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CHINA-HONGKONG PHOTO PRODUCTS HOLDINGS LIMITED 

ANNOUNCES ANNUAL RESULTS 
 

 Group achieves an increase of 12.2% in consolidated turnover 

 Announces decline in profit due to unfavorable market conditions, impairment of goodwill from 

Fotomax photofinishing business 

 Board of Directors does not recommend any final dividend for the year 

 

China-Hongkong Photo Products Holdings Limited (the “Group”) today announced that consolidated 

turnover for the year ended 31 March 2015 was HK$967 million, an increase of 12.2% over the 

HK$862 million reported in the previous year. Loss attributable to owners of the Company amounted to 

HK$33 million. Taking away a one-off loss from impairment of goodwill of HK$36 million, profit 

attributable to owners of the Company amounted to HK$3 million. The Board of Directors does not 

recommend any final dividend for the year. 

 

“The financial year 2014/ 2015 was challenging for most retail and wholesale players in Hong Kong, 

and China-Hongkong Photo was no exception,” said Dr Dennis Sun, Chairman of China-Hongkong 

Photo. “Owing to cost pressures and the drop in demand for traditional photo printing, we recognised an 

impairment of goodwill from our acquisition of the Fotomax photofinishing business in early 2000. 

 

“However, we remain confident that we can bring Fotomax imaging services to a new, even more 

promising level through our continuous development of advanced imaging items that meet consumers’ 

ever-changing needs,” Dr Sun continued. “With a diverse array of complementary businesses, effective 

brand management and promotional strategies, and an improving Hong Kong market following the 

resolution of the protests of last year, we are optimistic that we have a solid base from which to deliver 

growth in the year to come.” 

 

MERCHANDISING 
 

Photographic Products 

The Group announced that with the general contraction of consumer spending following the political 

unrest in Hong Kong, and the depreciation of the Japanese yen that encouraged local customers to 

purchase cameras in Japan in the second half of the year, sales of digital cameras and related products 

dropped by 25.4% compared to the previous year. 

  

However, the Group’s effective marketing efforts helped its instant camera and film products maintain 

unique positions in the market, resulting in encouraging sales growth of 8.6% year on year. In addition, 

the instax SHARE Smartphone Printer SP-1, which was launched in 2014, received widespread acclaim 

from consumers. Sales of the SP-1 contributed 5.7% of total sales for the segment this year. 

 
Skincare Products 

During the year, the Group made the strategic decision to close its bricks-and-mortar outlets for its 

skincare brands and concentrate instead on developing online sales. Although turnover for the segment 

dropped following the closures, savings in running costs improved overall earnings. The Group said the 

process of re-establishing its skincare operations as a successful online business will take time, but 

added that it has already contributed significant resources toward revamping its online sales platform to 

make it more attractive and easier to use.  

 

 



 
Consumer Electronics Products & Household Appliances 

In order to increase its market presence, the Group added four retail outlets during the first half of the 

year, bringing its total number of outlets to 17 as at 31 March 2015. This expansion plan resulted in 

noticeable results for the first six months of the year; however, following the unexpected disruption to 

retailing caused by the Hong Kong protests towards the end of 2014, the segment experienced a dramatic 

drop in turnover in the second half, leading to a decrease in sales of 4.8% as compared to the annualised 

sales of the segment last year.  

 

SERVICING 
 

Photofinishing and Technical Services 

The Group’s volume of traditional photo prints experienced a year-on-year decrease of 11.2% to 29.8 

million. However, its successful imaging gift service continued to enjoy encouraging growth, with 

turnover increasing 13.8%. The new Fotobook “Year Album” that was launched in December 2014 saw 

sales of approximately 3,000 books in less than six months, contributing a 26.9% boost to the Fotobook 

category. With the continuous development of the Group’s online platform, online business also 

increased satisfactorily. 

 
Custom Design and Installation Services 

Revenue from the Group’s custom design and installation service declined due to the fact that a number 

of major tenders for non-commercial organisation projects were suspended when the protests began. 

However, the Group used the opportunity to rethink its brand focus and consider ways of enhancing the 

relationships between products being offered by this segment. 

 

BRAND MANAGEMENT 

The Group maintained a high level of awareness of its FUJIFILM brand by conducting a wide array of 

events, sponsorships and advertising campaigns. The Group also launched a number of new FUJIFILM 

digital camera models and accessories that helped propel digital camera sales. Highlights included the 

new FUJIFILM X30 digital camera and the FUJIFILM X-A2 interchangeable lens camera. The 

FUJIFILM range won several local and international awards during the year, reinforcing its 

competitiveness in the market.  

 

The Group also introduced a number of initiatives to promote Fotomax as a market-leading developing 

and printing provider. In December 2014, the Group introduced the new imaging service “Year Album”, 

a brand-new Fotobook service developed by FUJIFILM Japan that incorporates easy-to-use Fotobook 

software with unique functions. A special product launch for Year Album was held in December, at 

which famous child actress Celine Yeung was announced as the official spokesperson. Miss Yeung also 

starred in a TV commercial promoting Year Album.  

 

The year under review saw the roll-outs of several developing and processing promotions leveraging 

popular lines such as Hello Kitty and “Frozen”. This was supplemented by Fotomax’s participation in a 

special “Frozen” event run by Disney at Maritime Square at the end of 2014, where the Group provided 

an on-site shooting service for event visitors.  

 

The Group’s consumer electronics and household appliances segment accomplished a significant 

amount of valuable promotional and brand management work during the year, helping this relatively 

new business establish a firm presence in the public consciousness. 

 

After moving the skincare business online (astalift.com.hk), the Group also continued to be proactive in 

developing and promoting its brands. 

 

 



 
OUTLOOK 

Commenting on the Group’s future prospects, Dr Sun said, “We will continue to strengthen our online 

businesses for all segments through regular upgrades of our websites and online payment gateways, and 

we will look to maintain our brands’ market profiles by exploring other cost-effective sales channels. 

 

“We anticipate that because of the rising stock market and the Government’s continuous efforts to 

increase the supply of flats, the Hong Kong economy will recover at a faster-than-expected pace. This 

means the consumer electronics products and household appliances segment still has high potential. 

Business from this area should continue to grow stronger in the year ahead and contribute strongly to the 

Group’s bottom line. We will also continue to strengthen our brand image and seek price-competitive 

product offerings to extend our market share and customer base.  

 

“For the custom design and installation segment, we believe that brand-building through quality service 

will generate sales opportunities once the economy reverts to normal – especially since there is an 

increase in demand, both in the private and public sectors, for high-tech AV-IT communication systems 

that combine audio and visual technology with information technology. Furthermore, we have compiled 

a new customer base of owners of luxury houses, which we plan to use to target potential new 

customers.  

 

“To enhance our competitive edge, we will also continue to identify appropriate product offerings that 

meet the market’s expectations. This is especially the case for the Fotomax business, where quick 

response to the fast-changing market is crucial. The Fotomax product design team and our business 

development team are working closely to develop progressive personalised imaging gifts. Throughout 

the ups and downs of the Hong Kong economy, the Group will be able to drive sustained satisfactory 

results,” Dr Sun concluded. 

 

ABOUT CHINA-HONGKONG PHOTO 

Since 1968, China-Hongkong Photo Products Holdings Limited (stock code: 1123) has had a strong 

business partnership with Fujifilm Japan as the sole authorised distributor of FUJIFILM products in 

Hong Kong and Macau. 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 online via the brand 

name “ASTALIFT”. The Group currently operates an extensive photo-finishing network under the 

“Fotomax” name in Hong Kong. In August 2013, the Group acquired certain business assets from YCY 

Holdings Limited and its subsidiaries as well as Galerien und PartnerPlus Limited. This expanded its 

business to the sales of consumer electronics products and household electrical appliances under the 

“AV Life”, “Life Electric” and “Life Digital” brands, as well as the provision of professional 

audio-visual advisory and custom design and installation services. 

 

-- End -- 

 

The full text of this and other Group announcements can be accessed through the Internet at 

www.chinahkphoto.com.hk. 
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