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 We have found the retail sales during this Mid-Autumn and 10-1 National 
Day holiday was roughly inline with expectations. But in terms of sub-
sectors, we think the money were mostly spent on travelling and catering, 
rather than other consumer goods and services. Since price wars and de-
stocking are still in place, we do think retail discounts or GP margin have 
come below expectation. Moreover, as we are still highly cautious on the 
sustainability of purchasing power after the holidays, we maintain our 
MARKET-PERFORM rating on the consumer discretionary sector.  

1) According to the Ministry of Culture and Tourism/ 文化和旅游部 , the 
recovery rate of domestic tourism volume/ spending during this 10-1 holidays 
were at 104%/ 102%, which are lower/ slightly higher than the 113%/ 95% in 
Dragon Boat Festival and the 119%/ 101% in 5-1 holidays. We believe such 
recovery rates are inline with market expectation, as more and more investors 
are not expecting a sequential improvement going into 2H23E. In fact, we 
think the traffic was a miss (if we combine numbers of 2022’s Mid-Autumn 
festival and 10-1 holidays, the tourism volume recovery rate could have 
dropped to just 93%) but spending per person (a 43% YoY increase to RMB 
912) was a beat.  

2) We think the miss in traffic was partially due to the jump in outbound tourism, 
as the recovery rate of visitors to HK/ Macau have already reached about 70%/ 
88% (vs 2018/ 2019), which are far better than the 60%/ 70% back in 5-1 
holidays. 

3) Even though the tourism spending per person was stronger than expected, 
we believe that does not necessarily mean the purchasing power had gone 
up. In contrast, we suspect more money were spent on both travelling and 
catering (20%+, according to Ministry of Commerce), and that could mean 
less money on other sub-sectors (e.g. luxury goods, AV equipment, 
sportswear and apparel). Noted that <2023 Mid-Autumn and 10-1 National 
Day holidays WeChat data report> has suggested a 46%-83% spending 
increase in hotels, transportation and tickets for other experience-based 
entertainment. Also, referring to Meituan’s data, daily average spending per 
person had increased by 153% vs the 2019 level, and we do think this is a 
clear indication of robust food delivery demand, even in the post-covid era. 

4) According to the Ministry of Commerce/商务部, retail sales growth of certain 
key enterprises was at 9% during this holidays and tier 1 and 2 cities are likely 
outperforming. Based on various official sources, retail sales (for key 
enterprises or commercial zones) had increased by 22%/ 8%/ 11%/ 20% in 
Beijing/ Shanghai/ Guangzhou/ Shenzhen and by 58%/ 20%/ 17%/ -3%/ 8%/ 
10%/ 17% in Tianjin/ Chongqing/ Hangzhou/ Ningbo/ Jiangsu/ Henan/ 
Sichuan. 

5) Movie box office was much weaker than expected, and this could also point 
to a weak appetite to spend. According to Beacon Professional Edition/ 灯塔
专业版, the movie box office generated in this 10-1 holidays was just RMB 
2.7bn, up 83% YoY, but recovered to only 54% of the 2019 level and fell a lot 
from the 99% in 5-1 holidays and the 30% / 87% in the 2022/ 2021 10-1 
holidays. Moreover, the ASP had stayed flattish at RMB 42, compared to the 
18% YoY increase during the 5-1 holidays. 

 We prefer sectors like home appliances (esp. exports), tourism (esp. hotels) 
and apparel, more than catering and sportswear.  

China Consumer Sector 

 

 

An inline golden week but we will stay cautious 



9 Oct 2023 
 

PLEASE READ THE ANALYST CERTIFICATION AND IMPORTANT DISCLOSURES ON LAST PAGE 

 Sportswear sector (MARKET-PERFORM). According to the VAT invoice 
data by State Administration of Taxation/国家税务总局增 值税发票数据, retail 
sales of sports related goods and services was growing at about 27%, slightly 
faster than the overall retail sales growth of 21%.  

Conservatively speaking, we tend to believe that the sportswear could only 
grow at a similar rate vs China’s retail sales (about 10% to 20%). Based on 
our channel check, we estimate that the growth rate could be faster for brands 
like 361 degrees, Xtep and FILA (20% or above) but slower for Li Ning and 
Anta (10% or even lower).  

Because of the weaker than expected sales growth (esp. domestic brands) 
and the relatively faster trade fair growth (the back log), de-stocking pressure 
could persist, hence retail discounts and GP margin would still be high and 
weak, plus the low SSSG that could induce operating deleverage, we are still 
quite cautious about the sector in 2H23E and 1H24E.  

Preference: Topsports (6110 HK, BUY) = Anta (2020 HK, BUY) > Xtep 
(1368 HK) = 361 Degrees (1361 HK, NR) > Li Ning (2331 HK, BUY).  

 Catering sector (MARKET-PERFORM). According to data from the Ministry 
of Commerce, we believe catering sales growth (at about 20%) is clearly 
outperforming the entire consumer sector (around 9%).  

In terms of SSSG, catering sector’s average SSSG have slowed down to 0% 
in Aug 2023 (from 6% in Jul 2023) due to high base. And we think that could 
accelerate mildly in Sep 2023 and in 10-1 holidays. But in terms of SSS 
recovery rate, it was stagnating at about 85% in Jun 2023 to Aug 2023 and 
we estimate the rate to remain stable during the 10-1 Holidays, which should 
be inline with the market expectations. Based on our channel check, we 
believe Yum China and HDL can enjoy a roughly 90% recovery rate (thanks 
to improved services and product quality), while that could be slightly lower for 
other brands.  

More importantly, we do expect the price war to continue and the consumers 
to actively trade down their meals, then the GP margin could still be under 
pressure. Hence, we are still fairly neutral on the sector in 2H23E.  

 Preference: Yum China (9987 HK, BUY) > HDL (6862 HK, BUY) > Nayuki 
(2150 HK, BUY) > JMJ (9922 HK, BUY) > XBXB (520 HK, BUY).  

 Tourism - Hotel sector (OUTPERFORM). According to our channel check, 
we believe the RevPAR recovery rate during this mid-autumn and national day 
golden week may not be as strong as that in the labour day golden week. For 
instance, that could be at 120%+ for Atour and H-World in 10-1 holidays, while 
those were at 130%+ back in the 5-1 Holidays, because of less aggressive 
hike in room rates.  

We attributed the reasons behind this soft result to: 1) drop in spending 
appetite, as macro environment weakens, 2) surge in outbound tourism and 
more money were spent overseas, 3) lengthened holidays (average spending 
per day could be diluted in 8 days of holidays, compared to the 5-day labour 
day holidays). 

However, thanks to the rather conservative management guidance and 
already low valuation (de-rating was done in the past 2 quarters), we believe 
the potential downside could be limited and hence stay optimistic on the sector 
in 2H23E and 1H24E. We think the structural opportunity is still here (top mid 
to high-end hotel brands to further consolidate the China’s market).  

 Preference: Atour (ATAT US, BUY) > H-World (1179 HK, NR) > JJ Hotels 
(600754 CH, NR) = BTG Hotels (600258 CH, NR).  
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Focus Charts  

Figure 1: Key sales figures and details during 10-1 golden week 

 

Source: State Administration of Taxation/ 国家税务总局增值税发票数据, Ministry of Commerce/商务部, CMBIGM estimates 

  
  

地区 行业 主要销售数据和信息 同比增長

增長率(%) 
vs 2019 时间 来源

全国 國內出遊人次 全国国内旅游出游人数8.26亿人次 71.3% 4.1% 中秋国庆假期前8天 文化和旅游部

全国 國內旅遊收入 实现国内旅游收入7534.3亿元 129.5% 1.5% 中秋国庆假期前8天 文化和旅游部

全国 國內出遊人次 国内游出游人数达到了7.54亿人次 78.9% 中秋国庆假期前7天 文化和旅游部

全国 國內旅遊收入 国内旅游收入6680.9亿元 132.6% 中秋国庆假期前7天 文化和旅游部

全国 國內出遊人次 全国国内旅游出游合计3.95亿人次 75.8% 中秋国庆假期前3天 文化和旅游部

全国 國內旅遊收入 国内旅游收入3422.4亿元 125.3% 中秋国庆假期前3天 文化和旅游部

全国 示范步行街客流量 示范步行街客流量 94.7% 中秋国庆假期前7天 商务部

全国 重点商圈客流量 36个大中城市重点商圈客流量 164.0% 中秋国庆假期前7天 商务部

全国 全行業 消费相关行业销售收入 21.3% 中秋国庆假期前7天 国家税务总局

全国 旅游 旅游游览服务销售 110.0% 中秋国庆假期前7天 国家税务总局

全国 住宿和餐饮 住宿餐饮服务销售 25.5% 中秋国庆假期前7天 国家税务总局

全国 文化和体育 文化和体育服务销售 45.4% 中秋国庆假期前7天 国家税务总局

全国 体育相关服务 体育相关服务销售 27.1% 中秋国庆假期前7天 国家税务总局

全国
日用品、化妆品及
服装鞋帽类 日用品、化妆品及服装鞋帽类商品销售 27.5% 中秋国庆假期前7天 国家税务总局

全国 粮油食品 粮油食品销售 21.5% 中秋国庆假期前7天 国家税务总局

全国 综合零售业 综合零售业销售 25.0% 中秋国庆假期前7天 国家税务总局

全国 金银珠宝 金银珠宝销售 15.5% 中秋国庆假期前7天 国家税务总局

全国 通讯器材 通讯器材销售 16.5% 中秋国庆假期前7天 国家税务总局

全国 零售和餐饮 全国重点监测零售和餐饮企业销售 9.0% 中秋国庆假期前7天 商务部

全国 粮油食品 重点零售企业粮油食品销售 10%以上 中秋国庆假期前7天 商务部

全国 饮料 重点零售企业饮料销售 10%以上 中秋国庆假期前7天 商务部

全国 金银珠宝 重点零售企业金银珠宝销售 10%以上 中秋国庆假期前7天 商务部

全国 通信器材 重点零售企业通信器材销售 10%以上 中秋国庆假期前7天 商务部

全国 汽车 重点零售企业汽车销售 7%左右 中秋国庆假期前7天 商务部

全国 化妆品 重点零售企业化妆品销售 7%左右 中秋国庆假期前7天 商务部

全国 电影 全国电影票房收入突破27亿元 83.0% 中秋国庆假期前8天 商务部

全国
酒旅、交通、影剧
演出等行业

《2023年中秋国庆微信数据报告》显示，全国酒
旅、交通、影剧演出等行业日均消费金额 46%-83% 中秋国庆假期前7天 微信

全国 全行業 全国服务零售日均消费规模 153.0% 中秋国庆假期前7天 美团



9 Oct 2023  
 

 
 
PLEASE READ THE ANALYST CERTIFICATION AND IMPORTANT DISCLOSURES ON LAST PAGE 4 

Figure 2: Key sales figures and details during 10-1 golden week  

 

Source: State Administration of Taxation/ 国家税务总局增值税发票数据, Ministry of Commerce/商务部, CMBIGM estimates 

 

  

地区 行业 主要销售数据和信息 同比增長

增長率(%) 
vs 2019 时间 来源

上海 客流量 35个重点商圈进店线下客流总量达到3789万人次 34.6% 19.8% 中秋国庆假期前7天 消费大数据监测

上海 客流量
8天长假期间本市共接待游客2129.67万人次，主
要旅游景区景点累计接待游客925万人次 25.0% 中秋国庆假期前7天 上海旅游大数据

广州 客流量
“双节”期间，天河路商圈客流量超1200万人次
；北京路商圈客流量380万人次 71.8% 中秋国庆假期前7天 广州市商务局

深圳 客流量
“双节”假期期间，深圳市重点监测的商圈客流
总量 122.0% 中秋国庆假期前7天 深圳市商务局

天津 客流量
据监测的496家商贸企业数据显示，假期8天累计
客流1810.2万人次 87.0% 中秋国庆假期前8天 天津市商务局

北京 百货、超市、餐饮
百货、超市、专业专卖店、餐饮和电商等企业实
现销售额92.7亿元 21.8% 中秋国庆假期前7天 北京市商务局

上海 全行業 长假8天步行街36家样本企业销售额合计6.1亿元 7.9% 中秋国庆假期前8天 上海市商务局

上海 全行業
上海地区吃、住、行、游、购、娱等全要素旅游
消费交易总金额为292.38亿元 29.7% 中秋国庆假期前7天 银联商务大数据

广州 全行業
万博商圈客流量近300万人次，同比增长6%，销售
额约1.7亿元 11.0% 中秋国庆假期前7天 广州市商务局

深圳 全行業 “双节”假期期间，深圳市重点监测的商圈销售 19.8% 中秋国庆假期前7天 深圳市商务局

天津 全行業
据监测的496家商贸企业数据显示，假期8天累计
销售30.9亿元 57.8% 9.1% 中秋国庆假期前8天 天津市商务局

重庆 全行業 重庆市重点商圈消费总额 19.9% 13.0% 中秋国庆假期前7天 重庆市商务委

杭州 全行業 杭州全市消费总金额为237.53亿元 17.2% 13.9% 中秋国庆假期前7天 杭州市商务局

宁波 全行業 重点监测的50家样本企业累计销售总额13.81亿元 -3.4% 21.2% 中秋国庆假期前8天 宁波市商务局

江苏 全行業 重点商贸流通企业累计实现销售额约71.5亿元 7.6% 12.3% 中秋国庆假期前8天 江苏省商务厅

河南 全行業
重点监测的360家零售和餐饮企业累计实现销售总
额31.33亿元 9.7% 14.4% 中秋国庆假期前8天 河南省商务厅

四川 全行業
全省550家重点商贸流通企业累计实现销售额(营
业额)58.8亿元 16.9% 19.8% 中秋国庆假期前8天 四川省商务厅

广州 餐饮
据重点监测企业和平台大数据测算，全市住宿餐
饮消费约45亿元，同比增长超15%。 15.0% 中秋国庆假期前7天 广州市商务局

重庆 餐饮 重点监测餐饮企业销售 30.3% 中秋国庆假期前7天 重庆市商务局

杭州 餐饮 重点监测餐饮企业销售 19.3% 中秋国庆假期前7天 杭州市商务局

武汉 餐饮 重点监测餐饮企业销售 16.3% 中秋国庆假期前7天 武汉文化和旅游部

重庆 餐饮 餐饮行业营业额 29.2% 13.4% 中秋国庆假期前7天 重庆市商务委

杭州 餐饮 餐饮消费金额为32.78亿元 59.4% 43.4% 中秋国庆假期前7天 杭州市商务局

河南 餐饮
重点监测的15家餐饮企业累计实现营业收入772.5
万元 42.7% 24.3% 中秋国庆假期前8天 河南省商务厅

四川 餐饮 重点监测的152家餐饮企业实现营业额14.9亿元 23.6% 中秋国庆假期前8天 四川省商务厅
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Figure 3: Domestic tourism volume, growth and recovery rate (vs 2019) in different holidays  

 

Source: Ministry of Culture and Tourism/ 文化和旅游部, CMBIGM estimates 

  
Figure 4: Domestic tourism spending, growth and recovery rate (vs 2019) in different holidays 

 

Source: Ministry of Culture and Tourism/ 文化和旅游部, CMBIGM estimates 
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Figure 5: Domestic tourism volume and spending, growth and recovery rate (vs 2019) 

 

Source: Ministry of Culture and Tourism/ 文化和旅游部, CMBIGM estimates 

  
Figure 6: Movie box office, growth and recovery rate 

(vs 2019) during 10-1 golden week  

 

Source: Beacon Professional Edition/ 灯塔专业版, CMBIGM estimates 

Figure 7: Ticket size and growth during 10-1 golden 

week 

 

Source: Beacon Professional Edition/ 灯塔专业版, CMBIGM estimates 

 
Figure 8: Movie box office, growth and recovery rate 

(vs 2019) during 5-1 golden week 

 

Source: Beacon Professional Edition/ 灯塔专业版, CMBIGM estimates 

Figure 9: Ticket size and growth during 5-1 golden 

week 

 

Source: Beacon Professional Edition/ 灯塔专业版, CMBIGM estimates 

 
 

Length 7 days 8 days 7 days 8 days

Year 2019 2019 2023 2023

Date 1 Oct 2019 1 Oct 2019 1 Oct 2023 1 Oct 2023

Festival 国庆节 中秋+国庆节 国庆节 中秋+国庆节

Domestic tourism volume (mn) 782                   887                   754                   826                   

YoY 79% 71%

vs 2019 level (CMBI est.) 96% 93%

vs 2019 level (official) 104%

Domestic tourism spending (RMB bn) 650                   697                   668                   753                   

YoY 133% 130%

vs 2019 level 103% 108%

vs 2019 level (official) 102%
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Figure 10: The consumption related sales growth, based on the VAT invoice data, by sub-sectors  

 

Source: State Administration of Taxation/ 国家税务总局增值税发票数据, CMBIGM estimates 

 
Figure 11: The consumption related sales growth, based on Ministry of Commerce data, by sub-sectors 

 

Source: Ministry of Commerce/商务部, CMBIGM estimates 

 
  

21.3% 20.9% 21.6%

110.0%

25.5%

45.4%

27.1% 27.5%
21.5% 25.0%

15.5% 16.5%

0.0%

20.0%

40.0%

60.0%

80.0%

100.0%

120.0%

增值税发票数据 - 销售收入增长

9%

10%+ 10%+ 10%+ 10%+

7% 7%

0%

2%

4%

6%

8%

10%

12%

14%

零售和餐饮 粮油食品 饮料 金银珠宝 通信器材 汽车 化妆品

商务部全国重点监测零售和餐饮企业 - 销售收入增长



9 Oct 2023  
 

 
 
PLEASE READ THE ANALYST CERTIFICATION AND IMPORTANT DISCLOSURES ON LAST PAGE 8 

Disclosures & Disclaimers  
Analyst Certification 
The research analyst who is primary responsible for the content of this research report, in whole or in part, certifies that with respect to the securities 
or issuer that the analyst covered in this report: (1) all of the views expressed accurately reflect his or her personal views about the subject securities 
or issuer; and (2) no part of his or her compensation was, is, or will be, directly or indirectly, related to the specific views expressed by that analyst 

in this report. 
Besides, the analyst confirms that neither the analyst nor his/her associates (as defined in the code of conduct issued by The Hong Kong Securities 
and Futures Commission) (1) have dealt in or traded in the stock(s) covered in this research report within 30 calendar days prior to the date of issue 

of this report; (2) will deal in or trade in the stock(s) covered in this research report 3 business days after the date of issue of this report; (3) serve 
as an officer of any of the Hong Kong listed companies covered in this report; and (4) have any financial interests in the Hong Kong listed companies 
covered in this report.  

 
CMBIGM or its affiliate(s) have investment banking relationship with the issuers covered in this report in preceding 12 months 
 

CMBIGM Ratings 
BUY : Stock with potential return of over 15% over next 12 months 
HOLD : Stock with potential return of +15% to -10% over next 12 months 
SELL : Stock with potential loss of over 10% over next 12 months 
NOT RATED : Stock is not rated by CMBIGM 

 
OUTPERFORM                    : Industry expected to outperform the relevant broad market benchmark over next 12 months 
MARKET-PERFORM            : Industry expected to perform in-line with the relevant broad market benchmark over next 12 months 
UNDERPERFORM                : Industry expected to underperform the relevant broad market benchmark over next 12 months 

CMB International Global Markets Limited 
Address: 45/F, Champion Tower, 3 Garden Road, Hong Kong, Tel: (852) 3900 0888   Fax: (852) 3900 0800 
 

 

CMB International Global Markets Limited (“CMBIGM”) is a wholly owned subsidiary of CMB International Capital Corporation Limited (a wholly owned 
subsidiary of China Merchants Bank)  
 

 

Important Disclosures 
There are risks involved in transacting in any securities.  The information contained in this report may not be suitable for the purposes of all investors.  CMBIGM does 
not provide individually tailored investment advice. This report has been prepared without regard to the individual investment objectives, financial position or special 
requirements.  Past performance has no indication of future performance, and actual events may differ materially from that which is contained in the report.  The value 
of, and returns from, any investments are uncertain and are not guaranteed and may fluctuate as a result of their dependence on the performance of underlying assets 
or other variable market factors.  CMBIGM recommends that investors should independently evaluate particular investments and strategies, and encourages investors 
to consult with a professional financial advisor in order to make their own investment decisions. 
This report or any information contained herein, have been prepared by the CMBIGM, solely for the purpose of supplying information to the clients of CMBIGM or its 
affiliate(s) to whom it is distributed.  This report is not and should not be construed as an offer or solicitation to buy or sell any security or any interest in securities or 
enter into any transaction.  Neither CMBIGM nor any of its affiliates, shareholders, agents, consultants, directors, officers or employees shall be liable for any loss, 
damage or expense whatsoever, whether direct or consequential, incurred in relying on the information contained in this report.  Anyone making use of the information 
contained in this report does so entirely at their own risk. 
The information and contents contained in this report are based on the analyses and interpretations of information believed to be publicly available and reliable. CMBIGM 
has exerted every effort in its capacity to ensure, but not to guarantee, their accuracy, completeness, timeliness or correctness. CMBIGM provides the information, 
advices and forecasts on an "AS IS" basis.  The information and contents are subject to change without notice. CMBIGM may issue other publications having information 
and/ or conclusions different from this report.  These publications reflect different assumption, point-of-view and analytical methods when compiling. CMBIGM may make 
investment decisions or take proprietary positions that are inconsistent with the recommendations or views in this report. 
CMBIGM may have a position, make markets or act as principal or engage in transactions in securities of companies referred to in this report for itself and/or on behalf 
of its clients from time to time. Investors should assume that CMBIGM does or seeks to have investment banking or other business relationships with the companies in 
this report. As a result, recipients should be aware that CMBIGM may have a conflict of interest that could affect the objectivity of this report and CMBIGM will not assume 

any responsibility in respect thereof. This report is for the use of intended recipients only and this publication, may not be reproduced, reprinted, sold, redistributed or 
published in whole or in part for any purpose without prior written consent of CMBIGM. 
Additional information on recommended securities is available upon request. 
  
For recipients of this document in the United Kingdom 
This report has been provided only to persons (I)falling within Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended 
from time to time)(“The Order”) or (II) are persons falling within Article 49(2) (a) to (d) (“High Net Worth Companies, Unincorporated Associations, etc.,) of the Order, and 
may not be provided to any other person without the prior written consent of CMBIGM.  
 
For recipients of this document in the United States 

CMBIGM is not a registered broker-dealer in the United States.  As a result, CMBIGM is not subject to U.S. rules regarding the preparation of research reports and the 
independence of research analysts.  The research analyst who is primary responsible for the content of this research report is not registered or qualified as a research 
analyst with the Financial Industry Regulatory Authority (“FINRA”).  The analyst is not subject to applicable restrictions under FINRA Rules intended to ensure that the 
analyst is not affected by potential conflicts of interest that could bear upon the reliability of the research report. This report is intended for distribution in the United States 
solely to "major US institutional investors", as defined in Rule 15a-6 under the US, Securities Exchange Act of 1934, as amended, and may not be furnished to any other 
person in the United States. Each major US institutional investor that receives a copy of this report by its acceptance hereof represents and agrees that it shall not 
distribute or provide this report to any other person. Any U.S. recipient of this report wishing to effect any transaction to buy or sell securities based on the information 
provided in this report should do so only through a U.S.-registered broker-dealer.   
 
For recipients of this document in Singapore 
This report is distributed in Singapore by CMBI (Singapore) Pte. Limited (CMBISG) (Company Regn. No. 201731928D), an Exempt Financial Adviser as defined in the 
Financial Advisers Act (Cap. 110) of Singapore and regulated by the Monetary Authority of Singapore. CMBISG may distribute reports produced by its respective foreign 
entities, affiliates or other foreign research houses pursuant to an arrangement under Regulation 32C of the Financial Advisers Regulations. Where the report is distributed 
in Singapore to a person who is not an Accredited Investor, Expert Investor or an Institutional Investor, as defined in the Securities and Futures Act (Cap. 289) of 
Singapore, CMBISG accepts legal responsibility for the contents of the report to such persons only to the extent required by law. Singapore recipients should contact 
CMBISG at +65 6350 4400 for matters arising from, or in connection with the report. 
 
 


