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FY2016 Financial Highlights

2016 M 452 A

Revenue

L@

HK$14,031M (B /T #7T)
-11.9%

Operating Profit
25 f A

HK$1,212M (B JT#0)
- 38.7%

Profit Attributable to Equity Holders
& RS WA Tl

HK$959M (H J7#7T)
- 40.6%

*Total amount of proposed Dividend per Share is same as last year
IREE S S S A

L |

~

Basic Earnings per Share
BECE A A

HK$1.63 (¥ 7T)
-40.5%

Proposed Dividend per Share
FLIREE S
HK55Cents (#il) *

Final Dividend per Share %/ K Wi/ 5.: 34 Cents (M)
Special Dividend per Share %45 A E: 21 Cents(#sAl)

Overall Net Shop Additions
HEAR ) Bl
+ 54

Hong Kong, Macau & Overseas 7rits. ] K ifE4b: -1
Mainland China & Py i + 55



Financial Review
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Financial Review
It 2% (5] JB5i

(HKS$M) (B 3¥#7T)

Revenue A\
Gross Profit &)

Operating Profit £ i 7
Profit for the Year 4E N i F)
Profit Attributable to Equity Holders #2554 A (5 % )

Basic Earnings per Share 4 3t A< % 7|

“ Final Dividend per Share %% # % &

+ Special Dividend per Share 4 457 i 5
Annual Dividend per Share % [ 4> 4F i 2.
Dividend Payout Ratio Jk &t

Gross Margin E4%

Operating Margin 278 i F) %

Net Margin )%
EBITDA RiTHFLE . BT, HIH K MEay iy & A

EBITDA Margin A& iHFIE . BL. H71H S M4l &R =R

Total Operating Expenses to Revenue Ratio

MAETF I HRN R
Effective Tax Rate SZfrfi %

FY2016
2016/4E

HK$1.63

HK$0.34

HK$0.21

HK$1.10

67.5%

FY2015
201501 4E

15,923

3,832
1,976
1,621
1,615

HK$2.74
HK$0.55
N/A
HK$1.10
40.1%
24.1%
12.4%
10.2%
2,112
13.3%

13.1%

18.3%

Y-0-Y Change
HEZ
-11.9%

-15.1%
-38.7%
-40.7%
-40.6%

-40.5%
-38.2%
N/A

0%
+27.4p.p.
-0.9p.p.
-3.8p.p.
-3.3p.p.
-39.9%
-4.3p.p.

+2.1p.p.

-1.1p.p.



Financial Position Summary

(HK$M) (B F#I5)

Non Current Assets JEJi 5 & =

Current Assets Jii 5l % 7=

Total Assets H %™

Non Current Liabilities JE3ii 5 7
Current Liabilities ¥ 5 1 i

Total Liabilities & % f5%

Total Equity 28 845
Non-controlling Interest -4 AL
Shareholder’s Equity % %< 3

No. of Issued Shares K AT 134 H

Net Asset Value per Share £ /55 7 8

FY2016

2016 4E

10,630

=
(@]
D

1,757

1,861

8,769

8,674

587,107,850

HK$14.94

©
(63}

FY2015
201504 4F

1,451

10,060

11,511

120

2,791
2,911

8,600

64

8,536
589,107,850

HK$14.60

Y-0-Y Change

HERN

-10.4%

-7.3%

-1.7%

-13.3%

-37.0%
-36.1%
+2.0%
+48.4%
+1.6%
-0.3%

+2.3%



Healthy Financial Position

i R B 25 IR L

— FY201 FY2015 @)=

(D (Epree, 201633‘; 201504 ! O#E;C%igge
Inventories 1 1% _ 7,395 -14.2%
A I T D 1

%g?;; J%\;Fegn(t%ri/l urnover (Days) 209 +29
Cash and Bank Balances 4 X RAT45 R - 2,090 +16.4%
Bank Borrowings & Gold Loans 447 55k J 85 4 i 4% 1,713 -58.5%
Net Cash Il &4 _ 377 +356.5%
Net Gearing Ratio 75155 LL % 2 N/A N/A
Total Debt to Equity Ratio 1 fii Az bt %3 _ 34.1% -12.6p.p.
Return on Equity (ROE) % < A 2 [A] 1. 4 _ 18.9% -7.8p.p.
Current Ratio Jfizh L% 3.6 +1.7

1 (Opening Inventory + Closing Inventory) +2-+COGS (excluding Cost of Licensing Income)* Number of days for the period
GRAIEDE + ARAEDD) 2 - B08A GINER S MENL S 2 A = H %
2 (Long-term Bank Loans + Short-term Bank Loans + Bank Overdrafts + Gold Loans — Cash and Bank Balances) -+ Capital and reserves attributable to equity holders of
the Company
CKHIRATSEK + FLHMRAT IO + RATE S + T — WG ARITE R AN R NBL & B4 K fif 4
3 (Long-term Liabilities + Short-term Liabilities) -+ Capital and reserves attributable to equity holders of the Company
CKREISUf + G AN SRR A RL & B B At %
4 Annualized or annual profit attributable to equity holders of the Company for the period or year --Capital and reserves attributable to equity holders of the Company

SARAL B A AR 2 )RR REAT L (R - A F LR A AR o A K A o



Operating Performance
BiERIN

(HKSM) (/5 A& 7T)
20,000 19.215 - 30%
24.1%
23.2%
[ -
15,000
13,412
3 - 20%
11,907
10,000 13.6%
11.2%
11.5% T - 10%
10.2% 8.6%
5,000 9.3% 9. 7%
6.9%
2,309
' 1,976
1,867 :
1,614 1 369 1,501 1,246 ,86 1,621 1,212
L I N
- - 0%
FY2012 FY2013 FY2014 FY2015 FY2016
2012Jf4F 20134 2014J044F 2015/ 4E 2016Jif 42
Revenue [z A e Operating Profit £ ] Profit for the year 4]

e=@= Overall Gross Margin ¥ {A&FFI% Operating Margin 227& 5 F13R === N et Margin 3§32



Revenue and Profit Analysis(HK$M)

W\ K B R 53T (B 73850

Revenue by Market

B (BT 372 23)

10,119

115.1%

Macau &

Overseas
i, B

I g

3,912
27.9% 2.3%

(25.1%) Mainland

China
HR P

Segmental Profit by Market
oA (PATisgkila)

729
| 44.9%

Hong Kong,
Macau &
Overseas
Fi. W]
i

56.0%
(66.3%)

572
114.8%

Mainland China
P ERLh

Comparative figures for FY2015 are shown in brackets
55 A N2015 4R 5 H

Revenue by Business

BN (k2551 5)

10,941
112.8%

Retailing
&

78.0%
(78.8%) 528
| 8.6%
(g’gs//g) Licensing
' fin Il 55

18.2%
(17.6%) 2,562

18.3%

Wholesaling
itk

Segmental Profit by Business

Sales?! by Product

HE (LIF=RRIa)
8,225
60.9% 110.9%
(60.2%) Gold &
Platinum

W KNE

5,278

39.1%
X 113.7%

(39.8%)

Gem-set
®E

Gross Profit?2 by Product

sripmA (BAb5R1453) BAH? (A=l 4)
721
1 42.2% 1,122
Retailing 1 71%
55.5% *H Gold &
(62.6%) 208 Platinum
117.6% L& R
22.9% Licensing
(18.1%)  fhfEk %
1,827
282 118.8%
21.6‘;@ 1 26.7% Gem-set
(o) Wholesaling BRE
itk
1Sales = Revenue — Licensing Income &4 =it A—i gk 5 U\ 10

2 Gross Profit = Consolidated Gross Profit — Gross Profit of Licensing Income

BH=LrEEH — m AL SSUAEFI



Margin Analysis

i F R T

Segmental Profit Margin by Market Segmental Profit Margin by Business Gross Margin bt)l/ Product
S E BRI (URTSZRI4) SRR (D554 BRI (= lo)
18.0% - 16.8% 80.0% - 40.0% - 37.4% 36.8%
34.6%
62.6%
14.0% -
12.1% 60.0% - 56.4% 30.0% -
12.0% - 11.1%
50.0% - 25.0% -
10.0% -
. 40.0% - 20.0% -
8.0% - [-2%
6.0% 30.0% - 15.0% - 13.6%
- o —
""" 13.1%
o - o | 12.1%
4.0% - 20.0% 13.7% 13.7% 10.0%
11.0%
—---._____‘
2.0% - 10.0% — 5.0% -
10.5% 9.9%
0,
0.0% T T 1 0.0% : T 6.6% ] 0.0% T T 1
FY2014 FY2015 FY2016 FY2014 FY2015 FY2016 FY2014 FY2015 FY2016
2014515 2015845 2016814 2014815 201584 2016844 2014815 201584 2016844
—o—g)%g Kc;)%%ijhg\‘c@a;l\& Overseas —— Retailing —— Wholesaling —+—Gold & PlatinumZ < & i
== Mainland China e | iCENSING —t— Gem-set
s E R, Sl HRE

11



Regional Revenue & Profit Analysis by Business(HKs$Mm)

b X WM N\ K B R 23 A Mlk%iaﬂﬁ) Gty

Hong Kong, Macau and Overseas

erreeereeeaeneneean, TRELILIBEI, e
Revenue
LN
9,629
95.2% 115.0%
(95.1%) -
Retailing
&
490
4.8%
( 4_9%)- 1 16.8%
Wholesaling
Lk
Segmental Profit
vig: diowil
642
| 45.4%
88.1% Retailing
(88.9%) 2
87
e — | 41.2%
(11.1%) Wholesaling
itk

Comparative figures for FY2015 are shown in brackets

&5 N N2015 M 4 H

Mainland China

o [ A Hi
Revenue
LN
528 1,312
18.6% 13.5% 1 7.4%
(14.4%) :
Licensing Retailing
i DY 5% 33.5% T
2,072
| 6.0%
Wholesaling
L
Segmental Profit
paRziit il
117.6% 13.8% R t.'I' ;
Licensing ooy il
Yot o 1 (10.9%) &
(53.8%)
195
1 17.7%
Wholesaling
ek
12



Retail Revenue Analysis

FHEWA T

—

Retail Revenue by Region

(% of Revenue)
(BN i L %)

Retail Revenue by Product

BN (BAF= il 47)

Hong Kong, Macau and Overseas

Fis. W RS

- : o
BN (BAT5%RI4) : 100%
. HK$3.3B
% . 31% 0 295
e o : 80% - 36% 3312470
: (1 19.2%)
100% - 1% 1% 1% .
90% - .
80% - : 40% - HK1$6§B
. 69% 63T
: 64% 66% (| 12_7;5)
70% - :
. 20% -
60% - E m Gem-set
E ﬁi OO/D T T 1
50% 7 : FY2014 FY2015 FY2016
. Gold/ 20147 = 201507 201607
40% - 1o 1o, 1o *  Platinum o6 of Reveney Mainland China
9 ’ ’ ° s EERE (i w) R A ik
30"6 i : % 1000/0 7 -
: 13%
. 0 HK$334M
o . 21% aM
20% : . . 3.34{2# 70
: 80% - (1 29.1%)
10% - .
% 60% -
FY2014 FY2015 FY2016 . HK$978M
201474 2015074 201614 40% 87% 0% ?.718?0//%75
: 75% 11.5%)
Hong Kong &% Macau 7] : 20% -
m Mainland China d0[E[S#E m QOverseas /57 E
: 0% . . e
s FY2014 FY2015 FY2016
Self-operated shops only R K H7%E )& 2014JH5 2015+ 2016



Wholesale Revenue Analysis

LR WA T

Wholesale Revenue by Region

AN (UUTZRIS)

(% of Revenue)
(N5 L %)

100% -
90% -
80% -
70% -
60% - 80% 79% 81%
50% -
40% -
30% -
20% -

10% 4 20% 21% 19%
0%
FY2014 FY2015 FY2016
2014014 4F 201504 4F 2016014 4F

B Mainland China 9 [E[H?,

Hong Kong (others) Z i (H:Alr)

Wholesale Revenue by Product

W (BAF= Skl 43)
(% of Revenue) Honé%jgong HK$24.7M
(BN 5 L %) 0.247(7 3T
i (1 71.3%)
100% 5%
5% 15% 20% N HK$8.3M
20 — 8.3H JIETT
= Gem-set ERE gy, - (1 25.5%)
60% -
Gold/Platinu
. . 93% — HK$458M
i s 40% 87% 83% 4581287t
s - (| 7.1%)
Scrap 20% 7
Gold/Platinu
m 554 K A
Fgkt 0% ' '
FY2014 FY2015 FY2016
201444 20154 201614
(% of Revenue) Mainland China
(BN A %) v P
100% -
0, 4
80% HK$1,621M
70% 16.2112# 70
® Gem-set 60% - el (] 4.0%)
BE
40%
Gold &
Platinum 20% HK$45§LM_
Oy 30% oo . — A5LIL#ETT
4 ° 2% (] 12.4%)
. 0% ‘
FY2014 FY2015 FY2016
2014J114E 2015J14E 201614

14



Retail Analysis

FY2016 FY2015
2016144 2015044 EY2016 FY2015
Revenue Quantity ASP Revenue Quantity ASP 201604 201504
YN 14 F B E LN % B E
* Gold & Platinum 0 cag 6 e e B iy e

Hong Kong &
Macau -15% -1% -11% -22% -16% -9%
TR

* Gold & Platinum 0 _70 10 220 210 e 120 R0

* Self-operated shops only H IR & & i
**Same store sales growth (“SSSG”) represented a comparison of sales of the same self-operated shop having full day operations in the comparable periods and such
data did not include sales of licensed shops and Mainland China’s e-commerce business.

A BB I KO (R — 1) B 785 T AT 3% LR P 52 H B IS A S AL, A SCBId FE A G0 i L T+ 6] Py b B 7 78 52 A B 5 00

-28%




Quarterly Same Store Sales Growth

F=RFJEHEHEK

FY2014 SSSG FY2015 SSSG FY2016 SSSG
2014 4E [F] IR &R K 20150 4E [F]JEA &R K 201604 4F [H] )5 41 1

Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q4
B OBSFE B=FE OBNFE OFEFE O OBSFH OFEFH FNFE el e W et i

e R - | - | - |
: GOId 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, (0}
ON +134%  +58% +19% -15% -65% -28% -6% -21% -18% +5% -25% -28%
Eal Y [ [T

Hong
Kong &

Maca +86% +33% +6% -12% -54% -20% -6% -22% -19% 7% -26%
FU W]

R - | - | |

Mainland

China +115% +66% +36% +1% -52% -30% -11% -5% 0% +2% -10%

H [ N Hb

* Gold 0 0 0 0 o 0 0, 0 0 0 0 )
PN +139% +79% +41% -3% -59% -38% -16% -10% -7% -1% -14% -27%

* Gem-set 0 0 0 0 0 0 0 0 0 0 0 0
B +39% +32% +28% +23% +5% +14% +13% +11% +23% +13% +2% +4%

* Self-operated shops only H IR & & i
**Same store sales growth (“SSSG”) represented a comparison of sales of the same self-operated shop having full day operations in the comparable periods and such
data did not include sales of licensed shops and Mainland China’s e-commerce business.

A BB I KO (R — 1) B 785 T AT 3% LR P 52 H B IS A S AL, A SCBId FE A G0 i L T+ 6] Py b B 7 78 52 A B 5 00




Average Ticket Size & Gem-set Average Selling Price

AN

RRELP-9H 5 RERE T

Average Ticket Size

T EYH B

$ (in terms of respective currency )

76 (LA RL B M5

10000 -
9,300
2000 8,400
8000 - 7,200
7000 - 7M 1 14.3%
6000 - 6,800 6,300 | 7.4%
5000
4000 -
3,300
3,300 3,200l 3.0%
3000 -
2000
1000 -
0 T T 1
FY2014 FY2015 FY2016
2014+ =E 201504E 2016M7=E
Hong Kong &
— \acau E[]

Hong Kong & Macau-UnionPay Card Z& 5[] - $REF
Mainland China &0 EF#E

*Self-Operated shops only HREEE
# Only includes diamond, jadeite, gem stones and pearl

A

=g\

Gem-set Average Selling Price #

BRE W B

$ (in terms of respective currency )

76 (LA RLBE M5

20,000 - 19,300
18,000 - 16,500
16,000 -
14,000 - 13,100
o
12,000 - | 20.6%
10,000 -
| 7,300 7 000
8,000 ' 6,300
o
6000 — 1 10.0%
4,000 -
2,000 -
0 T T 1
Fy2014 FY2015 FY2016
2014]F 2 201502 2016042
Hong Kong &
= Macau E[]
= Mainland China EE At
17



Total Operating Expenses

BEBITX

(% of Revenue)

ey (O 17 HEo6)
It
3000 - 15.2%
' —n
10.8%
2,500 -
2,131
2,074 (1 2.2%)
2,000 -~
) —(1 4.8%
2304 450 2.5% AL (1 4.8%)
1.0% 136 —(113.9%)
1,500 - 0.6% g8 O4(VZ (1 55.9%)
0.5% 0.9% (110.6%)
1.1% ’
1,000 - 3.7% (110.2%)
2.5%
1.4% (| 26.1%)
g0 | 14%
2 4% 456 3.2% 543 — (1 6.3%)
0 .
FY2014 FY2015 FY2016
2014004 2015JIf4F. 20160144
Payroll-Fixed - & E mmmm P ayroll-Variable #ffi-%% we Rental-Fixed F4:-FE
W= Rental-Variable fH::-%4 mmm Advertising & Marketing |45 K iz #E Depreciation & Amortisation #|H Kz 5
Other Expenses HA A% == Total% &1t %

18



CAPE
BARFFC

(HK$M)
(H J3HT)
350 +
300
250
200
150 -
p
100 -
74
184
50 113
10
42 46
0 \ . \ . \ 13 .
FY2014 FY2015 FY2016
2014014 2015014 2016014
Manufacturing Plants g T * Office />5]* m Purchase of Premises Ugg#7.l m Shops JE55*
*Furniture fixture and equipment & leasehold improvements 19

M HEE S B KA TR E



Inventory Analysis

ﬁﬁ%ﬁ Closing Inventories ¥ K7

(HK$M)
7 Ooég—ﬁ/%m) 7,395 (1 14.2%)
FY2015 ! FY2016 6,345
6000 ¢ 40 20150044 33% 20161044
| | (1 18:29%) 38%
5,000 30% ! 4,450 ® Gold & Platinum
4,000 - B 2 329, EE&RHE
S (| 13%) °
3,000 - ! Gem-set
: ! (1 3.1%) .
4338 67% ! *E
2000 | zem 70u e e P (a0 02
1000 | 43% L g21%) 68% (119%) IR
’ : 897 .
1115 579, : (120%) 47%
HK, Macau & Mainland China Overall ' HK, Macau & Mainland China Overall
Overseas mRgE i Bk Overseas mRgE i Bk
EFE B RESN EFE B RESN
Inventory Turnover Days by Product Inventory Turnover D‘ays by MarEet *
SRR B R B E 3 (B2 Rk 4) RIARAF IR R B3 (P )
201644 2015 4F FY2016 FY2015
e 2016 20150
HK & Macau
Gem-set ¥ “ 412 Mainland China
e [ A =
Overall 1k

* Self-operated shops only W& & &%
**Gold inventory management through daily replenishment system and gold hedging policy was 20-25% of base inventory.

SRR RGUE B SR, AU B B A 0 71120-25% 20
*** (Opening Inventory + Closing Inventory) =+ 2--COGS (excluding Cost of Licensing Income)* Number of days for the period

GRHIE S + RO 2B BURA NER MRS 2 A 3 H %L



Financial Impact of HKRH Related Activities

AY \\, \) A ) — A /
) N
BRBBREIRESZ 5
% Lukfook Group acquired 50% interest of CGS! in June 2014
NTEEHR] 1201456 H 58 iU 1 El R 50% A 2
% 3D GOLD targets at mid-end young customers and opened approx. 370 POS through self-operated and franchising model in Hong
Kong, Macau and Mainland China
Ee2EHR N Pl SAFERER - HUEE RnEFE T4 - B TR EN 2370 EE
Profit / (Loss)
BEA(FH)
HK$M FY2016 FY2015 Y-0-Y Change
BT 2016JH4E 20154 HEZMN

50% Share of Profit/(Loss) of Associate
BB /N H]50% 2 F11/ (5 171) TTEk

Valuation Gain/(Loss) on Convertible Bond
AR T2 (B 542/ (5 467)

Wholesale Gross Profit

#&FA]

Fair Value Devaluation of Option
TERBERL L OB R AE

Interest Income on Working Capital Loan
Mo BTe AR A

Interest Income on Convertible Bond
AR TR S

Total
Bk

1

(81) (23) (58)

(21) 10 (31)

=
w

14 (1)

©) - ©)

(88) 5 (93)

Financial impact changed from
positive to negative

ik 255t Eby 1 TH 3% £ T

1A wholly-owned subsidiary of Hong Kong Resources Holdings Company Limited (Stock Code:2882), which conducts its jewellery retail and franchise businesses under the
brand name of “3D-GOLD” in Hong Kong, Macau and Mainland China
FUWH BB AR AR (RAARS 28822 L EEBMBAR, WTEHE, MIIEPENU (28] SN EREREFTEE LS



Future Plans & Strategies

AKX 5 SRS

22



Key Strategles
+ E R

Productivity
Enhancement

China Focus
TETHERAH

Market Coverage
Enlargement

¥Rz BEE

23



( Product Focus £¥EF =5

Key Strategies
BRI

Product Offering Enrichment

FERAL

% Enrich product collections by

A%
s

3 Offer more kids-oriented products

o

introducing stylish jewellery that
are good value for money to target
the mass market

e & N RO R EE R ER R
= 7 b R A LB S K AR T

to capture the rising market
opportunity led by Two-Child
Policy

RO 2 A K70
BRI T 7 LA

B AR

Productivity Enhancement {4 7= 77

%% Continue to optimize retail network and seize the opportunity to &
negotiate for rental reduction in Hong Kong & Macau
SRS SR T A X 2% TR AL AR

£ Reduce staff costs through voluntary turnover
W@ﬁﬁiﬁ%ﬁ%ﬁ%%w%i
Enhance service quality control

RS R

( China Focus &y THERA#Hs

Market Coverage
Enlargement

PR BER

£ Target 50 net shop additions

TR T 350

£ Continue to expand the market

share in Mainland China by using
the joint venture model and dual
brand strategy

T A AR S DL AR R i
SN R Ll

% Increase revenue of e-commerce

by 50%
FETH LR A 5 LA 50%

(

A%
kS

3 Adopt a holistic approach to penetrate into

Branding Focus &yET f

Market Oriented Strategies
373 A SR

middle-class, wedding and kids markets
KIATT 255 LIS E R 7, IS5 A 5 7 i
i

% Launch pertinent promotional activities to

encourage local consumption in Hong Kong
& Mainland China

T L] A HE R )T Bl AR 5] B
Z A M BH 2

3 Nurture customer loyalty and capture young

customers through online marketing
I I A8 HE N 5 B e R B )
g

Promote continuous improvement culture via enhancement of KPI
implementation

B e E R BTSRRI, HESh KRR

LS

%9 Extend automation of internal processes to improve operational

efficiency

s H e N SRR, ST EIE

% Improve support to licensees

TS i R T ) S

Bk
24



Extensive Retall Network

==’ A
AN
As at 17 Jun As at 31 Mar
T6H17H T3H31H

Lukfook Shops AHEE4 2 2015 2014 Y_?;E%;?Ege
Hong Kong 7 it 47 47 48 45 -1
Self-operated [ &k
- Tier | —%k 20 20 +7
- Tier Il —£& 32 37 +8
-Tierll & IV =2 K PLF 27 26 +11
Sub-total /Mt 79 83 +26
Mainland
China Licensed # )ik
e ] A 3
- Tier | —%& 212 208 +2
- Tier Il =4 410 355 -12
- Tier I & IV =2k % LR 618 562 +30
Sub-total /it 1,240 1,125 +20
Sub-total /Mt 1,319 1,208 +46
Overseas Self-operated H& )5 5 5 +1
#5h Licensed /i )5 1 0 -1
Sub-total /it : 6 3 -
DG0LD Shops GBIl e e e ey WA e

Mainland Self-operated 475

China - Tier 124k - - +5
o Py 3t - Tier 1 & IV =£E AR +4
Total it - . +9




Global Distribution Network
B R ZAE M 4%

As at 31 Mar 2016
F20165E3H31H

—

1,365 (1,319)

Self- operated l'l B 105 (79)
Licensed i i#)5:1260 (1,240)
CitiesI % H: 341
Municipalities H45Ti % H : 4
Provinces A% H: 27

@® Mainland China cbERith

Canada NIEX
2(1)

The United States EE

Worldwide

EER G
1428

(1,383)

Hong Kong &3
47 (48)

[ ]
Macau 38|
10 (10)

Singapore 0k
1(1) Australia &M
1(1)

*Figures as at 31 Mar 2015 are shown in brackets &5 E/r T20154£3 H31H 2 ¥ H
** Lukfook shops only R RS H8 %6
***Shop in Korea was undergoing relocation in Mar 2016 and was re-opened in May 2016

B [ 73 I T-20164E3 A BEAT G, IF T-20164E5 5 EHIT 4

Northern China #4t[X

Self-operated & Jik: 30 (14)

Licensed /i 5: 429 (422)

Total no. of shops &% 459 (436)
i PRI

Municipalities E4&m: 2

Cities 3 1i: 127

Southern China 485X

Self-operated H & JE: 1(0)

Licensed i fiffJ5: 456 (441)

Total no. of shops 44 457 (441)
B Provmces% .................. RS

Municipalities B4

Cities 31 57

Eastern China 2R X

Self-operated H & Jik: 26 (19)

Licensed /i 5 163 (170)

Total no. of shops =44 189 (189)
e ceS% .................. PEEEERE

Municipalities B4 i: 1

Cities 31l 82

Central China #2/[X

Self-operated 4% 48 (46)

Licensed ffHf 5 : 212 (207)

Total no. of shops &4 260 (253)
i Ces% .................. AR

Municipalities E$5T0: 1

Cities I 75 26




Network Expansion and CAPEX In FY2017
2017MHEZEMKZY Fo K BATZ

AN

Mainland China E-commerce Hong Kong & Macau Overseas
o [ Py ¥ R BT wESh
% Expand into lower- % Ad-hoc basis % Optimise retail network and % Ad-hoc basis
tier cities with JV T 1 seek appropriate locations but more
and licensing model M € to further strengthen the active
TR B3 i LAty Group’s leading position in TR 55 g 471
A TR AUk the market g, =
ﬁé@cg% WJ%{%: %;ﬁ%ﬁ% THIF
ol AT

EE YIRS

Budget FiiE s

Shop renovation

72 i
Total CAPEX: JeE SRR
BIEATT
. Nansha Plant renovation and purchase of new equipment
HK$100M 12 RO I B B R E T A
UZLABTT

Office renovation and purchase of new equipment

o TTECR LB RN BT A&




E-commerce

HHF i

Revenue

LN

% Target at 50% growth
in FY2017

TXIT- 201 70 FEH T4

EHRN50%

Platforms
HETPE
.\\\
Y -
i :
e, B—fbisA MUkEE (ﬁ(‘, F
AL WIS \‘:Q}“(
: e . N
& k{’ ¢
V%M o

%14 Platforms

14 MF6

% Including: Tmall, VIP.com,
JD.com and Suning.com
BLAR R, MEMZE. BUR

Product Offering

7 A N
i © 4

'7‘.' ‘\’,".
. =
‘L .\ 11 //~vr§\~
\ \ =T \ 4‘;{ |
S\

%:Focus on lower value
products of below
RMB3,000 for young
customers
FEFEAIE3,000 A [ i A
T ERARAN = i T R R RS

% Introduce exclusive
online products

HE H M 2% L3k

28



Online Marketing
P 285 45

eesee SMC HK 3G T#12:01

{ WeChat NBHKE

With booming internet development and change
in the internet users’ habits:

FEH BRI & P AR ELERI A P R ST B T

SseeeSMCHK 9. FER01 MEsE (BrER) 28 I 2
<{ WeChat NIBE i EFRE N\ i
)| y 3 ? 4 ,
" axs .9‘70@%9 rmEax 1§ :,2 ,",’i?: :
- - - ® & - - z = = 't.: Y
Shift from desktop advertising to - | mmwmmaess [ —
S i Rl -

mobile platforms
FEVREESN\FERE (8 T,i { 2a*

N\%ﬁﬁ%ﬁ%jﬂﬁziﬁ T él:? B3 PWRRONE - it ‘.v"”.j Aa TR d ;,

PR 4
crermaT 0 i Q@Z
= { WeChat NHRIEE 2~ (‘ZS[Q
& 5 R
.. ) . [ 52) SR & % N
Make efficient use of social media SHIHLSH | 2 2P
AR ELF -

ﬁ&ﬁ@ﬁﬁ ﬁ‘i?&lﬁj% nam;fmm

- RMER - % =
HEXDHABE G T
BiHE v B

ARSI ) AERE |
Bl mERen

20160 i 3 - S{REE—
e

29
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Core Competences

%D 3E FAN S

31



Vertical Business Model

I B i AR

Vertical business model helps strengthen operational efficiency, cost effectiveness, market
responsiveness and supply reliability to enhance competitiveness

T BB DR R . A

Sourcing

K

Sourcing of raw materials

and finished products from

quality suppliers

[ 05 PR 7 i R A S A e B

e it

Design

azy

Development of
appealing and trendy
jewellery designs

et i & B R 51 ) E 2k
EER

Production

A=

Production plant in Nansha

of over 350,000sq. ft., with
ISO 9001 and 1SO14001

guality assurance systems

NF RV HIAET B S
350,000 “F IR, HF&
ISO 9001 }%1SO14001 /i Ji
B RS UEN

137 S NRE 1 S N AT SE T, DA 038 5 7

Distribution
340
Extensive distribution network
B K 1R 434 ) 8%

% Self-operated shops

BEE

s Licensed shops

i L

% Corporate clients

k2

% E-commerce platforms

RES S

32



Quality Assurance

R EARE

Dual Quality Assurance

W E i & ARIE

s o
o =%:15.110=

JAY % 9 : 625G 1008735

# BEREE-E ]

o )

= ® eeEE® 2
REFW

SME: 15 1008
Gegsssagpagnnsc
el T B T waribe sy

gRzeAn

A

LR A S
AL ALl

Awarded “Quality
Gold Mark”& passed
regular checking by
HK Customs
SR A2 e hr 55
%ﬁ%&ﬂé%ﬁﬂmﬁ

No Fakes Logo
IEBE bR &

Attained
“Authentication
of Natural FeiCui
(Jadeite)”

Authentication Service

B AR 55

i
il

|

Tt

ANDAA

Natural Diamond @ Q

“Natural Jadeite” by
Gems & Jewelry
Trade Association of
China

IRE K TRiAT R B
SR AR R AR 5 ER IR B
FE AR

NDQA Mark by
DFHK

SR RN R E
PRUE" R

Only laboratory in Hong Kong that meets the requirements of three HKAS ISO/IEC 17025 accreditations in jadeite jade testing, diamond testing and gold

testing. Also the first laboratory in Hong Kong to obtain GB/T9288 accreditation in gold testing.
A ME—[AI 47 S HKAS ISO/IEC 17025111 (1 =3 IMKA o) 25K, A ATV B A4 A T i 35 32 Mk Al 0l A 5

I % [ SR GBI T9288 3 G Kl 77 A IE Z BR 4 8

SRR ELEE O TREEHEE R 33



Market Oriented Strategy

Branding IS

o B

1 Ha
el / > ﬂMiddIe-CIass Market =171
Market y : ) % Enriched collection with stylish and good value for money
C it A V\K/?Srilgtg ) jewellery
G b DR PR R R LBk R A
iy % Held Lukfook Jewellery Raceday in collaboration with the
/S r O Hong Kong Jockey Club
s i L SEBRD S A R RS2
/ %5 Sponsored popular events among middle-class, including
> 2015 Beijing and Shanghai and 2016 Hong Kong
Kids Market K\ Maraﬁmné S s - SEEN
et B2 M B AR TS, 1 201565 % L HF20167
- s A 4//
ad

To Customers O
X5 g e Wedding Market &% 135
Six Heartfelt Services £ Offered wide array of wedding jewellery products and
— ANOIRE \ value-added service
- RV CATIE AR B I S BEAH DGR A R 5
v, % Participated in wedding expos in Hong Kong and
Mainland China to reach target customers
ToMass 14 RN 2 57 s i [E  S DR Y 2 DAt AR
- Love is Beauty W51 /
s EMRE NIRRT
r ukfook Family Kids Market &ﬁfﬁ%

&% Introduced products for kids, including “Rilakkuma ™” and
“Hugging Family” collections
5, A5 Rilakkuma ™ 52 Fa/NaE” A SR i
Bl

£ Built a warm family-oriented image by organizing
promotional events, such as Hugging Family roadshows
SERNRSVINCR STk VAL ALY A S ke e

o

S




Branding

Fllzlglﬁﬁa,' :}A_‘

Awards X

% Continuous branding efforts well-received by the
industry and market
g%ﬁfj%ﬁ%@ﬁﬁﬁfﬁﬁ 5571, RN LT
M [u}

£ Won Retail Asia‘s Retail Asia-Pacific Top 10
Retailers in the Hong Kong Market 2015
SRAR (20150 KX B 50098 | [ [ X+
KA

£'Won Hong Kong Top Service Brand Ten Year
Achievement Award of the 2015 Hong Kong
Top Brand Awards
AR [ 2016 Ak A4 k28 | — [ &R &M
TR

£won Hong Kong Top Brand Ten Year
Achievement Award of the 2013 Hong Kong
Top Brand Awards

YOI [201F AL — [FiA I @uiini —y | ‘
P ] W R 54 ASTA-PACIFIG % % [’ilﬁlr/\“fl’\l"lﬂ(
2015 glE5 0P 500

R e s 'w yuma TOP 10 RETAILERS 2014

% Awarded by WeChat in the “Friend’s Coupon” e RS, T
PI’OjeCt to recognise the GrOUp’S excellent use of . A‘wl ‘H “}ﬁﬁi’fﬂ:ﬁ,’}'“‘ MH:’::»:::;(-\ ﬁ’
e-coupons ke P \ )

CHEITAC% | 5 RIS 52016 [HfsF i T = |

BRI | R A < == & |
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Excellent Service

LR 55

i

[
]
e

Illﬂ!(
janafst
i :r; !

}

Complimentary Certificate
for Jadeite & Diamond

et 552 LA A e

Gem Examination
Microscope at shop
EARMERE

(Cr

ASSOCIATON
WA
w0 20112 sava
Corve

Achievement Award

L

S HERBER T ERTE

Hong Kong Top Service Brand Ten Year

»

Professional Sales Team

BV P4 5 141 A

—

> 10
Nagm 160 77
—_—

Free On-site Instant
Engraving Service

G 9% BV 215 A 55

REFII G &

%% Hong Kong Service Awards

Product Photo & Comprehensive
Checklist on Invoice
HER LA MR RGEETHR

Complimentary Gift Cards
R BB R

- S, X
- ‘ *SImAR 5, X ¥
. O KD AW LS = X
“ raR (RSEETR T H ¥ X ¥
& A B iy W . Yoy ¥R 2
PRODUCTIVITY AND ‘! QUALITY TOURISM SERVICES HKACE AWARD
GUALTY AWARD LY HIKACE Members = )

36



Appealing Product Design
B 5| 7787 ah i it

AN
5

5% Professional jewellery design teams in Hong Kong, Shenzhen and Nansha in Mainland China
THW WYL E A v A Tl v RA

% Attained over 170 awards

PAFEL 1704270

- “Sound of Love” @ “Fair and softly go far in a day”
4
v/'};? y, \ Awarded “Best of Show Award /\‘/) éwardgd in “Renewed Traditions”
' V/ alf AL (Open Group)” CEGEKFOUP lorv Desi
\ = & \s The 17th Hong Kong Jewellery B . c uk Kam JE;V(‘)/TGeW esign
5 7 Design Competition e )5\ ompetition
’ \ d "1\‘\ [ , ’ —
¢ -t % [HBiE]
[ANFRLAHCHE | #2304 5, M?/%}E%E%HJ ATFHAF AR
4 : s
BATEE MR Bk L3R BB T HE3€2016

“Lotus era” “Take a Chance”
Awarded in “Future
Construction” the Fashionable
18K Group
Chuk Kam Jewellery Design
Competition 2016

Awarded in “Renewed Traditions”
The Fashionable 18K Group

Chuk Kam Jewellery Design
Competition 2016”

[ BT T ]

[FEGean ] I KA A3 A [ &R

eI EEFE2016 [ AR | K4S ZH 5221 5
e 3%2016
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Social Responsibility
T

% Participated in the QF assessment set up by the Education Bureau, in order to promote continuous career
development ‘
SR X HE R BOLR TR I3 | B USR8l Ak

% Sponsored charity activities, e.g.: “Tung Wah Charity Gala 2015”, “2015 Sedan Chair Race & Bazaar”, “Heifer's Race
to Feed 2015” and “Food Angel” food recycling and assistance programme
B 2 TGS, B [WURWARE2015] ZEM 2. [ 2015 R B R 7R ] o [R50 E472015 |
Fo THEEE ] gyl 4z it

% Introduced the “Love is Beauty” charity gift set and donated a portion of the sales proceeds to the “Free Lunch for
Children Fund”
M TRRSE ) EAL&, K asdn T [ ot radta

% Lukfook volunteering team participated in activities such as SAHK Christmas party and Cookies baking workshop with

Fu Hong Society to give back to the society

ANEX LTINS T &R BRI 2 L5 TR S R 28 I il 33 VRIS L &3l mlhidt 2

ECRTNETE et

—_— AHBW | e f ‘ R‘Te to Feed
9 IQ&}W ’29%@ a w ) {EIF , t

RSO
Consumer
(‘;7 22(>- (4

By GS1 Hong Kong S AREH

mr i

caringcom




Environmental Protection
HIE R

% Jewellery processing plant in Nansha, Guangzhou adopted environmentally friendly production and attained
certification as an ISOl4001:2904 Environmental Management System
ST R X BRI L) By SR AR, 3RAF1SO 14001: 200438 58 4 BEAA R INAE

% Regulate discharge of sewage, waste gas, solid waste, chemicals and other pollutants by creating regular record of
emission data
AL L TS A HE B S AR E HEBG S K R IR R RS B it S5 e )

% Participated the “Charter on External Lighting” organised by the Environmental Bureau and promised to switch off
decorative, promotional or advertising lighting installations during preset times to reduce light nuisance and energy
wastage
25 PSR T2 (PAMTORZIED R E BRI RO 2 AR BEA R At AR AT, B
HMT 3G GBI S BE R B ] A

% Titled “Hong Kong — Guangdong Cleaner Production Partners (Supply Chain)”

BRI BV 2 P AR (N ) b

ﬁﬁﬁ“tﬂﬂj g;ﬂﬁi‘]‘ - Eﬁﬂﬁ!...ﬂﬂf‘ﬁ!“
FLEIEREsE 2 50 E? Charter
b o
/ QQ:

4

B WG = Fne
= TR

rrrrr

3 % \ Exter'nul

==

: mnunr“»
) 1?52?5&: ao»s RRARMEXR _e_é[s_
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About LUKFOOK
. I =
C R WAY I+
A leading jewellery retailer in Hong Kong and Mainland China
HHLTENEEREFERNZ —

Main Business EE %

%  The Group principally engages in the sourcing, designing,
wholesaling, trademark licensing and retailing of a variety of gold
and platinum jewellery and gem-set jewellery products

Tl T2 BN & 2R A < i W SR T B R et i
TR AR L 5%

Milestone BEFEm

‘%?%?Opened the first self-operated shop in Hong Kong in 1991
19914 T A HEJT B B [H) H & )

< Opened its first licensed shop and self-operated shop
in Mainland China in 1994 and 2004, respectively
739371994 )2 20044F, - [ Py H O  TA] b RS B2 B E TS

% Listed on the Main Board of Hong Kong Stock Exchange in 1997
T 1997 EAE T HEIR 558 5 FIT AR L1

< Acquired 50% interest in CGS?! in June 2014
1201446 7 58 Sl [ 5 4R 150% 4 ot

< Qualified as a Sightholder of De Beers in March 2015
T-20154E3 H i ADe Beers F I i

€%

&2, &2,

€%

1A wholly-owned subsidiary of Hong Kong Resources Holdings Company Limited (Stock Code:2882), which conducts its jewellery retail and
franchise businesses under the brand name of “3D-GOLD” in Hong Kong, Macau and Mainland China 41
HHREERARA R (RIS 2882 FEEBEA R, WT&EE, WITRTENMU [S25 ] BENFEREFELFTFEE S



Supply Chain
JI\}@%

Ol\ 02

Sourcing and Designing Production
X5t A
(from quality suppliers)
(BB BERLT)

Raw Materials

JERRH

_....--m-... LI R L on
el et

o v‘-r' |

Manufacturing Plants

&= B

Finished Goods
B

©

Quality Control
in iR B ]

QC/Labeling
ML E | EE
Royalty income*&Fit A

Distribution

4

Self-operated Shops

HE &
Retail revenue E&EIKA

E-Commerce Platforms

HTFHAHEETE
Retail revenue E&IRA

Licensed Shops
i BB LS
Wholesale revenue #t XU\

Corporate Clients
SN E
Wholesale revenue #t XKW A

* Royalty income from licensees on their purchases of all products from Lukfook (wholesale) and authorized supplier 42

B FIMON A AE St FR 7RG 1) 7S (b 80) B B ASL 3L I e D N T it B WAL



Licensing Model

i AR A

Licensing Model j =,

Joining Fee
InEaZEA

Royalty Income

200N

Consultancy Fee
JEIE)2% A

Advantages 1t &

% Better understanding of local market
CUNE R

Rapid market expansion

HIES e i

Diversification of investment risk

I3 B A

Enhancement of brand recognition

SR e it PR R A4

T,
br
Cawh”

ori)

,,
i
< W

T,
&
e

Licensing Income

i i
it s
b b

35
7
e

Revenue from
Licensing Model

AR EEIEEIURIAN

Wholesale Revenue

RN

Payment terms {7 =
Cash On Delivery 52 5%+ 3k

Requirements &4

¢ Initial investment: Min. RMB 5M

WIS b AR 500/ 7o

¥ Background check and site inspection

BRI &

¢ Contract renewal period: 1 year

SR 148

43



Licensing Model
i AR 2

Stringent control system applied on both self-operated and licensed shops

HE A LR g S R 4

onie)
2

< <
e e

2
2

Operational Control Bz &

3 Whistleblowing System and Reward Scheme

LR WA E S

3 Sales and Inventory System Access

HELERATEN

% DVR System

KB ARG

3 Operational Compliance Audit Team

iz G S /N

Product Quality Control $ & G5 i &

s 100% diamond products in Mainland market produced

by the Group
P} T 7 i 1009 Hi N AR i i

s Authorized suppliers on other products

FA = ey £ 45 5 PR H

s Certificate issued by NGTC /GTC for quality assurance

A A A5 A o fRAE

3 Sightholder of De Beers - steady quality diamond

supply
De BeersfZHL & v — o e L el A 2 R

Distribution Network Control BE£R &L

% Prior approval on retail locations

Hh i i A L

Pricing Control Mg % &

% Standardised retail price through centralised

labeling process
I R g SRR, DR i

& Centralised control on discount policy

PSR E N

Brand Image Control REFERKE

¢ Authorised renovation contractors to ensure
standardised shop image

AR RE R AL D FTE R

%% Prior approval on all advertising & promotion to
deliver consistent brand image

LRI, LU SRR &

% Standardised operational materials (e.g.: uniform,
packaging) in all shops to uphold brand image

gi— vt (Bin: fifk, %) LU — B 5

Service Quality Control [RERBEE

& > Mystery Shopper System on service quality control
TR VSl Bl AT IR 55 it R
& Centralised Staff Training f}E#mIi il

2% Regional training centre X3zl H 0y

% E- -Learning programmes M _I 2% > i F2

£ On-site training Sz 3zl 44



Gold Price Changes & GP% of Gold
HEMEIIE RSB R

Financial Year Jif2 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Gross margin of gold sales**

B 4B R 9.0% 11.9% 8.4% 11.2% 122% 11.8% 10.3% 11.9% 13.0% 13.6%
Gross margin with gold hedging
impact# 8.3% 10.1% 8.5% 104% 11.3% 11.4% 104% 12.3% 13.4% 13.4%
PIRUI Rt o7 S
Difference (p.p.)
0.7 1.8 -0.1 0.8 0.9 0.4 -0.1 -0.4 -0.4% 0.2%
2=l (B3 5) 0 :
50%
41.2%
0% |
30% +
0, -
20% 13.79 15.6% 0 13.0% 13.6%
8% 10.3% 11.9% ' N
10% g * y 13.4% 13.4%
11.4%\10 y 12.3% : :
g .
0% : : : : : : A%
2007 2008 2%9 2010 2011 2012 2016
10% -1.9%
0% |
-20% |
-19.6%
-30% -
=== Annual gold price fluctuation --- =t (Gross margin of gold sales™ E4&iEESF= == (Gross margin with gold hedging impact# 7+ HEE&=F=
* Annual gold price fluctuation as at 31 March fF4E#E3H31HZ #4emih
** Gross margin of gold sales of each financial year from Apr to Mar EH| & YN 4EH4H E3H HH5
# P&L impact of gold hedging is grouped under other gains/(losses), therefore not affecting the gross margin of gold sales 45
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Quarterly Same Store Sales Growth- Gold by weight
SEFREHENK- ¥4 (ER)

FY2014 SSSG FY2015 SSSG FY2016 SSSG
2014004 AR5 51 2015004 AR5 8 1 K 20164 [F] kB 1

Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4
B OBSFE OB=FE BNFE OFFE O OFSFH O FEFH FNFE el e W et i

Overall +66% -31% -10%
Bk \ \

- Gold(by { V4 )8

weight) +154%  +86% +52% +3% -62% -25% 0% -16% -12% +20% -18% -25%
WE (EE)
Hong
Kong & +63% -31% -10%
Macau

LW | 1
* Gold (by [ s 4 d

weight) 11549 +81% +47% -1% -63% -24% +1% -18% -13% +21% -19% -24%
W4 (EHE)
Mainland
China +87% -30% -9%
[ b 1 1
* Gold (by { s 4 )}

weight) +158%  +122% +92% +26% -54% -34% -10% 5% +2% +10% -10% -29%

W4 (HE)
* Self-operated shops only H IR & & i

**Same store sales growth (“SSSG”) represented a comparison of sales of the same self-operated shop having full day operations in the comparable periods and such
data did not include sales of licensed shops and Mainland China’s e-commerce business.

A BB I KO (R — 1) B 785 T AT 3% LR P 52 H B IS A S AL, A SCBId FE A G0 i L T+ 6] Py b B 7 78 52 A B 5 00




Disclaimer

Al

This presentation has been prepared by Luk Fook Holdings (International) Limited (the
“Company”), and the information contained herein has not been independently verified.
This presentation does not make any explicit or implicit representations or warranties
and no undue reliance should be placed on the accuracy, fairness or completeness of
the statements or information contained herein. None of the Company nor any of its
affiliates, advisors or representatives shall have any liability whatsoever for any loss
howsoever arising in connection with the statements or information contained herein.
You are cautioned not to rely on any of the forward-looking statements contained herein.

AR (R fR () il ARG B,
HRABE A i L AR Vi B 4 A 0 W s o 1 7 W SR AAE s A8 S L ki
SRR S VORI . A PP SE MV, A2 o] o LT (TR o i S F A
PR 2 2 S0 01 Ak B L5 A 2 2 6 A 0 35 5K T AR EEL AT 5.« i U 8
AN A e HR T SR 0 T M AR
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LUKFOOK GROUP
Thank You!
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FY2015/16
Annual Result H5
Presentation
2015/16W £
2 F S H5 FR

*FY2015/16 Annual Report will be uploaded in July 2016
2015/164F 44 Sidh 75 K 7201647 A L3k

FY2015/16
Annual Report*
2015/16W &
2 E N FHIRE

Investor Relations WeChat

BRREBRRME
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