http://www.info.gov.hk/censtatd/
eng/service_desk/forms_index.html).

Sales Centres

e Government Publications Centre
G/F, Low Block
Queensway Government Offices
66 Queensway, Hong Kong
Tel. : (852) 2537 1910
Fax. : (852) 2523 7195

e Publications Unit
Census and Statistics Department
19/F, Wanchai Tower
12 Harbour Road
Wan Chai, Hong Kong
Tel. : (852) 2582 3025
Fax. :(852) 2827 1708
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Note: At present, softcopies of all regular and most ad hoc publications are available for sale at the Online
Bookstore. Apart from publications, softcopies of statistical tables containing more detailed statistics than
publications are also available for sale at the Bookstore.
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