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I ntroduction

1. The Monthly Survey of Retail Sales (MRS)
collects data for compiling retail sales statistics
primarily intended to measure the sales receipts in
respect of goods sold by local retail establishments, for
gauging the short-term business performance of the
local retail sector.

2. The classification of retail establishments
follows the Hong Kong Standard Industrial
Classification (HSIC), which is wused in various
economic surveys for classifying economic units into
different industry classes. To facilitate analysis of the
short-term business performance of the local retail
sector, the industry classes of the retail sector have been
grouped into 20 retail outlet types in this report, taking
into account their importance in the retail sector.

3. Upon the implementation of the new HSIC
Version 2.0 by the Census and Statistics Department in
October 2008, the MRS has been enhanced to adopt the
new classification in compiling the retail sales statistics.
Starting from the reference month of January 2009, all
the retail sales statistics, unless otherwise specified, are
compiled based on the HSIC Version 2.0.

General observations

4, According to the MRS, the value of total retail
sales in March 2009, provisionally estimated at $20.8
billion, decreased by 7.7% when compared with a year
earlier. After netting out the effect of price changes
over the same period, the volume of total retail sales
decreased by 9.3% in March 2009 when compared with
a year earlier. The relevant components of the
Consumer Price Index are used as deflators.

5. The revised estimate of the value of total retail
sales in February 2009, at $19.8 billion, decreased by
12.7% when compared with February 2008, while the
volume of total retail sales decreased by 13.9%. This
came after an increase of 7.4% in value or 5.4% in
volume in January. It should be noted that retail sales
tend to show greater volatility in the first two months of
a year due to the timing of the Lunar New Year, against
the background that the local consumer spending
normally attains a seasonal high immediately before the
Festival. For the first two months of 2009 combined,
retail sales decreased by 2.1% in value or 3.7% in
volume from a year earlier.

6. Taking the first three months of 2009 together,
total retail sales in the first quarter decreased by 3.9% in
value or 5.5% in volume when compared with the same
period a year earlier.

7. Analysed by broad type of retail outlet and
comparing March 2009 with March 2008, the volume of
sales of motor vehicles and parts decreased the most,
by 32.6%. This was followed by sales of wearing
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apparel  (-19.6% in volume); miscellaneous
consumer durable goods (-19.1%); furniture and
fixtures (-14.9%); miscellaneous consumer goods
(-10.0%); jewellery, watches and clocks, and
valuable gifts (-9.7%); commodities in department
stores (-7.9%); commodities in supermarkets (-3.6%);
footwear, allied products and other clothing
accessories (-3.3%); and food, alcoholic drinks
and tobacco (-2.5%).

8. On the other hand, the volume of sales of fuels
increased by 4.6% while that of electrical goods and
photographic equipment increased by 0.6% in March
2009 when compared with a year earlier.

9. Based on the seasonally adjusted series, the
volume of total retail sales decreased by 3.7% in the
first quarter of 2009 compared with the preceding
quarter.

10. Table 1 presents the value index of retail sales
for all retail outlets and by type of retail outlet from
April 2008 to March 2009. The value index is compiled
with the average monthly value index of retail sales
from October 2004 to September 2005 taken as 100.

11. Table 2 presents the value of retail sales for all
retail outlets and by type of retail outlet from April 2008
to March 2009.

12. Table 3 presents the value of retail sales in
supermarkets by broad product category from April
2008 to March 2009.

13. Table 4 presents the value of retail sales in
department stores by broad product category from April
2008 to March 2009.

14. Table 5 presents the volume index of retail sales
for all retail outlets and by type of retail outlet from
April 2008 to March 2009. The volume index is
compiled with the average monthly volume index of
retail sales from October 2004 to September 2005 taken
as 100.

15. Table 6 shows the movement of the volume of
total retail sales 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 original series, and in
terms of the rate of change for a three-month period
compared with the preceding three-month period based
on the seasonally adjusted series.

16. Charts 1 and 2 depict, respectively, the
movements of the value and volume indices of total
retail sales from March 2006 to March 2009 and the
seasonally adjusted indices from March 2006 to March
2009.
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Table 1: Value index of retail sales by type of retail outlet, April 2008 to March 2009 (Aver age of monthly index of Oct. 2004 - Sep. 2005 = 100)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 1200 3% 1-3%
1349 | 1372| 131.7| 143.6| 1350| 1243| 123.6| 121.8| 150.7| 1354 | 1637| 1180| 140.8| 123.7 135.1
All retail outlets (+18.5) | (+13.0) | (+11.6) | (+13.6) | (+10.3) | (+7.1)| (+0.4)| (+1.3)| (+1.1)| (+10.6) | (+7.4)| (-127)| (2.1)| (-7.7) (-3.9)
1299 | 125.1| 1152 114.6| 130.7| 144.1| 138.8| 133.5| 1433 | 1299| 1582| 113.2| 1357| 1283 133.2
Food, alcoholic drinks and tobacco (+18.4) | (+14.0) | (+13.2) | (+8.6) | (+17.6) | (+10.3) | (+8.7) | (+10.0) | (+9.2) | (+11.5) | (+12.9) | (-6.2)| (+4.1)| (+4.2) (+4.1)
(other than supermarkets)
1512 1322 1256 108.6| 1251 | 127.1| 1393| 136.6| 1542| 136.0| 177.4| 141.6| 159.5| 152.8 157.3
Fish, livestock and poultry, (+32.0) | (+23.2) | (+22.8) | (+13.5) | (+18.3) | (+15.2) | (+12.4) | (+14.1) | (+15.4) | (+16.5) | (+16.7) | (+2.6) | (+10.0) | (+7.9) (+9.3)
fresh or frozen
1214 | 1229| 1248 117.5| 119.7| 101.6| 1079 782| 872| 1058| 96.7| 735| 851| 1065 92.2
Fruits and vegetables, fresh (+11.2) | (+#5.3)| (+11.5)| (-4.9)| (-1.9)| (25| (-6.0)| (-74)| (-64)| (+2.8)| (69| (41| (57| (-1.2) (-4.1)
97.5| 105.0| 101.1| 103.6| 128.0| 220.6| 1352| 111.0| 127.7| 121.7| 130.7| 989| 1148| 1035 111.1
Bread, pastry, confectionery and (+8.4) | (+8.0) | (+14.5) | (+11.2) | (+26.9) | (+13.8) | (+10.7) | (+5.0)| (+4.6) | (+10.0) | (+15.1) | (-14.8) # | (+1.9) (+0.6)
biscuits
147.4| 1485| 146.1| 1552 1503 | 149.4| 150.6| 153.7| 173.1| 1557| 2005| 156.3| 1784 | 174.1 177.0
Alcoholic drinks and tobacco (+15.1) | (+24.7) | (+21.7) | (+16.7) | (+10.9) | (+10.9) | (+11.9) | (+7.0) | (+7.1)| (+16.3)| (+18.7)| (-6.8)| (+6.0) | (+10.5) (+7.4)
1304 | 1263| 101.1| 113.9| 1354| 111.3| 1473| 160.3| 152.7| 128.8| 1653| 91.8| 1286 112.7 123.3
Other foodstuffs (+13.9)| (+7.9)| (-1.0)| (#3.7) | (+20.1)| (+3.5)| (+6.5) | (+14.0) | (+10.6) | (+8.1)| (+9.5)| (-10.9)| (+1.2)| (-0.5) (+0.7)
1169 | 1242| 123.6| 1282 1323 | 127.7| 1252| 1222| 1300 124.6| 1539| 111.4| 1326| 1235 129.6
Supermarkets (+13.9) | (+11.5) | (+11.0) | (+10.5) | (+13.9)| (+8.9) | (+7.6)| (+9.1)| (+8.0) | (+11.1) | (+25.7) | (-11.3)| (+7.0)| (+5.0) (+6.3)
1539 | 164.1| 159.7| 161.8| 153.5| 1451 | 136.5| 123.8| 131.8| 1433 | 1237| 1060| 1149 1189 116.2
Fuels (+37.6) | (+33.6) | (+43.9) | (+45.4) | (+28.3) | (+28.6) | (+14.8) | (+4.3)| (-6.1)| (+23.4)| (-86)| (-11.0)| (9.7)| (-12.1)|| (-10.5)

Note: Please refer to the last page of this table.
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Table 1: Valueindex of retail sales by type of retail outlet, April 2008 to March 2009 (Aver age of monthly index of Oct. 2004 - Sep. 2005 = 100) (Continued)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 2® 120 3% 1-3%
1341 1359| 1195| 150.6| 121.2| 101.9| 117.7| 122.7| 1659| 1347| 179.7| 1U57| 147.7| 1159 137.1
Clothing, footwear and allied products (+18.3) | (+8.1) | (+10.5) | (+6.0)| (+4.5)| (-0.)| (-6.3)| (-0.1)| (-1.1)| (+8.0)| (+9.8)| (-227)| (-5.7)| (-13.0) (-7.9)
140.8 | 1403 | 118.8| 1519 117.6| 101.8| 121.2| 1223 | 1644 | 1350 1663| 1179 142.1| 1169 133.7
Wearing apparel (+19.1) | (+8.2) | (+10.8) | (+6.0)| (+4.8) # | (-6.4) # | (-08)| (+8.3)| (+6.8)| (-20.9)| (-6.8)| (-14.4) (-9.1)

94.0| 109.1 123.8| 143.2| 142.5| 102.8 969 | 1249| 1750| 1325| 260.0| 1028| 181.4| 109.9 157.6
Footwear, allied products and other | (+11.7) | (+7.7)| (+9.2) | (+5.7)| (+2.6)| (-1.0)| (-5.1)| (-0.5)| (29| (+6.6)|(+22.8)| (-32.9)| (-0.6)| (-3.1) (-1.2)
clothing accessories

135.1 125.3 1233 143.6 | 1403 133.6 111.2 101.6 | 126.8 126.8 118.7 945| 106.6 118.7 110.6

Consumer durable goods (+152) | (+8.8)| (+32)| (+17.4) | (+5.9)| (+8.9)| (-6.6)| (-12.8)| (-3.8)| (+7.2)| (-82)| (-14.0)| (-10.9) | (-16.1) || (-12.8)
1584 | 1494 139.7| 178.8| 138.7| 1495| 112.6| 924| 1119| 137.5| 903| 753| 82.8| 107.8 91.1
Motor vehicles and parts (+21.6) | (+7.5)| (-72)| (24.9) | (-11.7)| (+14.7) | (-23.4)| (-36.6)| (-21.6) | (+3.1)| (-36.0)| (-34.6) | (-35.4) | (-33.7)|| (-34.7)

131.7| 1185 1146 1353 146.0| 131.8| 1223| 107.8| 141.4| 1285| 1382| 12.7| 1255| 1357 128.9
Electrical goods and photographic | (+15.2) | (+11.3) | (+8.6) | (+16.7) | (+15.2) | (+84)| (+0.6)| (-3.8)| (+1.9| (+9.7)| (+81)| (-6.6)| (+0.9)| (-5.5) (-1.4)
equipment
1345 120.2| 123.5| 134.6| 142.0| 1359 982 120.7| 129.6| 127.3| 1415 953 | 1184 | 1182 118.3
Furniture and fixtures (+13.4) | (+13.0) | (+12.0) | (+13.6) | (+22.4) | (+7.7)| (+8.1)| (+10.2) | (+4.2)| (+12.3)| (-6.6)| (-56)| (-6.2)| (-13.0) (-8.6)

952 | 105.6| 122.8| 108.5 116.0| 101.3 76.4 70.4 93.6 93.1 68.5 57.8 63.1 69.6 65.3
Other consumer durable goods, not (-23)| (3.6)| (+2.0)| (+2.6)| (-5.1)| (41| (-3.8)| (-84)| (9.5 | (-1.0)| (-10.2)| (-59) | (-8.3)| (-22.0) (-13.7)
elsewhere classified

1143 | 136.6| 1202| 1344| 127.5| 111.1| 117.5| 148.6| 1884| 1346| 1737| 1086| 1412 1126 131.7
Department stores (+14.0) | (+10.9) | (+6.9) | (+11.4) | (+72)| (<04)| (3.2)| (+6.0)| (+2.6)| (+8.6)| (+11.8)| (-230)| (-4.8)| (-6.3) (-5.2)

1523 | 167.1| 1774| 1752| 162.8| 148.0| 1469 | 1383 | 178.7| 1643 | 2024| 1516| 177.0| 139.7 164.6
Jewellery, watches and clocks, (132.4) | (+18.2) | (+18.3) | (+17.8) | (+16.2) | (+6.5)| (2.1)| (2.0)| (-8.0)| (+13.1)| (+11 | (-7.3)| (2.7)| (-13.3) (-6.0)
and valuable gifts

Note: Please refer to the last page of this table.
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Table 1: Valueindex of retail sales by type of retail outlet, April 2008 to March 2009 (Aver age of monthly index of Oct. 2004 - Sep. 2005 = 100) (Continued)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 1200 3% 1-3%
146.7 140.3 133.4 146.5 126.9 106.9 115.1 106.6 143.6 133.7 176.2 131.1 153.7 126.9 144.8
Other consumer goods (+15.1) | (+14.1) | (+11.1) | (+14.2) | (+6.83)| (+8.1)| (+3.5)| (+3.6)| (+7.3)| (+11.5)| (+9.0) (-74)| (+1.4) (-5.9) (-0.8)
121.4 123.9 117.7 131.4 130.2 91.3 106.5 93.5 109.9 114.7 134.3 104.9 119.6 95.9 111.7
Books, newspapers, stationery (+2.6) | (+6.7)| (+6.0)| (+5.2)| (3.9 | (-0.6)| (5.1)| (+2.6)| (42)| (+29)| (34| (+11)| (-1.5)]| (-11.9) (-4.6)
and gifts
133.3 134.3 125.1 138.5 133.1 111.3 112.2 106.5 163.3 131.0 168.9 112.0 140.5 118.9 133.3
Chinese drugs and herbs (+7.4) | (+13.9) -1.5)| (#2.2)| (+3.3) (-7.0) | (-12.8) (-32)| (+5.00| (+3.6)| (+0.9) | (-13.4) (-5.3)| (+1.1) (-3.9)
151.4 149.8 131.2 131.3 132.2 108.0 97.1 100.2 121.0 130.0 1255 147.3 136.4 123.0 131.9
Optical shops (+12.2) | (+5.5) (-5.5) (-4.5) | (+2.1)| (3.2 (-7.3) (-4.5) (-1.2) | (+3.3) (-8.5) (-2.2) (-5.2) | (-17.8) (-9.5)
137.0 126.7 119.2 137.5 124.3 112.3 109.8 115.0 144.4 128.9 181.3 130.4 155.9 138.2 150.0
Medicines and cosmetics (+10.9) | (+10.6) | (+8.9) | (+12.1)| (+8.0)| (+12.6) | (+11.7) | (+10.8) | (+15.1) | (+11.8) | (+16.5) (-45)| (+6.7)| (+7.3) (+6.9)
167.8 159.7 155.0 164.1 126.5 106.6 125.9 104.0 153.8 146.2 1935 143.6 168.6 129.4 155.5
Other consumer goods, not (+24.7) | (+20.4) | (+18.7) | (+23.5) | (+11.8) | (+10.8) | (+4.3) (-0.8) | (+5.3)| (+16.5)| (+9.2)| (-11.4) (-0.6) | (-15.0) (-5.1)
elsewhere classified
@ 117.0 125.2 123.4 128.8 132.5 128.9 125.9 124.9 133.7 126.0 1575 112.0 134.8 123.2 130.9
Supermarkets and supermarket sections (+13.5) | (+10.5) | (+9.7) | (+10.8) | (+14.1) | (+7.7)| (+7.6) | (¥9.9) | (+7.5)| (+10.9) | (+26.5) | (-13.1) | (+6.4)| (+4.0) (+5.6)
of department stores
* Notes:  * Provisional figures.
# +0.05 # Denotes change within +0.05.
(1) (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 above for reference.
2) (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) ! ! (3) The figures for 'supermarkets' above do not include sales in supermarket sections of department
stores. Supplementary statistics that include such sales are presented above for reference.
4) 2.0 (4) All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC Version 2.0.
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Table 2;

Value of retail sales by type of retail outlet, April 2008 to M arch 2009

HKS$ million

2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 120 3% 1-3%
22,680 | 23,070 | 22,147 | 24,150 | 22,695 | 20,899 | 20,788 | 20,473 | 25,333 |273,126 | 27,522 | 19,834 | 47,356 | 20,797 68,153
All retail outlets
2,300 | 2216| 2,040| 2,029| 2,314| 2,551| 2457 2,364 | 2,538| 27,604 | 2800| 2004| 4,.804| 2271 7,075
Food, alcoholic drinks and tobacco
(other than supermarkets)
794 695 660 570 657 668 732 718 810 | 8,571 932 744 1,676 803 2,479
Fish, livestock and poultry, fresh or
frozen
202 205 208 196 200 169 180 130 145 2,117 161 123 284 178 461
Fruits and vegetables, fresh
396 427 411 421 520 896 549 451 519| 5,935 531 402 933 421 1,354
Bread, pastry, confectionery and
biscuits
270 272 268 285 275 274 276 282 317 | 3,425 368 287 654 319 973
Alcoholic drinks and tobacco
637 617 494 557 662 544 720 784 746 | 7,557 808 449 | 1,257 551 1,808
Other foodstuffs
2,656 | 2,823 | 2,810 2,914| 3,007 | 2,902 | 2846 2,778 | 2956 34,001 | 3,497| 2532| 6,029| 2,807 8,836
Supermarkets
770 821 799 810 768 726 683 620 660 | 8,610 619 531| 1,150 595 1,745
Fuels

Note: Please refer to the last page of this table.
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Table 2;

Value of retail sales by type of retail outlet, April 2008 to M arch 2009 (Continued)

HKS$ million

2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 120 3% 1-3%
3,009 | 3,048 | 2,682| 3,379| 2,718| 2,286| 2,641 | 2,752 | 3,722| 36,257 | 4,031| 259 | 6,627 | 2,601 9,228
Clothing, footwear and allied products
2,709 | 2,699 | 2286 | 2922 2263| 1958| 2,332| 2353| 3,163| 31,175| 3,200 2,268| 5,468 | 2,249 7,718
Wearing apparel
300 349 396 457 455 328 310 399 559 | 5,082 831 329| 1,159 351 1,510
Footwear, allied products and other
clothing accessories
3,796 | 3,523 | 3,466| 4,035| 3,943| 3,756 | 3,127 | 2,857 | 3,564 | 42,7765| 3,336| 2,655 5991 | 3,336 9,327
Consumer durable goods
1,155 1,089 | 1,018 | 1,303 1,011 1,089 821 673 815 | 12,028 658 549 | 1,207 786 1,993
Motor vehicles and parts
1,792 | 1,612 | 1,560 | 1,841 1,987 | 1,793 1,664 | 1,467 | 1924 20978 | 1,881| 1,534| 3415| 1,847 5,261
Electrical goods and photographic
equipment
559 500 513 560 590 565 408 502 539 | 6,349 588 396 984 491 1,476
Furniture and fixtures
291 323 375 331 354 309 233 215 286 | 3,411 209 177 386 212 598
Other consumer durable goods, not
elsewhere classified
1,971 | 2356| 2,073| 2,318| 2,199| 1916 2,026 | 2,562 | 3,248 | 27,856| 2996 | 1,873| 4,869 | 1,942 6,811
Department stores
3295 3,617 3,838 | 3,791 | 3,524| 3202| 3,179| 2992| 3,868| 42,668| 4,380| 3280| 7,660| 3,023 10,683
Jewellery, watches and clocks,
and valuable gifts

Note: Please refer to the last page of this table.
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Table 2: Value of retail salesby type of retail outlet, April 2008 to M arch 2009 (Continued)
HKS$ million

2008 2009 2009

Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 2® 120 3% 1-3%

4,882 | 4,666 | 4,439 4,.875| 4,221 | 3,558 | 3,829 3,547 4,777 | 53,365| 5863| 4,363| 10,225| 4,222 14,447
Other consumer goods

568 580 551 614 609 427 498 437 514| 6,441 628 491 1,119 449 1,568
Books, newspapers, stationery
and gifts

324 327 304 337 324 270 273 259 397 | 3,821 411 272 683 289 972
Chinese drugs and herbs
199 197 172 172 174 142 127 132 159 | 2,047 165 193 358 161 520
Optical shops
1,681 1,555 1,463 1,688 | 1,525| 1,379 | 1,348| 1412| 1,772 18,988 | 2,226| 1600| 3,826| 1,696 5,522
Medicines and cosmetics

2,110 | 2,008| 1,949| 2,063| 1,590| 1,340| 1,583 1,308 | 1,934 22,067 | 2433| 1806| 4,239| 1,627 5,866
Other consumer goods, not
elsewhere classified

® 2,896 | 3,097| 3,052| 3,186| 3,278| 3,189 | 3,116 3,090| 3,309 | 37,416 | 3,898 | 2,772| 6,670 | 3,049 9,719
Supermarkets and supermarket sections
of department stores

* Notes:  * Provisional figures.

(1) (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 above for 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 retail trade, however, may have
included, apart from retail sales, a minor portion of other types of sales, like wholesale sales,
etc. Inthe MRS, only retail sales are included. On the other hand, establishments classified
to other trades, like the wholesale trade, may also have retail sales. These sales are not
included in the MRS.

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

4 (4) The sum of individual items and the total shown might not exactly tally because of rounding.

5) 2.0 (5) All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC
Version 2.0.
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®

Table 3: Value of retail salesin supermarkets'® by broad product category, April 2008 to March 2009
HKS$ million
2008 2009 2009
Broad product category 4 5 6 7 8 9 10 11 12 1-12 1@ 20 129 3% 1-3%
488 526 550 546 577 529 510 484 503 | 6,101 645 551 | 1,196 640 1,835
Fresh/chilled meat, fish, seafood, fruit and
vegetables and frozen food
1,296 1,360 1,388 1,373 1,474 1,412 1,377 1,338 1,420 | 16,411 1,792 1,136 | 2,928 1,259 4,187
Dairy products and eggs, non-alcoholic
drinks, rice and noodles and other foods
417 442 413 449 468 477 460 464 515 5,552 479 360 839 387 1,227
Alcoholic drinks and tobacco
455 494 458 546 489 484 500 492 518 | 5,937 582 485| 1,067 521 1,588
Personal care products, household goods and
other goods
2,656 | 2,823 | 2,810 2914 | 3,007 | 2902| 2,846 | 2,7778| 2,956 | 34,001 3497| 2532| 6,029| 2,807 8,836
Total
* Notes:  * Provisional figures.
(1) ! ' (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 above for reference.
3) (3) The sum of individual items and the total shown might not exactly tally because of rounding.
4 (4) All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC

Version 2.0.
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HKS$ million

Table 4. Value of retail salesin department stores by broad product category, April 2008 to March 2009
2008 2009 2009
Broad product category 4 5 6 7 8 9 10 11 12 1-12 1w 2012 | 3 1-3%
Non-supermarket sections
134 178 150 149 152 149 152 183 224 1,992 319 183 502 191 693
Food, alcoholic drinks and tobacco
620 755 682 803 675 557 596 881 1,097 | 9,069 900 543 | 1,443 488 1,932
Clothing and footwear
218 253 249 243 221 183 258 209 330 | 2,802 251 224 475 257 733
Electrical appliances, furniture and fixtures
and other durable goods
392 441 390 432 433 367 384 515 690 | 5,308 531 361 892 365 1,257
Proprietary medicines and supplies,
cosmetics and toilet requisites
= 112 127 114 113 126 100 105 115 147 1,454 188 89 277 134 411
' Jewellery, watches and clocks, and valuable
gifts
255 327 246 306 321 274 260 349 407 | 3,815 405 233 638 265 903
Travel and sports goods, household goods
and other goods
@ 239 274 243 272 271 287 270 312 353 | 3,415 401 240 641 242 883
Supermarket sections®®
1,971 | 2,356 2,073 | 2318| 2,199 | 1916| 2,026| 2,562 | 3,248 | 27,856 | 2,996| 1,873| 4,869 | 1,942 6,811
Total
* Notes: * Provisional figures.
(1) (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 above for reference.
2) (2) Supermarket sections are engaged in the retail of general provisions including a variety of foods
as major items.
(3) The sum of individual items and the total shown might not exactly tally because of rounding.
2.0 (4) All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC
Version 2.0.

3)
“)
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Table5:  Volumeindex of retail sales by type of retail outlet, April 2008 to M arch 2009 (Aver age of monthly index of Oct. 2004 - Sep. 2005 = 100)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 1200 3% 1-3%
123.2 124.3 118.8 130.7 124.0 113.8 111.7 109.0 137.8 123.8 1494 | 108.7 129.0 112.8 123.6
All retail outlets (+11.4) | (+5.6)| (+4.0)| (+6.5)| (+3.8)| (+2.0)| (42)| (2.6)| (05| (+5.0)| (+54)| (-13.9) | (3.7)| (9.3) (-5.5)
106.6 103.5 93.8 93.3 106.4 117.7 111.8 108.2 116.6 106.6 126.3 90.4 108.3 99.5 105.4
Food, alcoholic drinks and tobacco (+1.3) | (-1.6)| (-14)| (46)| (+5.1)| (-0.7)| (-1.8) (-03)| (+0.9)| (-1.2)| (+57)| (-89)| (-1.0)| (-2.5) (-1.4)
(other than supermarkets)
110.3 95.4 88.7 75.7 86.8 88.4 95.6 95.7 108.2 96.7 nv4 95.9 106.6 106.2 106.5
Fish, livestock and poultry, freshor | (+2.5)| (-4.9)| (-24)| (-8.1)| (24)| (3.8)| (-5.6)| (24)| (+2.6)| (-5.1)| (+1.1) # | (+0.6)| (+2.9) (+1.4)
frozen
92.0 99.4 92.6 81.3 87.7 73.5 78.2 56.8 67.5 79.2 712 56.6 63.9 76.8 68.2
Fruits and vegetables, fresh (-3.8)| (-4.8)| (23)] (-:23.1)| (-12.7)| (-10.4)| (-15.0)| (-20.3)| (-15.4) | (-10.1)| (-15.2) | (+2.8)| (-8.0)| (-7.1) (-7.7)
85.6 92.4 88.3 90.2 111.1 188.5 115.5 94.8 108.9 105.9 11.2 84.3 97.8 88.3 94.6
Bread, pastry, confectionery and (-1.9)| (2.0)| (+3.6)| (+0.4)| (+14.9)| (+2.6)| (+0.7)| (43)| (-54)| (-0.1)| (+9.8)| (-19.0)| (4.8)| (-2.3) (-4.0)
biscuits
149.8 151.0 148.5 158.8 153.7 153.0 153.5 156.6 176.4 158.1 205.6| 156.7 181.1 146.7 169.7
Alcoholic drinks and tobacco (+13.4) | (+22.7) | (+19.6) | (+15.8) | (+12.6) | (+12.9) | (+13.5) | (+8.5)| (+8.9)| (+15.9)| (+21.3)| (-6.8)| (+7.3)| (-7.4) (+2.6)
108.9 104.9 83.8 94.4 112.2 92.0 121.8 132.2 126.4 107.7 137.4 76.3 106.8 91.6 101.7
Other foodstuffs 1.7 7.0)| -13.9) | (-89)| +6.7)| (-6.9)| (32)| (+4.0)| (+3.8)| (3.7)| (+43)| (-136)| (2.9)| (-4.5) (-3.3)
105.6 111.5 108.1 111.9 114.4 111.2 108.7 106.1 113.8 110.9 133.6 96.4 115.0 104.1 111.4
Supermarkets (+3.4) | (+0.7)| (-13)| (14| (+1.6)| (-1.2)] (25| (-0.8)| (-0.6)| (+1.1)|(+15.7)| (-17.2)| (-0.8)| (-3.6) (-1.7)
124.6 129.2 121.5 121.2 118.3 114.1 112.2 112.2 130.8 117.5 1235| 104.3 113.9 116.9 114.9
Fuels (+13.4) | (+12.6) | (+18.1) | (+18.6) | (+7.8) | (+10.6) | (+5.4)| (+9.3)| (+9.7)| (+9.1)| (+81) | (+3.7)| (+6.0)| (+4.6) (+5.5)

Note: Please refer to the last page of this table.
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Table5:  Volumeindex of retail sales by type of retail outlet, April 2008 to M arch 2009 (Average of monthly index of Oct. 2004 - Sep. 2005 = 100) (Continued)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 1200 3% 1-3%
1202 | 1233 | 109.8| 142.8| 1189 98.8| 108.6| 1049 | 1499 | 1254| 169.7| 1126 141.1 103.6 128.6
Clothing, footwear and allied products (+17.6) | (+6.8) | (+9.3)| (+5.0)| (+3.6)| (+1.4)| (45| (-0.7)| (+03)| (+7.7)| (+9.7)| (-23.7)| (-6.6)| (-17.5) (-9.8)
1247 125.6| 107.5| 1423 115.1 98.4 111.0| 102.6| 1455| 1240 1544 | 13.7| 134.1 102.2 123.4
Wearing apparel +187) | (+6.6) | (19.2) | (+5.3)| (*#54)| (#3.2)| (39| (+0.2)| (*+1.6)| (+83)| (+7.7)| (-2L.7)| (-7.1)| (-19.6) (-10.9)
934 1094 | 1233 1457| 14l.6| 101.2 94.5 1189 | 176.1 133.7| 261.9| 105.6| 183.8 111.6 159.7
Footwear, allied products and other | (+9.5) | (+8.0)| (+9.9)| (+3.2)| (-4.3)| (-8.5)| (-8.8)| (-5.3)| (-5.6)| (+4.4)|(+17.3)| (-34.4)| (4.4)| (-3.3) (-4.1)
clothing accessories
1539 | 142.6| 141.0| 163.7| 163.6| 1548 | 131.2| 118.8| 1499| 1462 | 141.8| M136| 127.7| 1433 132.9
Consumer durable goods (+18.3) | (+10.2) | (+5.4) | (+18.5) | (+8.3)| (+10.9)| (-3.4)| (-10.0)| (-04)| (+9.9)| (-31)| (-10.0)| (-6.3)| (-11.5) (-8.2)
161.7| 1502 | 1394| 177.9| 137.6| 151.1 114.2 93.5 1149 | 1393 925 77.0 84.7| 113.0 94.2
Motor vehicles and parts (+18.9) | (+3.3) | (-10.4) | (+20.1) | (-15.1) | (+13.1) | (-23.9)| (-37.2)| (-21.7)| (+1.1)| (-36.3)| (-34.8) | (-35.6) | (-32.6) (-34.5)
166.7 | 151.3| 147.5| 1743| 191.7| 1723| 1609 | 1414 | 1849| 1654| 1841 | 150.7| 1674 | 183.0 172.6
Electrical goods and photographic | (+24.0) | (+17.7) | (+15.3) | (+22.5) | (+21.7) | (+13.9) | (+5.5)| (+0.6) | (+6.8) | (+16.2) | (+15.2)| (-0.6) | (+7.5)| (+0.6) (+5.0)
equipment
128.1 1139 116.8| 127.5| 133.0| 1275 92.1 112.7 | 122.1 120.6 | 1324 89.0| 110.7| 109.9 110.5
Furniture and fixtures (+8.5)| (+8.2)| (+6.8)| (+8.5)| (+14.6) | (+2.3)| (H4.0)| (+6.4)| (+1.2)| (+7.6)| (-93)| (-9.0)| (9.2)| (-14.9) (-11.2)
112.8 | 1243| 1484 | 132.0| 141.9| 1232 92.4 86.5| 115.1 111.8 83.3 69.4 76.4 84.5 79.1
Other consumer durable goods, not | (+0.5) | (2.4)| (+5.7)| (+6.4)| (-1.5)| (+0.2)| (+0.8)| (3.1)| (+16.5)| (+2.8)| (-6.0)| (-35) | (-4.8)| (-19.1) (-10.5)
elsewhere classified
108.5| 129.2| 115.0| 130.2| 123.7| 107.3 111.1 1358 | 1769 | 128.7| 1652| 105.7| 1354| 1074 126.1
Department stores (+9.5) | (+6.5)| (+3.1)| (+8.0)| (+3.3)| (3.5 | (5.9 | (28| (+1.4)| (#53)] (+9.9) | (-243)| (-6.6)| (-7.9) (-7.0)
108.0 | 118.5| 126.4| 120.6| 1147 1057 | 1048 | 1024 | 1319 117.8| 1474| 110.6| 129.0| 103.3 120.4
Jewellery, watches and clocks, +144)| (+1.0)| (+L.8)| (-1.2)| (1.5 | (3.8)| (-10.5| (3. 7)| (99| (+0.4) #®| (65| (29| (9.7 (-4.9)
and valuable gifts

Note: Please refer to the last page of this table.
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Table5:  Volumeindex of retail sales by type of retail outlet, April 2008 to M arch 2009 (Average of monthly index of Oct. 2004 - Sep. 2005 = 100) (Continued)
2008 2009 2009
Type of retail outlet 4 5 6 7 8 9 10 11 12 1-12 1@ 20 1200 3% 1-3%
137.4 129.7 123.2 135.6 116.8 97.4 103.8 95.8 131.9 124.1 162.3 120.9 141.6 114.9 132.7
Other consumer goods (+10.2) | (+8.4)| (#5.5)| (+84)| (+L.1)| (+2.0) (-3.4) 3.1)| (+24)| (+6.6)| (+4.9)| (-10.49) (-2.2) | (-10.0) (-4.6)
114.7 117.3 110.9 123.6 122.4 83.7 97.4 85.7 101.0 107.5 123.1 96.3 109.7 86.4 101.9
Books, newspapers, stationery L7 | (#22)| (+0.8)| (+0.3)| (84)| (-6.0)| (-10.2)| (-1.3)| (-7.)| (-1.6)| (-66)| (-22)| (-4.7)| (-15.7) (-8.1)
and gifts
117.6 117.5 109.0 120.2 115.1 95.8 96.2 91.3 140.2 114.5 145.0 96.0 120.5 101.9 114.3
Chinese drugs and herbs (-0.5) | (+5.0) (-8.7) (-5.6) (-4.5)| (-13.9)| (-19.1) (-9.8) (-0.7) (-3.9) (-3.7)| (-17.2 (-9.6) (-2.8) -7.7)
134.9 135.8 118.0 115.9 118.9 95.2 85.9 88.7 107.2 116.3 115 130.3 120.9 108.8 116.9
Optical shops (+8.6) | (+3.0) (-8.4) (-8.0)| (+1.0)| (+0.1) (-9.7) (-6.8) (-3.5)| (+0.5)| (-10.9) (-3.7) (-6.9) | (-19.4) (-11.2)
126.5 115.8 108.5 124.9 112.4 101.3 98.5 103.5 129.0 117.9 162.0 116.1 139.0 123.6 133.9
Medicines and cosmetics (+5.9) | (+5.7)| (+3.9)| (+6.7)| (+*2.7)| (+6.7)| (+5.5)| (+5.0)| (+8.8)| (+6.7)|(+10.6)| (-9.1)| (+1.4)| (+2.9) (+1.9)
160.5 149.6 145.5 155.6 119.1 99.2 114.7 93.8 147.1 138.9 185.9 138.6 162.2 120.1 148.2
Other consumer goods, not (+19.6) | (+13.8) | (+12.3) | (+16.9)| (+4.9)| (+3.9) (-4.3) (-9.5)| (+tL.1)]| (+11.6)| (+6.1)| (-12.8) (-2.9) | (-18.8) (-7.8)
elsewhere classified
@ 106.2 112.9 108.7 113.5 115.7 113.4 110.2 109.0 117.9 112.9 138.2 98.0 118.1 104.9 113.7
Supermarkets and supermarket sections (+3.5) | (+0.4) | (-1.8)| (-04)| (+2.5| (-1.7)| (-1.9)| (+0.6)| (-04)| (+1.5)|(+17.3)| (-186)| (-0.8)| (-4.0) (-1.8)
of department stores
* Notes:  * Provisional figures.
# +0.05 # Denotes change within +0.05.
(1) (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 above for reference.
2) (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) ! ! (3) The figures for 'supermarkets' above do not include sales in supermarket sections of department
stores. Supplementary statistics that include such sales are presented above for reference.
4) 2.0 (4) All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC Version 2.0.



 - 13 -


Table6 : Movement of the volume of total retail sales, January 2008 to March 2009
Original Series Seasonally Adjusted Series
Compared with the
(%) 3 months ending 3 months ending
/ Year-on-year / / W@ (%)
Year/Month rate of change (%) Year / Month Year / Month Rate of change™® (%)
2008 1 +17.8 2008 1 2007 10 +1.7
2 +4.5 2 11 +0.8
3 +13.0 3 12 +0.2
4 +11.4 4 2008 1 +1.7
5 +5.6 5 2 +0.2
6 +4.0 6 3 -0.5
7 +6.5 7 4 -1.4
8 +3.8 8 5 +0.2
9 +2.0 9 6 +0.9
10 -4.2 10 7 -1.4
11 -2.6 11 8 -2.7
12 -0.5 12 9 -2.9
2009 1 +5.4 2009 1 10 +0.2
2 -13.9 2 11 -1.1
3 -9.3% 3 12 -3.7%
*
Notes Provisional figures.

(M

@

)

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. 2008 is the percentage change
of the average monthly index for Oct., Nov. and Dec. 2008 compared with the average monthly index for Jul., Aug.
and Sep. 2008.

X-11 - - (X-11
ARIMA) X-12 - (X-12 ARIMA) X-
12 - X-12 - X-11 -
X-12 - /

Starting from January 2009, seasonal adjustment of the volume index of total retail sales is performed using the X-12
ARIMA method to replace the previous X-11 ARIMA method. Seasonally adjusted figures for past months have also
been revised using the X-12 ARIMA method. The X-12 ARIMA method is an update to the X-11 ARIMA method
with enhanced modelling and diagnostic capabilities. The X-12 ARIMA method has now been a standard method
used by statistical offices for performing seasonal adjustment of statistical series in many countries/territories.

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.

2.0

All the retail sales statistics, unless otherwise specified, are compiled based on the HSIC Version 2.0.
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Chart 1 Valueindex of total retail sales
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Chart 2 Volumeindex of total retail sales
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1.1

2.0

2.0

Survey methodology
Survey coverage

The Monthly Survey of Retail Sales (MRS)
covers all retail establishments in Hong Kong.
Starting from January 2009 round, the Hong Kong
Standard Industrial Classification (HSIC) Version 2.0
has been adopted in place of HSIC Version 1.1 for
classifying the economic activities of retail
establishments.

With the existing classification of retail
outlets, the overlapping of commodity coverage
among different outlet types should not be
considerable 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
retail sales statistics in this report.

It should be noted that some establishments
originally classified as retail outlets under the old
version of HSIC may be re-classified into other retail
outlet types or may even no longer be classified as
retail trade after the implementation of HSIC Version
2.0. For details of the changes in coverage of each
retail outlet type, readers may refer to Appendices A
and B which present the revised coverage of each
retail outlet type and a concordance table for types of
retail outlets under the old and new classifications
respectively.

Sample design

A stratified rotational replicate sample design
is adopted for the survey.

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 according to the desired level of
precision for the estimated sales values for various
retail outlet types. For each month, three replicates
are used, with one new replicate rotated in and one old
replicate rotated out. A total of around 3 000 retail
establishments are selected for enumeration for each
reference month.
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Data collection

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

Pointsto notein analysing retail sales statistics

The retail sales statistics presented in this report
cover consumer spending on goods but not on
services. Moreover, they include spending on goods
by visitors in Hong Kong but not by Hong Kong
residents outside Hong Kong. Hence they should not
be regarded as a comprehensive indicator of overall
consumer spending. In this context, it may be noted
that the share of consumer spending on services in
overall consumer spending has been increasing over
time.

Users interested in the trend of overall
consumer spending should refer to the quarterly series
of private consumption expenditure (PCE), which is a
major component of the Gross Domestic Product.
Compiled from a wide range of data sources, PCE
covers consumer spending on both goods (including
goods purchased from all channels) and services by
Hong Kong residents whether domestically or abroad.

Statistics on retail sales by type of retail outlet
contained 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 only items or as the
principal 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).

The volume of retail sales is derived from the
value of retail sales after adjusting for price changes.
The relevant components of the Consumer Price Index
are used as deflators.

Classification of retail outlets

Since 1990, the HSIC has been adopted for
classifying the economic activities of establishments
in Hong Kong. The HSIC is devised using the
International Standard Industrial Classification of All
Economic Activities Revision 2 (ISIC Rev. 2) as a
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1.1

2.0

2.0

2.0

1.1
2.0

2.0

: (852) 2802 1258
mrs@censtatd.gov.hk

framework with local adaptation to reflect the
structure of the Hong Kong economy. It is a
statistical classification framework for classifying
economic units into industry classes based on their
major economic activities. This framework not only
provides a basic stratification for sample selection of
economic units in various surveys, but also serves as a
standard industrial classification in Hong Kong for
compilation, analysis and dissemination of statistics
by economic activities.

The classification of retail establishments in the
MRS also follows the HSIC. To facilitate analysis of
the short-term business performance of the local retail
sector, the industry classes of the retail sector have
been grouped into 20 retail outlet types, taking into
account their importance in the retail sector.

The HSIC has been reviewed from time to time
to reflect significant changes in the structure of the
Hong Kong economy and the emergence of new
economic activities. HSIC Version 1.1 was
implemented in 2001 and in order to bring HSIC more
up-to-date on local economic activities as well as to
foster international comparability of official statistics
for different users, a full-scale revision exercise was
completed in 2008. The revised HSIC, i.e. HSIC
Version 2.0, was released in October 2008. HSIC
Version 2.0 is being used progressively in different
surveys by the Census and Statistics Department (C&SD)
starting from 2009. Readers may refer to the feature
article “Revision of the Hong Kong Standard
Industrial Classification” published in the November
2008 issue of the Hong Kong Monthly Digest of
Satistics for more details on the revision of HSIC.

Starting from the reference month of January
2009, the retail sales statistics are compiled based on
the HSIC Version 2.0.

Backcasted series of new retail sales statistics

Parallel coding of the industry classes of
establishments covered in the MRS, one under the
HSIC Version 1.1 and the other under the HSIC
Version 2.0, was undertaken in different survey
rounds in the reference year of 2008. Based on the
2008 survey data with dual classifications, the series
of retail sales statistics under HSIC Version 2.0 has
been backcasted to the base period (i.e. October 2004
to September 2005). Readers who are interested in the
backcasted series or have enquiries about the survey
results may contact the Distribution Services Statistics
Section of the C&SD (Tel: (852) 2802 1258 or E-mail:
mrs@censtatd.gov.hk).
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Revised cover age of different types of retail outlets™

Type of retail outlet

Coverage

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 consumer durable goods,
not elsewhere classified

Retail outlets selling musical instruments, computers and peripheral
units, computer software, medical goods, office appliances and
equipment (except computers, furniture and fixtures), scientific and
professional instruments, sewing machines and parts.

Alcoholic drinks and tobacco

Retail outlets selling alcoholic beverages, tobacco products in
specialised stores.

Department stores

Department stores.

Other foodstuffs

( )

Groceries of general provisions, groceries of Chinese
provisions and retail outlets selling fish and other sea
products, dried or preserved; meat, roasted, dried or preserved,
preserved provisions and spices; rice; noodles and rice sticks;
bean curds and bean products; eggs; non-alcoholic beverages
in specialised stores; beverages (include alcoholic and
non-alcoholic) and tea leaves and other retail outlets selling
specialised food without seats.

Jewellery, watches and clocks,
and valuable gifts

Retail outlets selling jewellery and precious metal accessories, imitation
jewellery and related articles, watches and clocks and luxuries
comprehensive stores.

Books, newspapers, stationery

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

and gifts souvenirs.

Chinese drugs and herbs Retail outlets selling Chinese drugs and herbs, bone-setting medicated
liquors and tonic wines, etc.

Optical shops Optical shops.

Supermarkets

Supermarkets and convenience stores.

Medicines and cosmetics

Retail outlets selling medicines and health supplements, cosmetics and
personal care products.

Fuels

Petrol filling stations and retail outlets selling firewood,
charcoal, coke and similar fuels, kerosene and L.P. gas.

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, bicycles,
boats, pleasure crafts and accessories and parts.

Electrical goods and
equipment

photographic

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

Other consumer goods, not
elsewhere classified

2

Retail outlets selling records, music and video recordings; works of art
and craft; antiques; flowers and plants; hardware, metalware, paints and
other building renovation materials; luggage cases and similar articles
of leather or leather substitutes; sacks and bags; toys; computer games;
other general merchandise; household linen; drapery; rope, cord and
netting appliances; carpets, rugs, wall and floor coverings; bamboo and
cane products; china, earthenware and glassware; cooking and kitchen
utensils, other than electrical; canvas and canvas products; other
household articles; sporting equipment; gambling apparatus; umbrellas;
paper products; Chinese religious articles; pets and animals (incl. feeds
and accessories); fire prevention equipment; other miscellaneous new
goods and second-hand goods; and stamp collection shops. Retail
sales of goods without the use of a shop-front'*” .

Furniture and fixtures

Retail outlets selling furniture and fixtures, mattress and
kitchen cupboards, etc.

() 2.0
Notes :

Revised coverage is in accordance with the HSIC Version 2.0.
2 2.0

Retail sales of goods without the use of a shop-front (e.g. via mobile stalls, mail orders, internet and vending machines) are no
longer included in various types of retail outlets and are grouped collectively under “Other consumer goods, not elsewhere
classified” in HSIC Version 2.0.

v xipuoddy
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Concordancetablefor types of retail outletsunder old and new classifications

(@3]
Old classification®

)
New classification®

@ @

Old classification New classification®

Fish, livestock and poultry, fresh
or frozen

Fish, livestock and poultry, fresh or frozen

Fruits and vegetables, fresh

Fruits and vegetables, fresh

#
Bread, pastry, confectionery and
biscuits #

Bread, pastry, confectionery and biscuits

#
Other consumer durable goods, | Other consumer durable goods, not elsewhere

not elsewhere classified # classified
(P)
Motor vehicles and parts (P)
(P)

Electrical goods and photographic equipment (P)

Alcoholic drinks and tobacco

Alcoholic drinks and tobacco

Department stores Department stores

# Jewellery, watches and clocks, | Jewellery, watches and clocks, and valuable gifts
Other foodstuffs # Other foodstuffs and valuable gifts
®) #
Chinese drugs and herbs (P) Books, newspapers, stationery | Books, newspapers, stationery and gifts
(P) and gifts #
Medicines and cosmetics (P) P)
Chinese drugs and herbs Chinese drugs and herbs (P)
Supermarket Supermarket
Optical shops Optical shops
Fuels Fuels P
4 Medicines and cosmetics Medicines and cosmetics (P)
Wearing apparel # Wearing apparel (P)*

Footwear, allied products and
other clothing accessories

Footwear, allied products and other clothing
accessories

Other consumer goods, not Other consumer goods, not elsewhere classified (P)*

elsewhere classified

(P)
Motor vehicles and parts Motor vehicles and parts (P)
“ (P)

Electrical goods and photographic
equipment #

Electrical goods and photographic equipment (P)

#
Furniture and fixtures #

Furniture and fixtures

T #
Notes : Part of industry in the respective group is no longer included in the retail sector under the new

classification.

* 2.0
Retail sales of goods without the use of a shop-front (e.g. via mobile stalls, mail orders, internet
and vending machines) are no longer included in various types of retail outlets and are collectively
grouped under “Other consumer goods, not elsewhere classified” in HSIC Version 2.0.

®)

Part of industry.
1) 1.1

Old classification is in accordance with the HSIC Version 1.1.
2) 2.0

New classification is in accordance with the HSIC Version 2.0.
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