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 31 March 31 March 
 2014 2013 
 2014�Ë�� 2013�Ë�� Y-o-Y Change

 3�Ü31�Ú 3�Ü31�Ú �2�Ë�
�·

Average Inventory Turnover (Days) �;�i�À�¬
„�7�‚�€�Â�• �� 138 162 (24)

Inventory �À�¬ (HK$ m) �€�õ�¬�¥�©�•  6,225 4,955 25.6%

Net Cash ���$�– (HK$ m) �€�õ�¬�¥�©�•  1,237 1,187 4.2%

Bank Borrowings �Õ���>
r (HK$ m) �€�õ�¬�¥�©�•  568 0 N/A �”�G�\

Gearing Ratio 
À
��â�� �� 7.4% N/A �”�G�\ N/A���”�G�\

Debt-to-Equity Ratio��
À�Æ	B�â�� �� 24.7% 16.9% 7.8 p.p.�H�õ�±�Ã

Return on Equity (ROE) �p���Æ	B�«���� �� 24.4% 19.3% 5.1 p.p.�H�õ�±�Ã

Current Ratio �t
��â�� 4.8 6.7 (1.9)

Capital Expenditure ���I
š�Õ (HK$ m) �€�õ�¬�¥�©�•  184 307 (40.1%)

Hong Kong���0�¥� � � �  45�� 37 +8

Macau���æ�˜� � � � 10�� 9 +1

�� Self-operated �����³�� �� ��
�� -  Tier I �S�Þ�ì�9�� 20�� 21 -1
 -  Tier II �Z�Þ�ì�9�� 37�� 34 +3
�� -  Tier III & IV �g�Þ�¿�,�Þ�ì�9�� 26�� 23 +3

Mainland China Sub-total �ƒ���� 83�� 78 +5

�•
7�«�® �� Licensed �Ü�Ð�³�� �� ��
�� -  Tier I �S�Þ�ì�9�� 208�� 183 +25
 -  Tier II �Z�Þ�ì�9�� 355�� 318 +37
�� -  Tier III & IV �g�Þ�¿�,�Þ�ì�9�� 562�� 443 +119
 Sub-total �ƒ���� 1,125�� 944 +181

 Sub-total �ƒ���� 1,208�� 1,022 +186

Other Locations���I�ü�®
����� 5�� 4 +1

Total���¥�•�� �� 1,268�� 1,072 +196

 31 March 2014 31 March 2013 Y-o-Y Change
 2014�Ë3�Ü31�Ú 2013�Ë3�Ü31�Ú �2�Ë�
�·

Hong Kong and Macau �0�¥�¿�æ�˜ 46.4% 22.0% 11.1% 7.2%

Mainland China �•
7�«�® 62.7% 45.9% 36.3% 7.3%

Gold & Platinum 
»�–�¿�T�– 59.2% 36.0% 15.1% 9.8%

Gem-set 	.�� 25.9% 4.8% 9.4% 3.3%

Overall �Æ�� 47.8% 24.9% 13.1% 7.4%

  31 March 2014 31 March 2013
  2014�Ë3�Ü31�Ú 2013�Ë3�Ü31�Ú

 Y-o-Y Change SSSG** Y-o-Y Change SSSG**
 �2�Ë�
�· �•�³�V
/�#�— �2�Ë�
�· �•�³�V
/�#�—

Revenue �×�] 19,215 13,412 43.3%

Gross Pro�t �ã�; 4,214  2,830 48.9%

Operating Pro�t �¾���P�; 2,309 1,501 53.8%

Pro�t for the year �Ë�«�P�; 1,867 1,246 49.8%

Pro�t Attributable to Equity Holders �Æ	B�5�Þ�[�Ð�&�P�; 1,865  1,243 50.0%

Basic Earnings per Share �Ê�p
?�I�®�; HK$3.17�¥�© HK$2.11�¥�© 50.0%

Final Dividend per Share �Ê�p�K�‚�p�¹ HK$0.638�¥�© HK$0.48�¥�© 32.9%

Annual Dividend per Share �Ê�p�Œ�Ë�p�¹ HK$1.268�¥�© HK$0.86�¥�© 47.4%

Dividend Payout Ratio �|�¹�â�� 40.1% 40.8% (0.7) p.p.�H�õ�±�Ã

Gross Pro�t Margin �ã�;�� 21.9% 21.1% 0.8 p.p.�H�õ�±�Ã

Operating Margin �¾���P�;�� 12.0% 11.2% 0.8 p.p.�H�õ�±�Ã

Net Margin ���;�� 9.7% 9.3% 0.4 p.p.�H�õ�±�Ã

EBITDA �J���;�¹�e�ü
°�e�±���¿�Å�V�Ã�®�; 2,432 1,600 52.0%

EBITDA Margin �J���;�¹�e�ü
°�e�±���¿�Å�V�Ã�®�;�� 12.7% 11.9% 0.8 p.p.�H�õ�±�Ã

Effective Tax Rate �¼�ç�ü�� 19.5% 17.3% 2.2 p.p.�H�õ�±�Ã

Total Operating Expenses Percentage to Revenue �<�¾��
š�Õ�&�×�]�â�� 10.8% 10.8% –

 For the For the
 year ended year ended
 31 March 2014 31 March 2013
�� �Ú��2014�Ë �Ú��2013�Ë
 3�Ü31�Ú 3�Ü31�Ú�� Y-o-Y Change
(HK$ m) �õ�¬�¥�© �ß�Ë�� �ß�Ë���� �2�Ë�
�·

Remarks: Figures as at 31 March 2013 are shown in brackets
��
W�j�õ���������Ë���Ü�����Ú�˜�p�¿�õ�<�î�«���j

�0�¥

���� �	�����


HONG KONG
MACAU��

SINGAPORE

AUSTRALIA

CANADA

THE UNITED STATES

** Same store sales growth represents a comparison of sales of the same self-operated shop having full month operations in the comparable periods and such data 
does not include sales of licensed shops. 
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W�j�Ú�������������Ë���Ü�����Ú�ß�Ë���˜�â�0�p�¿�õ�<�î�«���j

Remarks: Comparative �gures for the year ended 31 March 2013
 are shown in brackets �V
/�X�������×�] – �Ü�Ð�8
��×�]

�ã�;�������]�¥�ã�; – �Ü�Ð�8
��ã�;

Sales = Revenue – Licensing Income#

^ Gross Pro�t = Consolidated Gross Pro�t – Gross Pro�t of Licensing Income

1 = (Opening Inventory + Closing Inventory)/2/COGS (excluding Cost of Licensing Income)* Number of the dates for the year 
 = �€�‚�‹�À�¬ + �‚�K�À�¬�• /2/�V�¬�Ó�I�€�Ô	ð�Ü�Ð�8
��˜�Ó�I�• * �Ë�«�Ú�p
2 Gearing Ratio = (Long-term Bank Loan + Short-term Bank Loan + Bank Overdrafts)/Capital and reserves attributable to equity holders of the Company
�� 
À
��â���������€�—�‚
À
°�Õ��
r�›�������õ�‚
À
°�Õ��
r�›�������Õ���À�Õ�•�J�I�®�!�Æ	B�5�Þ�[�Ð�&���I�¿�·�ê
3 Debt-to-Equity Ratio = (Long-term Liabilities + Short-term Liabilities)/Capital and reserves attributable to equity holders of the Company
�� ��
À�Æ	B�â���������€�—�‚��
À�������õ�‚��
À�•�J�I�®�!�Æ	B�5�Þ�[�Ð�&���I�¿�·�ê
4 The calculations of ROE for the year are as follows:
 = pro�t attributable to equity holders of the Company for the year/Capital and reserves attributable to equity holders of the Company 
�� �Ë�«�˜�p���Æ	B�«�����W�2�ø�h�Ù�Ì���Q�j
 = �Ë�«�I�®�!�Æ	B�5�Þ�[�Ð�&�P�;���I�®�!�Æ	B�5�Þ�[�Ð�&���I�¿�·�ê
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CORPORATE PROFILE
�†�8�
�§
Established in 1991, Luk Fook Holdings (International) Limited 
(the “Company”) and its subsidiaries (collectively referred 
to as the “Group”) is one of the leading jewellery retailers 
in Hong Kong and Mainland China. The Group principally 
engages in the sourcing, designing, wholesaling, trademark 
licensing and retailing of a variety of gold and platinum 
jewellery, gold ornaments and gem-set jewellery, with a total 
of over 1,200 shops in Hong Kong, Macau, Mainland China, 
Singapore, the United States, Canada and Australia.

The Company was listed on the Main Board of The Stock 
Exchange of Hong Kong Limited in May 1997.
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CORPORATE VISION
�†�8�ô�{
The corporate vision of the Group is to be the “Brand of Hong 
Kong, Sparkling the World”. This is also our core brand value. 
The Group always puts forth maximum effort for Lukfook to 
reach its goal of becoming a globally recognised and desired 
brand, and as one of the Hong Kong’s most renowned 
brands in the luxury industry, the Group commits to crafting 
the finest jewellery for customers to further establish its 
reputation in the international market.

�˜�0�¥�¤�Ð �t 
7�ç���«�™�‰�I
«� �Y�†�8�ô�{�¿�Ü�Ð�è�Ð���=�f
�I 
« �  �S�\ 
: �5 �” �¶�d�8�Ð�K�b�4�¬*2�Ó�‰�Œ�"�©�] �¿�� ��
�Y�Ü�Ð�f�* �‰�0�¥�] �¤ 
E�<�Ü�Ð�d�I 
« �  �ç �b �‰�Œ�" �¥ �� �d
�6�ð�´�/�/�t�d�ø
†�S�É�½�m�I�õ
7�ç�9���j �Y�J�‘�f



Annual Report 2014 �Ë�� 3

CHAIRMAN’S STATEMENT
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CHAIRMAN’S STATEMENT
�ô�©���S

Dear Shareholders,

On behalf of Luk Fook Holdings (International) Limited (the 
“Company”) and its subsidiaries (collectively referred to as the 
“Group”), I am pleased to present the Group’s annual results 
for the year ended 31 March 2014.

In April and June last year, the international gold price sharply 
hit recent new lows, triggering gold rushes. It created a 
soaring demand for gold products. The Group flexibly utilised 
cross-selling techniques, driving the sales and revenue of 
various products. In addition, as the gold price remained 
relatively low, the sales of gold also grew satisfactorily and 
lasted for a few months after the gold rushes. Coupled 
with the increasing gross profit margin of gem-set jewellery 
products, despite the growth of sales slowed down in the 
second half of the year, the Group continued to perform well 
and record fruitful profits, generating attractive returns for our 
shareholders. Accordingly, the Group performed remarkably 
for the financial year 2013/14 where the financial indicators 
including revenue, profit attributable to equity holders and 
dividend per share hit their record highs.

For the year ended 31 March 2014, the Group set another 
record h igh and recorded to ta l  revenue amount ing 
H K $ 1 9 , 2 1 4 , 9 3 0 , 0 0 0  ( 2 0 1 3 :  H K $ 1 3 , 4 1 1 , 6 9 1 , 0 0 0 ) , 
representing an increase of 43.3% over last year. Profit 
attributable to equity holders also reached its record high 
and increased significantly by 50.0% to approximately 
HK$1,864,928,000 from last year’s HK$1,242,951,000, with 
an earnings per share of HK$3.17 (2013: HK$2.11). The 
board of directors of the Company proposed a final dividend 
of HK$0.638 per share (2013: HK$0.48) for the year ended 
31 March 2014. In addition to the paid interim dividend of 
HK$0.63 per share (2013: HK$0.38 per share), dividend for 
the financial year 2013/14 amounted to HK$1.268 per share 
(2013: HK$0.86 per share), setting another record high. The 
dividend payout ratio is approximately 40.1% on a full year 
basis (2013: 40.8%).
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« �  �Ú �� 2014�Ë3�Ü31�Ú�ß �Ë �� �˜ �Œ
�Ë�8�6�f
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m
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�ó�* �Ü�Y�V
Ž�q�×�] �Y�j �º�f�$�.�d�–�� �5
�ƒ�ˆ�õ�0�-�å�;�d�ç�4�˜�' �–�“�™���˜
»�–�V

Ž�u	•�j �5�” �y�º�7�: �p�Ü�˜�n�d�� �j 	. ��
�/ �t �* �Ü�ã�; �� �Y�d�º�d�=�4�h�� �Ë�V
/ �#
�—�Þ�Ô�ó�à�d�I 
«�  �¥�} 
{ �#�� �8�6�¿�. �Î
�; �—�d�‰�p�� 
m�8�� �H�« ���f�ª �ä�d�I 
« � 
�õ 2013/14	Ì �A �Ë �� �8 �6 �Œ �$ �è �[�d�× �]�e
�Æ	B�5�Þ�[�Ð�&�P�;�¿�Ê�p�p�¹�i �ô�Ý�&�-
	÷�f

�Ú �� 2014�Ë3�Ü31�Ú �ß �Ë ���d�I 
« �  �< �× �]
�ô 	¾ �} �- 	÷�d�: 19,214,930,000�¥ �©�€ 2013
�Ë�j 13,411,691,000�¥ �©�•�d�0 �� �Ë �# �—
43.3%�f�Æ	B�5�Þ�[�Ð�&�P�;�u�ô�Ý�&�-	÷�d
�_�� �Ë 1,242,951,000�¥�©�} �7�#�� 50.0%��
�Ò1,864,928,000�¥�©�d�þ�Ê�p�®�;�Æ�‰ 3.17
�¥�©�€ 2013�Ë�j 2.11�¥�©�•�f�I �®�!�è�+�6��
�D �1 �Ú�� 2014�Ë3�Ü31�Ú�ß �Ë �� �| �ù �K �‚ �p
�¹ �Ê �p 0.638�¥ �©�€ 2013�Ë�j 0.48�¥ �©�•�d�¹
�• �Š �| �ù �• �‚ �p �¹ �Ê �p 0.63�¥ �©�€ 2013�Ë�j
�Ê�p 0.38�¥�©�•�d 2013/14	Ì �A�Ë�� �p�¹ �¥�•
�‰�Ê�p1.268�¥�©�€ 2013�Ë�j�Ê�p 0.86�¥�©�•�d
�u �‰ 	¾ �} �- 	÷�f�Œ �Ë �| �¹ �â �� �Ò 40.1%�d

�€ 2013�Ë�j 40.8%�•�f
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š �• �• 
7�«�®�Y�R�v�8
��f�$�.�d�I 
«� 
�õ �æ �È 
„ �5 �Y �/ 
œ �± �³ �õ 2013�Ë12�Ü 
¤ � 

š �8�d�ÿ �g 
/ �c 
� �' �Š �Œ �" �V �H 
7 �• �¿ �®

��d�
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During the year under review, the Group successfully 
expanded its retail territory and accelerated its pace of 
business expansion. The Group opened its world’s largest 
flagship store in Macau and the first Mainland China flagship 
store in Wuhan, signifying a new milestone in the Group’s 
network expansion. In addition, the Group also successfully 
entered the watch market in Mainland China. Besides, the 
Group had the grand opening of its first shop in Sydney, 
Australia in December 2013 to extend its retail network 
coverage to seven countries and regions worldwide, including 
Hong Kong, Macau, Mainland China, Singapore, the United 
States, Canada and Australia. During the year under review, 
the Group had 196 net newly opened shops globally, out of 
which 186 were in Mainland China. As at 31 March 2014, 
the Group had a total of 1,268 shops globally (2013: 1,072 
shops), of which 1,208 shops (2013: 1,022 shops) were 
located in Mainland China.

On 6 June 2014, the Group completed the acquisition 
of 50% interest in the issued share capital of China Gold 
Silver Group Company Limited, an operating company 
engaging in jewellery retailing and franchising under the 
brandname of “3D-GOLD”, and kicked off the dual brand 
strategy to mark a new page of the Group. Leveraging on 
the Group’s professional expertise in jewellery retailing and 
brand management, we strongly believe that the cooperation 
between two renowned brands with similar business 
models will generate synergies and facilitate the long-
term development of both parties. Moreover, it will further 
expand the economies of scale and thus achieving a win-win 
outcome.

In addition, in September 2013, leveraging on the Group’s 
excellent achievements in brand building, the Group won 
the “Brand of the Year – Retail” of the JNA Awards 2013. 
In February 2014, the Group also won the “Hong Kong Top 
Brand Ten Year Achievement Award” at the “2013 Hong 
Kong Top Brand Awards” jointly organised by the Hong Kong 
Brand Development Council and the Chinese Manufacturers’ 
Association of Hong Kong. Such honours and awards not 
only further strengthen the Group’s leading position in the 
international jewellery market, but also are testimony to 
“Lukfook Jewellery” as a brand well-received by customers 
worldwide.
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OUTLOOK
Due to the policies in Mainland China, sluggish stock market 
and property market as well as the slowing economy, the 
purchasing power of the Mainland Chinese is weakened. In 
addition, as the consumer sentiment of tourists travelling to 
Hong Kong from Mainland China under the Individual Visit 
Scheme also decreases, the jewellery retail industry will 
face considerably high pressure in the short to mid-term. 
Moreover, given the high base effect of the gold rushes last 
year, the Group remains prudent about the growth prospects 
of our results for the financial year 2014/15. Accordingly, the 
Group will endeavour to enhance the sales and gross profit 
margin of the gem-set jewellery products in the coming year, 
and strengthen the training of frontline staff in various aspects 
to increase operational efficiency with a view to offsetting the 
impact of slowing sales growth on our results performance.

In the long-term, as the per capita purchasing power of 
Mainland citizens increases, coupled with the implementation 
of favourable government policies to boost domestic 
consumption, Mainland China remains to be a market with 
tremendous growth potential and the outlook of the jewellery 
market is still promising. Accordingly, we will continue to seize 
the market opportunities and actively expand our distribution 
network to consolidate our market position in Mainland China.

I would like to extend my sincere gratitude to all our staff 
members, shareholders, customers, business partners and 
other stakeholders for their strong support and contributions 
to the Group’s success. Moving forward, the Group will 
continue to implement practical and sound growth measures, 
strengthen its competitive advantages and further consolidate 
its leading position in the market with a view to generating 
sustainable returns for our shareholders and establishing a 
new benchmark for corporate excellence.

By order of the Board
WONG Wai Sheung
Chairman and Chief Executive

Hong Kong, 25 June 2014
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FINANCIAL PERFORMANCE
Results
In April and June last year, the international gold price sharply 
hit recent new lows, triggering gold rushes. The sales volume 
of gold products increased substantially as a result. Coupled 
with the utilisation of cross-selling techniques, the sales 
of gem-set jewellery products also recorded satisfactory 
growth. In addition, as the gold price remained relatively 
low after the gold rushes, the subsequent demand for 
gold continued to grow for quite some time. Despite that 
the growth of sales for the second half of the year slowed 
down, the growth of overall sales remained satisfactory. 
For the year ended 31 March 2014, Luk Fook Holdings 
(International) Limited and its subsidiaries (collectively referred 
to as the “Group”) set another record high and recorded 
revenue of HK$19,214,930,000 (2013: HK$13,411,691,000), 
representing 43.3% growth over that of previous year. Gross 
profit increased by 48.9%, reaching HK$4,214,154,000 
(2013: HK$2,830,031,000). Gross profit margin was 21.9%, 
which was slightly higher than last year’s 21.1%. This was 
mainly due to the quick turnover of gold products during 
the year given the decreasing gold price. Accordingly, the 
gross profit margin of gold products remained at a normal 
level of 11.9% (2013: 10.3%). Apart from this, the gross 
profit margin of gem-set jewellery products increased from 
last year’s 34.3% to 37.4%. Therefore, despite that the 
sales mix and sales growth of gem-set jewellery products 
were lower than that of gold products, the overall gross 
profit margin increased. Furthermore, the growth of sales 
and gross profit margin led to the increase in the gross 
profit of gem-set jewellery products, making it the largest 
contributor to the overall increase in gross profit. During the 
year under review, with a stable total operating expenses 
of 10.8% (2013: 10.8%) to revenue, the operating profit 
of the Group increased by 53.8% to HK$2,308,755,000 
(2013: HK$1,501,342,000). Operating margin was 12.0% 
(2013: 11.2%). The profit attributable to equity holders hit 
its record high and reached HK$1,864,928,000 (2013: 
HK$1,242,951,000), representing a 50.0% increase. Basic 
earnings per share were HK$3.17 (2013: HK$2.11).

Overview
During the year under review, the Group opened a net total 
of 186 shops (181 of which are licensed shops) in Mainland 
China, 8 shops in Hong Kong, 1 shop in Macau and 1 shop 
in Australia. As at 31 March 2014, the Group had a total of 
1,268 shops globally in Mainland China, Hong Kong, Macau, 
Singapore, the United States, Canada and Australia.
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The retail business continued to be the primary sales 
driver for the Group with an annual growth of 47.8%. This 
resulted in HK$16,163,683,000 (2013: HK$10,933,441,000) 
of retail revenue, accounting for 84.1% (2013: 81.5%) of 
total revenue. The wholesale business grew by 20.0% 
over the previous year to HK$2,432,916,000 (2013: 
HK$2,027,747,000), bringing in 12.7% (2013: 15.1%) of 
the Group’s total revenue. Licensing income accounted 
for the remaining 3.2% (2013: 3.4%) and amounted to 
HK$618,331,000 (2013: HK$450,503,000), a growth of 
37.3%. Gold products remained the favourite items among 
customers and together with platinum products contributed 
approximately 67.2% (2013: 62.7%) to the Group’s total 
sales with 53.6% (2013: 14.2%) sales growth while gem-set 
jewellery products contributed approximately 32.8% (2013: 
37.3%) with 26.4% (2013: 10.7%) sales growth. For the year 
under review, overall Same Store Sales Growth* (“SSSG”) of 
the Group was 24.9% (2013: 7.4%). SSSG for Hong Kong 
and Macau markets and the Mainland China market were 
22.0% (2013: 7.2%) and 45.9% (2013: 7.3%), respectively. 
SSSG for gold and platinum was 36.0% (2013: 9.8%) and 
that for gem-set jewellery products was 4.8% (2013: 3.3%).

The Group has been striving to expand its product mix to 
offer customers with a wider selection of choices. Since 2010, 
the Group has been endeavouring to expand the mid-to-high-
end watch business. As at 31 March 2014, the Group was 
the authorised dealer carrying 31 watch brands, including 
BALL and its BALL for BMW series, BULOVA, CERTINA, 
COINWATCH, CORUM, DOXA, ENICAR, ERNEST BOREL, 
GRONEFELD, H. MOSER & CIE, HAMILTON, LAMBORGHINI, 
LONGINES, LUDOVIC BALLOUARD, MAURICE LACROIX, 
MIDO, OMEGA, RADO, TAG HEUER, TISSOT, URWERK, 
EMILE CHOURIET, HUBLOT, ARNOLD & SON, ZENITH, 
ORIS, BALMAIN, BULGARI, EMPORIO ARMANI, BURBERRY, 
VAN GOGH. For the year under rev iew, the watch 
business contributed a revenue of HK$301,176,000 (2013: 
HK$236,810,000), representing 1.6% (2013: 1.8%) of the 
Group’s total revenue with 27.2% growth over last year.

BUSINESS REVIEW
Hong Kong and Macau
Hong Kong remained the key source of profit for the Group, 
contributing approximately 62.2% (2013: 65.0%) of the 
Group’s total revenue and amounted to HK$11,957,141,000 
(2013: HK$8,715,955,000). This represented a growth of 
37.2%. As at 31 March 2014, the Group operated a total of 
45 (2013: 37) self-operated shops in Hong Kong including 8 
newly opened shops during the year (5 of which were located 
in prime locations).
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Mainland Chinese visitors continued to be the major driver for 
the retail business in Hong Kong. According to the statistics 
on visitor arrivals published by Hong Kong Tourism Board 
in January 2014, arrivals from Mainland China in 2013 grew 
by 16.7% over the previous year and reached approximately 
40,745,277, setting another historical record high in the 
number of arrivals from Mainland China for the year and 
representing nearly five times growth since the launch of 
the “Individual Visit Scheme” 10 years ago. As mentioned 
in the Research Brief on “Individual Visit Scheme” released 
by the Research Office of the Legislative Council Secretariat 
in May 2014, using the shopping expenditure of “Individual 
Visit Scheme” visitors as a proxy for their contribution to the 
value of total retail sales, it is observed that the proportion 
of shopping expenditure by “Individual Visit Scheme” visitors 
in the value of total retail sales has been on a steady rise 
over the past decade, from 4.5% in 2004 (first annual figure 
available) to 22.2% in 2013. Benefiting from the fast-growing 
number of arrivals and strong purchasing power, the Group’s 
total revenue in Hong Kong grew substantially by almost 
twelve times over these ten years.

Similar to Hong Kong, Macau tourism has also been booming 
as a result of the “Individual Visit Scheme”. According to the 
tourism statistics published by the Statistics and Census 
Service of Macau Special Administrative Region, in 2013, 
Mainland arrivals reached 18,630,000, representing an 
increase of 10% over the previous year. Given the steady 
visitor flow, our world’s largest flagship store had the grand 
opening at Avenida de Almeida Ribeiro, Macau in June 2013. 
The Group had a total of 10 (2013: 9) self-operated shops as 
at the end of March 2014 in Macau. Revenue generated from 
the Macau market amounted to HK$2,886,397,000 (2013: 
HK$1,751,000,000), representing a spectacular growth rate 
of 64.8%, and contributing 15.0% (2013: 13.1%) of the 
Group’s total revenue.

Mainland China
The Group continued to benefit from the continuing economic 
growth in Mainland China during the year under review. 
Revenue from Mainland China grew by 48.7% over last year 
to HK$4,226,770,000 (2013: HK$2,841,582,000), accounting 
for 22.0% (2013: 21.2%) of the Group’s total revenue.
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According to the overview of precious metal jewellery market 
(covering 33 cities in Mainland China) for 2012 published 
by Platinum Guild International in November 2013, 90% of 
urban Chinese women own more than one precious metal 
jewellery piece. Given the accelerated urbanisation of various 
regions in Mainland China, coupled with the rising per capita 
disposable income, the demand for gold and gold jewellery 
as investments or accessories continues to be strong in 
Mainland China. Accordingly, the Group strove to further 
penetrate into the Mainland Chinese market and expand its 
footprint to lower-tier cities in order to increase its brand 
coverage ratio. In May 2013, the Group opened its first 
Mainland China flagship store in Wuhan and marked a new 
milestone in the Group’s network expansion there. During 
the year under review, the Group had 83 self-operated shops 
(2013: 78 self-operated shops) and 1,125 licensed shops 
(2013: 944 licensed shops) in Mainland China, adding to a 
total of 1,208 shops there (2013: 1,022 shops).

Overseas Development
Adhering to its motto “Brand of Hong Kong, Sparkling the 
World”, Lukfook has been seeking opportunities all over the 
world. During the year under review, the Group opened its 
first self-operated shop in Australia. As at 31 March 2014, 
the Group operated a total of 5 overseas shops (2013: 4 
overseas shops). In addition to the newly opened shop in 
Australia, there are 1 shop in Singapore, 2 shops in the 
United States and 1 shop in Canada.

FINANCIAL REVIEW
Liquidity and Financial Resources
As at 31 March 2014, the Group’s cash and cash equivalents 
reached approximately HK$1,805 million (2013: HK$1,187 
million). The Group’s gearing ratio at the year-end, being 
proportion of total bank borrowings of HK$568 million (2013: 
HK$NIL) against total shareholders’ equity of approximately 
HK$7,641 million (2013: HK$6,425 million), was 7.4% (2013: 
NIL). Net cash was HK$1,237 million (2013: HK$1,187 million) 
and the debt-to-equity ratio was 24.7% (2013: 16.9%).

The Group’s income and expenditure streams are mainly 
denominated in Hong Kong dollars.

Capital Expenditure
During the year under review, the Group incurred capital 
expenditures of approximately HK$184 million (2013: HK$307 
million), including the costs of properties, leasehold lands, 
land use rights, leasehold improvements, furniture, fixtures 
and equipments.
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Capital Commitments
As at 31 March 2014, the Group had tota l capi ta l 
commitments approximately HK$414 million (2013: HK$17 
million).

Contingent Liabilities
The Group did not have any significant contingent liabilities as 
at 31 March 2014 and 31 March 2013.

Human Capital Policy
As at 31 March 2014, the number of employees of the 
Group was approximately 6,600 (2013: 5,400). Remuneration 
policies were reviewed and approved by the management 
regularly to ensure fair rewards and compensation for our 
employees. Remuneration packages were structured to be 
comparable to the market while bonuses and other merit 
payments were correlated to the performances of the Group 
and the employees. Such a reward system aims to motivate 
employees to act in alignment with the Group’s objective 
of business performance optimisation by offering financial 
incentives.

OUTLOOK
In l ight o f  the uncer ta in t ies in the macroeconomic 
environment in the near term, weak consumption demand, 
policies in Mainland China and the slowing economy, coupled 
with the high base effect as a result of the gold rushes last 
year, the Group remains prudent about the business growth 
in the coming year.

However, the Group is optimistic about the mid- to long-term 
business development given the accelerated urbanisation 
in Mainland China, rising per capita disposable income 
of Mainland citizens and the introduction of favourable 
government policies to promote domestic consumption. 
These factors are conducive to driving the economic 
growth of Mainland China and boost ing the overal l 
consumer sentiments. Accordingly, in the long run, the 
growth prospects of the gold and jewellery market remain 
promising while there is still tremendous growth potential 
in the Mainland China market, particularly the third-tier and 
the lower-tier cities. To fully capitalise on such tremendous 
market potential, the Group plans to continue to expand its 
retail network in the third-tier and lower-tier cities through  
licensed shops. In addition, we will also make a strategic 
move to open flagship stores in prominent cities to strengthen 
our penetration into the Mainland China market. In the 
coming years, the Group intends to maintain the growth 
of new openings (mainly licensed shops) in the Mainland 
China market of approximately 15% each year and enhance 
brand image by capitalising on the traditional media and 
strengthening the advertising and promotion of emerging 
media.
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The Group derives its key source of profit from the retail 
business in Hong Kong where the visitors from Mainland 
China are the major driver of business there. The continuous 
increase in the number of arrivals from Mainland China in the 
future will depend on the adjustments to the terms of the 
Individual Visit Scheme between Hong Kong and Mainland 
China. As the Individual Visit Scheme has far reaching 
implications on the overall economy and the people’s 
livelihood in Hong Kong, accordingly, the Group hopes that 
the relevant authorities will make the adjustments prudently in 
order not to dampen the retail industry materially. In addition, 
in light of the recent unsatisfactory macroeconomic conditions 
which weakened the retail market, the rising rental prices of 
shops saw a slowdown. Accordingly, the Group will leverage 
this timing opportunity to optimise the retail network in 
Hong Kong and seek superior and prime locations to further 
strengthen our leading position in the market.

According to the statistics in the research report about “O2O 
and Big Data” published by iResearch, the total turnover of 
the e-commerce market in China amounted to RMB1,841 
billion in 2013. Of which, retail related products accounted 
for 7.9%. To seize the opportunity, the Group will actively 
develop its e-commerce business and target to expand 
the number of its sales platforms from four now including 
tmall.com to eight platforms so as to drive the speedy growth 
of e-commerce business.

While strengthening the training of frontline staff on product 
knowledge, sales techniques and quality of service, the 
Group will endeavour to enhance the sales and gross profit 
margin of gem-set jewellery products to mitigate the impact 
of high base effect due to the remarkable performance for 
the financial year 2013/14 on the results performance in the 
coming year.

Looking ahead, given the lack of clear global economic 
direction, the operating environment in the financial year 
2014/15 will be challenging. The substantial decrease in 
SSSG of 56.4% (2013: positive SSSG of 96.3%) in April 
and May 2014 is within expectation. Furthermore, when 
comparing the retail sales amount of April to May in 2014 
to the same period in 2012, a double digit growth was 
recorded while SSSG decreased by 13.1% mainly due to 
drop in gold price in current period as compared to the same 
period in 2012. Given that Hong Kong remains a first-class 
jewellery trading centre within the region, the Group remains 
optimistic about the demand for gem-set jewellery products 
from local residents and tourists in the long run and expects 
improvement in the second half of the financial year 2014/15. 
Accordingly, the Group will, by adhering to a pragmatic and 
sound development direction, actively cope with market 
challenges and seize growth opportunities to enhance our 
own competitive advantages and strengthen our leading 
position in the international jewellery retail market.

�I 
«�  �Y�ô�� �P�; �8�� �0�¥�Y�g
/ �8
��d�þ
�•
7�«�®�ž�¥�Ú���Æ�‰�…�®�g
/�8
� �Y�ô��

� �b�f�• 
7�«�®�ž�¥�Ú�� �[ �ã�õ�Ú�� �6�I �5
�ƒ�#���d�Æ
V�÷�•�¥�G�®�Á�� �_�� �A
� �Y��
�Æ�f�� �_�� �A
� �Á�0�¥�Æ���¾�ö�¿�O�[�B�¤
�Ÿ�}�d�ª�ä�I 
«�  �‚ 
Ð�Þ�ë�…�…�6�2�� �®�*
�� �� �Æ�d�” �� �‰�g
/ �8
m�8�Ä�} �Y�� �Ø�f�$
�.�d�à�õ�• �‚ �ƒ�H�¾�ö�K�1�J�½�#���d�¬�ç
�g
/ �9�8�7�®�d�³)Õ	a�–�º 
Ð�u�Þ�Ô�ó�à�d
�B�I
«� 
Z
u�ä�Û�Ú�‹
Ž�´�· �0�¥�Y�g
/�c

��d�0�¬�»�3�˜ 
»�–�®�l �ø
†�S�É�i �x�¢�A
�õ�9���j �Y�ï�¬�®���f

�ì �½���•�T��
«� �ï �Œ�Þ�ë�• O2O�~�}�p�½�‘
�¼ �ú �� �S �˜ �U �� �� �Ø �� �j�d 2013�Ë �• 
7 �e
�• 
 
q�9�� �Y�<�Ó�t �X�• 18,410�� �[ �O�Æ�d
�I�•�d�g
/�ó�9�*�Ü�& 7.9%�f�I
«� 
Z�´�a
�Ú�>�d�� �=�ï �• �e�• 
 
q�8
��d
š�ß�µ�H�V

/ �; �(�d�f �z�_�$�¯ �
 �<�Â�_
� �, �• �Y
?�þ
�j�d�#�� �^ �• �d�� �ø
m
� �e�• 
 
q�8
� �Y�ž
�º�#�—�f

�I 
« �  
Z �� 
v 
C 	Å �Ã �Þ �V 
/ �[ �p �˜ �* �Ü �]
�Æ�e�V
/ �¦ �7�¿�� 
� �/ 	o
��d�( �ç �b�õ�d�º
	. �� �/ �t �* �Ü�˜�V
/ �X�¿�ã�; ���d�ø�¯�- �ª
2013/14	Ì �A �Ë �� �Y �´ 
s �Œ�$ �þ �Ï �ç �Y 	÷ 
?
�p�Ö�Ð�Á�8�Ë�8�6�˜�B�¤�f

�• 
Ð �J �8�d�� �" �¾ �ö 
� �£ �¥ �Þ �ü �æ�d�ç �4
2014/15�Ë�� �Y�¾���� �¤�?�· � � �f�I �Ë 4�Ü
�… �¿5�Ü �… �˜ �• �³ �V 
/ �# �— �} �7 �h 
{ 56.4%

�€ 2013�Ë�j�j �º 96.3%�•�d�‰�k �‚ �˜ �«�f�( �Á
�â 2012�Ë�Y 4�Ü�…�¿5�Ü�…�8�­�d�g
/�–�X�Æ
�Þ�P�� �p�¿�˜�º �7�d�þ�•�³ �V
/ �Æ�ª�• �‚ �–
�� �Á�â 2012�Ë�˜ �å�; �Þ�Ô�h�� �þ�} 
{ 13.1%
�˜
{ �7�f�à�õ�0�¥�¥�‰
��«�/ �¡ �S�8�Y	. ��

q�ø�• �Ð�d�—�Ã�8�­�d�I 
«�  �Á�I �®�¢�O�¿
�7�� �Á	. �� �/ �t �Y�ê�Ë�¥�
 �Q�€�H�d�(�‚ 
Ð
2014/15�Ë �� �Y �h �� �Ë�d
‹ �1 �Þ �Ô �· 
��f�ª
�ä�d�I 
«�  
Z�«�Ï 
� �¼�¢
� �Y�ï �• �Ù	æ�d��
�=�Ð�Á�9�� �?�·�d�´ �a�ï �• �Ú�>�d�� �ä�d�º
�� �� �Y�)�F�´ 
Ð�d�i �x�¢�A�õ
7�ç	. �� �g
/
�9���Y�ï�¬�®�� �f



Annual Report 2014 �Ë�� 13

BRANDING
�Ü�Ð
��+

Themed “Love is Beauty”, the Group put forth its branding 
ef for ts through var ious aspects inc luding market ing 
campaigns and excellent service programmes to build a 
brand image that is welcoming and warm-hearted and to 
strengthen customers’ emotional attachment to the brand. 
During the year under review, the Group again launched 
the brand new TV commercials themed “Love is Beauty” to 
relay the core values of the brand to the target customers 
through the mass media. At the same time, the new excellent 
customer service programme named “Delivering the Beauty of 
Love with Six Heartfelt Services” was introduced in our shops 
worldwide, offering customers with unparalleled shopping 
experience by caring for customers’ needs heartfeltly.

Our continuous branding efforts are well-received by the 
industry and market. During the year under review, Lukfook 
received a number of awards in branding, corporate 
management, service quali ty, community welfare and 
environmental protection. These awards are testimony to the 
excellent achievements of the Group.
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Marketing Campaigns
�9��
ª�?�z
�

Promotion Activities
��
Â
ª�?

During the year under review, the Group rolled out the brand new “Love is Beauty” TV and print 
advertisements. Apart from placing advertisements on traditional promotion platforms such as TV, magazines, 
newspapers and outdoor advertisements in Hong Kong, Macau, Mainland China and overseas, the Group 
also organised many public relations activities and sponsored various TV programmes, movies and concerts, 
etc. In this Chinese New Year holiday, the Group was the exclusive title sponsor of the New Year movie “Hello 
Babies”, drawing overwhelming response from the public.
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Sponsorship of BeautY Pageant 
Contests
�Î�?�o�Õ�z
�

To further strengthen the connection between Lukfook 
and the concept of beauty, the brand not only 
sponsored the diamond crown and precious jewellery 
pieces for the “Miss Hong Kong Pageant” for the 16th 
consecutive year, but also served as the exclusive 
sponsor of the diamond crown for the “Miss Universe 
China Reignwood Pageant” for the 3rd year.
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The internet development has been booming in recent years. According to the “33rd Statistical Report on 
Internet Development in China” published by China Internet Network Information Center in January 2014, as 
of December 2013, there were 618 million internet users in China. Along with the rapid 4G development, the 
number of mobile phone internet users maintained satisfactory growth momentum and reached 500 million 
users, representing annual growth of 19.1%. Accordingly, the Group seized the opportunities arising from 
such consolidation and stepped up its efforts in network marketing. Apart from boosting its exposure on the 
Internet through social media platforms such as Weibo, Wechat and Facebook to secure market penetration 
in Hong Kong and Mainland China and relay our latest promotional information to customers, the Group also 
placed advertisements on various major portals and video websites to further enhance our brand recognition.
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“L ove is BeautY” 
  Collection

�˜��� � �Õ�™�û�•
For this popular product series, our designers incorporated the concepts of 
love and beauty by embedding sparkling hearts in diamond jewellery.

�£�� �ª �7�v�®�À�@�¥�� �Y�Ð�–�©	o�ø�” �• �Y�Õ�Ò�! �] �] �i �/ �t �˜ �•�d
Z�� �~
�Õ�D�]�õ�ä�
�Ò�´
©�Y�û�•�•�f

Product Collections
�*�Ü�û�•
Well known for its exquisite product design as well as brilliant craftsmanship, the 
Group’s diversified product mix fulfils the needs of a wide range of customers. 
The Group has introduced the following collections, targeting middle class 
and high-end consumer markets in Hong Kong, Macau, Mainland China and 
overseas:
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Rilakkuma TM Collection

�˜�À�f�ƒ�$�™�û�•

In collaboration with San-X and its licensing agent RM-LF 
Asia, we launched a variety of RilakkumaTM jewellery 
collection. The collection includes a range of finely crafted 
jewellery products and a 40-cm high giant RilakkumaTM gold 
electroplated ornament is specially designed to be displayed 
in Hong Kong, Macau and Mainland China as travelling 
exhibit, featuring the adorable bear with amazingly vivid 
designs to enjoy light-hearted and joyful moments in the 
fast-paced metropolitan life.
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© 2014 San-X Co., Ltd. All Rights Reserved. A Licensing Programme of RMTM
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Wedding Collection


N
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According to the statistics released by the Ministry of Civil 
Affairs of the People’s Republic of China, there have been 
on average 13 million pairs of newlyweds per year for the 
past three years. The wedding market is booming, and in 
order to seize this valuable business opportunity, the Group 
has strategically launched a wide array of wedding products 
such as the Beloved Collection of gold wedding jewellery, the 
Wedding Collection of diamond jewellery, and the Platinum 
Bridal Collection, which is introduced in cooperation again 
with Platinum Guild International.  
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“L ove Forever”
  Collection

�˜���)�n�™�û�•

20

To capture the large wedding market among China’s young couples, the 
“Love Forever” collection of couples’ jewellery with the abbreviation for “Love 
Forever” — “LF” was promoted in collaboration with our celebrity endorser 
Mr. Lam-Fung across Hong Kong, Macau and Mainland China. Its “Lovin’ 
Lock” couple set carries a range of 18K bangles and pendants of keys and 
little locks embellished with diamonds of eternity. Only the key pendant can 
unlock the bangle, making it the perfect couple set.
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Shopping Experience
�…�J����
To provide a distinctive shopping experience for our customers, the Group 
is committed to creating a cosy shopping environment using luminous 
materials throughout its shops where customers can enjoy shopping 
comfortably in a carefree way. In addition, new flagship stores were opened 
in Wuhan and Macau in May and June 2013 respectively, equipped with 
glamorous decoration, a “Wedding Zone”, a wide variety of jewellery and 
superior shopping services for customers to enjoy our unparalleled shopping 
experience. Moreover, during the year under review, we successively 
organised a number of wedding expos in Hong Kong and Mainland China to 
allow our customers the opportunity to experience Lukfook’s quality sincere 
services apart from our shops.

�b �Ë �‰�¥�� �d �6 �” �S �u �Y�…�J �� ���d�I 
« �  �³ )Õ�Œ�&
®�\ �Y 	÷ �ˆ �� �J �Ø�d
�Z �� �B �¿ �Û�  �J �� �Y �� ���d�+ �¥ �� �¯ 
…�Í �� �¯ �Y �� �¤ �h �o �…	. �� �* �Ü�f�õ
2013�Ë5�Ü�¿ 6�Ü�d�»�±�9�¯�����¿�æ�˜
š�£�é�6�³�d�³)Õ��)6
6���(�£�Þ�˜	�
�� 
N
ô
Y
��™�d�Ù� �� �f �Y	. �� �/ �t �Ž�� �j �Ã�- �´ 
s�Y�…�J�� 
��d�‰�¥�� 
m
�8�¢�m�Y�…�J�����f�ä�.�d�õ�«�¥�Ë���«�d�I
«� �‹�� �õ�0�¥�¿�•
7�«�®
�
�~�µ�H
N�E�ù�Ž�6�d�+�¥���õ�³)Õ�ø�.�Y�®�Ù�d�u�Þ�Ú�6�����¬�E�´�/�Z��
�Y��
��f
































































































































































































































































































	封面
	目錄
	全球分銷網絡



