
11.4 Home Furniture and Household Goods Retailers

Overview

In China, home furniture and household goods retailers are meeting fiery competition like they have never met before from foreign retailers. After the entry of WTO and the rapid growth on housing requirement in China especially in big cities and well-economic cities, more and more foreign home furniture and household goods retailers entered the China market. 

The famous foreign retailers like Ikea, B&Q, OBI entered China market in the middle of 1990's. But all of them are very cautious to expand their business in China market. Ikea just opened 2 outlets in China, one is in Shanghai, the other is in Beijing. After 5 years of running in China, OBI have only opened 6 outlets in such a big country. 

It happened to coincide, almost all of the big foreign home furniture and household goods retailers began to enter or expand their business in 2003. OBI started its expanding plan-"Hundreds Outlets Plan" in 2003; Ikea rebuilt its outlet in Shanghai, expanded the sales area of the old outlet from 8,400 sq m to 32,000 sq m in 2003. B&Q has already expanded its business range from Shanghai, Beijing to the nearby cities and provinces in 2002. 

Just like the cake principle in the birthday party, every participator wants to take one piece of cake. According to the report and data from China Home furniture and household association, in the next 10 years or longer, the development speed of home furniture and household will be faster by 3 or 4 percentages than the speed of national economic development. The home furniture and household industry will become one of the important growing drivers of the national economy. 

Consumer expenditure

Consumer expenditure on home furniture and household goods rose by 24.4% from RMB 91 billion in 1999, to over RMB 113.2 billion in 2003. 

Until the mid-1990s, the real estate market in China was sluggish, which directly affected the sales of furniture and home furnishings. However, towards the end of the survey period, the housing reforms pushed forward by the government successfully reversed the market trend. Instead of waiting for house allocation from their companies and institutes, people are now buying houses directly from the market. According to the new laws, the individual pays a monthly fund to his/her housing account together with the employer's equivalent contribution, which would go towards buying a new home. If insufficient, the banks can provide additional house loans and even loans for furnishings. This effectively stimulated the retail market for houses and consequently boosted the sales of home furnishings and furniture.

During the review period, more specialised home furnishing/furniture markets emerged, covering an average area of over 3,000 sq m. They are usually located on the boundaries of the cities. These specialised markets are slowly replacing the original small-scale private businesses, and they are also exerting tremendous pressure on department stores, which was another traditional distribution channel for furniture and other home furnishing products. 

After the push and support from the China government, the only word to describe real estate in China is crazy. In some big cities such as Shanghai, Beijing and Guangzhou, the price of house has been more than doubled. For example, in Shanghai, many new city centres has been established in the review period, there are also many new estate around the new city centres. There is one famous city and economic centre in Shanghai called "Xu Jia Hui", the price of house in Xu Jia Hui was around 2,250 RMB per sq m in 1998. With the development of economy in Shanghai, pricing in Xu hia hui has become one of the most expensive place in Shanghai. At the end of 2003, the average price of housing in Xu Jia Hui was at 13,000 RMB per sq m, representing an increase of 477.8% from 1998. 

All of above reasons have fuelled the development of retail sales of home furniture and household goods in China. 

Table 138 Consumer Expenditure on Home Furniture and Household Goods 1999-2003 


RMB billion, current prices
	
	1999
	2000
	2001
	2002
	2003

	Furniture and furnishings 
	14.1
	14.4
	14.9
	15.4
	15.9

	Household textiles 
	13.6
	13.3
	15.9
	17.9
	19.2

	Glassware, tableware and 
	
	
	
	
	

	household utensils 
	56.3
	59.4
	62.1
	65.8
	69.2

	Hardware and DIY goods 
	7.0
	7.6
	7.8
	8.3
	8.8

	 
	
	
	
	
	

	TOTAL  
	91.0
	94.7
	100.7
	107.4
	113.2




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Sales by outlet type

In China, consumers are used to purchasing from furniture retailers which tend to have more professional expertise in providing suggestions and after-sales service to the consumers.

With the development of the economy and disposable income, Chinese consumers began to seek for higher end goods instead of the usual functional ones. This has boosted sales of home furniture and furnishing during the review period. 

DIY/gardening/hardware products dominated retail sales of home furniture and household goods in the review period. The share of DIY/gardening/hardware retailers amounted to 74% market in 2003. This however represented a slight decline over 1999 where the proportion was at 77%. 

Table 139 Home Furniture and Household Goods Retailer Sales by Type of Outlet 1999-2003 



RMB billion
	
	1999
	2000
	2001
	2002
	2003

	DIY/gardening/hardware outlets 
	155.1
	172.3
	186.4
	198.4
	220.0

	Home furniture and furnishings 
	45.5
	52.5
	62.5
	69.0
	77.0

	 
	
	
	
	
	

	TOTAL 
	200.6
	224.8
	248.9
	267.4
	296.9




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 140 Home Furniture and Household Goods Retailer Sales by Type of Outlet: % Analysis 2002-2003 



% value
	
	2002
	2003

	DIY/gardening/hardware outlets 
	74.2
	74.1

	 
	
	

	Home furniture and furnishings 
	25.8
	25.9

	TOTAL 
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 141 Retail Sales by Type of Outlet: % Growth 1999-2003 



%
	
	1999/2003
	2002/2003

	DIY/gardening/hardware outlets 
	41.8
	10.9

	 
	
	

	Home furniture and furnishings 
	69.1
	11.5

	TOTAL 
	48.0
	11.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates

Retail distribution

The good development prospects of the China home furniture market has aroused the big foreign retailers' interest in this country. More big foreign retailers like B&Q and OBI are anticipated to find business opportunities in China and wider presence within the country is expected to follow suit. Domestic retailers will bear the brunt of strong competition from these large foreign retailers who are expected to bring in innovative product and services. 

Additionally, from 1st Jan 2003, the China government reduced the custom duty of eight types of furniture and household goods. This includes home furniture, marble, kitchenware, carpets and floor covering, etc. Foreign retailers will bring their new concept of home furniture and operation which will make them more competitive in the market. 

For home furniture and furnishings goods, most of the retail sales was via speciality stores because of the professional service and advice provided. In 2003, 78% of the total industry retail sales belong to specialists. Most of the specialists are still independents which occupied 69% share among specialists. Department store is another important selling channel for home furniture/furnishings goods, accounting or 18% in 2003. 

Household goods had department store as the main distribution channel in 2003, with a share of 82% of retail sales. Since there are few specialists that sell household goods, consumers tend to turn to department stores that offer a decent variety of products. 

Table 142 Retail Distribution of Home Furniture/Household Goods Retailers' Core Products 2003 



% value
	
	Home furniture/ furnishings
	hold goods
	House- DIY/ Hardware
	Others

	DIY/gardening/hardware outlets 
	4.0
	1.0
	29.0
	10.0

	Home furniture and furnishings 
	74.0
	11.0
	1.0
	33.0

	Department stores 
	18.0
	82.0
	45.0
	45.0

	Grocery retailers 
	-
	3.0
	16.0
	4.0

	Others 
	4.0
	3.0
	9.0
	8.0

	 
	
	
	
	

	TOTAL 
	100.0
	100.0
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates
Note: Others includes carpets and floor coverings

Major specialist retailers and their fascia

The leading specialist retailer for home furniture and household goods in 2002 and 2003 is domestic retailer Tianjin Homeworld. The retailer's sales is greater than the other major retailers by a significant amount. Ikea is the leading foreign retailer in this market, it was ranked second in 2002 and 2003. Other big foreign retailers include B&Q and OBI, unfortunately, data on these retailers are unavailable, hence the inability to ranking them amongst the top players. However based on their existing performance, they can easily be listed in top 10 position. 

Tianjin Homeworld Furniture Co Ltd

Tianjin Homeworld is the biggest domestic retailer in home furniture and household goods industry. In 1996, The Home World Group entered the retailing trade in China. The Group took the lead in introducing the concept of large warehouse stores from foreign countries while adapting to local conditions. 

In addition to Homeworld, the retailer owns three other fascias, The Home Club, The Home Way and The Home Town. These were started after the success of Homeworld. At the end of 2003, the group operated 35 chain stores in the northern and northwest part of China.

Tianjin Homeworld will expand its outlets to be near 50 in 2004. According to the company plan, Homeworld plans to be listed in the Hong Kong stock exchange market in 2004. 

Ikea

Ikea entered China market in 1996 with two outlets, one in Shanghai, the other in Beijing. Ikea brought the new concept of north European style home furniture and household goods. The north European style home furniture is very welcomed by Chinese consumers especially amongst the new generation. The price of the goods is also very reasonable compared with the similar merchandises sold by domestic retailers. 

Although Ikea only opened two outlets in China, its retail sales soared to 650 million RMB in 2002 and increased to 820 million RMB in 2003. Retail sales of Ikea increased by 26.2% in 2003. The main reason can be attributed to the refurbishment and expansion of its Shanghai outlets, from 8,400 sq m to 32,000 sq m. Ikea was ranked in second in 2002 and 2003. 

Shanghai Shengyuan Dadi Furniture World

Shanghai Shengyuan Dadi is a new retailer in this market; Shanghai Shengyuan Dadi is a combination of the old independent retailers selling middle priced furniture. Despite being new, it was nevertheless ranked third position in 2003 with retail sales of 421 million RMB. 

Table 143 Major Home Furniture and Household Goods Specialist Retailers and their Fascia 2002 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Tianjin Homeworld Furniture 
	
	
	

	Co Ltd 
	Homeworld
	30
	4403.9

	Ikea 
	Ikea
	2
	650

	Shanghai Shengyuan Dadi 
	
	
	

	Furniture World 
	Shengyuan Dadi
	1
	302

	Shanghai World Trade 
	
	
	

	Furniture Market 
	World Trade
	6
	255.6

	Hangzhou Huadong 
	
	
	

	Furniture Market 
	Huadong
	6
	188.2

	Shanghai Yue Xing 
	
	
	

	Furniture Market 
	Yue Xing
	4
	170

	Beijing Jin Hai Ma 
	
	
	

	Furniture Centre 
	Jin Hai Ma
	6
	168

	Shanghai Luo Ming Na 
	
	
	

	Furniture Shop 
	Luo Ming Na
	7
	155

	Guangzhou Jin Hai Ma 
	
	
	

	Furniture Centre 
	Jin Hai Ma
	5
	150

	Shenyang Beifang Furniture 
	
	
	

	Market 
	Beifang
	6
	148.5

	Shanghai Xuhui Furniture 
	
	
	

	Market 
	Xuhui
	4
	140.2

	Shantou Yuanqu Guangda 
	
	
	

	Furniture Plaza 
	Yuanqu
	3
	126

	Shanghai Yide Furniture 
	
	
	

	 
	
	
	

	Market 
	Yide
	3
	125

	TOTAL 
	
	83
	6,982.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 144 Major Home Furniture and Household Goods Specialist Retailers and their Fascia 2003 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Tianjin Homeworld Furniture 
	
	
	

	Co Ltd 
	Homeworld
	35
	5,000

	Ikea 
	Ikea
	2
	820

	Shanghai Shengyuan Dadi 
	
	
	

	Furniture World 
	Shengyuan Dadi
	2
	421

	Shanghai World Trade 
	
	
	

	Furniture Market 
	World Trade
	8
	285

	Hangzhou Huadong 
	
	
	

	Furniture Market 
	Huadong
	6
	183

	Shanghai Yue Xing 
	
	
	

	Furniture Market 
	Yue Xing
	5
	180

	Beijing Jin Hai Ma 
	
	
	

	Furniture Centre 
	Jin Hai Ma
	6
	176

	Shanghai Luo Ming Na 
	
	
	

	Furniture Shop 
	Luo Ming Na
	6
	162

	Guangzhou Jin Hai Ma 
	
	
	

	Furniture Centre 
	Jin Hai Ma
	5
	156

	Shenyang Beifang Furniture 
	
	
	

	Market 
	Beifang
	6
	152

	Shanghai Xuhui Furniture 
	
	
	

	Market 
	Xuhui
	4
	148

	Shantou Yuanqu Guangda 
	
	
	

	Furniture Plaza 
	Yuanqu
	3
	140

	Shanghai Yide Furniture 
	
	
	

	 
	
	
	

	Market 
	Yide
	3
	120

	TOTAL 
	
	91
	7,943.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading retailer maket shares

In 2003, the total retail sales of home furniture/household goods was at RMB 188,634 million; the market share of the leading retailers were very low due to the fragmented nature of the China market. 

Even the biggest retailer' market share was small

Tianjing Homeworld, the biggest retailer in home furniture and household goods market 2003 only controls 2.5% of the market. Although it has a strong foothold in North China, its market share is still negligible in light of the total market. 

With rapid development of home furniture and household goods industry, every player wants a share of the cake. The only way to gain more market share in China is to open more chains in order to gain more grounds in this giant country. The total market share of the top 14 leading retailers was slightly less than 4% of the total retail industry. 

Most of the home furniture and household goods businesses are independents and this situation is likely to last for a long time in China. With the entry of WTO and competition from foreign retailers, multiples are expected to gain more grounds in time to come. This is because most of the foreign retailers are likely to adopt the multiple outlet retail model. Some of big foreign retailers such as OBI are seeking to cooperate with the big domestic retailers. Through joint venture, foreign retailers can swiftly enter the Chinese market and will be better able to adapt to the local consumer tastes.

Table 145 Leading Home Furniture and Household Goods Retailers Market Shares 2002/2003 



% value
	
	2002
	2003

	Tianjin Homeworld Furniture Co Ltd 
	2.64
	2.65

	Ikea 
	0.39
	0.43

	Shanghai Shengyuan Dadi Furniture World 
	0.18
	0.22

	Shanghai World Trade Furniture Market 
	0.15
	0.15

	Hangzhou Huadong Furniture Market 
	0.11
	0.10

	Shanghai Yue Xing Furniture Market 
	0.10
	0.10

	Beijing Jin Hai Ma Furniture Centre 
	0.10
	0.09

	Shanghai Luo Ming Na Furniture Shop 
	0.09
	0.09

	Guangzhou Jin Hai Ma Furniture Centre 
	0.09
	0.08

	Shenyang Beifang Furniture Market 
	0.09
	0.08

	Shanghai Xuhui Furniture Market 
	0.08
	0.08

	Shantou Yuanqu Guangda Furniture Plaza 
	0.08
	0.07

	Shanghai Yide Furniture Market 
	0.07
	0.06

	 
	
	

	Others 
	95.82
	95.79

	TOTAL 
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Trends and issues

IKEA was the trend setter for the home furniture and household goods sector when it entered in the mid 90s. The retailer introduced the concept of a wide variety of well designed products presented in a large retail space where consumers felt browsing the goods. As a result, many warehouse style home furniture and household goods specialty store proliferated in the review period. 

Ten years ago, there were many independent home furniture and household goods stores in China. From 2000, most of the independent stores chose to collaborate to gain economies of scale from suppliers. Shanghai Shengyuan Dadi for example is a combination of over 300 independent stores. While such collaborations are beneficial, such buying groups do not tend to last for long. The larger players do not tend to enter into such a grouping.

Forecasts

As one of the financial centres of the world, Shanghai has around 13 million population at the end of 2003. With the further economic development, there will be more and more foreigners and outlanders working and settling in Shanghai. At the end of 2010, the entire population of Shanghai is forecasted to reach 20 million, which will generate a bigger demand on housing and subsequently on home furniture and household goods. 

The home furniture and household goods industry expanded its retail sales with a high growth of 53.8% over the historical review period. At the end of 2008, retail sales is expected to reach RMB430 billion, an increase of 46.3% over the forecast review period of 2003 to 2008. 

Currently, residential real eatate has become the fastest growing sector among the top 5 consuming hotspots (house, automation, travel, education and information service). The demand for residential properties will continue to be high in the next 5 to 10 years in China.

According to the China estate development plan, in the next 10 years China will need to add on over 200 million sq m of new living area. The total living area in China was over 6 billion sq m in 2003. Taking this into consideration, the future for the home furniture and household goods market looks bright.

Table 146 Forecast Home Furniture and Household Goods Retailer Sales by Outlet Type 2003-2008 



RMB billion, 2003 constant prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	DIY/gardening/hardware outlets 
	220.0
	237.5
	257.0
	277.6
	298.4
	319.3

	Home furniture and furnishings 
	77.0
	84.6
	92.3
	99.6
	107.6
	115.1

	 
	
	
	
	
	
	

	TOTAL 
	296.9
	322.2
	349.3
	377.2
	406.0
	434.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates based on the forecast data from official statistics
11.5 Durable Goods Retailers

Overview

The retail sales of durable goods outlets grew by 26.8% over the review period, from RMB 183 billion in 1999 to RMB 232 billion in 2003. Their share of the total non-food retail sales reached 12.4% in 2003.

The average sales per sq m increased to RMB2,834 in 2003 from RMB2,567 in 1999, representing 10.4% growth. This could have stemmed from more expensive products being purchased by consumers, particularly in the urban areas. 

Due to unhealthy competition in an oversupplied market in many cities, household electrical appliances suffered a continuous decline in prices. However, demand in the vast rural market was far from being satisfied.

Pricing of computer hardware remains on the high side, and computer software companies are lobbying for proper legal protection against piracy, which is prevalent throughout urban China, and eating into their profits. Until proper legislation is in place, growth in sales through computer outlets may be stifled.

Consumer expenditure

Household appliances is the biggest expenditure sector of durable goods in the review period. With the development of technology and cost efficiencies, the price of household appliances kept on declining in the review period, which encouraged consumer expenditure. The growth of household appliances was very high during the review period, at over 14%. At the end of 2003, the retail sales of household appliances totalled RMB 176.1 billion. 

As one indicator of fashion, the function of communications and telecommunications equipment have gone beyond for communication purposes. According to the national statistics, the number of mobile phone consumers has reached 200 million at the end of 2003. There are many new functions added into mobile phones such as mobile-game, internet accessibility and camera etc, which encouraged the expenditure of mobile phones. 

For leisure goods, the retail sales of audio-visual, photographic and information processing equipment sector developed well in the review period. The main reason for the development in this sector is the price reduction and the increase of disposable income. The progression of audio-visual and photographic and information processing equipment from normal to digital was another reason fuelling sales. 

Table 147 Consumer Expenditure on Durable Goods 1999-2003 


RMB billion, current prices
	
	1999
	2000
	2001
	2002
	2003

	Household appliances 
	153.5
	167.9
	167.2
	167.9
	176.1

	Telecommunications equipment 
	215.0
	290.7
	288.6
	269.3
	295.7

	Audio-visual, ohotographic and 
	
	
	
	
	

	information processing equipment 
	60.4
	62.9
	61.5
	68.3
	71.1

	 
	
	
	
	
	

	TOTAL 
	428.9
	521.5
	517.2
	505.5
	542.8




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Sales by outlet type

For the durable goods sector, independents shared over 60% market share. Being the traditional business model, independents have gain good coverage throughout China. During the review period however, the market share of multiples steadily increased. Electrical appliance specialist and electronic goods specialist are the main selling channels for durable goods. The market share for electrical appliance and electronic goods retail sales at multiples accounted for approximately 35% of total retail sales of durable goods in the review period. Mixed retailers such as department stores and variety stores were the main selling channels for local consumers in the past. This has been replaced by specialists durable goods retailers. 

For electrical appliance specialists, the importance of multiples is increasing due to the numerous M&A activities. At the end of 2003, market share of multiples in electrical appliance independents increased 65.5% over the review period. This growth is expected to continue into the forecast period.

Table 148 Durable Goods Retailer Sales by Type of Outlet 1999-2003 



RMB billion
	
	1999
	2000
	2001
	2002
	2003

	Durable goods specialists 
	
	
	
	
	

	- Multiples 
	58.6
	64.4
	70.2
	75.2
	81.7

	- Independents 
	124.4
	130.7
	136.3
	142.8
	150.3

	 
	
	
	
	
	

	TOTAL 
	183.0
	195.1
	206.5
	218.0
	232.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 149 Durable Goods Retailer Sales by Type of Outlet: % Analysis 2002-2003 



% value
	
	2002
	2003

	Durable goods specialists 
	
	

	- Multiples 
	34.5
	35.2

	 
	
	

	- Independents 
	65.5
	64.8

	TOTAL 
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 150 Retail Sales by Type of Outlet: % Growth 1999-2003 



%
	
	1999/2003
	2002/2003

	Durable goods specialists 
	
	

	- Multiples 
	39.5
	8.6

	 
	
	

	- Independents 
	20.8
	5.3

	TOTAL 
	26.8
	6.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Retail distribution

The core products of durable goods were domestic electrical appliances and consumer electronics. The retail distributions of these two major products are also different. For domestic electrical appliances, the retail value of grocery multiples accounted for the largest part, at 50.4% of the total retail sales of domestic electrical appliances. But the retail sales of grocery multiples on domestic electrical appliances were concentrated on small home appliances goods. For consumer electronics, the retail distribution was the largest at grocery stores as well, at 29.5% in 2003. 

The percentage value of internet sales was almost zero due to the price difference between internet sales and on-site sales. In the China market of domestic electrical appliances, usually consumer can bargain down the price when purchasing at retail stores. Purchases over the internet sales however does not give room for bargaining to take place hence explaining the low sales. But internet is still the main channel for information gathering prior to purchasing. The undeveloped payment methods available over the internet also made the purchasing less convenient, which restricted the internet sales shares to only 0.5% of total consumer electronics sales value in 2003. 

Table 151 Retail Distribution of Durable Goods Retailers' Core Products 2003 



% value
	
	Domestic electrical appliances
	Consumer electronics

	Mail order 
	-
	2

	Kitchen specialists 
	3.8
	-

	Specialist multiples 
	11.6
	18

	Specialist independents 
	11.5
	16

	Grocery multiples 
	50.4
	29.5

	Department/variety stores 
	12.1
	25.6

	Internet sales 
	-
	0.5

	 
	
	

	Others 
	10.6
	8.4

	TOTAL 
	100
	100




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates

Major specialist retailers and their fascia

Beijing Gome Home Appliance reached RMB 20 billion in 2003 which made it the top ranking retailer in 2003. Beijing Gome was established in 1987, Gome is one of the member of the Beijing PengRun Investment Co Ltd. By the end of 2003, after 15 years of being in operation, Gome had established 132 outlets in China, covering 20 big cities in 12 provinces. At the end of 2003, Gome has more than 10,000 staff. With the successful experience gained from the China mainland market, Gome opened their first outlet in Hong Kong in Nov 2003. 

Jiangsu Suning Electronics Co Ltd achieved RMB8 billion in retail sales in 2003. It was first established in the mid-1980s as a collectively-owned company, mainly selling air-conditioners of both domestic and foreign brands. Within the first five years, it quickly became the largest air-conditioner retailer in eastern China. Starting from 1991, it expanded its business scope to also sell computers, TV sets and other electrical appliances. In 1996, it built its headquarters in Nanjing, Suning Plaza. 

Shanghai Yongle Home Appliance reached RMB7.2 billion in sales in 2003. The company started November 1996, initially selling electricity, mobile phone and digital products. Shanghai Yongle is a chain enterprise with 48 outlets in China, and distribution in Shanghai, Jiangsu and Zhejiang provinces. In 2003, Shanghai Yongle total sales grew by an impressive 44%.

Beijing Zhong Guan Cun Electronics Co Ltd achieved RMB3.95 billion in sales turnover in 2003, making it the fourth largest retailer in this subsector. In fifth place, Guangzhou Tianhe Electronics Co Ltd generated RMB3.5 billion retail sales in 2003, with 120 outlets across the country. The success of these companies stemmed largely from their nationwide retailing network, good reputation and excellent after-sale services.

Table 152 Major Durable Goods Specialist Retailers and their Fascia 2002 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Beijing Gome Home Appliance 
	Gome
	75
	12,800.0

	Jiangsu Suning Electronics 
	
	
	

	Market 
	Suning
	72
	5,900.0

	Shanghai Yongle Home 
	
	
	

	Appliance 
	Yongle
	40
	5,000.0

	Beijing Zhong Guan Cun 
	
	
	

	Electronics Market 
	Zhong Guan Cun
	118
	3,580.6

	Guangzhou Tianhe Electronics 
	
	
	

	Specialist Market  
	Tianhe
	109
	3,120.4

	Shenzhen Aiwa Specialist 
	
	
	

	Electronics Market  
	Aiwa
	112
	2,990.6

	Shanghai Computer Market 
	Shanghai Computer
	97
	2,611.6

	Nanjing Zhujianglu Electronics 
	
	
	

	Specialist Market  
	Zhujianglu
	84
	2,545.5

	Zhuhai Xin Li Chuang 
	
	
	

	Specialist Computer Market 
	Xin Li Chuang
	70
	2,208.0

	Legend Computer 
	
	
	

	Exclusive Shop 
	Legend
	56
	1,689.6

	Jiangsu Wuxing Air 
	
	
	

	 
	
	
	

	Conditioner Exclusive Shop 
	Wuxing
	52
	1,450.0

	TOTAL 
	
	885
	43,896.3




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 153 Major Durable Goods Specialist Retailers and their Fascia 2003 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Beijing Gome Home 
	
	
	

	Appliance 
	Gome
	132
	20,500.0

	Jiangsu Suning Electronics 
	
	
	

	Market 
	Suning
	105
	8,000.0

	Shanghai Yongle Home 
	
	
	

	Appliance 
	Yongle
	48
	7,200.0

	Beijing Zhong Guan Cun 
	
	
	

	Electronics Market 
	Zhong Guan Cun
	124
	3,946.0

	Guangzhou Tianhe Electronics 
	
	
	

	Specialist Market  
	Tianhe
	120
	3,512.6

	Shenzhen Aiwa Specialist 
	
	
	

	Electronics Market  
	Aiwa
	118
	3,342.0

	Shanghai Computer Market 
	Shanghai Computer
	104
	2,905.0

	Nanjing Zhujianglu Electronics 
	
	
	

	Specialist  
	
	
	

	Market  
	Zhujianglu
	88
	2,850.0

	Zhuhai Xin Li Chuang 
	
	
	

	Specialist Computer Market 
	Xin Li Chuang
	75
	2,502.0

	Legend Computer Exclusive 
	
	
	

	Shop 
	Legend
	62
	1,830.0

	Jiangsu Wuxing Air 
	
	
	

	 
	
	
	

	Conditioner Exclusive Shop 
	Wuxing
	56
	1,720.0

	TOTAL 
	
	1,032
	58,307.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading retailer market shares

Market share of the leading durable goods retailers is small when placed against the total durable good market. However when compared to other consumer goods market, the durable goods market has a lower level of fragmentation. The total market share of the top 11 leading retailers was just over 25% in 2003, representing an increase of about 5 percentage points over the previous year in 2002. This relatively strong rate of growth was due mainly to the growth of specialist multiples namely Beijing Gome and Shanghai Yongle. 

Table 154 Leading Durable Goods Retailers Market Shares 2002-2003 



% value
	
	2002
	2003

	Beijing Gome Home Appliance 
	5.9
	8.8

	Jiangsu Suning Electronics Market 
	2.7
	3.4

	Shanghai Yongle Home Appliance 
	2.3
	3.1

	Beijing Zhong Guan Cun Electronics Market 
	1.6
	1.7

	Guangzhou Tianhe Electronics Specialist Market  
	1.4
	1.5

	Shenzhen Aiwa Specialist Electronics Market  
	1.4
	1.4

	Shanghai Computer Market 
	1.2
	1.3

	Nanjing Zhujianglu Electronics Specialist Market  
	1.2
	1.2

	Zhuhai Xin Li Chuang Specialist Computer Market 
	1.0
	1.1

	Legend Computer Exclusive Shop 
	0.8
	0.8

	Jiangsu Wuxing Air Conditioner Exclusive Shop 
	0.7
	0.7

	 
	
	

	Others 
	79.9
	74.9

	TOTAL 
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Trends and issues

As the replacement rate of durable goods is longer as compared to other consumer goods, it would take more time before repeat purchases are made. Therefore, the main driver to push retail growth is the development of the products, which can stimulate consumers to update the goods and seek for a higher quality of life. 

Currently, home appliances has become the main force driving growth in the durable goods sector. There are many home appliance specialty stores such as Beijing Gome, Jiangsu Suning and Shanghai Yongle etc. Chinese consumer also used to purchase the durable goods in specialty store to get professional advice and recommendations. For some durable goods which need professional installation such as air-conditioning, speciality stores can also provide installation services free of charge. But the net margin percentages of specialty store have been very low in these years due to the fiery competition. Jumping on the bandwagon, foreign brands such as Seimens and National have also established speciality stores to retail their products.

Forecasts

Sales via independents should still account for the major part of total retail sales. The trend of multiples gaining popularity however is set to continue as retailers open more outlets in an effort to expand.

Growth in disposable income should become the major driver of the retail sales growth in the coming years. Based on the historical market performance, growth of retail sales in the next 5 years should keep a high and stable figure of around 6% to 9% yearly. The growth of multiples should exceed that of independents. At the end of 2008, total retail sales of durable goods are expected to reach RMB 305 billion. 

Table 155 Forecast Durable Goods Retailer Sales by Outlet Type 2003-2008 



RMB billion, 2003 constant prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Durable goods specialists 
	
	
	
	
	
	

	- Multiples 
	81.7
	88.2
	95.3
	101.9
	108.0
	114.7

	- Independents 
	150.3
	158.6
	166.9
	174.7
	182.6
	190.4

	 
	
	
	
	
	
	

	TOTAL 
	232.0
	246.8
	262.1
	276.6
	290.6
	305.1




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates
11.6 Leisure and Personal Goods Retailers

Overview

According to the WTO agreement, one year after China's accession into the WTO, foreign book retailers can set up JV businesses and all restrictions will be lifted by 2005. The book retail business, long protected by the government will thus be facing intense competition in the near future.

Many booksellers/stationers usually sell more economics-related books rather than literature and history. Most of them also do not offer a wide variety of international titles due to harsh censorship rules from the authorities. With the rising challenge of the Internet as an alternative channel for book sales, booksellers need to expand their product range in order to maintain their market share.

In recent years, there was a trend towards large-scale chain record/video games outlets of over 2,000 sq m being established in downtown areas. Nevertheless, the vast majority of stores are small independent outfits.

While the overall development of record/video games outlets seemed healthy, there are still serious problems being faced by the subsector, one of them being the sale of pirated products. Apart from the officially authorised outlets, many of the small independent outlets took to selling pirated and smuggled audio and video products at extremely low prices compared to authorised dealers. Since the quality of these products was acceptable to most consumers, price became the deciding factor in the purchasing decision. This posed a tough challenge to official record/video game retailers. To fend off competition from the pirated copies, some authorised audio and video outlets were also found to be selling pirated products. Due to the lack of action on the part of the government authorities, it is difficult to curtail this trend. It is difficult to assess the total value of pirated products, given the lack of any official statistics.

The reason for the good performance of toy and sporting good retailers can be indirectly linked to China's famous one-child policy. As families grow smaller, the only child in the family naturally receives the bulk of attention from doting parents and grandparents, who want the best for him/her. Consumers, particularly in urban areas, are making more expensive purchases on branded toys for their children.

The majority of toy stores are privately owned, usually located in downtown areas, near schools and other places where children and young people frequent. Many of the stores usually sell toys, together with souvenirs and gifts. Due to the nature of the business and the expensive land rent in the cities, the average outlet size of toy stores remains relatively small, at around 59 sq m. 

Consumer expenditure

Consumer expenditure on leisure and personal goods has grown in tandem with disposable incomes. 

The retail sales of sports goods, toys, games and camping equipment realised a 32% growth over the review period. The development of toys and games in particular was very fast. The games market is very fragmented, there are many kinds of games available. The electronic games like PS2 and X-BOX are very popular in China market especially amongst the young generation. PC game is another important industry with rapid growth in the review period. Internet games have also performed well, with a total retail sales of RMB 6.5 billion in 2003. This is set to double in 2004. 

The weekly issues of newspaper and magazines are the most welcomed by Chinese consumer, especially those involving leisure and speciality topics such as IT information, automation and apparel/beauty.

At the end of 2003, the consumer expenditure on leisure and personal goods stood at RMB 99.3 billion, representing an increase of 43.5% over the past 5 years. The retail sales of jewellery, silverware, watches and clocks and travel goods accounted for the highest growth in 2003. In 2003, the retail sales reached RMB 19.7 billion, an increment of 23.1% from 2002. 

Table 156 Consumer Expenditure on Leisure and Personal Goods 1999-2003 


RMB billion, current prices
	
	1999
	2000
	2001
	2002
	2003

	Sports goods, toys, games 
	
	
	
	
	

	and camping equipment 
	10.3
	11.1
	11.4
	12.9
	13.6

	Flowers, plants, garden goods, pet 
	
	
	
	
	

	goods, other recreational goods 
	26.2
	28.6
	29.6
	35.1
	40.1

	Books, newspapers and magazines 
	20.3
	21.3
	21.2
	23.3
	25.9

	Jewellery, silverware, watches 
	
	
	
	
	

	and clocks, travel goods 
	12.4
	13.3
	14.8
	16.0
	19.7

	 
	
	
	
	
	

	TOTAL 
	69.2
	74.3
	77
	87.3
	99.3




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Sales by outlet type

In 1999, record/video games was the king of the retail sales of leisure and personal goods with a share over 33%. Although sales growth was kept high, the share of record/video games reduced to 30.8% in 2003. 

Due to it being a luxury product, the proportion of jewellery sales did not grow very much from 1999 to 2003. Accounting for 10.3% of the leisure and personal goods market in 2003, the amount stood at 10% in 1999. 

The retail sales of books, stationery were increased 69.2% between 2003 and 1999. The market share of books, stationery retail sales also increased from 11% to 15.5% between 1999 and 2003. 

Speciality leisure and personal goods store was growing very well in the past 5 years between 1999 and 2003. Many foreign leisure and personal goods retailers entered the China market with a chain store selling mode in the review period which posed tough competition on the domestic retailers. Many of the specialty stores use franchising as a fast way of expansion. The market share of specialty store has been increased by 6% in the last 5 years. 

Table 157 Leisure and Personal Goods Retailer Sales by Type of Outlet 1999-2003 



RMB million
	
	1999
	2000
	2001
	2002
	2003

	Booksellers/stationers 
	46.4
	53.6
	59.5
	68.5
	78.5

	Record/video games outlets 
	78.0
	85.2
	94.5
	99.0
	111.0

	Toy retailers 
	72.3
	83.4
	89.5
	95.0
	106.0

	Sports goods outlets 
	16.5
	19.1
	23.0
	25.0
	28.0

	Jewellers 
	23.8
	26.1
	29.0
	32.0
	37.0

	 
	
	
	
	
	

	TOTAL 
	237.0
	267.4
	295.5
	319.5
	360.3




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 158 Leisure and Personal Goods Retailer Sales by Type of Outlet: % Analysis 2002-2003 



% value
	
	2002
	2003

	Booksellers/stationers 
	21.4
	21.8

	Record/video games outlets 
	31.0
	30.8

	Toy retailers 
	29.7
	29.4

	Sports goods outlets 
	7.8
	7.8

	 
	
	

	Jewellers 
	10.0
	10.3

	TOTAL 
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 159 Retail Sales by Type of Outlet: % Growth 1999-2003 



%
	
	1999/2003
	2002/2003

	Booksellers/stationers 
	69.2
	14.6

	Record/video games outlets 
	42.3
	12.1

	Toy retailers 
	46.5
	11.5

	Sports goods outlets 
	69.4
	11.8

	 
	
	

	Jewellers 
	55.3
	15.5

	TOTAL 
	52.0
	12.8




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Retail distribution

65% of books and stationery goods are sold via specialty' stores. The retail sales of books and stationery goods in department store just occupied 15% in 2003. Grocery retailers such as supermarkets and convenience stores are another important selling channel for books and stationery goods. Most of the books and stationery goods sold via grocery stores consists of the smaller merchandises. Most of the big merchandises used by offices or for professional purposes can be only found in specialty store. 

For audio/video goods, 70% of the retail sales were through specialists in 2003. The audio/video market is very fragmented in China, with many independent stores operating in the market. Department stores account for only 10% of audio/video sales. This proportion is set to decrease as consumer increasingly turn to specialists for better variety and service. Another big part of the retail sales for audio/video goods was "Others" in 2003. The "Others" included many business type and alternative selling channels such as mobile and kiosks. There are many big foreign retailers in this industry with chain store operations such as MAYA. 

Retail sales of sports goods and equipment was also changing in the review period, with the share of department stores declining. At the end of 2003, share of retail sales of department stores on sports goods and equipment was at 25%. The proportion amounted to 15% five years ago. There were also 5% sales of sport goods and equipment through grocery retailers. The main grocery retailers includes hypermarket and supermarket retailers. Specialists store was still the king in this sector due to the professional services provided. 

In toys and games goods sector, department store shared 38% of retail sales in 2003 while specialists accounted for 50%. More than half of the specialist retailers are independents.

In the jewellery sector, retail sales of specialists accounted for 70% of the market. There are many famous chain stores in this industry. Domestic retailers such as Shanghai No.1 Group and Shanghai Yuyuan have a strong presence in the domestic market. Major foreign retailers include Zhou Sheng Sheng. 

Table 160 Retail Distribution of Leisure/Personal Goods Retailers' Core Products 2003 



% value
	
	Books/ stationery
	Audio/ video
	Sports goods/ equipm.
	Toys/ games
	Jewellery

	Durable Goods Specialists  
	65.0
	70.0
	55.0
	50.0
	70.0

	Department stores 
	15.0
	10.0
	25.0
	38.0
	15.0

	Grocery retailers 
	10.0
	5.0
	5.0
	2.0
	-

	Others 
	10.0
	15.0
	15.0
	10.0
	15.0

	 
	
	
	
	
	

	TOTAL 
	100.0
	100.0
	100.0
	100.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Major specialist retailers and their fascia

The leisure and personal goods market is characterised by fragmentation. Shenzhen Baby City was the top toy chain store in China, with retail sales of RMB402.6 million in 2003. The retailer was also ranked first in the leisure and personal goods market. 

Shenzhen Baby City was first established in 1991 as a small local toy retailer. However, after twelve years of business expansion, it has 78 outlets in most of the major cities in China. About 70% of Shenzhen Baby City's toys are of medium quality. In 2001, the company launched its e-commerce programme as of its business expansion plan. Generally, Chinese toy retailers seldom have large-scale chain outlets like Shenzhen Baby City, and brand names are weak.

Beijing Wang Fu Jin New China Baby goods market, which belongs to Beijing Wang Fu Jin group, ranked second with RMB376.5 million yearly sales in 2003. 

Guangzhou Galaxy Electronics Co Ltd recorded retail sales of RMB300.5 million in 2003, making it the leading retailer in sales of record/video games. It was the first large-scale record/video games specialised retailer established in Guangdong Province. Since Guangdong is one of the richest provinces in China, the company quickly established itself as the regional market leader. In 2003, it had a total of 60 outlets in 13 of the big cities in Guangdong, such as Guangzhou, Shenzhen and Xiamen. The company hopes to reach its target sales of RMB1 billion in 2005.

Table 161 Major Leisure and Personal Goods Specialist Retailers and their Fascia 2002 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Shenzhen Baby City 
	Baby City
	75
	354.3

	Beijing Wang Fu Jin New 
	
	
	

	China Baby Goods Market 
	Wang Fu Jin
	75
	338.5

	Beijing Ganglian Electrics 
	
	
	

	Centre  
	Ganglian
	47
	329.6

	Hangzhou Zhongxing 
	
	
	

	Audio Market 
	Zhongxing
	32
	229.0

	Guangzhou Gaoer Children's 
	
	
	

	Product Centre 
	Gaoer
	68
	310.5

	Shanghai Huaihai Adolescent 
	
	
	

	Goods Market 
	Huaihai
	62
	283.2

	Guangzhou Galaxy 
	
	
	

	Electronics Market 
	Galaxy
	63
	285.9

	Chong Qing Hengshen 
	
	
	

	Audio Facilities Centre 
	Chong Qing
	65
	290

	Shanghai Chuangyi 
	
	
	

	Electronics Market 
	Chuangyi
	31
	272.1

	Ningbo Shengma Market 
	Shengma
	48
	259.9

	Shanghai Zhongyuan Baby 
	
	
	

	Centre 
	Zhongyuan
	45
	240.0

	Beijing Bi Wei Yi Electronics 
	
	
	

	Market 
	Bi Wei Yi
	37
	236.0

	Shanghai Yukang Electronics 
	
	
	

	 
	
	
	

	Market 
	Yukang
	29
	218.6

	TOTAL 
	
	677
	3,647.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 162 Major Leisure and Personal Goods Specialist Retailers and their Fascia 2003 



Outlets/RMB million
	
	Fascia(s)
	Outlets
	Sales

	Shenzhen Baby City 
	Baby City
	78
	402.6

	Beijing Wang Fu Jin New 
	
	
	

	China Baby Goods Market 
	Wang Fu Jin
	75
	376.5

	Beijing Ganglian Electrics 
	
	
	

	Centre  
	Ganglian
	51
	368.4

	Hangzhou Zhongxing Audio 
	
	
	

	Market 
	Zhongxing
	35
	358.5

	Guangzhou Gaoer Children's 
	
	
	

	Product Centre 
	Gaoer
	70
	343.8

	Shanghai Huaihai Adolescent 
	
	
	

	Goods Market 
	Huaihai
	66
	312.8

	Guangzhou Galaxy 
	
	
	

	Electronics Market 
	Galaxy
	60
	300.5

	Chong Qing Hengshen 
	
	
	

	Audio Facilities Centre 
	Chong Qing
	66
	320

	Shanghai Chuangyi 
	
	
	

	Electronics Market 
	Chuangyi
	33
	299.6

	Ningbo Shengma Market 
	Shengma
	50
	290.0

	Shanghai Zhongyuan Baby 
	
	
	

	Centre 
	Zhongyuan
	48
	272.0

	Beijing Bi Wei Yi Electronics 
	
	
	

	Market 
	Bi Wei Yi
	40
	265.0

	Shanghai Yukang Electronics 
	
	
	

	 
	
	
	

	Market 
	Yukang
	31
	243.8

	TOTAL 
	
	703
	4,153.5




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading retailer market shares

In a fragmented sector, the market shares of leading retailers are very small compared with the total retail sales of the market. The market share of the leading retailer—Shenzhen Baby City was only 0.11% of the total market. Even the total market share of the top 12 leading retailers in leisure and personal goods market was less than 2% in 2003. The sheer size of the Chinese market is the main reason for the fragmentation. 

Table 163 Leading Leisure and Personal Goods Retailers Market Shares 2002-2003 



% value
	
	2002
	2003

	Shenzhen Baby City 
	0.11
	0.11

	Beijing Wang Fu Jin New China Baby Goods Market 
	0.11
	0.10

	Beijing Ganglian Electrics Centre  
	0.10
	0.10

	Hangzhou Zhongxing Audio Market 
	0.07
	0.10

	Guangzhou Gaoer Children's Product Centre 
	0.10
	0.10

	Shanghai Huaihai Adolescent Goods Market 
	0.09
	0.09

	Guangzhou Galaxy Electronics Market 
	0.09
	0.08

	Chong Qing Hengshen Audio Facilities Centre 
	0.09
	0.09

	Shanghai Chuangyi Electronics Market 
	0.09
	0.08

	Ningbo Shengma Market 
	0.08
	0.08

	Shanghai Zhongyuan Baby Centre 
	0.08
	0.08

	Beijing Bi Wei Yi Electronics Market 
	0.07
	0.07

	Shanghai Yukang Electronics Market 
	0.07
	0.07

	 
	
	

	Others 
	98.86
	98.85

	TOTAL 
	100.00
	100.00




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Trends and issues

The market for leisure and personal goods in the big cities such as Shanghai already has several foreign-operated department stores, such as Isetan (J.ISE) and Lane Crawford of Hong Kong, as well as hypermarkets like France's Carrefour S.A. (F.CAR) and cash and carry such as Germany's Metro AG (G.MTO). Several high-end boutiques have also opened stores downtown. 

To add to those offerings, Thailand's Charoen Pokphand Group (Q.CPO) opened a 13-storey, $335 million mall in the first half of 2003. Called Super Brand Mall, the shopping centre will be the largest in China. 

Shanghai will aim to increase the number of brands available to local shoppers, as well as to make its transportation system more convenient. The city government will help local department stores, such as Hualian and Lianhua, to compete head-on with foreign retailers, but there are no specific measures. The government also declined to set a timetable for the city to achieve its "shopping paradise" ambition. 

All of the above issues will have an impact on the future of leisure and personal goods market in China. 

Forecasts

Consumer expenditure on leisure and personal goods is expected to maintain a high growth of over 8% annually, in the forecast period. However the structure of the market will be influenced by some new trends. The market share also will be changed after the WTO agreement. 

With the further development of technology, demand for toys and games, photographic goods should increase in a stable manner. According to the market performance in the review period and the development trends, the retail sales of toys and games and photographic goods should grow at around 8% to 9% yearly between 2004 to 2006. After 2007, the growth should be a little bit higher to be over 10% yearly. The retail sales share of sports goods and equipment should keep on increasing in the following years. 

The retail sales of specialty stores will still be the major channel in the leisure and personal goods industry in China. According to the current increasing growth, retail sales of leisure and personal goods should reach 520 billion RMB in 2008. The growth should be over 44% in next 5 years.

Table 164 Forecast Leisure and Personal Goods Retailer Sales by Outlet Type 2003-2008 



RMB billion
	
	2003
	2004
	2005
	2006
	2007
	2008

	Booksellers/stationers 
	78.5
	84.0
	90.7
	98.4
	107.3
	117.5

	Record/video games outlets 
	111.0
	117.6
	125.8
	134.6
	144.7
	156.6

	Toy retailers 
	106.0
	113.4
	121.3
	131.0
	142.1
	154.9

	Sports goods outlets 
	28.0
	29.6
	31.7
	34.0
	36.6
	39.6

	Jewellers 
	37.0
	39.5
	42.5
	45.6
	49.1
	52.8

	 
	
	
	
	
	
	

	TOTAL 
	360.3
	384.1
	412.1
	443.8
	479.9
	521.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12. ALTERNATIVE SELLING CHANNELS


12.1 Overview

Retail sales through alternative selling channels

There are many forms of alternative selling channels in the China retailing industry due to the large size of the country. Besides the traditional selling channels such as hypermarket, supermarket, convenience store and department store etc., the alternative selling channels that exist include home shopping, internet retailing, direct selling, vending and service stations. The percentage share of alternative selling channels is approximately 5% in terms of total retail sales value in 2003, but the importance of the alternative selling channels is increasing in importance over time. Compared to 1999, outlet-based retailing in 2003 account for a 0.7% less in proportion.

Internet retailing grew strongly over the review period, with sales increasing by 167%. One important reason for growth was the increase in computer penetration and internet usage amongst Chinese households. Computer and internet familiarity are underpinned by the education policy of having computing as an integrated subject in schools. The average education level of the Chinese is gradually improving and it will keep on increasing in the coming years. The average age of the Chinese using computers and the internet is also getting younger. Another reason for the rapid development on internet is the low fee charged on using the internet as well as the fast development in technology, broadband became very popular in China at the end of 2003. It must be noted, however, that in absolute terms internet retailing accounted for the smallest proportion of total retail sales through alternative selling channels in 2003.

By far the largest alternative selling channel, homeshopping accounted for 58% of sales in 2003. However, growth rate of the channel between 1999 to 2003 was the lowest at 40% when compared to other channels. The decline was primarily due to the large mail order companies moving their focus away from catalogues towards online sales. This movement has rewarded the catalogue retailers with larger customer bases and the opportunity for more efficient marketing, often targeted at each customer's preferences. 

Homeshopping has traditionally been a strong retail channel in the small or middle cities of China. In the big cities like Shanghai and Beijing, consumer prefer the outlet shopping as there are more variety of shops to visit. In the rural areas of China however, the long distances between communities and a low population density has made homeshopping a more viable alternative. 

Total direct selling in China accounted for around 10% of total retail sales in 1999 while at the end of 2003, it accounted for 8.6% of total retail sales. 

Service station account for a healthy 30% of retail sales via alternative selling channels due to the big geographical coverage of China which necessitated the long distance expressways and national highway. As a result, sales grew by 141% over the review period. 

The fastest growing alternative channel as measured by retail sales was vending machines. It grew by 451% from 1999 to 2003.

Table 165 Retail Sales through Alternative Selling Channels 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Homeshopping 
	101,144
	108,777
	128,575
	137,706
	141,749

	Internet retailing 
	293
	373
	464
	626
	782

	Direct selling 
	14,906
	16,783
	17,143
	18,778
	21,018

	Vending 
	1,331
	3,108
	3,929
	5,425
	7,332

	Service stations 
	30,465
	39,944
	45,155
	58,801
	73,395

	 
	
	
	
	
	

	TOTAL 
	148,139
	168,985
	195,266
	221,336
	244,276




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Trade press, Trade interviews, 2003 Euromonitor estimates 
Notes: Service stations in this table refers only to sales of consumer goods Others refer to mobiles and kiosks 

The importance of alternative selling channels

In 1999, market share of alternative selling channels was 4.7% of total retail sales. With the development of retail technology such as the internet and vending machines, and the rapid construction of roads which brought about the growth of gas stations, the market share of alternative selling channels continued to grow from 1999 to 2003. 

At the end of 2003, the market share of alternative selling channels was 5.4%. The total retail sales of alternative selling channels was RMB 244.3 billion in 2003. The future of alternative selling channels is looking optimistic over the next five years.

Table 166 Alternative Selling Channels as a Proportion of Retail Sales 1999-2003 



RMB billion, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Alternative channel sales 
	148.1
	169.0
	195.3
	221.3
	244.3

	Total retail sales 
	3,131.4
	3,415.3
	3,759.5
	4,091.1
	4,484.3

	 
	
	
	
	
	

	Alternative channel sales as a % 
	
	
	
	
	

	of total retail sales 
	4.7
	4.9
	5.2
	5.4
	5.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.2 Homeshopping

Sales by product sector

Although homeshopping's retail sales occupied a big market share with 58% in alternative selling channels in 2003, the current structure is such that there are few established businesses that are focused on homeshopping. Most of the homeshopping companies are independent operators. 

A big part of homeshopping takes place in rural area of China. Usually the rural independent retailers produce the merchandises themselves and handle their own transactions. Food products occupy the smaller sector of the total homeshopping retail sales. In 1999, the market share of food products was at 15%, increasing to 24% of the total homeshopping retail sales by 2003. The main reason for the growth of food products share was the low cost, fast transaction and low legislation requirements on the manufacturing conditions. At the end of 2003, retail sales of food products in homeshopping was over RMB 34 billion. In absolute terms, sales have more than doubled over 1999. 

Non-food products occupied the bigger sector of homeshopping sales. Two product sectors dominated sales of consumer goods in homeshopping – apparel/fashion and DIY/home improvement products. These two sectors accounted for almost 51.3% of total sales in 2003.

In the big cities of China, the main measure of homeshopping is TV shopping. In 2003, China was faced with the problem of the SARS virus infection which brought about good demand for TV shopping in China. According to the national statistics bureau data, during the SARS period, consumer avoided going out necessarily and ended up staying home more. During that period, the audience rating of TV shopping time in CCTV and BTV(Beijing TV) increased by 5 to 6 folds. 

Apparel/fashion has traditionally been a popular sector in homeshopping owing to its strong position in mail order. Leading mail order companies, such as Shanghai Mecoxlance International Mailorder Company which was established in 1996 and ranked first position in China's mail order industry with its yearly retail sales over 100 million RMB, have a strong focus on apparel and fashion, particularly fashion for women and children. These companies have managed to keep their clothes offering in line with current fashion trends. 

Other products such as household cleaning and leisure goods are the smallest parts of the homeshopping due to the strong threat from hypermarkets, supermarket and convenience store. 

Table 167 Homeshopping: Sales by Product Sector 1999-2003 



RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	15,171.6
	17,404.4
	25,715.0
	30,295.4
	34,019.7

	Non-food 
	
	
	
	
	

	- Apparel/Fashion goods 
	47,284.9
	48,427.6
	52,458.5
	51,557.3
	49,016.7

	- Cosmetics/Toiletries 
	8,597.3
	10,964.7
	15,429.0
	19,334.0
	16,159.4

	- DIY/Home improvement products 
	17,194.5
	18,274.6
	18,514.8
	19,334.0
	23,700.4

	- Furniture/Furnishings/Housewares 
	4,298.6
	4,568.6
	5,657.3
	6,444.7
	7,541.0

	- Household appliances/Consumer 
	
	
	
	
	

	electronics 
	4,040.7
	4,751.4
	5,657.3
	5,692.8
	6,032.8

	- Household cleaning products 
	859.7
	1,005.1
	822.9
	751.9
	969.6

	- Leisure goods 
	945.7
	1,096.5
	1,337.2
	1,288.9
	1,292.7

	- Others 
	2,751.1
	2,284.3
	2,982.9
	3,007.5
	3,016.4

	 
	
	
	
	
	

	TOTAL 
	101,144.2
	108,777.3
	128,574.9
	137,706.4
	141,748.7




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Homeshopping businesses

For the homeshopping, it is very difficult to monitor the number of businesses in the rural areas as many are unregistered operations. The registered ones tend to be the middle to big scaled operations. Most of the registered homeshopping businesses are the TV shopping businesses. 

In 1999, there were 1,650 registered TV shopping businesses in China. In 2003, the number of registered TV shopping businesses was reduced to 522. The main reason for this phenomenon was that the quality and functionality of the products sold through TV shopping could not match with what was actually advertised on TV, which made the consumers dissatisfied. After paying a slight premium for the supposedly extra features, customers are often left disappointed when expectations are met.

The continued consolidation of homeshopping businesses however can be seen as having a positive effect on retail sales value as a whole. Leading home shopping businesses have been able to build up their revenues whilst simultaneously, smaller and failing businesses continue to exit the market.

Table 168 Homeshopping Businesses and Catalogues 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	1,650
	1,320
	1,010
	767
	522

	% growth 
	
	-20.0
	-23.5
	-24.1
	-31.9

	 
	
	
	
	
	

	Catalogues 
	1,830
	1,409
	1,071
	857
	643

	% growth 
	
	-23.0
	-24.0
	-20.0
	-25.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Leading homeshopping operator Shanghai Mecoxlance International Mailorder Co was established in 1996 by one risk investor company from USA. It is the first mail order company in China. After 7 years of operations, it has become the biggest retailer in homeshopping with a yearly sales of over RMB 100 million. Mecoxlance also entered internet retailing under the website address www.m18.com. At then end of 2003, Mecoxlance had 350 employees and 10,000 sq m storage area, its business range has covered 31 provinces of China. 

Mecoxlance mainly focused its business on apparel and fashion goods. In 2003, the retail sales of Mecoxlance was RMB 112 million, translating to a market share of 0.079% of homeshopping. Other leading operators such as CCTV Shopping network and BTV shopping network also retail apparel and fashion goods, although they are more noted for household goods and food products.

Table 169 Homeshopping: Leading Operators Ranked by Homeshopping Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Homeshopping sales

	Shanghai Mecoxlance 
	
	

	Mailorder 
	Apparel/Fashion goods
	112.0

	CCTV Shopping networking 
	Apparel/Fashion goods/Mixed
	86.0

	BTV Shopping 
	Mixed
	52.0

	China Seven-star TV shopping 
	Mixed
	30.0

	 
	
	

	Nanjing TV shopping 
	Mixed
	19.6

	TOTAL 
	
	299.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 170 Homeshopping: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Shanghai Mecoxlance Mailorder 
	0.08

	CCTV Shopping networking 
	0.06

	BTV Shopping 
	0.04

	China Seven-star TV shopping 
	0.02

	Nanjing TV shopping 
	0.01

	 
	

	Others 
	99.79

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

The big geographical size of China and the big share of rural area means that the retail sales of homeshopping will have a stable and increasing growth over the review period. Growth is expected to reach 66% between 2003 to 2008. The yearly growth of homeshopping retail sales will be about 10% in constant value terms over the first two years of the forecast period with a slight growth pick up thereafter. 

At the end of 2008, we forecast that the total sales of homeshopping will reach near 235 billion RMB. However the market share of homeshopping is still very low compared with the entire retail sales in the China market. 

Compared with TV shopping in others countries, the TV shopping industry is still very immature in China. With the entry of many foreign operators, there is a possibility that the TV shopping industry could face a revamp.

Table 171 Homeshopping: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	141,749
	155,900
	171,500
	190,400
	211,300
	234,600

	% growth 
	-
	10.0
	10.0
	11.0
	11.0
	11.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.3 Internet Retailing

Sales by product sector

With the development of computer, internet and media products, internet retailing has fast become popular in China as an alternative selling channel due to the convenience offered to consumers to shop at the comfort of their homes. Food products' share of internet retailing sales in 2003 was a mere 5%. Usually most of the Chinese consumers prefer buying fresh foods from wet markets or other retail formats like supermarkets and hypermarkets instead of making internet purchase

Leisure goods took largest share in internet retailing. There are many leading internet retailer like OA365.com, Dangdang.com and Joyo.com that focus their business range at book and media products. 

Media products, including books, CDs, videotapes and DVDs, constituted the leading product type for internet sales in 2003. Book and Media products were among the first product sectors to find their way online and the sector has maintained its leading position over the entire review period, despite rapid sales increases in other product categories. 

Household appliances and consumer electronics were the other prominent product group in 2003. Computers and other computer-related products accounted for the majority of sales in this sector. The sector is populated by many small retailers but is dominated by larger ones in terms of sales. Computer manufacturer Dell is one such leading player. 

Apparel and fashion goods experienced growth in internet sales over the review period and accounted for 7.4% of internet sales in 2003 from a 5.9% in 1999.

Table 172 Internet Retailing: Sales by Product Sector 1999-2003 



RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	14.6
	22.4
	25.5
	37.6
	39.1

	Non-food 
	
	
	
	
	

	- Apparel/Fashion goods 
	17.2
	26.3
	30.3
	45.9
	58.0

	- Cosmetics/Toiletries 
	19.5
	31.6
	39.5
	64.7
	74.3

	- DIY/Home improvement products 
	27.8
	52.6
	61.4
	88.3
	130.8

	- Furniture/Furnishings/Housewares 
	13.9
	17.5
	24.1
	35.3
	52.0

	- Householdappliances/Consumer 
	
	
	
	
	

	electronics 
	13.1
	18.2
	24.1
	31.2
	41.6

	- Household cleaning products 
	2.8
	3.9
	3.5
	4.1
	6.7

	- Leisure goods 
	180.8
	196.3
	250.1
	311.8
	370.7

	- Others 
	3.1
	4.2
	5.7
	7.1
	8.9

	 
	
	
	
	
	

	TOTAL 
	292.8
	373.0
	464.3
	625.9
	782.1




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
Note: Totals may not sum due to rounding

Internet retailing businesses

According to China national statistic data, the number of registered internet retailing businesses was 135 in 1999. By the end of 2003, the number increased to 662. With the rapid development of internet and information technology especially in the past 5 years, the computer's speed of development had far surpassed the development of any other consumer products. The penetration rate of computer reached 11.6% by the end of 2003. 

Registered internet retailers growth rate was 60% in 2003 to assume a total of 662 companies. 

The number of sites also grew over the review period. In 1999, the number of sites was 159, which meant that average sites per business was 1.18. However, with the speed of internet business facing bankruptcy, the average site per business had reduced to 1.07 despite the number of sites increasing to 711. The decline of site per business signals a certain level of maturity internet retailing business had entered into by 2003. 

Table 173 Internet Retailing: Number of Sites and Transactions 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	135
	182
	265
	414
	662

	% growth 
	-
	34.8
	45.6
	56.2
	59.9

	 
	
	
	
	
	

	Sites 
	159
	213
	296
	474
	711

	% growth 
	-
	34.0
	39.0
	60.1
	50.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Merchandises sold through the internet were mainly books, computers and home appliances. 

Joyo.com is one domestic internet retailer offering books and media products like CD/VCD/DVD. Established in 1998, Joyo.com achieved good sales results in the last 3 years to be the leading internet retailing retailers in 2002 and 2003. The annual sales of Joyo.com in 2003 was 140 million RMB, marking an impressive growth of 45.8% compare with 2002. The striking sales performance of the company affirmed the rapid development of internet retailing. The sales of Joyo.com in 2000 was 12 million RMB, in 2001 was 57 million RMB, in 2002 was 96 million RMB, in 2003 was 140 million RMB.

Dangdang.com is another internet book retailer in China, it ranked second behind Joyo.com in 2003 with 95.5 million RMB annual sales.

My8848.com and Sohu.com are two other big internet retailers, most of their merchandises are books, videos and some new technology products at low price. 

Bertelsmann.com also achieved good results in China. Bertelsmann.com used many measures to woo consumers like establishing "Book Friend Member Clubs", that offers discounts to its members. 

These 6 leading retailers combines to own 57.3% of the internet retailing sales in 2002 and 64% in 2003.

Table 174 Internet Retailing: Leading Operators Ranked by Internet Retail Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Internet retailing sales

	Joyo.com 
	Books, Media products, Leisure goods
	140.0

	Dangdang.com 
	Books, Leisure goods
	95.5

	My8848.com 
	Books, Media products, Apparel/Fashion
	75.0

	Sohu.com 
	Books, Media products, Mixed
	68.0

	Bertelsmann.com 
	Books
	67.0

	 
	
	

	Ctrip.com 
	Travel
	59.5

	TOTAL 
	
	505.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 175 Internet Retailing: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Joyo.com 
	17.9

	Dangdang.com 
	12.2

	My8848.com 
	9.6

	Sohu.com 
	8.7

	Bertelsmann.com 
	8.6

	Ctrip.com 
	7.6

	 
	

	Others 
	35.4

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

Future internet retail sales is predicted to be driven by the leading chained businesses going online. Consumers will be increasingly aware of the advantages of buying consumer products online. It is easy to compare prices, compare products and order. The increasing presence of high street retailers will also contribute to higher sales. These players will be spurred into action by similar moves made by competitors and decreasing entry costs for setting up internet sales. Consumers will become increasingly confident in using the internet as a channel of purchase. Higher security, faster internet connections such as ADSL and broadband will become more user-friendly and eventually encourage more sales with the customer base getting larger.

The internet retail sales will continue to enjoy high growth over 22% in 2004 and sustain a 3 to 4 percentage annual growth therein. By 2005, the internet retail sales will reach 1 billion RMB and is estimated to reach 2.7 billion RMB by 2008. The internet retailing channel is poised to become one of the most popular purchasing channels in future. 

Table 176 Internet Retailing: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	782.1
	954.1
	1,192.6
	1,526.6
	2,015.1
	2,720.4

	% growth 
	
	22.0
	25.0
	28.0
	32.0
	35.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.4 Direct Selling

Sales by product sector 

In China, direct selling is a relatively small but growing retail channel. The share of direct selling sales as a proportion of total alternative selling channels retail sales, amounted to about 4% in 2003. Between food and non-food products, food products accounted for a smaller share of total direct selling retail sales. Noticeably though, the share of food sales increased noticeably over the review period, from 25% in 1999, to 34% in 2003. 

Of non-food sales, cosmetics and toiletries sales experienced dynamic growth of almost 74% in value terms over the review period. These products are well suited for direct selling for a variety of reasons in China. Firstly, they are primarily targeted at female consumers, which is an important factor considering that the majority of direct selling customers in China are women. Also, these direct sellers include large and well-known international brands such as Amway, Avon and Mary Kay. These direct sellers have developed their product ranges in line with current trends. The strong growth of anti-ageing and anti-wrinkle treatments is a trend that direct selling companies have been quick to respond to. 

Special nutritional products are also favoured by female customers in particular. The growing interest in health and well-being is an important factor behind the growth, as is the pressure to diet and lose weight that many women claim to feel. In addition, problems with obesity now plague the younger generation of China. Personal contact between distributors and/or direct seller agents and their potential customers encouraged the uptake of these products. 

Household cleaning products have traditionally been a leading source of revenue for direct selling from or many years. Growth was low over the review period, however, reflecting volume decline. Value growth has primarily been a result of higher prices. Household cleaning products also met increased competition from traditional products sold by grocery multiples. In sum, the nature of the product itself dictates that consumers already purchasing household cleaning products through direct selling, will continue to look for better deals, whether from traditional retail channels or from alternative selling channels, so long as they derive better value for money.

Table 177 Direct Selling: Sales by Product Sector 1999-2003 



RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	3,726.4
	4,027.9
	4,800.1
	5,633.4
	7,146.1

	Non-food 
	11,179.1
	12,754.9
	12,343.2
	13,144.7
	13,871.9

	- Apparel/Fashion goods 
	4,695.2
	5,484.6
	5,431.0
	5,915.1
	6,381.0

	- Cosmetics/Toiletries 
	1,117.9
	1,275.5
	1,357.8
	1,577.4
	1,942.1

	- DIY/Homeimprovement products 
	2,012.2
	2,423.4
	2,098.3
	2,366.0
	2,496.9

	- Furniture/Furnishings/Housewares 
	2,012.2
	2,040.8
	1,913.2
	1,708.8
	1,387.2

	- Household appliances/Consumer 
	
	
	
	
	

	electronics 
	749.0
	918.4
	925.7
	959.6
	1,054.3

	- Household cleaning products 
	111.8
	140.3
	98.7
	92.0
	124.8

	- Leisure goods 
	123.0
	153.1
	160.5
	157.7
	166.5

	- Others 
	357.7
	318.9
	358.0
	368.1
	319.1

	 
	
	
	
	
	

	TOTAL 
	14,905.5
	16,782.8
	17,143.3
	18,778.1
	21,018




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Direct selling businesses

In 1999, the number of registered direct selling businesses in China was 296. This grew steadily until 2002, but not without controversy. Due to the abuse of the direct selling system, the authorities have taken a stronger stand against direct selling as a whole and bad press has dogged direct selling since 2000. This general lack of suppotr from the government was a key reason why direct selling businesses and agents actually fell for the first time over the review period in 2003. Some sources claim though that this decline is only obvious due to the better monitoring of the direct selling channel, implying that better records management in the past would have implied a less dynamic rate of growth from 1999 to 2002, but correspondingly also some growth in 2003 instead of a decline, especially in the number of agents active in this selling channel. 

Direct selling in China is populated by several of the larger international giants as well as local companies. Among the large international players are Mary Kay, Amway, Avon whilst leading Chinese companies are Sino-foreign Cooperation Affluence Food (Dalian), New Age Group, Shandong Yongchuntang, Boshiman(Beijing) and Kedengyong. Most of the foreign-owned companies are most often US-based and their concept of running direct selling operations has heavily influenced locally-owned companies.

The number of agents and customers increased over the review period, agents by 49.9% from 1999 to 2003. Behind this growth there were clear differences between different product sectors. Most of the new recruits and customers were in the growth areas of cosmetics and special nutritional products, while agents and customers for media goods and furniture/furnishings/housewares declined. 

Around 70% of the agents were women over the review period and it is likely that the proportion of customers who are women is similar. Being an agent or distributor is also primarily a part-time job, mostly viewed by housewives and underemployed workers as a way of earning extra money. Sources indicate that around 80% of agents/distributors work on a part-time basis. The proportion of women working part time in China or are underemployed is high and this means that many women find time for working as an agent on part-time basis. 

Table 178 Direct Selling Businesses and Agents 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	296
	387
	484
	508
	483

	% growth 
	-
	30.7
	25.1
	5.0
	-4.9

	 
	
	
	
	
	

	Agents 
	621,500
	764,445
	978,490
	1,012,737
	931,718

	% growth 
	-
	23.0
	28.0
	3.5
	-8.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

The leading foreign direct selling operators are Amway, Avon and Mary Kay. All of them entered China very early, from about 1995 and all of them now have factories in China. The sum of these three foreign operators constitutes about half of the total sales of direct sellers in 2003. They took advantage of their experience in developing direct selling into China whilst local aspirants continue to grapple with a myriad of operational and planning issues. 

The leading domestic direct selling operator is Sino-foreign Cooperation Affluence Food(Dalian). They focus mainly on special nutritional products. Its retail sales in 2003 reached RMB45 million, translating into a market share of about 0.21%. 

Most domestic direct operators' businesses are in health products and nutritional products due to its high margins. There remains, however, a long way to go to regulate direct selling better. For example, some operators are even not registered and are closed down by enforcement agents acting on either informants or complaints of disgruntled consumers. The market share of domestic operators continues to be very small although they are admittedly very large as a whole. 

Table 179 Direct Selling: Leading Operators Ranked by Direct Selling Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Direct sales

	Avon 
	Cosmetics/Toiletries
	923.5

	Amway 
	Skin care; Household cleaning products;
	

	 
	Special nutritional product
	774.5

	Mary Kay 
	Skin care; Household cleaning products;
	

	 
	Special nutritional product
	212.5

	Sino-foreign Cooperation 
	
	

	Affluence  
	Special nutritional product
	45.0

	New Age Group 
	Special nutritional product
	39.5

	Shandong Yongchuntang 
	
	

	Biology  
	Special nutritional product
	34.0

	Boshiman (Beijing) Biology 
	
	

	Tech 
	Special nutritional product
	32.6

	Henan Shenlong Clothing 
	Apparal/Fashion
	26.0

	Beijing Orient Yifu Science 
	Health products
	25.0

	Beijing Hongjingtian 
	
	

	Technology 
	Cosmetics/Toiletries
	23.0

	Beijing Health Biology 
	
	

	Technology 
	Health products
	18.0

	 
	
	

	Nanfang Lijingji 
	Food
	17.0

	TOTAL 
	
	2,170.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 180 Direct Selling: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Amway 
	3.69

	Avon 
	4.39

	Mary Kay 
	1.01

	Sino-foreign Cooperation Affluence Food (Dalian) Co LTD 
	0.21

	New Age Group 
	0.19

	Shandong Yongchuntang Biology Technology 
	0.16

	Boshiman (Beijing) Biology Technology 
	0.16

	Henan Shenlong Clothing 
	0.12

	Beijing Orient Yifu Science 
	0.12

	Beijing Hongjingtian Technology 
	0.11

	Beijing Health Biology Technology 
	0.09

	Nanfang Lijingji 
	0.08

	 
	

	Others 
	89.67

	TOTAL 
	100.00




Source: Euromonitor

Forecast sales

Stemming from the negative stance the China government had towards direct selling, this alternative selling channel remains a sensitive topic for the Chinese government. In some cities, direct selling is illegal and forbidden. Despite this, direct selling operations are being set up in many parts of China.

After the entry into WTO and the experience of managing and controlling direct selling, the China government began to see direct selling in a more positive light. Regulations forbidding direct selling is set to be changed or cancelled in 2004 or 2005. 

Retail sales via direct selling is expected to grow 61.9% to 34,026 million in 2008. The main growth drivers of the channel will be foreign direct selling operators like Amway and Avon. Direct selling will become one of the main sales channels in future pending on the change in regulations. 

Table 181 Direct Selling: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	21,017.9
	22,804.4
	24,993.7
	27,518.0
	30,490.0
	34,026.8

	% growth 
	
	8.5
	9.6
	10.1
	10.8
	11.6




Source: Euromonitor

12.5 Vending

Sales by product sector

In China, vending is a totally new retailing channel, having entered the country only in 1999. Understandably so, the vending market in China is not well developed. Vending machines first entered China through the big cities like Shanghai, Beijing and Guangzhou. In just a matter to a short number of year, consumers in the big cities became familiar with vending machines as they are conveniently located at airports, subways, shopping malls/centres, parks and other areas with heavy customer flow. With a very easy usage procedure, this new and modern retailing concept is very well received by the young generation. 

Five years on, the vending machine which is called the "Super full-duty businessman", has not gained strong popularity in China. At the end of 2003, there were 72,419 machines in China with a low retail sales of 7.3 billion RMB. The number of vending machine and amount of retail sales are negligible when compared with the population of China. 

The main reasons for the slow development of vending retailing are as follows. Firstly, the Chinese consumers have many misgivings about the dependability and easy-usage of the vending machines. In addition, the merchandise variety available through vending machines is too limited and the price is higher than those found in convenience stores and supermarkets. Thirdly, the vending machines just accept coins and small notes, which is also a limiting factor. 

In some developed countries like USA and Japan, the main competitors of vending machine are convenience store, and vending machines are usually next to supermarkets and convenience stores. 

Table 182 Vending: Sales by Product Sector 1999-2003 



RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	133.1
	310.8
	412.5
	542.5
	659.9

	In-cup vending 
	39.9
	93.2
	117.9
	151.9
	183.3

	Packaged drinks 
	1,038.1
	2,486.3
	3,103.7
	4,231.3
	5,828.8

	Tobacco 
	8.0
	21.8
	35.4
	54.2
	58.7

	Personal hygiene products 
	26.6
	93.2
	157.1
	271.2
	439.9

	- Sanitary protection 
	16.0
	60.6
	100.6
	162.7
	255.1

	- Condoms 
	10.6
	32.6
	56.6
	108.5
	184.8

	Other 
	85.2
	102.6
	102.1
	173.6
	161.3

	 
	
	
	
	
	

	TOTAL 
	1,330.9
	3,107.9
	3,928.7
	5,424.7
	7,331.9




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Vending machine parc

At the end of 2003, the number of vending machine was 72,419. This works out to 17,951 consumers to one vending machine which indicates its under developed status. In Japan, there is one vending machine per every 25 people, in USA is it one machine to every 50-60 people. 

Despite being only in its infancy stage in China, the development is very fast when compared with the development of vending in others countries. In China, the vending operators threw over 3,000 vending machines into the market, most of the first batch of machines were in Shanghai and Beijing. From 2000, the number of vending machines maintained a high growth of over 100% every year. At the end of 2003, vending machines were easily spotted in high traffic areas in Shanghai, Beijing and Guangzhou. 

The problem with the vending business in China is that the variety of merchandise is rather limited. Most of the merchandise in China consists of drinks and snacks. Some others varieties like condom and tobacco are not so easily found in vending machines. In the leading vending retailing country Japan, there are more than 5 million vending machines and more than 6,000 varieties of merchandise including non-food items such as clothing, gift items, etc.

Table 183 Vending Machine Parc 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Machines 
	3,578
	8,229
	16,459
	36,209
	72,419

	% growth 
	-
	130.0
	100.0
	120.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Guard is the biggest operator in vending retailing in China. At the end of 2003, the market share of Guard was at 9.6% which translated to retail sales of RMB703.9 million. The market is fragmented as many players tend to operate in just one or two cities, which reflected on the low share of leading retailers. Most of the vending operators are independents such as grocery retailers. At big department stores, retailers will also place vending machines in the outlets to entice consumers to purchase the smaller merchandise items. 

Table 184 Vending: Leading Machine Operators Ranked by Vending Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Vending sales

	Guard 
	Food, Drinks, Mixed
	703.9

	Aucma 
	Food, Drinks, Disposable paper products, Mixed
	489.5




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 185 Vending: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Guard 
	9.6

	Aucma 
	6.7

	 
	

	Others 
	83.7

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

Vending has many advantages such as high technology, new retailing concept, big market potential, low running cost, which works in the favour of a promising future. Furthermore, vending can be connected to other new expenditure models like e-business to further expand its reach. In China, vending machines that can be paid by mobile phones have been launched in big cities. 

In the forecast period, the number of vending machines is expected to increase by 50,000 per year. There will translate to approximately 350 million people in the richer areas having access to and using vending machines. 

The retail sales of vending will increase with a high growth of over 30% per annum. At the end of 2008, retail sales through vending machines will exceed RMB 34 billion. With increasing labour costs, vending machines will be used more frequently in China in ad effort to save costs by operators. The expected increased familiarity with vending machines and the improved variety of merchandise overtime will help to expand sales.

Table 186 Vending: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	7,331.8
	9,531
	12,677
	17,240
	24,137
	34,998

	% growth 
	-
	30.0
	33.0
	36.0
	40.0
	45.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.6 Service Stations

Overview

With the rise of the automobiles industry in China, service stations (more commonly referred to as petrol stations in China) have also thrived, in the process becoming the single largest subsector in the total retail sales of alternative selling channels. In rural areas service stations are often the only reasonably accessible outlets for packaged grocery products as independent grocers are continually pushed further inland away from main transportation routes (including highways). 

It is worthwhile to note as well that profit margins for food and other grocery products are much higher than that on retail petrol. As a result, most large service station retailers in China also offer a wide range of consumer goods for sale at their service station outlets. There is also increasing sales of car care products from service stations. 

Since the price of retail petrol is fixed, there is less room for retailers to charge market prices. On the contrary, it is believed that the margins enjoyed by service station retailers are not significant.

In 2000, franchising of service stations was introduced in China. The margins enjoyed by operators of service stations on retail petrol was not so significant as to allow them to ignore the potential benefits of consumer goods retailing on what is ordinarily a relatively large but under-utilised land area of a service station.

Sales by product sector

In 1999, the share of consumer goods sales as a proportion of total sales through service stations was nearly 22% but increased by 3 percentage points by 2003. The ever increasing number of service stations around the country also forced service station retiailers to focus on consumer goods retailing as a means to strengthen their product and service delivery to their consumers, in addition to softening the lowered gains from petrol retailing. 

Of consumer goods sold through service stations, car/motoring accessories contribute the most significant share of retail sales. This was mainly because there has been a staggering growth in vehicles overnight, causing a dislocation in the provision of adequate services as well as education on the part of drivers. As a result, many motorists tend to look at service stations as a logical place to obtain car care products, although they may not necessarily realize that they may be paying a premium for this.

Car/motoring accessories registered a very strong and relatively stable growth trend over the review period. At the end of 2003, retail sales of car/motoring accessories goods reached an estimated RMB21 billion, which was just over double the level in 1999. 

Food and packaged drinks are the other two main product sectors in terms of total retail sales of consumer goods through service stations. Food and packaged drinks follow closely behind sales of car/motoring accessories, which cumulatively account for the lion's share of consumer goods. At the end of 2003, retail sales of foods and packaged drinks had both doubled over the retail sales in 1999. 

Tobacco products and some leisure products such as local specialities are the other significant parts of service station retail sales. At the end of 2003, the retail sales of tobacco products reached RMB7 billion, which was an increase of over 22% from 2002. 

Table 187 Service Stations: Sales by Industry and Consumer Goods Product Sector 1999-2003 



RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Petroleum 
	99,294
	121,570
	135,465
	163,871
	204,544

	Services 
	11,283
	12,157
	15,706
	18,315
	22,861

	Consumer goods 
	
	
	
	
	

	- Car/Motoring accessories 
	10,358
	13,182
	14,450
	18,228
	21,285

	- Food products 
	7,921
	9,986
	10,837
	15,288
	17,615

	- Packaged drinks 
	7,616
	10,386
	11,289
	14,112
	19,083

	- In-cup vending 
	914
	999
	1,084
	1,529
	1,982

	- Tobacco products 
	2,437
	2,796
	4,064
	5,880
	7,193

	- Leisure products 
	183
	320
	406
	588
	807

	- Other 
	1,036
	2,277
	3,025
	3,175
	5,431

	 
	
	
	
	
	

	TOTAL 
	141,043
	173,671
	196,327
	240,986
	300,801




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Number of service stations

At the end of 2003, there were 30,000 km of expressways, over 200,000 km of highways and over 400,000 km of roads in China. Serving this vast country, there were 12,031 service stations to begin with in 1999. The number of service stations kept growing strongly by about 10% annually in part to keep up with the rapid construction of roads in China. At the end of 2003, there were 17,436 service stations in China. This translated to about 35km of raods, highways and expressways, per service station. Although this number should be decreasing all the time given the strong growth in the number of service stations, this is not always true. It must be noted that the rat of growth of roads is just as phenomenal in most parts of the country and even stronger in the more prosperous parts of the country. As a result, it may only be a matter of time before the growth of service stations in China is allowed to flourish via foreign-owned service station retailers.

Table 188 Number of Service Stations 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Service stations 
	12,031
	13,234
	14,359
	15,680
	17,436

	% growth 
	-
	10.0
	8.5
	9.2
	11.2




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Due to the regulated nature of petroleum retailing, there is limited competition in the capitalist sense of the word, where various corporations may be competing against each other openly. Sinopec and PetroChina have been "allocated" large swathes of the country to set up and manage service stations. This is mainly because the Chinese government considers this to be a key strategic market to the continued well-being and stability of the country. 

It is estimated that between them Sinopec and PetroChina manage over half of all service stations in China mainly via wholly-owned and managed service stations but also through franchisees. 

Other players comprise mainly quasi-government and regional, state or local government-owned service stations. These players are not considered to be significant players although in absolute terms they may manage and/or own rights to hundreds of service stations.

Table 189 Service Stations: Leading Operators 2003 



RMB million
	Operator
	Sector(s) of activity
	Service station sales

	Sinopec 
	Petroleum retailing
	126,336.2

	PetroChina 
	Petroleum retailing
	90,240.2




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 190 Service Stations: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Sinopec 
	42.0

	PetroChina 
	30.0

	 
	

	Others 
	28.0

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

With the continued construction of roads in China, the number of service stations will likely also keep on increasing at a high growth every year in the forecast period. The automotives industry will likely have a very bright future as well over the forecast period as consumers view motorvehicles as a much sought after status symbol. As the economy develops, disposable income of consumers will continue to grow and it is likely that motor vehicles growth will also help lead to continued growth in service station sales indirectly. 

Corresponding to the expected growth of automobiles and roads in China, retail sales through of service stations will ilkely grow by over 11% annually. At the end of 2008, retail sales through service stations will likely reach RMB547 billion as service stations are also expected to develop consumer goods retailing as a lucrative source of income from their service station operation.

Table 191 Service Stations: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	300,800.6
	333,888.6
	373,955.3
	420,699.7
	475,390.6
	546,699.2

	% growth 
	-
	11.0
	12.0
	12.5
	13.0
	15.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.7 Kiosks

There are no statistics available in China about kiosk retailing although kiosks have a long history in the Chinese retailing industry from ancient times. Small, independent retailers operate the majority of kiosks. 

Orient bookstall is a famous local chained store by kiosks located in Shanghai, which can be considered as the leading kiosk retailer. There are also many other kiosk operators, only they are unregistered business entities in China. The unorganised nature of the sector has made it difficult to collect data on retail sales and number of kiosks. 

12.8 Mobile

There are many mobile stores that can be found in China, which covered almost all the retailing sectors such as grocery, bookseller and newspaper seller, etc. Most of the mobile retail operators gather at wet markets, randomly. Similar to kiosks, the number of mobile retailers in China market is difficult to account for due to its unorganised nature. 
12.1 Overview

Retail sales through alternative selling channels

There are many forms of alternative selling channels in the China retailing industry due to the large size of the country. Besides the traditional selling channels such as hypermarket, supermarket, convenience store and department store etc., the alternative selling channels that exist include home shopping, internet retailing, direct selling, vending and service stations. The percentage share of alternative selling channels is approximately 5% in terms of total retail sales value in 2003, but the importance of the alternative selling channels is increasing in importance over time. Compared to 1999, outlet-based retailing in 2003 account for a 0.7% less in proportion.

Internet retailing grew strongly over the review period, with sales increasing by 167%. One important reason for growth was the increase in computer penetration and internet usage amongst Chinese households. Computer and internet familiarity are underpinned by the education policy of having computing as an integrated subject in schools. The average education level of the Chinese is gradually improving and it will keep on increasing in the coming years. The average age of the Chinese using computers and the internet is also getting younger. Another reason for the rapid development on internet is the low fee charged on using the internet as well as the fast development in technology, broadband became very popular in China at the end of 2003. It must be noted, however, that in absolute terms internet retailing accounted for the smallest proportion of total retail sales through alternative selling channels in 2003.

By far the largest alternative selling channel, homeshopping accounted for 58% of sales in 2003. However, growth rate of the channel between 1999 to 2003 was the lowest at 40% when compared to other channels. The decline was primarily due to the large mail order companies moving their focus away from catalogues towards online sales. This movement has rewarded the catalogue retailers with larger customer bases and the opportunity for more efficient marketing, often targeted at each customer's preferences. 

Homeshopping has traditionally been a strong retail channel in the small or middle cities of China. In the big cities like Shanghai and Beijing, consumer prefer the outlet shopping as there are more variety of shops to visit. In the rural areas of China however, the long distances between communities and a low population density has made homeshopping a more viable alternative. 

Total direct selling in China accounted for around 10% of total retail sales in 1999 while at the end of 2003, it accounted for 8.6% of total retail sales. 

Service station account for a healthy 30% of retail sales via alternative selling channels due to the big geographical coverage of China which necessitated the long distance expressways and national highway. As a result, sales grew by 141% over the review period. 

The fastest growing alternative channel as measured by retail sales was vending machines. It grew by 451% from 1999 to 2003.

Table 165 Retail Sales through Alternative Selling Channels 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Homeshopping 
	101,144
	108,777
	128,575
	137,706
	141,749

	Internet retailing 
	293
	373
	464
	626
	782

	Direct selling 
	14,906
	16,783
	17,143
	18,778
	21,018

	Vending 
	1,331
	3,108
	3,929
	5,425
	7,332

	Service stations 
	30,465
	39,944
	45,155
	58,801
	73,395

	 
	
	
	
	
	

	TOTAL 
	148,139
	168,985
	195,266
	221,336
	244,276




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Trade press, Trade interviews, 2003 Euromonitor estimates 
Notes: Service stations in this table refers only to sales of consumer goods Others refer to mobiles and kiosks 

The importance of alternative selling channels

In 1999, market share of alternative selling channels was 4.7% of total retail sales. With the development of retail technology such as the internet and vending machines, and the rapid construction of roads which brought about the growth of gas stations, the market share of alternative selling channels continued to grow from 1999 to 2003. 

At the end of 2003, the market share of alternative selling channels was 5.4%. The total retail sales of alternative selling channels was RMB 244.3 billion in 2003. The future of alternative selling channels is looking optimistic over the next five years.

Table 166 Alternative Selling Channels as a Proportion of Retail Sales 1999-2003 



RMB billion, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Alternative channel sales 
	148.1
	169.0
	195.3
	221.3
	244.3

	Total retail sales 
	3,131.4
	3,415.3
	3,759.5
	4,091.1
	4,484.3

	 
	
	
	
	
	

	Alternative channel sales as a % 
	
	
	
	
	

	of total retail sales 
	4.7
	4.9
	5.2
	5.4
	5.4




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
12.2 Homeshopping

Sales by product sector

Although homeshopping's retail sales occupied a big market share with 58% in alternative selling channels in 2003, the current structure is such that there are few established businesses that are focused on homeshopping. Most of the homeshopping companies are independent operators. 

A big part of homeshopping takes place in rural area of China. Usually the rural independent retailers produce the merchandises themselves and handle their own transactions. Food products occupy the smaller sector of the total homeshopping retail sales. In 1999, the market share of food products was at 15%, increasing to 24% of the total homeshopping retail sales by 2003. The main reason for the growth of food products share was the low cost, fast transaction and low legislation requirements on the manufacturing conditions. At the end of 2003, retail sales of food products in homeshopping was over RMB 34 billion. In absolute terms, sales have more than doubled over 1999. 

Non-food products occupied the bigger sector of homeshopping sales. Two product sectors dominated sales of consumer goods in homeshopping – apparel/fashion and DIY/home improvement products. These two sectors accounted for almost 51.3% of total sales in 2003.

In the big cities of China, the main measure of homeshopping is TV shopping. In 2003, China was faced with the problem of the SARS virus infection which brought about good demand for TV shopping in China. According to the national statistics bureau data, during the SARS period, consumer avoided going out necessarily and ended up staying home more. During that period, the audience rating of TV shopping time in CCTV and BTV(Beijing TV) increased by 5 to 6 folds. 

Apparel/fashion has traditionally been a popular sector in homeshopping owing to its strong position in mail order. Leading mail order companies, such as Shanghai Mecoxlance International Mailorder Company which was established in 1996 and ranked first position in China's mail order industry with its yearly retail sales over 100 million RMB, have a strong focus on apparel and fashion, particularly fashion for women and children. These companies have managed to keep their clothes offering in line with current fashion trends. 

Other products such as household cleaning and leisure goods are the smallest parts of the homeshopping due to the strong threat from hypermarkets, supermarket and convenience store. 

Table 167 Homeshopping: Sales by Product Sector 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	15,171.6
	17,404.4
	25,715.0
	30,295.4
	34,019.7

	Non-food 
	
	
	
	
	

	- Apparel/Fashion goods 
	47,284.9
	48,427.6
	52,458.5
	51,557.3
	49,016.7

	- Cosmetics/Toiletries 
	8,597.3
	10,964.7
	15,429.0
	19,334.0
	16,159.4

	- DIY/Home improvement products 
	17,194.5
	18,274.6
	18,514.8
	19,334.0
	23,700.4

	- Furniture/Furnishings/Housewares 
	4,298.6
	4,568.6
	5,657.3
	6,444.7
	7,541.0

	- Household appliances/Consumer 
	
	
	
	
	

	electronics 
	4,040.7
	4,751.4
	5,657.3
	5,692.8
	6,032.8

	- Household cleaning products 
	859.7
	1,005.1
	822.9
	751.9
	969.6

	- Leisure goods 
	945.7
	1,096.5
	1,337.2
	1,288.9
	1,292.7

	- Others 
	2,751.1
	2,284.3
	2,982.9
	3,007.5
	3,016.4

	 
	
	
	
	
	

	TOTAL 
	101,144.2
	108,777.3
	128,574.9
	137,706.4
	141,748.7




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Homeshopping businesses

For the homeshopping, it is very difficult to monitor the number of businesses in the rural areas as many are unregistered operations. The registered ones tend to be the middle to big scaled operations. Most of the registered homeshopping businesses are the TV shopping businesses. 

In 1999, there were 1,650 registered TV shopping businesses in China. In 2003, the number of registered TV shopping businesses was reduced to 522. The main reason for this phenomenon was that the quality and functionality of the products sold through TV shopping could not match with what was actually advertised on TV, which made the consumers dissatisfied. After paying a slight premium for the supposedly extra features, customers are often left disappointed when expectations are met.

The continued consolidation of homeshopping businesses however can be seen as having a positive effect on retail sales value as a whole. Leading home shopping businesses have been able to build up their revenues whilst simultaneously, smaller and failing businesses continue to exit the market.

Table 168 Homeshopping Businesses and Catalogues 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	1,650
	1,320
	1,010
	767
	522

	% growth 
	
	-20.0
	-23.5
	-24.1
	-31.9

	 
	
	
	
	
	

	Catalogues 
	1,830
	1,409
	1,071
	857
	643

	% growth 
	
	-23.0
	-24.0
	-20.0
	-25.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Leading homeshopping operator Shanghai Mecoxlance International Mailorder Co was established in 1996 by one risk investor company from USA. It is the first mail order company in China. After 7 years of operations, it has become the biggest retailer in homeshopping with a yearly sales of over RMB 100 million. Mecoxlance also entered internet retailing under the website address www.m18.com. At then end of 2003, Mecoxlance had 350 employees and 10,000 sq m storage area, its business range has covered 31 provinces of China. 

Mecoxlance mainly focused its business on apparel and fashion goods. In 2003, the retail sales of Mecoxlance was RMB 112 million, translating to a market share of 0.079% of homeshopping. Other leading operators such as CCTV Shopping network and BTV shopping network also retail apparel and fashion goods, although they are more noted for household goods and food products.

Table 169 Homeshopping: Leading Operators Ranked by Homeshopping Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Homeshopping sales

	Shanghai Mecoxlance 
	
	

	Mailorder 
	Apparel/Fashion goods
	112.0

	CCTV Shopping networking 
	Apparel/Fashion goods/Mixed
	86.0

	BTV Shopping 
	Mixed
	52.0

	China Seven-star TV shopping 
	Mixed
	30.0

	 
	
	

	Nanjing TV shopping 
	Mixed
	19.6

	TOTAL 
	
	299.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 170 Homeshopping: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Shanghai Mecoxlance Mailorder 
	0.08

	CCTV Shopping networking 
	0.06

	BTV Shopping 
	0.04

	China Seven-star TV shopping 
	0.02

	Nanjing TV shopping 
	0.01

	 
	

	Others 
	99.79

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

The big geographical size of China and the big share of rural area means that the retail sales of homeshopping will have a stable and increasing growth over the review period. Growth is expected to reach 66% between 2003 to 2008. The yearly growth of homeshopping retail sales will be about 10% in constant value terms over the first two years of the forecast period with a slight growth pick up thereafter. 

At the end of 2008, we forecast that the total sales of homeshopping will reach near 235 billion RMB. However the market share of homeshopping is still very low compared with the entire retail sales in the China market. 

Compared with TV shopping in others countries, the TV shopping industry is still very immature in China. With the entry of many foreign operators, there is a possibility that the TV shopping industry could face a revamp.

Table 171 Homeshopping: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	141,749
	155,900
	171,500
	190,400
	211,300
	234,600

	% growth 
	-
	10.0
	10.0
	11.0
	11.0
	11.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
12.3 Internet Retailing

Sales by product sector

With the development of computer, internet and media products, internet retailing has fast become popular in China as an alternative selling channel due to the convenience offered to consumers to shop at the comfort of their homes. Food products' share of internet retailing sales in 2003 was a mere 5%. Usually most of the Chinese consumers prefer buying fresh foods from wet markets or other retail formats like supermarkets and hypermarkets instead of making internet purchase

Leisure goods took largest share in internet retailing. There are many leading internet retailer like OA365.com, Dangdang.com and Joyo.com that focus their business range at book and media products. 

Media products, including books, CDs, videotapes and DVDs, constituted the leading product type for internet sales in 2003. Book and Media products were among the first product sectors to find their way online and the sector has maintained its leading position over the entire review period, despite rapid sales increases in other product categories. 

Household appliances and consumer electronics were the other prominent product group in 2003. Computers and other computer-related products accounted for the majority of sales in this sector. The sector is populated by many small retailers but is dominated by larger ones in terms of sales. Computer manufacturer Dell is one such leading player. 

Apparel and fashion goods experienced growth in internet sales over the review period and accounted for 7.4% of internet sales in 2003 from a 5.9% in 1999.

Table 172 Internet Retailing: Sales by Product Sector 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	14.6
	22.4
	25.5
	37.6
	39.1

	Non-food 
	
	
	
	
	

	- Apparel/Fashion goods 
	17.2
	26.3
	30.3
	45.9
	58.0

	- Cosmetics/Toiletries 
	19.5
	31.6
	39.5
	64.7
	74.3

	- DIY/Home improvement products 
	27.8
	52.6
	61.4
	88.3
	130.8

	- Furniture/Furnishings/Housewares 
	13.9
	17.5
	24.1
	35.3
	52.0

	- Householdappliances/Consumer 
	
	
	
	
	

	electronics 
	13.1
	18.2
	24.1
	31.2
	41.6

	- Household cleaning products 
	2.8
	3.9
	3.5
	4.1
	6.7

	- Leisure goods 
	180.8
	196.3
	250.1
	311.8
	370.7

	- Others 
	3.1
	4.2
	5.7
	7.1
	8.9

	 
	
	
	
	
	

	TOTAL 
	292.8
	373.0
	464.3
	625.9
	782.1




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
Note: Totals may not sum due to rounding

Internet retailing businesses

According to China national statistic data, the number of registered internet retailing businesses was 135 in 1999. By the end of 2003, the number increased to 662. With the rapid development of internet and information technology especially in the past 5 years, the computer's speed of development had far surpassed the development of any other consumer products. The penetration rate of computer reached 11.6% by the end of 2003. 

Registered internet retailers growth rate was 60% in 2003 to assume a total of 662 companies. 

The number of sites also grew over the review period. In 1999, the number of sites was 159, which meant that average sites per business was 1.18. However, with the speed of internet business facing bankruptcy, the average site per business had reduced to 1.07 despite the number of sites increasing to 711. The decline of site per business signals a certain level of maturity internet retailing business had entered into by 2003. 

Table 173 Internet Retailing: Number of Sites and Transactions 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	135
	182
	265
	414
	662

	% growth 
	-
	34.8
	45.6
	56.2
	59.9

	 
	
	
	
	
	

	Sites 
	159
	213
	296
	474
	711

	% growth 
	-
	34.0
	39.0
	60.1
	50.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Merchandises sold through the internet were mainly books, computers and home appliances. 

Joyo.com is one domestic internet retailer offering books and media products like CD/VCD/DVD. Established in 1998, Joyo.com achieved good sales results in the last 3 years to be the leading internet retailing retailers in 2002 and 2003. The annual sales of Joyo.com in 2003 was 140 million RMB, marking an impressive growth of 45.8% compare with 2002. The striking sales performance of the company affirmed the rapid development of internet retailing. The sales of Joyo.com in 2000 was 12 million RMB, in 2001 was 57 million RMB, in 2002 was 96 million RMB, in 2003 was 140 million RMB.

Dangdang.com is another internet book retailer in China, it ranked second behind Joyo.com in 2003 with 95.5 million RMB annual sales.

My8848.com and Sohu.com are two other big internet retailers, most of their merchandises are books, videos and some new technology products at low price. 

Bertelsmann.com also achieved good results in China. Bertelsmann.com used many measures to woo consumers like establishing "Book Friend Member Clubs", that offers discounts to its members. 

These 6 leading retailers combines to own 57.3% of the internet retailing sales in 2002 and 64% in 2003.

Table 174 Internet Retailing: Leading Operators Ranked by Internet Retail Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Internet retailing sales

	Joyo.com 
	Books, Media products, Leisure goods
	140.0

	Dangdang.com 
	Books, Leisure goods
	95.5

	My8848.com 
	Books, Media products, Apparel/Fashion
	75.0

	Sohu.com 
	Books, Media products, Mixed
	68.0

	Bertelsmann.com 
	Books
	67.0

	 
	
	

	Ctrip.com 
	Travel
	59.5

	TOTAL 
	
	505.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 175 Internet Retailing: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Joyo.com 
	17.9

	Dangdang.com 
	12.2

	My8848.com 
	9.6

	Sohu.com 
	8.7

	Bertelsmann.com 
	8.6

	Ctrip.com 
	7.6

	 
	

	Others 
	35.4

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

Future internet retail sales is predicted to be driven by the leading chained businesses going online. Consumers will be increasingly aware of the advantages of buying consumer products online. It is easy to compare prices, compare products and order. The increasing presence of high street retailers will also contribute to higher sales. These players will be spurred into action by similar moves made by competitors and decreasing entry costs for setting up internet sales. Consumers will become increasingly confident in using the internet as a channel of purchase. Higher security, faster internet connections such as ADSL and broadband will become more user-friendly and eventually encourage more sales with the customer base getting larger.

The internet retail sales will continue to enjoy high growth over 22% in 2004 and sustain a 3 to 4 percentage annual growth therein. By 2005, the internet retail sales will reach 1 billion RMB and is estimated to reach 2.7 billion RMB by 2008. The internet retailing channel is poised to become one of the most popular purchasing channels in future. 

Table 176 Internet Retailing: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	782.1
	954.1
	1,192.6
	1,526.6
	2,015.1
	2,720.4

	% growth 
	
	22.0
	25.0
	28.0
	32.0
	35.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

12.4 Direct Selling

Sales by product sector 

In China, direct selling is a relatively small but growing retail channel. The share of direct selling sales as a proportion of total alternative selling channels retail sales, amounted to about 4% in 2003. Between food and non-food products, food products accounted for a smaller share of total direct selling retail sales. Noticeably though, the share of food sales increased noticeably over the review period, from 25% in 1999, to 34% in 2003. 

Of non-food sales, cosmetics and toiletries sales experienced dynamic growth of almost 74% in value terms over the review period. These products are well suited for direct selling for a variety of reasons in China. Firstly, they are primarily targeted at female consumers, which is an important factor considering that the majority of direct selling customers in China are women. Also, these direct sellers include large and well-known international brands such as Amway, Avon and Mary Kay. These direct sellers have developed their product ranges in line with current trends. The strong growth of anti-ageing and anti-wrinkle treatments is a trend that direct selling companies have been quick to respond to. 

Special nutritional products are also favoured by female customers in particular. The growing interest in health and well-being is an important factor behind the growth, as is the pressure to diet and lose weight that many women claim to feel. In addition, problems with obesity now plague the younger generation of China. Personal contact between distributors and/or direct seller agents and their potential customers encouraged the uptake of these products. 

Household cleaning products have traditionally been a leading source of revenue for direct selling from or many years. Growth was low over the review period, however, reflecting volume decline. Value growth has primarily been a result of higher prices. Household cleaning products also met increased competition from traditional products sold by grocery multiples. In sum, the nature of the product itself dictates that consumers already purchasing household cleaning products through direct selling, will continue to look for better deals, whether from traditional retail channels or from alternative selling channels, so long as they derive better value for money.

Table 177 Direct Selling: Sales by Product Sector 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	3,726.4
	4,027.9
	4,800.1
	5,633.4
	7,146.1

	Non-food 
	11,179.1
	12,754.9
	12,343.2
	13,144.7
	13,871.9

	- Apparel/Fashion goods 
	4,695.2
	5,484.6
	5,431.0
	5,915.1
	6,381.0

	- Cosmetics/Toiletries 
	1,117.9
	1,275.5
	1,357.8
	1,577.4
	1,942.1

	- DIY/Homeimprovement products 
	2,012.2
	2,423.4
	2,098.3
	2,366.0
	2,496.9

	- Furniture/Furnishings/Housewares 
	2,012.2
	2,040.8
	1,913.2
	1,708.8
	1,387.2

	- Household appliances/Consumer 
	
	
	
	
	

	electronics 
	749.0
	918.4
	925.7
	959.6
	1,054.3

	- Household cleaning products 
	111.8
	140.3
	98.7
	92.0
	124.8

	- Leisure goods 
	123.0
	153.1
	160.5
	157.7
	166.5

	- Others 
	357.7
	318.9
	358.0
	368.1
	319.1

	 
	
	
	
	
	

	TOTAL 
	14,905.5
	16,782.8
	17,143.3
	18,778.1
	21,018




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Direct selling businesses

In 1999, the number of registered direct selling businesses in China was 296. This grew steadily until 2002, but not without controversy. Due to the abuse of the direct selling system, the authorities have taken a stronger stand against direct selling as a whole and bad press has dogged direct selling since 2000. This general lack of suppotr from the government was a key reason why direct selling businesses and agents actually fell for the first time over the review period in 2003. Some sources claim though that this decline is only obvious due to the better monitoring of the direct selling channel, implying that better records management in the past would have implied a less dynamic rate of growth from 1999 to 2002, but correspondingly also some growth in 2003 instead of a decline, especially in the number of agents active in this selling channel. 

Direct selling in China is populated by several of the larger international giants as well as local companies. Among the large international players are Mary Kay, Amway, Avon whilst leading Chinese companies are Sino-foreign Cooperation Affluence Food (Dalian), New Age Group, Shandong Yongchuntang, Boshiman(Beijing) and Kedengyong. Most of the foreign-owned companies are most often US-based and their concept of running direct selling operations has heavily influenced locally-owned companies.

The number of agents and customers increased over the review period, agents by 49.9% from 1999 to 2003. Behind this growth there were clear differences between different product sectors. Most of the new recruits and customers were in the growth areas of cosmetics and special nutritional products, while agents and customers for media goods and furniture/furnishings/housewares declined. 

Around 70% of the agents were women over the review period and it is likely that the proportion of customers who are women is similar. Being an agent or distributor is also primarily a part-time job, mostly viewed by housewives and underemployed workers as a way of earning extra money. Sources indicate that around 80% of agents/distributors work on a part-time basis. The proportion of women working part time in China or are underemployed is high and this means that many women find time for working as an agent on part-time basis. 

Table 178 Direct Selling Businesses and Agents 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Businesses 
	296
	387
	484
	508
	483

	% growth 
	-
	30.7
	25.1
	5.0
	-4.9

	 
	
	
	
	
	

	Agents 
	621,500
	764,445
	978,490
	1,012,737
	931,718

	% growth 
	-
	23.0
	28.0
	3.5
	-8.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

The leading foreign direct selling operators are Amway, Avon and Mary Kay. All of them entered China very early, from about 1995 and all of them now have factories in China. The sum of these three foreign operators constitutes about half of the total sales of direct sellers in 2003. They took advantage of their experience in developing direct selling into China whilst local aspirants continue to grapple with a myriad of operational and planning issues. 

The leading domestic direct selling operator is Sino-foreign Cooperation Affluence Food(Dalian). They focus mainly on special nutritional products. Its retail sales in 2003 reached RMB45 million, translating into a market share of about 0.21%. 

Most domestic direct operators' businesses are in health products and nutritional products due to its high margins. There remains, however, a long way to go to regulate direct selling better. For example, some operators are even not registered and are closed down by enforcement agents acting on either informants or complaints of disgruntled consumers. The market share of domestic operators continues to be very small although they are admittedly very large as a whole. 

Table 179 Direct Selling: Leading Operators Ranked by Direct Selling Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Direct sales

	Avon 
	Cosmetics/Toiletries
	923.5

	Amway 
	Skin care; Household cleaning products;
	

	 
	Special nutritional product
	774.5

	Mary Kay 
	Skin care; Household cleaning products;
	

	 
	Special nutritional product
	212.5

	Sino-foreign Cooperation 
	
	

	Affluence  
	Special nutritional product
	45.0

	New Age Group 
	Special nutritional product
	39.5

	Shandong Yongchuntang 
	
	

	Biology  
	Special nutritional product
	34.0

	Boshiman (Beijing) Biology 
	
	

	Tech 
	Special nutritional product
	32.6

	Henan Shenlong Clothing 
	Apparal/Fashion
	26.0

	Beijing Orient Yifu Science 
	Health products
	25.0

	Beijing Hongjingtian 
	
	

	Technology 
	Cosmetics/Toiletries
	23.0

	Beijing Health Biology 
	
	

	Technology 
	Health products
	18.0

	 
	
	

	Nanfang Lijingji 
	Food
	17.0

	TOTAL 
	
	2,170.6




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 180 Direct Selling: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Amway 
	3.69

	Avon 
	4.39

	Mary Kay 
	1.01

	Sino-foreign Cooperation Affluence Food (Dalian) Co LTD 
	0.21

	New Age Group 
	0.19

	Shandong Yongchuntang Biology Technology 
	0.16

	Boshiman (Beijing) Biology Technology 
	0.16

	Henan Shenlong Clothing 
	0.12

	Beijing Orient Yifu Science 
	0.12

	Beijing Hongjingtian Technology 
	0.11

	Beijing Health Biology Technology 
	0.09

	Nanfang Lijingji 
	0.08

	 
	

	Others 
	89.67

	TOTAL 
	100.00




Source: Euromonitor

Forecast sales

Stemming from the negative stance the China government had towards direct selling, this alternative selling channel remains a sensitive topic for the Chinese government. In some cities, direct selling is illegal and forbidden. Despite this, direct selling operations are being set up in many parts of China.

After the entry into WTO and the experience of managing and controlling direct selling, the China government began to see direct selling in a more positive light. Regulations forbidding direct selling is set to be changed or cancelled in 2004 or 2005. 

Retail sales via direct selling is expected to grow 61.9% to 34,026 million in 2008. The main growth drivers of the channel will be foreign direct selling operators like Amway and Avon. Direct selling will become one of the main sales channels in future pending on the change in regulations. 

Table 181 Direct Selling: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	21,017.9
	22,804.4
	24,993.7
	27,518.0
	30,490.0
	34,026.8

	% growth 
	
	8.5
	9.6
	10.1
	10.8
	11.6




Source: Euromonitor
12.5 Vending

Sales by product sector

In China, vending is a totally new retailing channel, having entered the country only in 1999. Understandably so, the vending market in China is not well developed. Vending machines first entered China through the big cities like Shanghai, Beijing and Guangzhou. In just a matter to a short number of year, consumers in the big cities became familiar with vending machines as they are conveniently located at airports, subways, shopping malls/centres, parks and other areas with heavy customer flow. With a very easy usage procedure, this new and modern retailing concept is very well received by the young generation. 

Five years on, the vending machine which is called the "Super full-duty businessman", has not gained strong popularity in China. At the end of 2003, there were 72,419 machines in China with a low retail sales of 7.3 billion RMB. The number of vending machine and amount of retail sales are negligible when compared with the population of China. 

The main reasons for the slow development of vending retailing are as follows. Firstly, the Chinese consumers have many misgivings about the dependability and easy-usage of the vending machines. In addition, the merchandise variety available through vending machines is too limited and the price is higher than those found in convenience stores and supermarkets. Thirdly, the vending machines just accept coins and small notes, which is also a limiting factor. 

In some developed countries like USA and Japan, the main competitors of vending machine are convenience store, and vending machines are usually next to supermarkets and convenience stores. 

Table 182 Vending: Sales by Product Sector 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Food 
	133.1
	310.8
	412.5
	542.5
	659.9

	In-cup vending 
	39.9
	93.2
	117.9
	151.9
	183.3

	Packaged drinks 
	1,038.1
	2,486.3
	3,103.7
	4,231.3
	5,828.8

	Tobacco 
	8.0
	21.8
	35.4
	54.2
	58.7

	Personal hygiene products 
	26.6
	93.2
	157.1
	271.2
	439.9

	- Sanitary protection 
	16.0
	60.6
	100.6
	162.7
	255.1

	- Condoms 
	10.6
	32.6
	56.6
	108.5
	184.8

	Other 
	85.2
	102.6
	102.1
	173.6
	161.3

	 
	
	
	
	
	

	TOTAL 
	1,330.9
	3,107.9
	3,928.7
	5,424.7
	7,331.9




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Vending machine parc

At the end of 2003, the number of vending machine was 72,419. This works out to 17,951 consumers to one vending machine which indicates its under developed status. In Japan, there is one vending machine per every 25 people, in USA is it one machine to every 50-60 people. 

Despite being only in its infancy stage in China, the development is very fast when compared with the development of vending in others countries. In China, the vending operators threw over 3,000 vending machines into the market, most of the first batch of machines were in Shanghai and Beijing. From 2000, the number of vending machines maintained a high growth of over 100% every year. At the end of 2003, vending machines were easily spotted in high traffic areas in Shanghai, Beijing and Guangzhou. 

The problem with the vending business in China is that the variety of merchandise is rather limited. Most of the merchandise in China consists of drinks and snacks. Some others varieties like condom and tobacco are not so easily found in vending machines. In the leading vending retailing country Japan, there are more than 5 million vending machines and more than 6,000 varieties of merchandise including non-food items such as clothing, gift items, etc.

Table 183 Vending Machine Parc 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Machines 
	3,578
	8,229
	16,459
	36,209
	72,419

	% growth 
	-
	130.0
	100.0
	120.0
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Guard is the biggest operator in vending retailing in China. At the end of 2003, the market share of Guard was at 9.6% which translated to retail sales of RMB703.9 million. The market is fragmented as many players tend to operate in just one or two cities, which reflected on the low share of leading retailers. Most of the vending operators are independents such as grocery retailers. At big department stores, retailers will also place vending machines in the outlets to entice consumers to purchase the smaller merchandise items. 

Table 184 Vending: Leading Machine Operators Ranked by Vending Sales 2003 



RMB million, current rsp
	Operator
	Sector(s) of activity
	Vending sales

	Guard 
	Food, Drinks, Mixed
	703.9

	Aucma 
	Food, Drinks, Disposable paper products, Mixed
	489.5




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 185 Vending: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Guard 
	9.6

	Aucma 
	6.7

	 
	

	Others 
	83.7

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

Vending has many advantages such as high technology, new retailing concept, big market potential, low running cost, which works in the favour of a promising future. Furthermore, vending can be connected to other new expenditure models like e-business to further expand its reach. In China, vending machines that can be paid by mobile phones have been launched in big cities. 

In the forecast period, the number of vending machines is expected to increase by 50,000 per year. There will translate to approximately 350 million people in the richer areas having access to and using vending machines. 

The retail sales of vending will increase with a high growth of over 30% per annum. At the end of 2008, retail sales through vending machines will exceed RMB 34 billion. With increasing labour costs, vending machines will be used more frequently in China in ad effort to save costs by operators. The expected increased familiarity with vending machines and the improved variety of merchandise overtime will help to expand sales.

Table 186 Vending: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	7,331.8
	9,531
	12,677
	17,240
	24,137
	34,998

	% growth 
	-
	30.0
	33.0
	36.0
	40.0
	45.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
12.6 Service Stations

Overview

With the rise of the automobiles industry in China, service stations (more commonly referred to as petrol stations in China) have also thrived, in the process becoming the single largest subsector in the total retail sales of alternative selling channels. In rural areas service stations are often the only reasonably accessible outlets for packaged grocery products as independent grocers are continually pushed further inland away from main transportation routes (including highways). 

It is worthwhile to note as well that profit margins for food and other grocery products are much higher than that on retail petrol. As a result, most large service station retailers in China also offer a wide range of consumer goods for sale at their service station outlets. There is also increasing sales of car care products from service stations. 

Since the price of retail petrol is fixed, there is less room for retailers to charge market prices. On the contrary, it is believed that the margins enjoyed by service station retailers are not significant.

In 2000, franchising of service stations was introduced in China. The margins enjoyed by operators of service stations on retail petrol was not so significant as to allow them to ignore the potential benefits of consumer goods retailing on what is ordinarily a relatively large but under-utilised land area of a service station.

Sales by product sector

In 1999, the share of consumer goods sales as a proportion of total sales through service stations was nearly 22% but increased by 3 percentage points by 2003. The ever increasing number of service stations around the country also forced service station retiailers to focus on consumer goods retailing as a means to strengthen their product and service delivery to their consumers, in addition to softening the lowered gains from petrol retailing. 

Of consumer goods sold through service stations, car/motoring accessories contribute the most significant share of retail sales. This was mainly because there has been a staggering growth in vehicles overnight, causing a dislocation in the provision of adequate services as well as education on the part of drivers. As a result, many motorists tend to look at service stations as a logical place to obtain car care products, although they may not necessarily realize that they may be paying a premium for this.

Car/motoring accessories registered a very strong and relatively stable growth trend over the review period. At the end of 2003, retail sales of car/motoring accessories goods reached an estimated RMB21 billion, which was just over double the level in 1999. 

Food and packaged drinks are the other two main product sectors in terms of total retail sales of consumer goods through service stations. Food and packaged drinks follow closely behind sales of car/motoring accessories, which cumulatively account for the lion's share of consumer goods. At the end of 2003, retail sales of foods and packaged drinks had both doubled over the retail sales in 1999. 

Tobacco products and some leisure products such as local specialities are the other significant parts of service station retail sales. At the end of 2003, the retail sales of tobacco products reached RMB7 billion, which was an increase of over 22% from 2002. 

Table 187 Service Stations: Sales by Industry and Consumer Goods Product Sector 1999-2003 


RMB million, current rsp
	
	1999
	2000
	2001
	2002
	2003

	Petroleum 
	99,294
	121,570
	135,465
	163,871
	204,544

	Services 
	11,283
	12,157
	15,706
	18,315
	22,861

	Consumer goods 
	
	
	
	
	

	- Car/Motoring accessories 
	10,358
	13,182
	14,450
	18,228
	21,285

	- Food products 
	7,921
	9,986
	10,837
	15,288
	17,615

	- Packaged drinks 
	7,616
	10,386
	11,289
	14,112
	19,083

	- In-cup vending 
	914
	999
	1,084
	1,529
	1,982

	- Tobacco products 
	2,437
	2,796
	4,064
	5,880
	7,193

	- Leisure products 
	183
	320
	406
	588
	807

	- Other 
	1,036
	2,277
	3,025
	3,175
	5,431

	 
	
	
	
	
	

	TOTAL 
	141,043
	173,671
	196,327
	240,986
	300,801




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Number of service stations

At the end of 2003, there were 30,000 km of expressways, over 200,000 km of highways and over 400,000 km of roads in China. Serving this vast country, there were 12,031 service stations to begin with in 1999. The number of service stations kept growing strongly by about 10% annually in part to keep up with the rapid construction of roads in China. At the end of 2003, there were 17,436 service stations in China. This translated to about 35km of raods, highways and expressways, per service station. Although this number should be decreasing all the time given the strong growth in the number of service stations, this is not always true. It must be noted that the rat of growth of roads is just as phenomenal in most parts of the country and even stronger in the more prosperous parts of the country. As a result, it may only be a matter of time before the growth of service stations in China is allowed to flourish via foreign-owned service station retailers.

Table 188 Number of Service Stations 1999-2003 



Number
	
	1999
	2000
	2001
	2002
	2003

	Service stations 
	12,031
	13,234
	14,359
	15,680
	17,436

	% growth 
	-
	10.0
	8.5
	9.2
	11.2




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Leading operators

Due to the regulated nature of petroleum retailing, there is limited competition in the capitalist sense of the word, where various corporations may be competing against each other openly. Sinopec and PetroChina have been "allocated" large swathes of the country to set up and manage service stations. This is mainly because the Chinese government considers this to be a key strategic market to the continued well-being and stability of the country. 

It is estimated that between them Sinopec and PetroChina manage over half of all service stations in China mainly via wholly-owned and managed service stations but also through franchisees. 

Other players comprise mainly quasi-government and regional, state or local government-owned service stations. These players are not considered to be significant players although in absolute terms they may manage and/or own rights to hundreds of service stations.

Table 189 Service Stations: Leading Operators 2003 



RMB million
	Operator
	Sector(s) of activity
	Service station sales

	Sinopec 
	Petroleum retailing
	126,336.2

	PetroChina 
	Petroleum retailing
	90,240.2




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Table 190 Service Stations: Leading Operators' Shares of Sales 2003 



% value
	
	2003

	Sinopec 
	42.0

	PetroChina 
	30.0

	 
	

	Others 
	28.0

	TOTAL 
	100.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 

Forecast sales

With the continued construction of roads in China, the number of service stations will likely also keep on increasing at a high growth every year in the forecast period. The automotives industry will likely have a very bright future as well over the forecast period as consumers view motorvehicles as a much sought after status symbol. As the economy develops, disposable income of consumers will continue to grow and it is likely that motor vehicles growth will also help lead to continued growth in service station sales indirectly. 

Corresponding to the expected growth of automobiles and roads in China, retail sales through of service stations will ilkely grow by over 11% annually. At the end of 2008, retail sales through service stations will likely reach RMB547 billion as service stations are also expected to develop consumer goods retailing as a lucrative source of income from their service station operation.

Table 191 Service Stations: Forecast Sales 2003-2008 



RMB million
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant rsp 
	300,800.6
	333,888.6
	373,955.3
	420,699.7
	475,390.6
	546,699.2

	% growth 
	-
	11.0
	12.0
	12.5
	13.0
	15.0




Source: 1999-2002 Euromonitor from Official statistics, Trade associations, Company annual report, Company research, Trade press, Trade interviews, 2003 Euromonitor estimates 
12.7 Kiosks

There are no statistics available in China about kiosk retailing although kiosks have a long history in the Chinese retailing industry from ancient times. Small, independent retailers operate the majority of kiosks. 

Orient bookstall is a famous local chained store by kiosks located in Shanghai, which can be considered as the leading kiosk retailer. There are also many other kiosk operators, only they are unregistered business entities in China. The unorganised nature of the sector has made it difficult to collect data on retail sales and number of kiosks. 

12.8 Mobile

There are many mobile stores that can be found in China, which covered almost all the retailing sectors such as grocery, bookseller and newspaper seller, etc. Most of the mobile retail operators gather at wet markets, randomly. Similar to kiosks, the number of mobile retailers in China market is difficult to account for due to its unorganised nature. 
13. FORECASTS


13.1 Forecast Consumer Expenditure

According to the national centre government's forecast, GDP for 2004 will increase 8.1% from 2002. At the end of 2008, the total consumer expenditure is forecasted to be RMB 7.2 billion. The growth of total consumer expenditure depends on the growth of disposable income. 

With the development of China economy especially the Olympic Games in 2008 and the Exhibition in Shanghai 2010, more and more investments are expected to enter China which will bring create more employment to the local residents. 

The forecasted consumer expenditure can be sectorised by broad sectors. The food sector still will be the biggest sector of all consumer expenditure in the next 5 years. 

With the growth of the disposable income, Chinese consumers will have high demand for premium quality and fashion clothing and footwear. 

Table 192 Forecast Total Consumer Expenditure 2003-2008 


RMB billion
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant 2003 prices 
	5,244.9
	5,670.5
	6,258.2
	6,806.0
	7,029.6
	7,209.7

	% growth 
	-
	8.1
	10.4
	8.8
	3.3
	2.6




Source: Euromonitor 

Table 193 Forecast Key Consumer and Retail Indicators 2003-2008 



RMB billon, constant 2003 prices
	
	Total consumer spending
	Total retail sales
	Retail sales as a % of spending

	2003 
	5,244.9
	4,484.3
	85.5

	2004 
	5,670.5
	4,970.5
	87.7

	2005 
	6.258.2
	5,483.5
	87.6

	2006 
	6,806.0
	6,069.2
	89.2

	2007 
	7,029.6
	6,749.7
	96.0

	2008 
	7,209.7
	7,500.4
	104.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 194 Forecast Consumer Expenditure by Broad Sector 2003-2008 



RMB billon, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food/Non-alcoholic beverages 
	1,488.4
	1,568.8
	1,723.8
	1,823.0
	1,885.2
	1,937.2

	Alcoholic beverages/Tobacco 
	124.6
	133.0
	139.9
	154.8
	162.8
	155.4

	Clothing/Footwear 
	420.5
	462.7
	507.2
	572.7
	590.7
	569.6

	Housing 
	504.2
	592.7
	692.9
	750.1
	745.2
	771.8

	Household goods/services 
	335.4
	346.6
	372.5
	388.0
	406.8
	411.0

	Health goods/Medical services 
	273.9
	300.1
	340.2
	403.7
	448.3
	471.2

	Transport 
	147.7
	170.2
	204.0
	224.7
	236.7
	246.4

	Communications 
	746.4
	799.2
	860.0
	928.0
	993.9
	1,061.6

	Leisure/Recreation 
	225.5
	246.9
	259.5
	268.5
	292.4
	317.7

	Education 
	344.2
	396.8
	475.5
	523.8
	551.8
	574.3

	Hotels/Catering 
	262.5
	280.8
	301.9
	337.6
	361.3
	385.5

	Miscellaneous goods/services 
	371.7
	372.7
	380.7
	431.1
	354.6
	308.1

	 
	
	
	
	
	
	

	TOTAL 
	5,244.9
	5,670.5
	6,258.2
	6,806.0
	7,029.6
	7,209.7




Source: Euromonitor 

13.2 Forecast Total Retail Sales

The retail sales is forecasted to keep a high growth in the next 5 years (2004-2008). At the end of 2008, total retail sales will be at 6.5 trillion RMB translating to an increase of 44.7% from 2003 to 2008. 

2004 is the last protection year before the real opening of China as a result of the entry to the WTO. All domestic retailers are gearing up for this event as they are expecting to meet with strong competition from foreign retailers. The easiest and fastest way for foreign retailers to expand and gain market share is to merge with domestic retailers. 

With more economic development in China, consumer is expected to improve significantly in the next 5 years. This is another reason pushing growth of retail sales in the country. 

Table 195 Forecast Total Retail Sales 2003-2008 



RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant 2003 prices 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0

	% growth 
	-
	7.0
	7.2
	8.0
	8.2
	8.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

13.3 Forecast Retail Sales by Food/Non-food Split

The food retail sales in China is much higher than non-food retail sales due to the developing status of the economy. In 2003, the annual sales of food retail was 2,618.3 billion RMB, the share of food retail sales was at 58% of total retail sales. 

In 2004, the growth of food retail is expected to be about 8% in constant value terms, eventually leading to about RMB3.7 trillion by the end of the forecast period in 2008. 

Growth of non-food items however is expected to be stronger than food items over the forecast period. The growth of non-food is expected to be more dynamic as the country continues to develop quickly. The newly affluent and increasingly fashion conscious especially are expected to support a growing rate of increase in non-food sales.

Table 196 Forecast Retail Sales by Food/Non-food Split 2003-2008 



RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food 
	2,618.3
	2,821.3
	3,022.2
	3,241.4
	3,444.8
	3,673.5

	% growth 
	-
	7.8
	7.1
	7.3
	6.3
	6.6

	 
	
	
	
	
	
	

	Non-food 
	1,866.0
	1,978.7
	2,122.8
	2,313.6
	2,565.2
	2,816.5

	% growth 
	-
	6.0
	7.3
	9.0
	10.9
	9.8

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0

	% growth 
	-
	7.0
	7.2
	8.0
	8.2
	8.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding

13.4 Forecast Retail Sales by Form of Organisation

Multiples are forecasted to experience tremendous growth over the review period, growing at a whopping101.3%. Based on this growth, the sales through of multiples should reach RMB 2.2 billion in 2008. 

For the non-affiliated independents, the growth in retail sales over the next 5 years will be lower than other organisations because of the decentralization. The growth of non-affiliated independents will be around 3.5% to 7.2% yearly. 

With the complete opening of the market in 2006 according to the WTO agreement, it is expected that more multinational retailing players will enter China. This may result in the re-allocation of market shares among major players. With more marketing events in the fierce competition, sales will still enjoy a growth rate of 13.8% during 2006 to 2008.

Table 197 Forecast Retail Sales by Form of Organisation 2003-2008 



RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Multiples 
	1,106.3
	1,282.0
	1,470.2
	1,677.6
	1,942.0
	2,226.9

	Co-operatives 
	956.4
	997.5
	1,051.0
	1,107.1
	1,161.0
	1,224.2

	Non-affiliated independents 
	1,289.2
	1,382.0
	1,463.2
	1,547.7
	1,617.0
	1,673.5

	Voluntary chains and affiliated 
	
	
	
	
	
	

	retailers 
	672.0
	687.5
	705.5
	741.4
	757.0
	796.1

	Other 
	460.4
	451.0
	455.1
	481.2
	533.0
	569.3

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding

13.5 Forecast Retail Sales by Outlet Type

Department store is a traditional retail format in China, and it is one of the important formats of the Chinese retail industry. Nevertheless, the old and outdated environment will have a negative impact on its contribution to the retailing industry. Coupled with the entry of foreign retailers with newer concepts and fresher designs, department stores are expected to revamp themselves or risk losing popularity. 

Sales through grocery retailers such as supermarkets, hypermarkets, convenience stores and other grocery retailers will steadily increase in the next 5 years. At the end of 2008, total sales through these retailers will reach 3.7 trillion RMB, increased 40.3% over 2003. 

Table 198 Forecast Retail Sales by Outlet Type 2003-2008 



RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department stores 
	482.5
	540.4
	610.7
	696.1
	772.7
	850.0

	Hypermarkets 
	200.8
	228.9
	262.1
	301.4
	345.4
	394.5

	Convenience stores 
	92.1
	101.0
	109.2
	116.2
	123.8
	131.4

	Supermarkets 
	875.4
	954.0
	1,018.3
	1,092.7
	1,177.9
	1,278.0

	Other grocery retailers 
	1,450.3
	1,537.3
	1,632.6
	1,731.0
	1,797.7
	1,869.6

	Specialty stores 
	
	
	
	
	
	

	- Health and Beauty products 
	215.2
	230.7
	247.9
	265.5
	283.5
	301.3

	- Clothing and footwear 
	183.0
	188.8
	196.4
	203.9
	211.4
	220.1

	- Home furnishing/Household goods 
	296.9
	322.2
	349.3
	377.2
	406.0
	434.4

	- Durable goods 
	232.0
	246.8
	262.1
	276.6
	290.6
	305.1

	- Personal and leisure goods 
	360.3
	384.1
	412.1
	443.8
	479.9
	521.4

	Others 
	95.8
	65.8
	44.3
	50.5
	121.0
	184.1

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding

13.6 Forecast Number of Retail Businesses

In 2003, the total number of retail businesses in China totalled 19 million, according to the current government policy, in 2004, the growth of newly registered businesses is expected to be around 7.5%. However growth of closure will be around 1.9%, hence real growth of retail businesses in 2004 will be at 5.6%. From 2005, because of the open policy on the retail industry such as taxation and the minimum registration capital, the growth of retail businesses will show an increasing trend. 

The growth of outlets will be much higher than the growth of businesses. Since the number of chain retailer are looking to increase in the next 5 years based on the trends in the past five years, the number of outlets are forecasted to grow by 73%% over the forecast review period. The average number of outlets per business will reach 1.5 in 2008.

The number of hypermarket businesses is likely to experience very high growth in the forecast period. Based on expansion plans of both domestic and foreign retailers, the number of hypermarket businesses may reach 300 in 2004, representing a growth of 50%. At the end of 2008, the number of hypermarket businesses will reach 1,000. 

The convenience store has already entered a fast developing period in the big cities of Shanghai, Beijing and Guangzhou. With the economic development in China, the number of convenience store businesses will increase with very high growth rates ranging from 100% to 127% every year due to its low requirement on capital outlay per store and low cost of labour.

The growth of supermarkets will similarly be rapid, at 241.3% over the review period. To the end of 2008, the number of supermarket could reach 200,000. 

Table 199 Forecast Number of Retail Businesses and Outlets 2003-2008 



'000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Businesses 
	19,085.6
	20,154.4
	21,404.0
	22,838.0
	24,505.2
	26,392.1

	% growth 
	-
	5.6
	6.2
	6.7
	7.3
	7.7

	 
	
	
	
	
	
	

	Outlets 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4

	% growth 
	-
	8.3
	11.2
	12.3
	12.8
	13.5

	 
	
	
	
	
	
	

	Average number of outlets 
	
	
	
	
	
	

	per business 
	1.2
	1.2
	1.3
	1.4
	1.4
	1.5




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 200 Forecast Number of Retail Businesses by Type 2003-2008 



'000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	24.2
	34.5
	48.6
	59.6
	70.6
	90.0

	Hypermarket 
	0.2
	0.3
	0.4
	0.5
	0.8
	1.0

	Convenience store 
	1.1
	2.2
	5.0
	10.0
	22.0
	50.0

	Supermarket 
	58.6
	72.0
	90.0
	120.0
	150.0
	200.0

	Other grocery retail 
	9,819.6
	10,154.8
	10,521.3
	10,904.6
	11,113.6
	11,342.6

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	16.7
	19.7
	23.1
	26.9
	31.2
	36.1

	- Clothing and footwear 
	2,006.0
	2,267.0
	2,403.0
	2,630.0
	2,950.0
	3,250.0

	- Home furnishing/Household goods 
	687.0
	738.0
	799.0
	862.0
	955.0
	1,050.0

	- Durable goods 
	721.5
	768.0
	845.0
	895.0
	1,003.0
	1,120.0

	- Personal and leisure goods 
	3,602.6
	3,887.2
	4,162.3
	4,464.6
	4,794.2
	5,167.4

	Other 
	2,148.1
	2,210.7
	2,506.4
	2,864.8
	3,414.8
	4,085.0

	 
	
	
	
	
	
	

	TOTAL 
	19,085.6
	20,154.4
	21,404.0
	22,838.0
	24,505.2
	26,392.1




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding

13.7 Forecast Number of Retail Outlets by Type

The number of food retail outlets outnumbered non-food retail outlets in the historical review period (1999-2003), and the trend is likely to continue into the forecast period. However the share of food retail outlets is looking to gradually decline in the future. At the end of 2008, the percentage of food outlets will be around 64% instead of 69% in 2003. 

As responding to the growth of number of convenience store businesses, the number of convenience store outlets will increase exponentially from 2003 to 2008. At the end of 2008, the number of convenience stores will reach 550,000.

Although considered as a traditional format, department store are looking to have an increase of 21% in the number of outlets in 2004 to 89,000 outlets. From 2005 onwards though, growth is expected to be stronger as more foreign player enter the China retailing industry. This will bring about a much needed modernisation to the department store format and local players, especially in the smaller cities will be pressured to upgrade themselves to keep up with competition.

For clothing and footwear stores, it will also have a high growth in the number of outlets because of the growing demand from Chinese consumers for more fashionable clothes and footwear as consumer sophistication rises. The total number of outlets in 2008 will reach 46 million. 

Table 201 Forecast Number of Retail Outlets by Food/Non-food Split 2003-2008 



Outlets '000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food 
	15,898.4
	17,424.6
	19,254.2
	21,160.3
	23,424.5
	25,556.1

	 
	
	
	
	
	
	

	Non-food 
	7,154.9
	7,542.1
	8,509.0
	10,017.5
	11,744.1
	14,360.3

	TOTAL 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 202 Forecast Number of Retail Outlets by Type 2003-2008 



Outlets '000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	73.5
	89.0
	120.0
	160.0
	200.0
	240.0

	Hypermarket 
	0.5
	0.8
	1.2
	1.6
	2.2
	2.8

	Convenience store 
	31.5
	60.0
	110.0
	230.0
	450.0
	550.0

	Supermarket 
	288.0
	378.0
	480.0
	600.0
	750.0
	1,000.0

	Other grocery retail 
	12,449.9
	12,750.5
	13,121.0
	13,506.6
	13,645.0
	13,817.7

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	60.0
	76.6
	96.8
	120.6
	148.0
	178.7

	- Clothing and footwear 
	2,500.0
	2,745.0
	3,160.0
	3,520.0
	4,010.0
	4,600.0

	- Home furnishing/Household goods 
	715.0
	799.0
	900.0
	1,050.0
	1,196.4
	1,350.0

	- Durable goods 
	910.4
	970.0
	1,050.0
	1,100.0
	1,250.0
	1,400.0

	- Personal and leisure goods 
	3,790.5
	4,061.2
	4,209.9
	4,338.5
	4,468.0
	4,614.4

	 
	
	
	
	
	
	

	Other 
	2,234.0
	3,036.7
	4,514.1
	6,550.5
	9,049.0
	12,162.8

	TOTAL 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

13.8 Forecast Retail Sales Area

The retail sales in 2003 was at 2.16 billion sq m and the average size per outlet was 93.6 sq m. Based on the vibrant growth in retail sales and expansion of retailers both foreign and domestic, the size of retail sales area will inevitably grow. However, high rentals in the big cities will be an obstacle to the expansion plans of especially the smaller scaled retailers. 

As corresponding to the growth of outlets and businesses, the sales area of hypermarkets and supermarkets will have a high growth ranging from between 11.4% and 38.7% per year over the review period. The convenience store will experience ranges in growth from 75% to 99.1% until 2007, with a slow down in 2008 due to market maturity. 

In the specialty store, durable goods will face a decline in retail sales area growth due to the low margins as a direct result of stiff competition. For personal and leisure goods, although the number of outlets and businesses will experience strong growth, the growth in sales area is expected to be less vibrant as the average size per outlet is looking to get smaller. 

On the whole, the average size of retail outlets in China is looking to decrease marginally by 1.9% in 2008. 

Table 203 Forecast Total Retail Sales Area 2003-2008 



Million sq m
	
	2003
	2004
	2005
	2006
	2007
	2008

	Retail sales area 
	2,158.3
	2,428.1
	2,707.3
	3,024.1
	3,341.6
	3,662.4

	% growth 
	-
	12.5
	11.5
	11.7
	10.5
	9.6

	 
	
	
	
	
	
	

	Average sq m per outlet 
	93.6
	97.3
	97.5
	97.0
	95.0
	91.8




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 204 Forecast Retail Sales Area by Outlet Type 2003-2008 



Million sq m
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	189.6
	225.6
	305.7
	408.1
	510.2
	612.2

	Hypermarket 
	7.5
	10.4
	14.4
	18.4
	24.2
	28.0

	Convenience store 
	7.2
	13.2
	23.1
	46.0
	90.0
	99.0

	Supermarket 
	331.2
	453.6
	547.2
	660.0
	735.0
	880.0

	Other grocery retail 
	688.1
	748.0
	775.0
	772.7
	800.0
	830.3

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	4.3
	5.5
	7.0
	8.9
	11.0
	13.5

	- Clothing and footwear 
	225.0
	241.6
	262.3
	281.6
	312.7
	345.0

	- Home furnishing/Household goods 
	75.1
	81.5
	85.5
	94.5
	105.2
	113.4

	- Durable goods 
	81.9
	89.3
	94.5
	96.8
	106.2
	112.0

	- Personal and leisure goods 
	308.0
	314.1
	305.0
	335.0
	365.0
	369.0

	Other 
	240.4
	245.3
	287.6
	302.1
	282.1
	260.0

	 
	
	
	
	
	
	

	TOTAL 
	2,158.3
	2,428.1
	2,707.3
	3,024.1
	3,341.6
	3,662.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
13.1 Forecast Consumer Expenditure

According to the national centre government's forecast, GDP for 2004 will increase 8.1% from 2002. At the end of 2008, the total consumer expenditure is forecasted to be RMB 7.2 billion. The growth of total consumer expenditure depends on the growth of disposable income. 

With the development of China economy especially the Olympic Games in 2008 and the Exhibition in Shanghai 2010, more and more investments are expected to enter China which will bring create more employment to the local residents. 

The forecasted consumer expenditure can be sectorised by broad sectors. The food sector still will be the biggest sector of all consumer expenditure in the next 5 years. 

With the growth of the disposable income, Chinese consumers will have high demand for premium quality and fashion clothing and footwear. 

Table 192 Forecast Total Consumer Expenditure 2003-2008 


RMB billion
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant 2003 prices 
	5,244.9
	5,670.5
	6,258.2
	6,806.0
	7,029.6
	7,209.7

	% growth 
	-
	8.1
	10.4
	8.8
	3.3
	2.6




Source: Euromonitor 

Table 193 Forecast Key Consumer and Retail Indicators 2003-2008 



RMB billon, constant 2003 prices
	
	Total consumer spending
	Total retail sales
	Retail sales as a % of spending

	2003 
	5,244.9
	4,484.3
	85.5

	2004 
	5,670.5
	4,970.5
	87.7

	2005 
	6.258.2
	5,483.5
	87.6

	2006 
	6,806.0
	6,069.2
	89.2

	2007 
	7,029.6
	6,749.7
	96.0

	2008 
	7,209.7
	7,500.4
	104.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 194 Forecast Consumer Expenditure by Broad Sector 2003-2008 



RMB billon, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food/Non-alcoholic beverages 
	1,488.4
	1,568.8
	1,723.8
	1,823.0
	1,885.2
	1,937.2

	Alcoholic beverages/Tobacco 
	124.6
	133.0
	139.9
	154.8
	162.8
	155.4

	Clothing/Footwear 
	420.5
	462.7
	507.2
	572.7
	590.7
	569.6

	Housing 
	504.2
	592.7
	692.9
	750.1
	745.2
	771.8

	Household goods/services 
	335.4
	346.6
	372.5
	388.0
	406.8
	411.0

	Health goods/Medical services 
	273.9
	300.1
	340.2
	403.7
	448.3
	471.2

	Transport 
	147.7
	170.2
	204.0
	224.7
	236.7
	246.4

	Communications 
	746.4
	799.2
	860.0
	928.0
	993.9
	1,061.6

	Leisure/Recreation 
	225.5
	246.9
	259.5
	268.5
	292.4
	317.7

	Education 
	344.2
	396.8
	475.5
	523.8
	551.8
	574.3

	Hotels/Catering 
	262.5
	280.8
	301.9
	337.6
	361.3
	385.5

	Miscellaneous goods/services 
	371.7
	372.7
	380.7
	431.1
	354.6
	308.1

	 
	
	
	
	
	
	

	TOTAL 
	5,244.9
	5,670.5
	6,258.2
	6,806.0
	7,029.6
	7,209.7




Source: Euromonitor 
13.2 Forecast Total Retail Sales

The retail sales is forecasted to keep a high growth in the next 5 years (2004-2008). At the end of 2008, total retail sales will be at 6.5 trillion RMB translating to an increase of 44.7% from 2003 to 2008. 

2004 is the last protection year before the real opening of China as a result of the entry to the WTO. All domestic retailers are gearing up for this event as they are expecting to meet with strong competition from foreign retailers. The easiest and fastest way for foreign retailers to expand and gain market share is to merge with domestic retailers. 

With more economic development in China, consumer is expected to improve significantly in the next 5 years. This is another reason pushing growth of retail sales in the country. 

Table 195 Forecast Total Retail Sales 2003-2008 


RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Constant 2003 prices 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0

	% growth 
	-
	7.0
	7.2
	8.0
	8.2
	8.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

13.3 Forecast Retail Sales by Food/Non-food Split

The food retail sales in China is much higher than non-food retail sales due to the developing status of the economy. In 2003, the annual sales of food retail was 2,618.3 billion RMB, the share of food retail sales was at 58% of total retail sales. 

In 2004, the growth of food retail is expected to be about 8% in constant value terms, eventually leading to about RMB3.7 trillion by the end of the forecast period in 2008. 

Growth of non-food items however is expected to be stronger than food items over the forecast period. The growth of non-food is expected to be more dynamic as the country continues to develop quickly. The newly affluent and increasingly fashion conscious especially are expected to support a growing rate of increase in non-food sales.

Table 196 Forecast Retail Sales by Food/Non-food Split 2003-2008 


RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food 
	2,618.3
	2,821.3
	3,022.2
	3,241.4
	3,444.8
	3,673.5

	% growth 
	-
	7.8
	7.1
	7.3
	6.3
	6.6

	 
	
	
	
	
	
	

	Non-food 
	1,866.0
	1,978.7
	2,122.8
	2,313.6
	2,565.2
	2,816.5

	% growth 
	-
	6.0
	7.3
	9.0
	10.9
	9.8

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0

	% growth 
	-
	7.0
	7.2
	8.0
	8.2
	8.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding
13.4 Forecast Retail Sales by Form of Organisation

Multiples are forecasted to experience tremendous growth over the review period, growing at a whopping101.3%. Based on this growth, the sales through of multiples should reach RMB 2.2 billion in 2008. 

For the non-affiliated independents, the growth in retail sales over the next 5 years will be lower than other organisations because of the decentralization. The growth of non-affiliated independents will be around 3.5% to 7.2% yearly. 

With the complete opening of the market in 2006 according to the WTO agreement, it is expected that more multinational retailing players will enter China. This may result in the re-allocation of market shares among major players. With more marketing events in the fierce competition, sales will still enjoy a growth rate of 13.8% during 2006 to 2008.

Table 197 Forecast Retail Sales by Form of Organisation 2003-2008 


RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Multiples 
	1,106.3
	1,282.0
	1,470.2
	1,677.6
	1,942.0
	2,226.9

	Co-operatives 
	956.4
	997.5
	1,051.0
	1,107.1
	1,161.0
	1,224.2

	Non-affiliated independents 
	1,289.2
	1,382.0
	1,463.2
	1,547.7
	1,617.0
	1,673.5

	Voluntary chains and affiliated 
	
	
	
	
	
	

	retailers 
	672.0
	687.5
	705.5
	741.4
	757.0
	796.1

	Other 
	460.4
	451.0
	455.1
	481.2
	533.0
	569.3

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding
13.5 Forecast Retail Sales by Outlet Type

Department store is a traditional retail format in China, and it is one of the important formats of the Chinese retail industry. Nevertheless, the old and outdated environment will have a negative impact on its contribution to the retailing industry. Coupled with the entry of foreign retailers with newer concepts and fresher designs, department stores are expected to revamp themselves or risk losing popularity. 

Sales through grocery retailers such as supermarkets, hypermarkets, convenience stores and other grocery retailers will steadily increase in the next 5 years. At the end of 2008, total sales through these retailers will reach 3.7 trillion RMB, increased 40.3% over 2003. 

Table 198 Forecast Retail Sales by Outlet Type 2003-2008 


RMB billion, constant 2003 prices
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department stores 
	482.5
	540.4
	610.7
	696.1
	772.7
	850.0

	Hypermarkets 
	200.8
	228.9
	262.1
	301.4
	345.4
	394.5

	Convenience stores 
	92.1
	101.0
	109.2
	116.2
	123.8
	131.4

	Supermarkets 
	875.4
	954.0
	1,018.3
	1,092.7
	1,177.9
	1,278.0

	Other grocery retailers 
	1,450.3
	1,537.3
	1,632.6
	1,731.0
	1,797.7
	1,869.6

	Specialty stores 
	
	
	
	
	
	

	- Health and Beauty products 
	215.2
	230.7
	247.9
	265.5
	283.5
	301.3

	- Clothing and footwear 
	183.0
	188.8
	196.4
	203.9
	211.4
	220.1

	- Home furnishing/Household goods 
	296.9
	322.2
	349.3
	377.2
	406.0
	434.4

	- Durable goods 
	232.0
	246.8
	262.1
	276.6
	290.6
	305.1

	- Personal and leisure goods 
	360.3
	384.1
	412.1
	443.8
	479.9
	521.4

	Others 
	95.8
	65.8
	44.3
	50.5
	121.0
	184.1

	 
	
	
	
	
	
	

	TOTAL 
	4,484.3
	4,800.0
	5,145.0
	5,555.0
	6,010.0
	6,490.0




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding
13.6 Forecast Number of Retail Businesses

In 2003, the total number of retail businesses in China totalled 19 million, according to the current government policy, in 2004, the growth of newly registered businesses is expected to be around 7.5%. However growth of closure will be around 1.9%, hence real growth of retail businesses in 2004 will be at 5.6%. From 2005, because of the open policy on the retail industry such as taxation and the minimum registration capital, the growth of retail businesses will show an increasing trend. 

The growth of outlets will be much higher than the growth of businesses. Since the number of chain retailer are looking to increase in the next 5 years based on the trends in the past five years, the number of outlets are forecasted to grow by 73%% over the forecast review period. The average number of outlets per business will reach 1.5 in 2008.

The number of hypermarket businesses is likely to experience very high growth in the forecast period. Based on expansion plans of both domestic and foreign retailers, the number of hypermarket businesses may reach 300 in 2004, representing a growth of 50%. At the end of 2008, the number of hypermarket businesses will reach 1,000. 

The convenience store has already entered a fast developing period in the big cities of Shanghai, Beijing and Guangzhou. With the economic development in China, the number of convenience store businesses will increase with very high growth rates ranging from 100% to 127% every year due to its low requirement on capital outlay per store and low cost of labour.

The growth of supermarkets will similarly be rapid, at 241.3% over the review period. To the end of 2008, the number of supermarket could reach 200,000. 

Table 199 Forecast Number of Retail Businesses and Outlets 2003-2008 


'000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Businesses 
	19,085.6
	20,154.4
	21,404.0
	22,838.0
	24,505.2
	26,392.1

	% growth 
	-
	5.6
	6.2
	6.7
	7.3
	7.7

	 
	
	
	
	
	
	

	Outlets 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4

	% growth 
	-
	8.3
	11.2
	12.3
	12.8
	13.5

	 
	
	
	
	
	
	

	Average number of outlets 
	
	
	
	
	
	

	per business 
	1.2
	1.2
	1.3
	1.4
	1.4
	1.5




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 200 Forecast Number of Retail Businesses by Type 2003-2008 



'000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	24.2
	34.5
	48.6
	59.6
	70.6
	90.0

	Hypermarket 
	0.2
	0.3
	0.4
	0.5
	0.8
	1.0

	Convenience store 
	1.1
	2.2
	5.0
	10.0
	22.0
	50.0

	Supermarket 
	58.6
	72.0
	90.0
	120.0
	150.0
	200.0

	Other grocery retail 
	9,819.6
	10,154.8
	10,521.3
	10,904.6
	11,113.6
	11,342.6

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	16.7
	19.7
	23.1
	26.9
	31.2
	36.1

	- Clothing and footwear 
	2,006.0
	2,267.0
	2,403.0
	2,630.0
	2,950.0
	3,250.0

	- Home furnishing/Household goods 
	687.0
	738.0
	799.0
	862.0
	955.0
	1,050.0

	- Durable goods 
	721.5
	768.0
	845.0
	895.0
	1,003.0
	1,120.0

	- Personal and leisure goods 
	3,602.6
	3,887.2
	4,162.3
	4,464.6
	4,794.2
	5,167.4

	Other 
	2,148.1
	2,210.7
	2,506.4
	2,864.8
	3,414.8
	4,085.0

	 
	
	
	
	
	
	

	TOTAL 
	19,085.6
	20,154.4
	21,404.0
	22,838.0
	24,505.2
	26,392.1




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
Note: Totals may not sum due to rounding
13.7 Forecast Number of Retail Outlets by Type

The number of food retail outlets outnumbered non-food retail outlets in the historical review period (1999-2003), and the trend is likely to continue into the forecast period. However the share of food retail outlets is looking to gradually decline in the future. At the end of 2008, the percentage of food outlets will be around 64% instead of 69% in 2003. 

As responding to the growth of number of convenience store businesses, the number of convenience store outlets will increase exponentially from 2003 to 2008. At the end of 2008, the number of convenience stores will reach 550,000.

Although considered as a traditional format, department store are looking to have an increase of 21% in the number of outlets in 2004 to 89,000 outlets. From 2005 onwards though, growth is expected to be stronger as more foreign player enter the China retailing industry. This will bring about a much needed modernisation to the department store format and local players, especially in the smaller cities will be pressured to upgrade themselves to keep up with competition.

For clothing and footwear stores, it will also have a high growth in the number of outlets because of the growing demand from Chinese consumers for more fashionable clothes and footwear as consumer sophistication rises. The total number of outlets in 2008 will reach 46 million. 

Table 201 Forecast Number of Retail Outlets by Food/Non-food Split 2003-2008 


Outlets '000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Food 
	15,898.4
	17,424.6
	19,254.2
	21,160.3
	23,424.5
	25,556.1

	 
	
	
	
	
	
	

	Non-food 
	7,154.9
	7,542.1
	8,509.0
	10,017.5
	11,744.1
	14,360.3

	TOTAL 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 202 Forecast Number of Retail Outlets by Type 2003-2008 



Outlets '000
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	73.5
	89.0
	120.0
	160.0
	200.0
	240.0

	Hypermarket 
	0.5
	0.8
	1.2
	1.6
	2.2
	2.8

	Convenience store 
	31.5
	60.0
	110.0
	230.0
	450.0
	550.0

	Supermarket 
	288.0
	378.0
	480.0
	600.0
	750.0
	1,000.0

	Other grocery retail 
	12,449.9
	12,750.5
	13,121.0
	13,506.6
	13,645.0
	13,817.7

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	60.0
	76.6
	96.8
	120.6
	148.0
	178.7

	- Clothing and footwear 
	2,500.0
	2,745.0
	3,160.0
	3,520.0
	4,010.0
	4,600.0

	- Home furnishing/Household goods 
	715.0
	799.0
	900.0
	1,050.0
	1,196.4
	1,350.0

	- Durable goods 
	910.4
	970.0
	1,050.0
	1,100.0
	1,250.0
	1,400.0

	- Personal and leisure goods 
	3,790.5
	4,061.2
	4,209.9
	4,338.5
	4,468.0
	4,614.4

	 
	
	
	
	
	
	

	Other 
	2,234.0
	3,036.7
	4,514.1
	6,550.5
	9,049.0
	12,162.8

	TOTAL 
	23,053.3
	24,966.7
	27,763.0
	31,177.8
	35,168.6
	39,916.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
13.8 Forecast Retail Sales Area

The retail sales in 2003 was at 2.16 billion sq m and the average size per outlet was 93.6 sq m. Based on the vibrant growth in retail sales and expansion of retailers both foreign and domestic, the size of retail sales area will inevitably grow. However, high rentals in the big cities will be an obstacle to the expansion plans of especially the smaller scaled retailers. 

As corresponding to the growth of outlets and businesses, the sales area of hypermarkets and supermarkets will have a high growth ranging from between 11.4% and 38.7% per year over the review period. The convenience store will experience ranges in growth from 75% to 99.1% until 2007, with a slow down in 2008 due to market maturity. 

In the specialty store, durable goods will face a decline in retail sales area growth due to the low margins as a direct result of stiff competition. For personal and leisure goods, although the number of outlets and businesses will experience strong growth, the growth in sales area is expected to be less vibrant as the average size per outlet is looking to get smaller. 

On the whole, the average size of retail outlets in China is looking to decrease marginally by 1.9% in 2008. 

Table 203 Forecast Total Retail Sales Area 2003-2008 


Million sq m
	
	2003
	2004
	2005
	2006
	2007
	2008

	Retail sales area 
	2,158.3
	2,428.1
	2,707.3
	3,024.1
	3,341.6
	3,662.4

	% growth 
	-
	12.5
	11.5
	11.7
	10.5
	9.6

	 
	
	
	
	
	
	

	Average sq m per outlet 
	93.6
	97.3
	97.5
	97.0
	95.0
	91.8




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews

Table 204 Forecast Retail Sales Area by Outlet Type 2003-2008 



Million sq m
	
	2003
	2004
	2005
	2006
	2007
	2008

	Department store 
	189.6
	225.6
	305.7
	408.1
	510.2
	612.2

	Hypermarket 
	7.5
	10.4
	14.4
	18.4
	24.2
	28.0

	Convenience store 
	7.2
	13.2
	23.1
	46.0
	90.0
	99.0

	Supermarket 
	331.2
	453.6
	547.2
	660.0
	735.0
	880.0

	Other grocery retail 
	688.1
	748.0
	775.0
	772.7
	800.0
	830.3

	Specialty store 
	
	
	
	
	
	

	- Health and Beauty products 
	4.3
	5.5
	7.0
	8.9
	11.0
	13.5

	- Clothing and footwear 
	225.0
	241.6
	262.3
	281.6
	312.7
	345.0

	- Home furnishing/Household goods 
	75.1
	81.5
	85.5
	94.5
	105.2
	113.4

	- Durable goods 
	81.9
	89.3
	94.5
	96.8
	106.2
	112.0

	- Personal and leisure goods 
	308.0
	314.1
	305.0
	335.0
	365.0
	369.0

	Other 
	240.4
	245.3
	287.6
	302.1
	282.1
	260.0

	 
	
	
	
	
	
	

	TOTAL 
	2,158.3
	2,428.1
	2,707.3
	3,024.1
	3,341.6
	3,662.4




Source: Euromonitor estimates based on the Official statistics, Trade associations, Company research, Trade press, Trade interviews
14. APPENDIX 1: A-Z OF RETAIL DISTRIBUTION BY TYPE OF OUTLET AND PRODUCT


14.1 Packaged Food

Table 205 Retail Distribution of Packaged Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	46.0

	Independent food stores 
	23.0

	Convenience stores 
	10.4

	- Standard convenience stores 
	10.4

	 
	

	Others 
	20.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 206 Retail Distribution of Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.8

	Independent food stores 
	24.8

	Convenience stores 
	10.7

	- Standard convenience stores 
	10.7

	 
	

	Others 
	13.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 207 Retail Distribution of Chocolate Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	62.0

	Independent food stores 
	18.0

	Convenience stores 
	5.0

	- Standard convenience stores 
	5.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 208 Retail Distribution of Sugar Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	25.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 209 Retail Distribution of Gum by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	45.0

	Independent food stores 
	30.0

	Convenience stores 
	20.0

	- Standard convenience stores 
	20.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 210 Retail Distribution of Bakery Products by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	38.6

	Independent food stores 
	12.4

	Convenience stores 
	5.9

	- Standard convenience stores 
	5.9

	 
	

	Others 
	43.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 211 Retail Distribution of Baked Goods by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	35.0

	Independent food stores 
	10.0

	Convenience stores 
	3.0

	- Standard convenience stores 
	3.0

	 
	

	Others 
	52.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 212 Retail Distribution of Biscuits by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	20.0

	Convenience stores 
	15.0

	- Standard convenience stores 
	15.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 213 Retail Distribution of Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	33.7

	Independent food stores 
	34.0

	Convenience stores 
	27.4

	- Standard convenience stores 
	27.4

	 
	

	Others 
	4.9

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 214 Retail Distribution of Impulse Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	32.0

	Independent food stores 
	35.0

	Convenience stores 
	28.0

	- Standard convenience stores 
	28.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 215 Retail Distribution of Take-home Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	75.0

	Independent food stores 
	10.0

	Convenience stores 
	13.0

	- Standard convenience stores 
	13.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 216 Retail Distribution of Artisanal Ice Cream by Type of Outlet 2003 



% value
	
	2003

	 
	

	Others 
	100.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 217 Retail Distribution of Dairy Products by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	57.4

	Independent food stores 
	5.0

	Convenience stores 
	10.3

	- Standard convenience stores 
	10.3

	 
	

	Others 
	27.3

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 218 Retail Distribution of Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 219 Retail Distribution of Condensed/Evaporated Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 220 Retail Distribution of Flavoured Milk Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 221 Retail Distribution of Soy Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 222 Retail Distribution of Fermented Dairy Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 223 Retail Distribution of Coffee Whiteners by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 224 Retail Distribution of Powder Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 225 Retail Distribution of Flavoured Powder Milk Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 226 Retail Distribution of Yoghurt by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	5.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 227 Retail Distribution Chilled and Shelf-stable Desserts by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	5.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 228 Retail Distribution of Oils and Fats by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	68.0

	Independent food stores 
	18.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 229 Retail Distribution of Sweet and Savoury Snacks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	35.0

	Independent food stores 
	40.0

	Convenience stores 
	15.0

	- Standard convenience stores 
	15.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 230 Retail Distribution of Ready Meals by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	45.0

	Independent food stores 
	20.0

	Convenience stores 
	6.5

	- Standard convenience stores 
	6.5

	 
	

	Others 
	28.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 231 Retail Distribution Soup by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	86.0

	Independent food stores 
	10.0

	Convenience stores 
	4.0

	 
	

	- Standard convenience stores 
	4.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 232 Retail Distribution of Pasta by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	9.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 233 Retail Distribution of Noodles by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	58.0

	Independent food stores 
	23.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	11.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 234 Retail Distribution of Canned Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	48.5

	Independent food stores 
	20.0

	Convenience stores 
	6.9

	- Standard convenience stores 
	6.9

	 
	

	Others 
	24.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 235 Retail Distribution of Frozen Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	65.0

	Independent food stores 
	12.0

	Convenience stores 
	13.0

	- Standard convenience stores 
	13.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 236 Retail Distribution of Dried Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	57.7

	Independent food stores 
	23.2

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	11.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 237 Retail Distribution of Chilled Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	14.0

	Convenience stores 
	11.0

	- Standard convenience stores 
	11.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 238 Retail Distribution of Sauces, Dressings and Condiments by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	50.0

	Convenience stores 
	9.2

	- Standard convenience stores 
	9.2

	 
	

	Others 
	20.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 239 Retail Distribution of Baby Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	51.0

	Independent food stores 
	10.0

	Convenience stores 
	6.0

	- Standard convenience stores 
	6.0

	 
	

	Others 
	33.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 240 Retail Distribution of Distribution of Spreads by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	52.0

	Independent food stores 
	21.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.2 Pet Food

Table 241 Retail Distribution Pet Food and Pet Care Products by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	13.1

	Pet shops 
	67.3

	Supermarkets/hypermarkets 
	15.2

	Other non-food stores 
	3.4

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 242 Retail Distribution of Dog and Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.7

	Pet shops 
	48.7

	Supermarkets/hypermarkets 
	30.2

	Other non-food stores 
	7.0

	 
	

	Other food stores 
	2.4

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 243 Retail Distribution of Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet superstores 
	0.0

	Pet shops 
	48.0

	Supermarkets/hypermarkets 
	29.9

	Other food stores 
	3.4

	 
	

	Other non-food stores 
	6.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 244 Retail Distribution Wet Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	52.0

	Supermarkets/hypermarkets 
	30.0

	Other non-food stores 
	5.0

	 
	

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 245 Retail Distribution of Dry Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	45.0

	Supermarkets/hypermarkets 
	30.0

	Other non-food stores 
	8.0

	 
	

	Other food stores 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 246 Retail Distribution of Dog Treats and Mixers by Type of Outlet 2003] 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	56.0

	Supermarkets/hypermarkets 
	26.0

	Other non-food stores 
	5.0

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 247 Retail Distribution of Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.3

	Pet shops 
	49.7

	Supermarkets/hypermarkets 
	30.7

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	7.2

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 248 Retail Distribution of Wet Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	53.0

	Supermarkets/hypermarkets 
	32.0

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 249 Retail Distribution of Dry Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.0

	Pet shops 
	48.0

	Supermarkets/hypermarkets 
	30.0

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 250 Retail Distribution of Other Pet Food by Type of Outlet 2003 



% value
	
	2003

	Pet shops 
	75.0

	Supermarkets/hypermarkets 
	5.0

	 
	

	Other non-food stores 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 251 Retail Distribution of Pet Care Products by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	14.0

	Pet shops 
	80.0

	Supermarkets/hypermarkets 
	5.0

	 
	

	Other non-food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.3 Soft Drinks

Table 252 Retail Distribution of Soft Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	22.2

	Independent food stores 
	66.5

	Convenience stores 
	4.0

	 
	

	Others 
	7.3

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 253 Retail Distribution of Carbonates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	70.0

	Convenience stores 
	5.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 254 Retail Distribution of Fruit/Vegetable Juice by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	26.0

	Independent food stores 
	69.0

	Convenience stores 
	2.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 255 Retail Distribution of Bottled Water by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	59.0

	Convenience stores 
	5.0

	 
	

	Others 
	16.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 256 Retail Distribution of Functional Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	28.0

	Independent food stores 
	66.0

	 
	

	Convenience stores 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 257 Retail Distribution of Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	7.0

	 
	

	Convenience stores 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 258 Retail Distribution of Liquid Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	7.0

	 
	

	Convenience stores 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 259 Retail Distribution of Powder Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	85.0

	Independent food stores 
	10.0

	 
	

	Convenience stores 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 260 Retail Distribution of RTD Tea by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	24.0

	Independent food stores 
	71.0

	Convenience stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 261 Retail Distribution of RTD Coffee by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	3.0

	 
	

	Convenience stores 
	7.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 262 Retail Distribution of Distribution of Asian Speciality Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	24.0

	Independent food stores 
	72.0

	Convenience stores 
	2.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.4 Alcoholic Drinks

Table 263 Retail Distribution of Alcoholic Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	24.2

	Independent food stores 
	65.4

	Convenience stores 
	5.5

	Specialists 
	2.5

	 
	

	Others 
	2.4

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 264 Retail Distribution of Beer by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	18.0

	Independent food stores 
	76.0

	Convenience stores 
	5.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 265 Retail Distribution FABs (Flavoured Alcoholic Beverages) by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	90.0

	Convenience stores 
	5.0

	 
	

	Specialists 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 266 Retail Distribution of Wine by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	15.0

	Convenience stores 
	10.0

	Specialists 
	10.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 267 Retail Distribution of Spirits by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	20.0

	Convenience stores 
	7.0

	Specialists 
	15.0

	 
	

	 
	

	Others 
	8.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.5 Household Care

Table 268 Retail Distribution of Household Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	78.1

	Independent food stores 
	13.0

	Convenience stores 
	1.1

	Department stores 
	2.0

	 
	

	Others 
	5.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 269 Retail Distribution of Laundry Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	77.0

	Independent food stores 
	15.0

	Convenience stores 
	1.0

	Department stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 270 Retail Distribution of Dishwashing Products by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	78.0

	Independent food stores 
	12.0

	Convenience stores 
	3.0

	Department stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 271 Retail Distribution of Surface Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	81.0

	Independent food stores 
	6.0

	Department stores 
	3.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 272 Retail Distribution of Chlorine Bleach by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	75.0

	Independent food stores 
	15.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 273 Retail Distribution of Toilet Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	87.0

	Independent food stores 
	8.0

	Convenience stores 
	2.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 274 Retail Distribution of Polishes by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	91.0

	Independent food stores 
	3.0

	Convenience stores 
	1.0

	Department stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 275 Retail Distribution of Air Fresheners by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	91.0

	Independent food stores 
	3.0

	Convenience stores 
	1.0

	Department stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 276 Retail Distribution of Insecticides by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	70.0

	Independent food stores 
	20.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.6 Disposable Paper Products

Table 277 Retail Distribution of Retail Disposable Paper Products by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	50.8

	Independent food stores 
	12.2

	Convenience stores 
	6.3

	 
	

	Others 
	30.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 278 Retail Distribution of Sanitary Protection by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	10.0

	Convenience stores 
	5.0

	 
	

	Others 
	25.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 279 Retail Distribution of Nappies/Diapers/Pants by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	6.0

	 
	

	Others 
	34.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 280 Retail Distribution of Incontinence Products by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	65.0

	Pharmacies/drugstores 
	8.0

	 
	

	Others 
	27.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 281 Retail Distribution of Distribution of Wipes by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	10.0

	Convenience stores 
	10.0

	 
	

	 
	

	Others 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 282 Retail Distribution of Cotton Wool/Buds by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	15.0

	Convenience stores 
	2.0

	Pharmacies/drugstores 
	5.0

	 
	

	Others 
	23.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 283 Retail Distribution of Toilet Paper by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	40.0

	Independent food stores 
	15.0

	Convenience stores 
	8.0

	 
	

	Others 
	37.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 284 Retail Distribution of Tissues by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	17.0

	Convenience stores 
	5.0

	 
	

	Others 
	23.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 285 Retail Distribution of Kitchen Towels by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	92.0

	Independent food stores 
	1.0

	Convenience stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 286 Retail Distribution of Paper Tableware by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	65.0

	Independent food stores 
	15.0

	Convenience stores 
	7.0

	 
	

	Others 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.7 OTC Healthcare

Table 287 Retail Distribution of OTC Healthcare by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	41.9

	Drugstores/parapharmacies 
	15.5

	Grocery outlets 
	39.7

	Healthfood shops 
	1.3

	 
	

	Others 
	1.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 288 Retail Distribution of Analgesics by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	80.0

	 
	

	Drugstores/parapharmacies 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 289 Retail Distribution of Cough, Cold and Allergy (Hay Fever) Remedies by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	84.0

	Drugstores/parapharmacies 
	15.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 290 Retail Distribution of Digestive Remedies by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	87.0

	 
	

	Drugstores/parapharmacies 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 291 Retail Distribution of Medicated Skincare by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	87.0

	Drugstores/parapharmacies 
	5.0

	Grocery outlets 
	6.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 292 Retail Distribution of Vitamins and Dietary Supplements by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	18.0

	Drugstores/parapharmacies 
	16.0

	Grocery outlets 
	62.0

	Healthfood shops 
	2.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 293 Retail Distribution of Smoking Cessation Aids by Type of Outlet 2002 



% value
	
	2002

	Drugstores/parapharmacies 
	25.0

	Grocery outlets 
	70.0

	Healthfood shops 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 294 Retail Distribution of Eye Care by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	41.0

	Drugstores/parapharmacies 
	38.0

	Grocery outlets 
	20.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 295 Retail Distribution of Adult Mouthcare by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	73.0

	 
	

	Drugstores/parapharmacies 
	27.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 296 Retail Distribution of Calming and Sleeping Products by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	68.0

	Drugstores/parapharmacies 
	22.0

	 
	

	 
	

	Grocery outlets 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 297 Retail Distribution of Wound Treatments by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	25.0

	Drugstores/parapharmacies 
	48.0

	Grocery outlets 
	24.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.8 Cosmetics and Toiletries

Table 298 Retail Distribution of Cosmetics and Toiletries by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	1.7

	Grocery 
	31.8

	Department stores 
	60.5

	 
	

	Direct sales 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 299 Retail Distribution of Baby Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	2.0

	Grocery 
	15.0

	Department stores 
	82.0

	 
	

	Direct sales 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 300 Retail Distribution of Bath and Shower Products by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	0.5

	Grocery 
	35.0

	Department stores 
	63.0

	 
	

	Direct sales 
	1.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 301 Retail Distribution of Deodorants by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	10.0

	 
	

	Department stores 
	90.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 302 Retail Distribution of Hair Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	4.0

	Grocery 
	35.0

	 
	

	Department stores 
	61.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 303 Retail Distribution of Colour Cosmetics by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	12.0

	Department stores 
	78.0

	Direct sales 
	9.5

	 
	

	Outdoor markets 
	0.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 304 Retail Distribution of Men's Grooming Products by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	20.0

	 
	

	Department stores 
	80.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 305 Retail Distribution of Oral Hygiene by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	55.0

	 
	

	Department stores 
	45.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 306 Retail Distribution of Fragrances by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	5.0

	Department stores 
	90.0

	 
	

	 
	

	Direct sales 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 307 Retail Distribution of Skin Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	2.0

	Grocery 
	20.0

	Department stores 
	60.0

	 
	

	Direct sales 
	18.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 308 Retail Distribution of Sun Care by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	15.0

	 
	

	Department stores 
	85.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.9 Domestic Electrical Appliances

Table 309 Retail Distribution of Domestic Electrical Appliances by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	11.5

	Department/variety stores 
	12.1

	Grocery multiples 
	50.4

	Specialist multiples 
	11.6

	Kitchen specialists 
	3.8

	 
	

	Others 
	10.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 310 Retail Distribution of Large Kitchen Appliances by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	17.0

	Specialist multiples 
	22.2

	Grocery multiples 
	37.5

	Department/variety stores 
	4.9

	Kitchen specialists 
	9.7

	 
	

	Others 
	8.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 311 Retail Distribution of Built-in LKAs by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	10.0

	Department/variety stores 
	9.0

	Kitchen specialists 
	33.0

	Specialist multiples 
	43.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 312 Retail Distribution of Freestanding LKAs by Type of Outlet 2002 



% value
	
	2002

	Department/variety stores 
	4.0

	Kitchen specialists 
	4.8

	Specialist independents 
	18.5

	Specialist multiples 
	17.9

	Grocery multiples 
	45.3

	 
	

	Others 
	9.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 313 Retail Distribution of Microwaves by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	46.1

	Grocery multiples 
	21.7

	Specialist multiples 
	5.0

	Department/variety stores 
	17.3

	 
	

	Others 
	9.9

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 314 Retail Distribution of Small Electrical Appliances by Type of Outlet 2002 



% value
	
	2002

	Grocery multiples 
	58.8

	Department/variety stores 
	16.8

	Specialist multiples 
	4.7

	Specialist independents 
	7.9

	 
	

	Others 
	11.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.10 Books and Publishing

Table 315 Retail Distribution of Consumer Books by Type of Outlet 2002 



% value
	
	2002

	Multiple booksellers 
	37.6

	Independent booksellers 
	41.6

	Book clubs and mail order 
	3.8

	Internet sales 
	1.9

	Grocery multiples 
	4.7

	Confectionery specialists 
	1.3

	Large mixed retailers 
	8.9

	Door-to-door 
	0.1

	 
	

	Others 
	0.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 316 Retail Distribution of Institutional Books by Type of Outlet 2002 



% value
	
	2002

	Multiple booksellers 
	41.5

	Independent booksellers 
	36.5

	Direct sales from publisher 
	21.7

	 
	

	 
	

	Others 
	0.3

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.11 Hot Drinks

Table 317 Retail Distribution of Distribution of Hot Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	68.9

	Independent food stores 
	16.8

	Convenience stores 
	12.5

	 
	

	Others 
	1.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 318 Retail Distribution of Coffee by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	80.0

	Independent food stores 
	10.0

	 
	

	Convenience stores 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 319 Distribution of Tea by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	15.0

	Convenience stores 
	5.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 320 Retail Distribution of Distribution of Other Hot Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	70.0

	Independent food stores 
	17.0

	 
	

	Convenience stores 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.12 Tobacco Products

Table 321 Retail Distribution of Cigarettes by Type of Outlet 2002 



% value
	
	2002

	Independent food stores 
	78.0

	Supermarkets/hypermarkets 
	5.0

	Convenience stores 
	6.0

	Tobacconists/specialists 
	10.0

	 
	

	Street vendors 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.1 Packaged Food

Table 205 Retail Distribution of Packaged Food by Type of Outlet 2003 


% value
	
	2003

	Supermarkets/hypermarkets 
	46.0

	Independent food stores 
	23.0

	Convenience stores 
	10.4

	- Standard convenience stores 
	10.4

	 
	

	Others 
	20.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 206 Retail Distribution of Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.8

	Independent food stores 
	24.8

	Convenience stores 
	10.7

	- Standard convenience stores 
	10.7

	 
	

	Others 
	13.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 207 Retail Distribution of Chocolate Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	62.0

	Independent food stores 
	18.0

	Convenience stores 
	5.0

	- Standard convenience stores 
	5.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 208 Retail Distribution of Sugar Confectionery by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	25.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 209 Retail Distribution of Gum by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	45.0

	Independent food stores 
	30.0

	Convenience stores 
	20.0

	- Standard convenience stores 
	20.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 210 Retail Distribution of Bakery Products by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	38.6

	Independent food stores 
	12.4

	Convenience stores 
	5.9

	- Standard convenience stores 
	5.9

	 
	

	Others 
	43.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 211 Retail Distribution of Baked Goods by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	35.0

	Independent food stores 
	10.0

	Convenience stores 
	3.0

	- Standard convenience stores 
	3.0

	 
	

	Others 
	52.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 212 Retail Distribution of Biscuits by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	20.0

	Convenience stores 
	15.0

	- Standard convenience stores 
	15.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 213 Retail Distribution of Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	33.7

	Independent food stores 
	34.0

	Convenience stores 
	27.4

	- Standard convenience stores 
	27.4

	 
	

	Others 
	4.9

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 214 Retail Distribution of Impulse Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	32.0

	Independent food stores 
	35.0

	Convenience stores 
	28.0

	- Standard convenience stores 
	28.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 215 Retail Distribution of Take-home Ice Cream by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	75.0

	Independent food stores 
	10.0

	Convenience stores 
	13.0

	- Standard convenience stores 
	13.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 216 Retail Distribution of Artisanal Ice Cream by Type of Outlet 2003 



% value
	
	2003

	 
	

	Others 
	100.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 217 Retail Distribution of Dairy Products by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	57.4

	Independent food stores 
	5.0

	Convenience stores 
	10.3

	- Standard convenience stores 
	10.3

	 
	

	Others 
	27.3

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 218 Retail Distribution of Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 219 Retail Distribution of Condensed/Evaporated Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 220 Retail Distribution of Flavoured Milk Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 221 Retail Distribution of Soy Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 222 Retail Distribution of Fermented Dairy Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 223 Retail Distribution of Coffee Whiteners by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 224 Retail Distribution of Powder Milk by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 225 Retail Distribution of Flavoured Powder Milk Drinks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	10.0

	- Standard convenience stores 
	10.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 226 Retail Distribution of Yoghurt by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	5.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 227 Retail Distribution Chilled and Shelf-stable Desserts by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	5.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 228 Retail Distribution of Oils and Fats by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	68.0

	Independent food stores 
	18.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 229 Retail Distribution of Sweet and Savoury Snacks by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	35.0

	Independent food stores 
	40.0

	Convenience stores 
	15.0

	- Standard convenience stores 
	15.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 230 Retail Distribution of Ready Meals by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	45.0

	Independent food stores 
	20.0

	Convenience stores 
	6.5

	- Standard convenience stores 
	6.5

	 
	

	Others 
	28.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 231 Retail Distribution Soup by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	86.0

	Independent food stores 
	10.0

	Convenience stores 
	4.0

	 
	

	- Standard convenience stores 
	4.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 232 Retail Distribution of Pasta by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	73.0

	Independent food stores 
	9.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 233 Retail Distribution of Noodles by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	58.0

	Independent food stores 
	23.0

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	11.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 234 Retail Distribution of Canned Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	48.5

	Independent food stores 
	20.0

	Convenience stores 
	6.9

	- Standard convenience stores 
	6.9

	 
	

	Others 
	24.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 235 Retail Distribution of Frozen Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	65.0

	Independent food stores 
	12.0

	Convenience stores 
	13.0

	- Standard convenience stores 
	13.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 236 Retail Distribution of Dried Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	57.7

	Independent food stores 
	23.2

	Convenience stores 
	8.0

	- Standard convenience stores 
	8.0

	 
	

	Others 
	11.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 237 Retail Distribution of Chilled Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	14.0

	Convenience stores 
	11.0

	- Standard convenience stores 
	11.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 238 Retail Distribution of Sauces, Dressings and Condiments by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	50.0

	Convenience stores 
	9.2

	- Standard convenience stores 
	9.2

	 
	

	Others 
	20.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 239 Retail Distribution of Baby Food by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	51.0

	Independent food stores 
	10.0

	Convenience stores 
	6.0

	- Standard convenience stores 
	6.0

	 
	

	Others 
	33.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 240 Retail Distribution of Distribution of Spreads by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	52.0

	Independent food stores 
	21.0

	Convenience stores 
	12.0

	- Standard convenience stores 
	12.0

	 
	

	Others 
	15.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.2 Pet Food

Table 241 Retail Distribution Pet Food and Pet Care Products by Type of Outlet 2003 


% value
	
	2003

	Veterinary clinics 
	13.1

	Pet shops 
	67.3

	Supermarkets/hypermarkets 
	15.2

	Other non-food stores 
	3.4

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 242 Retail Distribution of Dog and Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.7

	Pet shops 
	48.7

	Supermarkets/hypermarkets 
	30.2

	Other non-food stores 
	7.0

	 
	

	Other food stores 
	2.4

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 243 Retail Distribution of Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet superstores 
	0.0

	Pet shops 
	48.0

	Supermarkets/hypermarkets 
	29.9

	Other food stores 
	3.4

	 
	

	Other non-food stores 
	6.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 244 Retail Distribution Wet Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	52.0

	Supermarkets/hypermarkets 
	30.0

	Other non-food stores 
	5.0

	 
	

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 245 Retail Distribution of Dry Dog Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	45.0

	Supermarkets/hypermarkets 
	30.0

	Other non-food stores 
	8.0

	 
	

	Other food stores 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 246 Retail Distribution of Dog Treats and Mixers by Type of Outlet 2003] 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	56.0

	Supermarkets/hypermarkets 
	26.0

	Other non-food stores 
	5.0

	 
	

	Other food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 247 Retail Distribution of Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.3

	Pet shops 
	49.7

	Supermarkets/hypermarkets 
	30.7

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	7.2

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 248 Retail Distribution of Wet Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	12.0

	Pet shops 
	53.0

	Supermarkets/hypermarkets 
	32.0

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 249 Retail Distribution of Dry Cat Food by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	11.0

	Pet shops 
	48.0

	Supermarkets/hypermarkets 
	30.0

	Other food stores 
	1.0

	 
	

	Other non-food stores 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 250 Retail Distribution of Other Pet Food by Type of Outlet 2003 



% value
	
	2003

	Pet shops 
	75.0

	Supermarkets/hypermarkets 
	5.0

	 
	

	Other non-food stores 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 251 Retail Distribution of Pet Care Products by Type of Outlet 2003 



% value
	
	2003

	Veterinary clinics 
	14.0

	Pet shops 
	80.0

	Supermarkets/hypermarkets 
	5.0

	 
	

	Other non-food stores 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.3 Soft Drinks

Table 252 Retail Distribution of Soft Drinks by Type of Outlet 2002 


% value
	
	2002

	Supermarkets/hypermarkets 
	22.2

	Independent food stores 
	66.5

	Convenience stores 
	4.0

	 
	

	Others 
	7.3

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 253 Retail Distribution of Carbonates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	70.0

	Convenience stores 
	5.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 254 Retail Distribution of Fruit/Vegetable Juice by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	26.0

	Independent food stores 
	69.0

	Convenience stores 
	2.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 255 Retail Distribution of Bottled Water by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	20.0

	Independent food stores 
	59.0

	Convenience stores 
	5.0

	 
	

	Others 
	16.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 256 Retail Distribution of Functional Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	28.0

	Independent food stores 
	66.0

	 
	

	Convenience stores 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 257 Retail Distribution of Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	7.0

	 
	

	Convenience stores 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 258 Retail Distribution of Liquid Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	7.0

	 
	

	Convenience stores 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 259 Retail Distribution of Powder Concentrates by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	85.0

	Independent food stores 
	10.0

	 
	

	Convenience stores 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 260 Retail Distribution of RTD Tea by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	24.0

	Independent food stores 
	71.0

	Convenience stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 261 Retail Distribution of RTD Coffee by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	90.0

	Independent food stores 
	3.0

	 
	

	Convenience stores 
	7.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 262 Retail Distribution of Distribution of Asian Speciality Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	24.0

	Independent food stores 
	72.0

	Convenience stores 
	2.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.4 Alcoholic Drinks

Table 263 Retail Distribution of Alcoholic Drinks by Type of Outlet 2003 


% value
	
	2003

	Supermarkets/hypermarkets 
	24.2

	Independent food stores 
	65.4

	Convenience stores 
	5.5

	Specialists 
	2.5

	 
	

	Others 
	2.4

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 264 Retail Distribution of Beer by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	18.0

	Independent food stores 
	76.0

	Convenience stores 
	5.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 265 Retail Distribution FABs (Flavoured Alcoholic Beverages) by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	90.0

	Convenience stores 
	5.0

	 
	

	Specialists 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 266 Retail Distribution of Wine by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	15.0

	Convenience stores 
	10.0

	Specialists 
	10.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 267 Retail Distribution of Spirits by Type of Outlet 2003 



% value
	
	2003

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	20.0

	Convenience stores 
	7.0

	Specialists 
	15.0

	 
	

	 
	

	Others 
	8.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.5 Household Care

Table 268 Retail Distribution of Household Care by Type of Outlet 2002 


% value
	
	2002

	Supermarkets/hypermarkets 
	78.1

	Independent food stores 
	13.0

	Convenience stores 
	1.1

	Department stores 
	2.0

	 
	

	Others 
	5.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 269 Retail Distribution of Laundry Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	77.0

	Independent food stores 
	15.0

	Convenience stores 
	1.0

	Department stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 270 Retail Distribution of Dishwashing Products by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	78.0

	Independent food stores 
	12.0

	Convenience stores 
	3.0

	Department stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 271 Retail Distribution of Surface Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	81.0

	Independent food stores 
	6.0

	Department stores 
	3.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 272 Retail Distribution of Chlorine Bleach by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	75.0

	Independent food stores 
	15.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 273 Retail Distribution of Toilet Care by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	87.0

	Independent food stores 
	8.0

	Convenience stores 
	2.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 274 Retail Distribution of Polishes by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	91.0

	Independent food stores 
	3.0

	Convenience stores 
	1.0

	Department stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 275 Retail Distribution of Air Fresheners by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	91.0

	Independent food stores 
	3.0

	Convenience stores 
	1.0

	Department stores 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 276 Retail Distribution of Insecticides by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	70.0

	Independent food stores 
	20.0

	 
	

	Others 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.6 Disposable Paper Products

Table 277 Retail Distribution of Retail Disposable Paper Products by Type of Outlet 2002 


% value
	
	2002

	Supermarkets/hypermarkets 
	50.8

	Independent food stores 
	12.2

	Convenience stores 
	6.3

	 
	

	Others 
	30.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 278 Retail Distribution of Sanitary Protection by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	10.0

	Convenience stores 
	5.0

	 
	

	Others 
	25.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 279 Retail Distribution of Nappies/Diapers/Pants by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	5.0

	Convenience stores 
	6.0

	 
	

	Others 
	34.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 280 Retail Distribution of Incontinence Products by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	65.0

	Pharmacies/drugstores 
	8.0

	 
	

	Others 
	27.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 281 Retail Distribution of Distribution of Wipes by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	60.0

	Independent food stores 
	10.0

	Convenience stores 
	10.0

	 
	

	 
	

	Others 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 282 Retail Distribution of Cotton Wool/Buds by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	15.0

	Convenience stores 
	2.0

	Pharmacies/drugstores 
	5.0

	 
	

	Others 
	23.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 283 Retail Distribution of Toilet Paper by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	40.0

	Independent food stores 
	15.0

	Convenience stores 
	8.0

	 
	

	Others 
	37.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 284 Retail Distribution of Tissues by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	55.0

	Independent food stores 
	17.0

	Convenience stores 
	5.0

	 
	

	Others 
	23.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 285 Retail Distribution of Kitchen Towels by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	92.0

	Independent food stores 
	1.0

	Convenience stores 
	2.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 286 Retail Distribution of Paper Tableware by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	65.0

	Independent food stores 
	15.0

	Convenience stores 
	7.0

	 
	

	Others 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.7 OTC Healthcare

Table 287 Retail Distribution of OTC Healthcare by Type of Outlet 2002 


% value
	
	2002

	Chemists/pharmacies 
	41.9

	Drugstores/parapharmacies 
	15.5

	Grocery outlets 
	39.7

	Healthfood shops 
	1.3

	 
	

	Others 
	1.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 288 Retail Distribution of Analgesics by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	80.0

	 
	

	Drugstores/parapharmacies 
	20.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 289 Retail Distribution of Cough, Cold and Allergy (Hay Fever) Remedies by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	84.0

	Drugstores/parapharmacies 
	15.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 290 Retail Distribution of Digestive Remedies by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	87.0

	 
	

	Drugstores/parapharmacies 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 291 Retail Distribution of Medicated Skincare by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	87.0

	Drugstores/parapharmacies 
	5.0

	Grocery outlets 
	6.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 292 Retail Distribution of Vitamins and Dietary Supplements by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	18.0

	Drugstores/parapharmacies 
	16.0

	Grocery outlets 
	62.0

	Healthfood shops 
	2.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 293 Retail Distribution of Smoking Cessation Aids by Type of Outlet 2002 



% value
	
	2002

	Drugstores/parapharmacies 
	25.0

	Grocery outlets 
	70.0

	Healthfood shops 
	3.0

	 
	

	Others 
	2.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 294 Retail Distribution of Eye Care by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	41.0

	Drugstores/parapharmacies 
	38.0

	Grocery outlets 
	20.0

	 
	

	Others 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 295 Retail Distribution of Adult Mouthcare by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	73.0

	 
	

	Drugstores/parapharmacies 
	27.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 296 Retail Distribution of Calming and Sleeping Products by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	68.0

	Drugstores/parapharmacies 
	22.0

	 
	

	 
	

	Grocery outlets 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 297 Retail Distribution of Wound Treatments by Type of Outlet 2002 



% value
	
	2002

	Chemists/pharmacies 
	25.0

	Drugstores/parapharmacies 
	48.0

	Grocery outlets 
	24.0

	 
	

	Others 
	3.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

14.8 Cosmetics and Toiletries

Table 298 Retail Distribution of Cosmetics and Toiletries by Type of Outlet 2002 


% value
	
	2002

	Pharmacy/drugstores 
	1.7

	Grocery 
	31.8

	Department stores 
	60.5

	 
	

	Direct sales 
	6.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 299 Retail Distribution of Baby Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	2.0

	Grocery 
	15.0

	Department stores 
	82.0

	 
	

	Direct sales 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 300 Retail Distribution of Bath and Shower Products by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	0.5

	Grocery 
	35.0

	Department stores 
	63.0

	 
	

	Direct sales 
	1.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 301 Retail Distribution of Deodorants by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	10.0

	 
	

	Department stores 
	90.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 302 Retail Distribution of Hair Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	4.0

	Grocery 
	35.0

	 
	

	Department stores 
	61.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 303 Retail Distribution of Colour Cosmetics by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	12.0

	Department stores 
	78.0

	Direct sales 
	9.5

	 
	

	Outdoor markets 
	0.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 304 Retail Distribution of Men's Grooming Products by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	20.0

	 
	

	Department stores 
	80.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 305 Retail Distribution of Oral Hygiene by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	55.0

	 
	

	Department stores 
	45.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 306 Retail Distribution of Fragrances by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	5.0

	Department stores 
	90.0

	 
	

	 
	

	Direct sales 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 307 Retail Distribution of Skin Care by Type of Outlet 2002 



% value
	
	2002

	Pharmacy/drugstores 
	2.0

	Grocery 
	20.0

	Department stores 
	60.0

	 
	

	Direct sales 
	18.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 308 Retail Distribution of Sun Care by Type of Outlet 2002 



% value
	
	2002

	Grocery 
	15.0

	 
	

	Department stores 
	85.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.9 Domestic Electrical Appliances

Table 309 Retail Distribution of Domestic Electrical Appliances by Type of Outlet 2002 


% value
	
	2002

	Specialist independents 
	11.5

	Department/variety stores 
	12.1

	Grocery multiples 
	50.4

	Specialist multiples 
	11.6

	Kitchen specialists 
	3.8

	 
	

	Others 
	10.6

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 310 Retail Distribution of Large Kitchen Appliances by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	17.0

	Specialist multiples 
	22.2

	Grocery multiples 
	37.5

	Department/variety stores 
	4.9

	Kitchen specialists 
	9.7

	 
	

	Others 
	8.7

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 311 Retail Distribution of Built-in LKAs by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	10.0

	Department/variety stores 
	9.0

	Kitchen specialists 
	33.0

	Specialist multiples 
	43.0

	 
	

	Others 
	5.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 312 Retail Distribution of Freestanding LKAs by Type of Outlet 2002 



% value
	
	2002

	Department/variety stores 
	4.0

	Kitchen specialists 
	4.8

	Specialist independents 
	18.5

	Specialist multiples 
	17.9

	Grocery multiples 
	45.3

	 
	

	Others 
	9.5

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 313 Retail Distribution of Microwaves by Type of Outlet 2002 



% value
	
	2002

	Specialist independents 
	46.1

	Grocery multiples 
	21.7

	Specialist multiples 
	5.0

	Department/variety stores 
	17.3

	 
	

	Others 
	9.9

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 314 Retail Distribution of Small Electrical Appliances by Type of Outlet 2002 



% value
	
	2002

	Grocery multiples 
	58.8

	Department/variety stores 
	16.8

	Specialist multiples 
	4.7

	Specialist independents 
	7.9

	 
	

	Others 
	11.8

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.10 Books and Publishing

Table 315 Retail Distribution of Consumer Books by Type of Outlet 2002 


% value
	
	2002

	Multiple booksellers 
	37.6

	Independent booksellers 
	41.6

	Book clubs and mail order 
	3.8

	Internet sales 
	1.9

	Grocery multiples 
	4.7

	Confectionery specialists 
	1.3

	Large mixed retailers 
	8.9

	Door-to-door 
	0.1

	 
	

	Others 
	0.1

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 316 Retail Distribution of Institutional Books by Type of Outlet 2002 



% value
	
	2002

	Multiple booksellers 
	41.5

	Independent booksellers 
	36.5

	Direct sales from publisher 
	21.7

	 
	

	 
	

	Others 
	0.3

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.11 Hot Drinks

Table 317 Retail Distribution of Distribution of Hot Drinks by Type of Outlet 2002 


% value
	
	2002

	Supermarkets/hypermarkets 
	68.9

	Independent food stores 
	16.8

	Convenience stores 
	12.5

	 
	

	Others 
	1.8

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 318 Retail Distribution of Coffee by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	80.0

	Independent food stores 
	10.0

	 
	

	Convenience stores 
	10.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 319 Distribution of Tea by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	50.0

	Independent food stores 
	15.0

	Convenience stores 
	5.0

	 
	

	Others 
	30.0

	TOTAL 
	100.0




Source: Euromonitor IMIS

Table 320 Retail Distribution of Distribution of Other Hot Drinks by Type of Outlet 2002 



% value
	
	2002

	Supermarkets/hypermarkets 
	70.0

	Independent food stores 
	17.0

	 
	

	Convenience stores 
	13.0

	TOTAL 
	100.0




Source: Euromonitor IMIS
14.12 Tobacco Products

Table 321 Retail Distribution of Cigarettes by Type of Outlet 2002 


% value
	
	2002

	Independent food stores 
	78.0

	Supermarkets/hypermarkets 
	5.0

	Convenience stores 
	6.0

	Tobacconists/specialists 
	10.0

	 
	

	Street vendors 
	1.0

	TOTAL 
	100.0




Source: Euromonitor IMIS


