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CHINA-HONGKONG PHOTO PRODUCTS HOLDINGS LIMITED  

ANNOUNCES ANNUAL RESULTS 

 

 Group revenue increased 3.1% to HK$959 million (2018: HK$930 million); gross profit margin declined to 

22.7% this year from 23.9% last year 

 Net loss attributable to shareholders for the year amounted to HK$46.7 million (2018: net profit HK$38.2 

million)  

 Advertising and marketing expenses increased 38.2% to HK$23.9 million 

 Excluding non-core operating items that were affected by macro-economic conditions (e.g. impairment on the 

amount due from an associate, valuation gains from investment properties, exchange differences from 

Renminbi bank deposits and provision for long-service payments), net loss attributable to shareholders for the 

year amounted to HK$15.7 million (2018: HK$4.4 million)  

 Loss per share was HK3.94 cents (2018: earnings per share HK3.22 cents) 

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

 

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

for the year ended 31 March 2019 was HK$959 million, an increase of 3.1% compared to the HK$930 million 

reported for the previous year. However, the Group recorded a net loss attributable to shareholders of HK$46.7 

million against a net profit of HK$38.2 million last year.  

  

“The year under review was not a smooth one for many businesses in Hong Kong, and the Group was no 

exception,” said Dr. Dennis Sun, Chairman of China-Hongkong Photo. “Consumer sentiment was affected by 

fluctuations in the stock market and the Renminbi exchange rate, both of which resulted primarily from 

developments in the US-China trade war and had a knock-on effect on the Group’s performance. During the year, 

the Group responded to the weak retail market by offering strategically competitive prices to consumers on a 

number of its electronic goods, especially televisions and cameras. This led to a fall in gross profit margin to 

22.7% from 23.9% the previous year.   

 

“At the level of non-core operating items, the Group recognised a provision for impairment of the amount due 

from an associate of HK$32.7 million during the year because the credit risk of such amount is considered high. In 

addition, the Group experienced a decrease in valuation gains from its investment properties, recording just 

HK$8.9 million this year compared to HK$37.4 million last year due to a weaker property market. Moreover, due 

to the depreciation of its Renminbi bank deposits, the Group incurred an exchange loss of HK$4.1 million against 

an exchange gain of HK$3.5 million last year. Finally, the Group recorded an increase in its provision for long 

service payments of HK$3.0 million compared with a decrease of HK$1.7 million last year, a change that was 

largely due to volatility in global stock markets. All these non-core operating items, affected by macro-economic 

factors, hit the Group’s bottom line.    

 

“However, powerful marketing efforts and strategic price adjustments helped us finish the year without 

experiencing a fall in revenue,” Dr. Sun continued. “The Group continued to optimise its store numbers during the 

year and focus on maximising individual store performance. In addition, the Group undertook a number of other 

initiatives to improve its core sales drivers. This included further diversifying product ranges across business 

segments; hiring and training staff to maintain the Group’s professional service image; and strategically exploring 

new promotional approaches through both traditional and online marketing channels. We also continued to seek 

out potential high-margin products to supplement some of our lower-margin staple products. 

 

“In celebration of the 50
th
 anniversary of the Group’s appointment as the sole authorised distributor of FUJIFILM 

photography products in Hong Kong and Macau, the Group also undertook extensive promotional activities 

during the year. These included running the FUJIFILM x Magnum Photos ‘Home’ Photo exhibition and 

participating in a pair of Hong Kong International Photo Festival exhibitions. Although these activities increased 

our marketing and advertising expenses, we believe they were important brand reinforcement exercises for 

achieving long-term growth.” 

 

 

 



 
 

MANAGEMENT DISCUSSION & ANALYSIS 

MERCHANDISING 

Photographic Products  

Sales of the Group’s digital cameras and accessories rose 18.3% year on year. The primary drivers for this 

increase were the launches of popular new high-end digital cameras, including GFX System and X System 

models, in the second half of the year. On the other hand, sales of instant products such as instax cameras and 

instax films dropped by 29.4% and 32.9%, respectively. This was driven by a lack of new model launches during 

the year compared to the previous year as well as an influx of parallel-imported products. Due to the relatively 

weak market for instax products, the Group moved to clear excess stock through discounting initiatives, which 

consequently impacted gross profit margin for instant products. 

 

Skincare Products 

Despite Hong Kong’s highly competitive skincare market and the fact that the Group’s skincare business mainly 

operates online, the Group was able to achieve stable sales growth of 9.1% for this business segment during the 

year under review. Online sales grew 12.0% over the previous year while number of new members increased 

4.7%, which boosted total membership to 21,000 at year-end. During the year, ASTALIFT expanded its product 

range to include haircare products in addition to its skincare and cosmetics lines, a move that has seen it emerge 

as an all-round beauty brand.  

 

Consumer Electronics Products & Household Appliances 

This segment saw full-year sales growth of 4.2% with an 18.7% increase in same-store sales growth. In line with 

its effective store optimisation strategy, the Group closed two underperforming AV Life stores during the year 

and opened one new store in a promising location for a total of 14 stores at year-end. By closing low-productivity 

stores, occupancy cost-to-sales ratio fell to 10.9% this year from 12.2% last year while staff cost-to-sales ratio 

improved to 8.0% from 8.2%. Through its AV Life brand, the Group has worked hard in recent years to position 

itself as a pioneering supplier of high-end audio and visual equipment, introducing prestigious AV brands to the 

market and providing comprehensive product training to frontline staff. It also focuses on ensuring that customers 

receive a seamless, one-stop solution that includes professional product advice, product testing and measurement, 

ordering, payment, delivery and installation plus follow-up maintenance as required. 

 

B-to-B Commercial and Professional Audio and Visual Products  

The Group’s specialist business-to-business AV products segment achieved stable performance for the year, 

recording 0.5% growth despite relatively significant declines in sales of Frame TVs and projectors. The Group 

was able to compensate for these decreases by rapidly rolling out other new products such as LED TVs, 

hospitality TVs and monitors, which saw sales increases of 31.9%, 19.4% and 13.1%, respectively. In addition, 

sales of audio systems rose an impressive 88.8%, primarily because the Group was granted the distribution rights 

for certain renowned audio brands in early 2018. The Group plans to sustain this momentum in the year ahead by 

staying abreast of new LED technology and being active in its role as a distributor to promote new products to 

potential customers. 

 

SERVICING 

Photofinishing and Technical Services 

Total sales under this segment showed a steady increase of 2.1% compared to last year. During the year, the 

Group was active in rolling out new Fotomax imaging products and services to drive sales from a variety of 

angles. Although number of photo prints fell 7.6% year on year, the Group saw increases in sales of its ID photo 

service, DocuXpress document solution service, Gift Plus personalised image gift service and Year Album of 

10.4%, 24.7%, 3.4% and 16.4%, respectively. To broaden the possibilities for print sales, the Group revamped its 

mobile printing software and introduced new kiosk software that enables customers to download photos via Wi-Fi 

directly from mobile and social media platforms for printing. The Group also boosted sales by running online and 

in-store seasonal promotions, supporting them through partnerships with popular third-party online platforms. 

Online sales continued to grow in importance, increasing 26.2% compared to last year. At year-end there were a 

total of 63 physical stores in operation compared to 64 at the end of the previous year.  

 

 

 

 

 



 
  

Professional Audio-Visual Advisory and Custom Design and Installation Services 

This business segment, which has grown steadily in recent years, achieved an 11.3% year-on-year sales increase. 

The Group enjoys very strong relationships with product suppliers, subcontractors and customers, which together 

are providing a strong foundation for future business development. A number of important market opportunities 

have also arisen for this segment; these include major developments taking place in new commercial districts in 

Kowloon East, projects under the Government’s 10-year hospital development plan, and several new hotels. To 

ensure it is a competitive player when bidding for these projects, the Group will be looking to grow its force of 

experienced salesmen and project managers and to expand its after-sales maintenance services.  

 

OUTLOOK 

Commenting on the Group’s future prospects, Dr. Sun said, “In a fast-moving world, the Group believes it is 

important that our product offerings do not lag behind current tastes and trends. Therefore, we are aiming to 

achieve faster product rollout and higher traffic in the year ahead by offering high-volume, trendy and profitable 

products as soon as they are available on the market.    

 

“We will remain cautious about expanding our store networks, aiming to find the right balance between 

maintaining wide brand presence and minimising rental costs. In addition, as e-commerce becomes increasingly 

important for many businesses, we will look to strengthen our entire e-commerce system, enhance the customer 

experience and reduce our operating costs. We will also strengthen our business development team to improve the 

quality of our big data analysis. This will help us become more customer-centric and allow us to gain a better 

understanding of market trends and customer preferences as the bases for new product sourcing and marketing 

strategies. 

 

“Although we experienced a net loss for the year, the Group’s operations continued to make strides in several 

important areas. We are confident that once those short-term economic headwinds clear, our multi-segment 

business portfolio will be well placed to grow in Hong Kong and, potentially, the wider Greater Bay Area, 

meeting the needs of a variety of customer groups with high-quality goods and services that are perfectly suited 

for modern urban lifestyles. Therefore, I believe the Group can approach the next 50 years with as much 

confidence and optimism as we showed in our first 50,” Dr. Sun concluded. 

 

ABOUT CHINA-HONGKONG PHOTO 

China-Hongkong Photo Products Holdings Limited (stock code: 1123) has a long-established business 

partnership with Fujifilm Japan, operating as the sole authorised distributor of FUJIFILM photography products 

in Hong Kong and Macau since 1968 and ASTALIFT skincare products in Hong Kong since 2010. The Group 

also operates retail businesses in Hong Kong, providing photofinishing and imaging solutions and products 

through its Fotomax retail chain and selling consumer electronics products and household electrical appliances 

under its AV Life, Life Digital and Wai Ming Electrical brand names. The Group further leverages its expertise in 

audio and visual (AV) products by delivering professional products to wholesalers and providing professional AV 

advisory, custom design and installation services to customers. 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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