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CHINA-HONGKONG PHOTO PRODUCTS HOLDINGS LIMITED  

ANNOUNCES ANNUAL RESULTS 

 

 Economic downturn resulted in impairment of goodwill and trademarks, leading to profit shortfall 

 Fotobook and online printing continued to enjoy growing sales despite the gloomy economic 

environment 

 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 2016 was HK$887 million, a decrease of 8.3% compared to the 

HK$967 million reported in the previous year. Excluding a one-off loss from impairment of goodwill and 

trademarks of HK$58 million, loss attributable to owners of the Company amounted to HK$13 million. 

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

 

“In light of weak spending, shrinking retail volume and fewer tourists visiting Hong Kong, it is not 

surprising that sales were affected,” said Dr Dennis Sun, Chairman of China-Hongkong Photo. “This also 

caused the Group to recognise an impairment loss of goodwill and trademarks. However, the downturn has 

led to a decline in the property leasing market, which is good news for retailers as premises come up for 

renewal. We expect to be able to lower our rental costs and focus on consolidating our businesses in the 

year ahead, which will help us capitalise when the economy ultimately recovers. 

 

“We are currently implementing or working on a raft of measures that we believe are appropriate responses 

to the tough economic environment,” Dr Sun continued. “This should enable us to move ahead as we await 

brighter skies.” 

 

MERCHANDISING 
 

Photographic Products 

This segment saw a 9.6% sales decrease in digital photographic products and an 18.6% decrease in sales of 

instant products during the year under review. This was due to macroeconomic factors and lower spending 

on non-essentials across many sectors. The Group continued to promote its advanced new FUJIFILM 

cameras and accessories to boost sales. 

 
Skincare Products 

Results for the Group’s skincare business were within Management’s expectations. During the year the 

segment continued to make progress establishing its online sales platform after closing its original network 

of brick-and-mortar outlets in 2014. The Group also introduced a number of new and upgraded products. 

 
Consumer Electronics Products & Household Appliances 

Weak consumer sentiment had a strong impact on sales of consumer electronic products and household 

appliances. Televisions continued to be the segment’s highest-selling products, contributing 54.4% of total 

turnover of this segment. The Group is also now selling iPhones and iPads in two shops, further expanding 

the range of prestigious, high-demand products in its portfolio. 

 
Premium Stationery 

In August 2015, the Group acquired a 49% stake in the Hong Kong operations of kikki.K, an international 

retail chain that sells premium Scandinavian-designed stationery, gifts and homeware products. As at 31 

March 2016, there were two kikki.K stores operating in Hong Kong. Two more stores opened in May 2016 

after the end of the Group’s financial year. 

 



 
 

SERVICING 
 

Photofinishing and Technical Services 

The volume of prints developed from digital files amounted to 26.77 million during the year, a 9.4% 

decrease from the previous year’s total. By contrast, the number of prints developed by customers from the 

internet totalled 4.63 million, representing a 13.7% year-on-year increase.  

 

The Group achieved good results from its Imaging Gift Service, which saw sales increase by 19.4% 

compared with the previous year. A major driver of this success was the popular online DIY gift service, 

which grew by 107.5%. Within this category, the Year Album service performed exceptionally well, seeing 

sales rise by 187.8%. The Group intends to focus on these areas as growth drivers in the future. Overall, 

total sales for the online business increased by 51.3%. This was due to the success of the online DIY gift 

service as well as a 28.3% sales increase for the online photo output service. 

 
Professional Audio-Visual Advisory and Custom Design and Installation Service 

The Group’s professional audio-visual advisory and custom design and installation service business 

continued to build on the experience gained from recent ventures, presenting its audio-visual project design 

and installation services to other large-scale clients. During the year, the Group engaged in active 

discussions with a number of hotels, schools, hospitals and Government departments for pending projects.  

 

BRAND MANAGEMENT 

As in the past, the Group actively promoted its FUJIFILM brand and the latest FUJIFILM cameras and 

accessories. In January 2016, it released two advanced new digital cameras, the FUJIFILM X70 and the 

FUJIFILM X-Pro2, both changeable lens models that are anticipated to continue the FUJIFILM X-series’ 

established reputation for quality. 

 

As an incentive for customers to upgrade their cameras to new FUJIFILM products, the Group introduced a 

camera swap service at its FUJIFILM Studio in January 2016. Customers were invited to bring in their old 

single lens reflex cameras and lenses and exchange them for new FUJIFILM products by paying the 

difference in price. The Group then refurbished the older cameras and donated them to charity 

organisations. 

 

Once again, items in the FUJIFILM range received a number of prestigious international awards over the 

year, which the Group leveraged to promote sales. 

 

Fotomax participated in several imaging and photography events during the year, expanding brand 

awareness among various customer segments. Also, the Fotomax Facebook fan page was widely used over 

the course of the year to promote activities and special offers to fans. 

 

The Group also strengthened awareness of its ID photo service by running advertorials targeted at those 

who may be unfamiliar with the offering. The Group had particular success with its special package prices 

that attracted customers to purchase extra prints.  

 

The ASTALIFT skincare brand, now operating as an online business, continued to forge a niche for itself in 

Hong Kong’s competitive skincare market. A number of new products enjoyed successful launches during 

the year that helped consolidate the brand’s appeal. In February 2016, ASTALIFT launched a newly 

redesigned website that makes shopping for ASTALIFT products easier and more convenient. 

 

The consumer electronics and household appliances segment continued to organise several events and 

promotions to attract customers and build brand popularity, including roadshows and trade-in programmes. 

 



 
 

OUTLOOK 

Commenting on the Group’s future prospects, Dr Sun said, “With prudent management of our diverse 

businesses, careful analysis of trends and developments in consumer spending habits, and a continued 

commitment to innovation and enhancement, we are confident that we will be able to successfully ride out 

these tough times and firmly establish the Group as a robust market player over the medium and long 

terms. 

 

“For example, since May 2016 Fotomax has collaborated with BannerSHOP to offer a range of banner- 

and display-related services and products include tailor-made foam boards, vinyl banners, pull-up banners, 

stickers and posters. Under the partnership, Fotomax is acting as a new distribution channel for this 

growing business, increasing both its product range and sales volume in the process. 

 

“Within the electronics and household products retail business, the Group will continue to emphasise the 

high-end professionalism of its various brands to differentiate it from other players in the market. In 

particular, the Group will make the most of its new strategic outlet in SOGO to draw attention to its 

product range and technical expertise, and continue using innovative promotions and special offers to 

attract new customers. 

 

“In summary, we are moving ahead on multiple fronts to turn today’s weak economic environment to our 

best future advantage. We have identified the key success and growth drivers in each of our businesses, 

and we are looking at new ways to use these to create additional growth in a challenging market,” 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 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. In August 2015, the Group acquired a 49% stake in the Hong Kong operations of 

kikki.K, an international retail chain that sells premium Scandinavian-designed stationery, gifts and 

homeware products. 

 

-- 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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