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Press Release               21st November 2012 

 
CHINA-HONGKONG PHOTO ANNOUNCES INTERIM RESULTS 

 
• Sales of instant products soar 83.2% 
• Collagen Drink 10000 sales increase 78.6% 
• Sales of imaging gift items up 22% 
• Interim special dividend of HK2 cents declared 
 
China-Hongkong Photo Products Holdings Limited (“China-Hongkong Photo” or the “Group”, 
Stock Code: 1123) today announced its interim results for the six months ended 30 
September 2012. During the period under review, the Group generated consolidated turnover 
of HK$236 million and net profit of HK$5.8 million. Earnings per share amounted to HK0.5 
cent. 
 
“The Group’s retail business for the first half of the financial year grew at a relatively slower 
pace than in previous years, but by strictly reinforcing dynamic and effectual strategies, we 
attained steady growth,” said Dr. Dennis Sun, Chairman of China-Hongkong Photo. “Some of 
this was achieved by tapping into new trends in photography, in particular the vogue for 
instant picture-taking. Promotions developed around the 30th anniversary of Fotomax have 
also helped driving strong sales of Fotomax products and services. Meanwhile, the Group’s 
skincare brand, “FUJIFILM Beauty”, has established a strong foothold in the Hong Kong 
market just two years after being introduced, and it continues to maintain positive growth 
momentum.” 
 
MERCHANDISING 

Photographic Products 
The Group reported that sales of instant products enjoyed exceptional success during the 
period under review. Of particular note were items such as fancy gift sets bundling FUJIFILM 
Instax camera and film, products featuring popular cartoon characters, and specially 
designed or themed cameras, all of which helped pushing sales in this category up by 83.2% 
compared with the same period last year. 
 
Skincare Products 
The FUJIFILM Beauty brand enjoyed a very promising performance for the first half of the 
financial year, with turnover increased significantly by 49.8% as compared to the same period 
last year. Customer loyalty for the brand was also strengthened with more than 10,000 
members now receiving regular promotional updates and offers. 
 
ASTALIFT Jelly Aquarysta and Collagen Drink 10000 continued to be the best-performing 
items for the skincare business, recording increases in sales of 18.2% and 78.6% respectively 
compared with the same period last year. The Group believed Collagen Drink 10000 has 
established itself as a leading product in the market. 
 
During the period, the Group continued to expand its product range by introducing three new 
products for customers seeking brighter and fairer skin, all of which have earned strong 
reputations from the public and contributed good sales, particularly during summer. 
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PHOTOFINISHING AND TECHNICAL SERVICES  

Fotomax, which is celebrating its 30th anniversary this year, had 76 stores in the region as at 
30 September 2012, with an average of 3 digital kiosks installed in each store to facilitate the 
ordering of photofinishing services. The Group has been continually diversifying its imaging 
products range, resulting in an increase of 4.3% for overall Fotomax sales. Sales of Fotobook, 
DocuXpress (the Group’s one-stop document solution service) and imaging gift items grew by 
17.8%, 13.1% and 22% respectively. 
 
BRAND MANAGEMENT 

To strengthen its leading role in the regional imaging industry, the Group set up a flagship 
store, FUJIFILM STUDIO, in the heart of Causeway Bay in July 2012. This breakthrough, 
1,600-square-foot studio, offers a one-stop platform providing a comprehensive array of 
imaging products and services, along with expert staff helping photography enthusiasts and 
professionals become more familiar with the Group’s products and services. To foster interest 
in photography, FUJIFILM STUDIO also organizes mini photo exhibitions, photo-taking 
competitions, workshops and seminars, and provides services such as an instant camera 
lending service and a premium cleaning service for professional cameras.  
 
During the period, the Group launched two significant marketing series to promote 
photography and FUJIFILM cameras. The first was the two-month photo exhibition “TO SEE: 
TO BE SEEN” in collaboration with famous Hong Kong photographer anothermountainman, 
showcasing shots taken by 14 talented local photographers using the FUJIFILM XPro 1. The 
second was the seminar “Between the Whites and the Blacks, Blacks and Whites of Daido 
Moriyama” presented by renowned Japanese photographer Mr. Daido Moriyama in August. 
 
Elsewhere the Group maintained a continuous market presence through extensive marketing 
and advertising campaigns, including TV commercials, full-page advertisements in magazines, 
and adverts in newspapers and on bus shelters for its star models FUJIFILM XPro 1 and the 
special edition FUJIFILM X100 BLACK. For instant products, the Group launched several 
marketing events featuring the FUJIFILM Instax for special occasions like vacations and 
dining out. 
 
The Group continued to showcase FUJIFILM Beauty in prominent regional advertising and 
marketing campaigns, including interviews and product endorsements from several popular 
local celebrities; media and membership events for new product launches; advertisements in 
ladies and beauty magazines; Facebook fan page promotions; and more. 
 
In photofinishing, Fotomax carried out several strong marketing efforts for its 30th anniversary 
celebrations. A modernized image with the slogan “Cheers”, designed to give customers a 
fresh experience during their visits to Fotomax, was incorporated in all newly designed 
packing materials and uniforms. The Group also launched a brand-new thematic TV 
commercial, “Memory is not just pixels”, which aired on popular TV channels as well as 
Fotomax’s in-store TVs. In addition, a Facebook fan page, advertorial write-ups in leading 
magazines and newspapers, and a series of in-store promotions were all utilized to increase 
the business’ market presence. 
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OUTLOOK  
“The Group will continue to provide a wide range of excellent products and services in the 
period ahead while also carrying out a range of appealing promotional and marketing 
strategies,” said Dr. Sun. “We are introducing new digital camera models like the FUJIFILM 
X-E1 with an interchangeable lens, which was launched in early October to overwhelming 
response, and the FUJIFILM XF1, a compact, pocket-size camera with a stylish design that 
will be introduced in November.” 
 
“For FUJIFILM Beauty, we will introduce reusable, refillable and environmentally friendly 
packaging for the Group’s skincare products, which we expect will be welcomed by today’s 
modern, green consumers. In the meantime, the Group will continue to introduce new 
products and support them with effective marketing campaigns to stimulate sales and 
increase the brand’s popularity.” 
 
“Furthermore, Fotomax will continue to leverage its 30th anniversary celebrations by 
introducing a revamped web site and DIY kiosk ordering system, enabling customers to enjoy 
online and kiosk purchases in easier and more convenient ways.” 
 
The full text of this and other Group announcements can be accessed online at 
www.chinahkphoto.com.hk. 
 

-end- 
 

 
ABOUT CHINA-HONGKONG PHOTO 

China-Hongkong Photo Products Holdings Limited (stock code: 1123) has had a solid 
business partnership with Fujifilm Japan as the sole authorised distributor of Fujifilm products 
in Hong Kong and Macau since 1968. In September 2010, the Group was appointed by 
Fujifilm Japan to be the exclusive agent in Hong Kong to launch and trade Fujifilm skincare 
products via the brand name “FUJIFILM Beauty”. The Group currently operates an extensive 
photofinishing network under the “Fotomax” name in Hong Kong. 
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