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TH FY2025 FINANCIAL HIGHLIGHTS

® o5 rEmEnER
Revenue IgA Basic Earnings per Share siaxZE7|

Hks 5,44 Qv=msx m ks 0.74 5% l54-0%

Proposed Interim Dividend per Share

PUR P EA AR ERRR B
g 4 23.6%

Profit Attributable to Equity Holders iks 0.5 555
quity Dividend Payout Ratio JKEELE : 74% T 29pp

A AN SEF

iks 434 vanen m

Worldwide Total No. of Shops 2kEH =

3,408 m




¢ HFY2025 MOVEMENT IN OPERATING PROFIT
2025 E M R BRI T H]

(HK$M)
(BFET)

1,782 Revenue g A

1,200 1,140 (-14.4%)
HKS 5,449M§Es§7—um

1,000

1,160
(+8.4%) 230

800 -300 - (+515.0%)

-90 Gross Margin Ef=

0 144 536
600 (+36.5%) _ %
(+100%)  po— ( ?2604/) 32.7% - 4.9p.p.
-285 32 39

400
200 TOE to Revenue Ratio

BEREEAZAUWALER

1H FY2024 Gross Profit Total Operating  Gold Hedging Financial Others 1H FY2025 2 1 ° 3 /0

Operating Profit EF Expenses (TOE) Losses Guarantee Hith Operating Profit
ZEE BREEAX B XHmRR Provision to ZEiEM
3DG Group

mEESERKE



¢ THEIMPACT OF GOLD HEDGING ON PROFIT FOR TH FY2025
BN HNG2025_E KA EERSF 2 S0

Gold Hedging Losses
HE X PR

ks 23 Omames m

1HY2024 Hedging gain
FY2024 E¥ B FEX P W= ¢
HK$ 55MB 5T

N

If excluded
Gold Hedging Losses
4 PR = X ik

. . Adjusted Profit for the Period
Profit for the Period #miz#

m 2GR 5 B3R
% s 417 varex m Hks 647 vErer m

1. Closing international gold prices for each financial year’s interim period ended 30 September were +18.8% and -5.5% as compared to gold prices as at 31 March 2024 and 31 March 2023 respectively.
5202434310 K2023F3831AMWEMNHELL - MM FERHEEIA30ENERESWEN DB +18.8%K-5.5%HI 1L
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¢ FINANCIAL REVIEW
4 35 (213t

(HK$M) (B 7T) 2025 ¥

1H FY2025 1H FY2024 Y-o-Y Changes

2024 L3 F BRETIE

Revenue I A 5,449 7,486 -27.2%
Gross Profit E# 1,782 2,081 -14.4%

Operating Profit @& & 536 1,140 -53.0%
Adjusted Operating Profit (exclude Gold Hedging Gain/Loss)

BRI BRI/ (SR & BT 766 N 294%
Profit for the Period HAA iz F) 417 943 -55.7%
Profit Attributable to Equity Holders tX &5 8 AR &5 % F) 434 943 -53.9%
Gross Margin EF2 32.7% 27.8% +4.9 p.p.
Operating Margin £ & &= 7% 9.8% 15.2% -54 p.p.
BB R RN SIERE La15% 145% Vapp
7.7% 126% 49pp.
EBITDA RITFI2 ~ BN - 1B &R & A 836 1,374 -39.1%
EBITDA Margin RITAIR ~ #IN ~ #IH R HERI B A E 15.3% 18.4% -3.1p.p.
Adjusted EBITDA3 ZiE%E RitFI2 - HiIN - HrIHKPEEHRI & A3 635 1,207 -47 4%
Adjusted EBITDA Margin £{FZ& Ri+-FIS ~ HIn - H7IB R MR R )= 11.7% 16.1% -44p.p.
Total Operating Expenses to Revenue Ratio 8 & &z SUIALEE 21.3% 14.3% +7.0 p.p.
Effective Tax Rate SEFR#i =R 20.4% 17.1% +3.3 p.p.
Gold Hedging Gain/(Loss)*& & XU &/ (= 1R) 4 (230) 55 -515.0%

1 Overall Normal Gross Margin IE®EFZ: 29.8% ( 1H FY2024: 27.0%)
- Gold Normal Gross Margin& £ ™= mIEEEFZE: 22.8% (1H FY2024:17.7%)
- Platinum Normal Gross Marginfi& ™= mI1E®EFIZE: 46.4% (1H FY2024:34.1%)
2 YoY average gold price increased by 23.4% and decreased 1.0% for platinum. S &S MEIRFEF23.4% - HENENWTEL.0% -
3 Adjusted EBITDA represents the EBITDA without adding back depreciation of right-of-use assets.. ZEZEERITFIE - KT - H7TIHREHATBACERRICFE - I F7IBEMEHEFTRFAMEERNE~RIE -
4 Closing international gold prices for each financial year’s interim period ended 30 September were +18.8% and -5.5% as compared to gold prices as at 31 March 2024 and 31 March 2023 respectively.
52024%3H318 %2023F3R31HWE ML - 8MNMEPHRHBEIA30BWEFESWEN 2 AIE+18.8%K-5.5%HL1L -



DIVIDEND
< KR

1H FY2025 1H FY2024 Y-o-Y Changes
(HK$) (B7T) 2025 EF 2024 E¥ BRFELTI(E

Basic Earnlngs SEIEIG _£4 09
= ﬁzl_tmﬂ HK$0.74 HK$1.61 54.0%

Declared Ex :

« Interim Dividend per Share HK$0.55 HK$0.72 -23.6%
BRPHEKRSR
- -

Dividend Payout Ratio 749% 45% W

Ik SLEE]

1.Dividend Policy: Dividend payout ratio at 40-45%
IKEEER © IKEEEZE940-45%



¢ KEY FINANCIAL INDICATORS
TR BRR

1H FY2025 FY2024 1H FY2024
2025 EF014F 2024045 2024 E¥0eF

As at 30 Sep 2024 6-Month Changes |  Asat30Sep2023 |  Y-o-Y Changes
(HK$M) (B 27E7T) #E2024F9H30H #E2024%F3H31H 6 ™BZTME #%2023F9830H RETIE
Inventories F5% 9,863 9,567 +3.1% 9,438 +4.5%
Average Inventory Turnover Days 1955 EH H 504 310 +194 318 +186
Closing Inventory Turnover Days #7553 B %% H 512 322 +190 328 +184
Cash and Bank Balances <& X R1T4E R 1,934 1,998 -3.2% 2,254 -14.2%
Bank Borrowings & Gold Loans fR1T5 5 52 1,408 1,428 -1.4% 1,153 +22.1%
Net Cash/ (Borrowing) >&I&/ (BIX 526 570 -7.8% 1,101 -52.2%
Net Gearing Ratio &35 EEE N/A N/A N/A N/A N/A
Debt-to-Equity Ratio T R m=ELE 29.7% 31.0% -1.3 p.p. 28.3% +14p.p.
Return on Equity (ROE) &Rz B4z % 6.6% 13.7% -7.1p.p. 15.1% -8.5 p.p.
Return on Total Assets &&= =Bl % 5.1% 10.5% -5.4 p.p. 11.8% -6.7 p.p.
Current Ratio /R &tEZ 3.6 35 +0.1 3.9 -0.3
Gold Hedging Gain/(Loss) ! @& X1 /h Wl zm/(5HR) 1 (230) (121) -89.9% 55 -515.0%

1 (Opening Inventory + Closing Inventory) +2+COGS (excluded Cost of Licensing Income)* Number of Days for the Period ( E#177 %t + HiRk77 51 ) <2+ 85 MA (HMRERES Z A ) *BNEE
2 Closing Inventory + COGS (excluded Cost of Licensing Income)* Number of Days for the Period Bi5R7F 57 + S5 BRAA ( HIBRMRAENS Z A ) *ERN B
3 Net Cash/ (Borrowing) = Cash and Bank Balances - Bank Borrowing - Gold Loans 32¥l&/ (iR %) = & RBTER - RIOTHEAM - BESER
4 (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
(KHRTEA + BPRTHEN + RTEX + B2ER - NS RRTER ) - ARINGRHBANSBARKEE
5 (Long-term Liabilities + Short-term Liabilities) +Capital and Reserves Attributable to Equity Holders of the Company ( KEifAfR + FoHf ) + KARAINSHFBEAN SR AR ES
6 Annualized/Annual Profit Attributable to Equity Holders of the Company + Capital and Reserves Attributable to Equity Holders of the Company ZAT2FL / 2ENEHBEAMSRF] + AATNEHAAN SEEAREE
7 Annualized/Annual Profit Attributable to Equity Holders of the Company + (Long-term Assets + Current Assets) AATEF(L / EENZHFEAN SEH + (KERFT+ RN EFT)
8 Closing international gold prices for each financial year 30 September were +18.8% and -5.5% compared to gold prices as at 31 March 2024 and 31 March 2023 respectively.
5202438310 %2023F3331HME N - BNMMFEEHZEIF0ENERESWEN 9 5B +18.8%K-5.5%HE1L -
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¢ SUMMARY —FINANCIAL POSITION

RPN =S

(HK$M) (B8 7T)

Non Current Assets JEREN 5=
Current Assets B Z =

Non Current Liabilities FEFREh AR
Current Liabilities st R

Total Liabilities 2R

Total Equity Nz

Non-controlling Interest FEZEREAN &=
Shareholders ' Equity & =X &

No. of Issued Shares &7 7% HE

Net Asset Value per Share 8% /%3~ {E

As at 30 Sep 2024
#ZE2024%F9H30H

4,551
12,544
17,095

434

3,492

3,926
13,169

(50)
13,219
587,107,850

HK$22.43

As at 31 Mar 2024
#%=2024%F3H31H

4,522
12,332
16,854

473

3,517

3,990
12,864

(27)
12,891
587,107,850

HK$21.91

6-Month

Changes
6 T™HZTIE

+0.6%
+1.7%
+1.4%
-8.3%
-0.7%
-1.6%
+2.4%
-86.4%
+2.6%
+0.0%

+2.4%

As at 30 Sep 2023
#%E2023F9830H

3,525¢
12,455
15,979

346

3,182

3,529
12,451

1)

12,451
587,107,850

HK$21.21

Y-o-Y Changes

BRET(E
+29.1%

+0.7%
+7.0%
+25.4%
+9.7%
+11.3%
+5.8%
-9,597.5%
+6.2%
+0.0%

+5.8%

11



¢ THFY2021-2025 OPERATING PERFORMANCE
2021-2025 ¥ M EE BRI

(HK$M) (BT3787T)
20,000 33.2% 32.7%
] 27.8%
16,000 F
mmm Revenue
WA 14,000 F
14.0% LT .
= 12000 e 9.8%
—%7% 11.8% IZ'N o
mmmm Profit for the Period
3R 10,000 8.8% 7.79%
. (o]
e Overall Gross Margin 7,486

BER R 8,000

== Operating Margin
e 6,000

e Net Margin
B RE 4,000

2,000

1H FY2021 1H FY2022 1H FY2023
2021 E¥ME 2022 E¥WE 2023 E¥ME

1H FY2024 1H FY2025
2024 E¥WF 2025 W4

+ 30.0%

+ 20.0%

+ 10.0%

+ 0.0%

1 -10.0%

- -20.0%

12



REVENUE AND PROFIT ANALYSIS
WA B 73 A

Revenue and Segment Profit by Market
®inkl 53 IULA K 53 &8Bia Rl

Adjusted Adjusted

Segment | Segment Profit

Segment Profit Profit* Margin

3559, Revenue Segment Profit Margin ZEERN ZEERN

(35.5%) HK$M B #ETT WA 73 &R Al 73 B T & S EREA 5 BRI

Hong Kong, Macau &

Overseas
& BB EY 3,513 428 12.2% 543 15.6%

Y-0-Y Changes ##EZ1E -27.3% -35.9% -1.6 p.p. -14.0% +2.5p.p.

HR;Xenue ng\egﬂf%e%t Profit Mainland R ith 1,936 125 6.5% 240 15.3%
s Y-0-Y Changes #EZ1E -27.1% -77.7% -14.7 p.p. -55.7% -10.1 p.p.

Hong Kong SAR, Czhinal, .
S EEBRHRE Overall 2k 5,449 553 10.2% 783 14.4%
PERI VAT BE2R S5 Y-0-Y Changes ##EZ1E -27.2% -55.0% -6.2 p.p. -33.2% -1.3 p.p.

Mainland China3 . .

PE A3

Remarks 7* :

Comparative figures for 1H FY2024 are shown in brackets &SR 72024 £¥ M E Z LEREF

1 Hong Kong SAR, China: Hereafter refers to as  "Hong Kong" HE&EBRATHX: AEHA T&E,
2 Macau SAR, China: Hereafter refersto as “Macau” SEE[ JFRITTHEX  £EHRA TR,

3 Mainland China: Hereafter refersto as “"Mainland” SPERH : FEFRA T A

4 Adjusted Segment Profit refers to segment profit excluding gold hedging losses or gain ZEZ R 7 SR RIEMPRE & Wb S IR /02 30|
13



¢ REVENUE AND PROFIT ANALYSIS
WA B 73 A

Revenue and Segment Profit by Business
B S5 X 53 RO K 53 B8R & 7l

7.4% : Adjusted
(7.3%) Segme;w\tnlrzrogl]c Adjusted [ Segment Profit
e Segment Profit Segment Profit! Margin
7.1% Revenue Mix Margin R RRERN
(12.2%) HK$M B 5 #E T WA Ha pak B 53 ERia A pak S
Retailing B€ 4,660 383 69.2% 8.2% 563 12.1%
(gg-ggjo) Y-0-Y Changes #EZ1E -22.7% -422%  +15.3 p.p. -2.8 p.p. -10.2% +1.7 p.p.
Wholesaling #t’% 385 -69 -12.4% -17.8% -19 -51%
Y-0-Y Changes #ZEZ 1k -57.8% -139.4% -26.6 p.p. -36.9 p.p. -112.7% -21.9 p.p.
Adjusted Wholesaling
ZBIFZEHHE 1,2007 =eie] -5.7% =115 -1.6%
Retailing V-o-¥ Changes ZFZ 1L -48.1% -139.4% N/A -13.2 p.p. -112.7% -8.2 p.p.
Wholesaling #% Licensing Skl 404 239 43.2% 59.2% 239 59.2%
Licensing G815 V-0-¥ Changes #41t -26.0% -39.0%  +113pp. -126 p.p. -39.0% -126 p.p.
Overall 5% 5,449 553 100% 10.2% 783 14.4%
Vo-¥ Changes ZEZH 27.2% -55.0% - 6.2pp. -33.2% 13 pp.
Remarks )% :
Comparative figures for 1H FY2024 are shown in brackets &SR 72024 E¥ M Z EEREF
1 Adjusted Segment Profit refers to segment profit excluding gold hedging losses or gain Z ARG 2 EF 2IEM IR ES XD SRS 50T
2 Adjusted Wholesaling Revenue = Revenue of Wholesaling Business to External Parties + Inter-Segment Wholesaling Revenue
ZIAREIRRWA = XIMERWSWA + S EDEHER A 14



¢ REVENUE AND PROFIT ANALYSIS
WA B 73 A

Sales! and Gross Profit? by Product
B mX 2 HEEL R EF?

73.1%
(70.0%)
66.7%
(55.4%) Gross Profit?

HK$M BTG #ETT e

33.3% Gold & Platinum E& RiHE 3,689 1014

(44.6%) (§88§2) Y-0-Y Changes % EZ1E -24.1% +9.5%
Fixed Price Jewellery Ef & 1,356 506
Y-0-Y Changes 1 EZHL -34.8% -32.2%
. Overall Z{F
ggées %r%ss Profit Y-0-Y Changes ¥ EZ1E _ 257'9;:,2 _1551202

Gold & Platinum3 &% K H&3

Fixed Price Jewellery M & 1f . .

Remarks ¥ :

Comparative figures for 1H FY2024 are shown in brackets &5 R92024 LW F Z EERHF

1Sales = Revenue - Licensing Income $#4&=UA — @2 FEA

2 Gross Profit = Consolidated Gross Profit — Gross Profit of Licensing Income R =435 EF] — @GS KA EF

3 Gold & Platinum refers to gold & platinum products sold by weight basing on international market price, i.e. at non-fixed price
s AHEEEREERMDNMERESLENTE REE™m (BIZFEN )

4 YoY average gold price increased by 23.4% and decreased 1.0% for platinum. SFH9E &ML EF234% - FASNENTEEL0% -

Gross Margin
EES

27.5%
+8.4 p.p.

37.3%
+1.4 p.p.

30.1%
+6.0 p.p.

15



MARGIN ANALYSIS

AR
< A 74 Y P4
il 1H&2H | 144 B F M4 Full Year 2%
. X 30% - 30% -
Segment E[‘Oflt Margin Igy Market 22.3% ) 1% 23.3% 01 39
P ERHEMZE (UHiaXl5) o 20.2% 3% . 0
20% 1 12.2% 20% - T 184%
. (]
[ Mainland 9.0% 11.7%
it 10% - ' 8.8% B
e 10% - ’
[l Hong Kong, Macau & Overseas ' 3.7°£</.7
FE R RB5 0% T . . :
1H 2H 1H 2H 1H 0% , i
FY2023 FY2023 FY2024 FY2024 FY2025
R FY2022 FY2023 FY2024
Segment Profit Margin by Business 100% -
AEREAMZER (LS X5) o 77.0%
100% e 80% - 73.7% 69.6%
. 72.1% A% 71.8% . —
[ Licensing 80% 1 -— —o- 67.0% 59.2% 60% -
S\ :
EYE -
% - 40% - 9.7% o
W Retailing 40% 7.2% 8.2% 11.0% 8.7% 4.9% 6.5% 49422’
e 20% - 9.2% 3.9% 7.5% 0.6% 8.2% 20% - 7.8% ’
] 0% — D — -5.7% —_—
Adjusted Wholesaling! ° ! ! ! —H 0% T T
! ! 1H 2H 1H 2H FY2024
BREERTAR 20% - FY2023 FY2023 FY2024 FY2025 FY2022 FY2023 FY2024
: . % 37.4%
Gross Margin by Product 40% 1 ) 35:9% 36.9% . 40% - v
ERER CIE@R5) 30.0% 305% " 30.3% 2
o 25.4%
[0 Fixed Price Jewellery 20% - 7% 20% - —
19.1% 19.1% . 19.3%
15.3% 17.7% 17.4% :
. %Ogﬁggt'”um o 1H ' 2H ' 1H  2HFv2024 1H 0% ' ' '
FY2023 FY2023 FY2024 FY2025 FY2022 FY2023 FY2024

LAdjusted Wholesaling Segment Profit Margin = Segment Profit of Wholesaling Business +(Revenue of Wholesaling Business to External Parties+ Inter-segment Wholesaling Revenue)
KB R D EVEFER = HRWSZHEaEF + (WIMERWSWA+ BB RUA)

16



REGIONAL REVENUE & PROFIT ANALYSIS BY BUSINESS
3t DX WA Boaa R o LAY 353l 70

Hong Kong, Macau and Overseas
&8 R 1REI

Segment Profit Adjusted Adjusted
il Segment Segment
Segment Profit? Profit Margin
5 Revenue Mix | Profit Margin 2R RIS iﬂ*“FE’J
97.9% —— J
0.9% VO HKSM BG#ETT A HE 7 ELEN R ’\ﬁ a2 ’\ﬁ g IS
(0.4%) Retailing B& 3,438 419 97.8% 12.2% 502 14.6%
— Y-0-Y Changes # %15 -27.5% -26.5% +124 p.p. +0.2 p.p. -8.5% +3.0 p.p.
1.2% Wholesaling #t’& 43 -23 -5.3% -52.6% 9 21.8%
L3%) VoY Changes #4251k -34.0% -1300%  -16.6 p.p. -168.3 p.p. -84.6% 719 p.p.
Adjusted Wholesaling
BB 813 -23 -2.8% 9 1.2%
uRﬂg/\enue Y-0-Y Changes #FEZ(L -42.3% -130.0% N/A -8.2 p.p. -84.6% -3.1p.p.
Retailing 5 ] Licensing fah# IS5 32 32 7.5% 101.1% 32 101.1%
Y-0-Y Changes # %15 +49.2% +45.8% -4.2 p.p. -24 p.p. +45.8% -24 p.p.
Wholesaling #t% .
Overall E1{& 3,513 428 100% 12.2% 543 15.6%
Licensing m kg 35 Y-0-Y Changes #Z#EZ1L -27.3% -35.9% - -1.6 p.p. -14.0% +2.5 p.p.

Remarks JF :

Comparative figures for 1H FY2024 are shown in brackets &5 WR:52024 =¥ F Z LR F

1 Adjusted Wholesaling Revenue = Revenue of Wholesaling Business to External Parties+ Inter-Segment Wholesaling Revenue
KPR RBA = WIMER W SWA+ 2 BN EHER A -

2 Adjusted Segment Profit refers to segment profit excluding gold hedging losses or gain £IAZE G/ 73 BF & A SR E X PSR 7 &R A 17



REGIONAL REVENUE & PROFIT ANALYSIS BY BUSINESS
#h DXWA Boad R 3 4 ANV 5531 73

19.2%
(19.7%)
- 7

Retailing 2€&
Wholesaling #t &

Licensing meha 55

Remarks 7* :

63.1%
(48.5%)

—_—

17.7%
(31.8%)

~ 000

Revenue

WA

HK$SM B5#E T

Retailing B&
Y-o0-Y Changes #%FZ1E

Wholesaling #t’%
Y-0-Y Changes 1##F &1L

Adjusted Wholesaling

ZFEFH R
Y-o0-Y Changesﬁzfﬁ Ly/m}

Licensing mhg IS5
Y-0-Y Changes #ZEZ 1k

Overall Z2{F
Y-o0-Y Changes #%FZ1E

Comparative figures for 1H FY2024 are shown in brackets &5 MR:22024 =¥ F 2 EEREF

1 Adjusted Wholesaling Revenue = Revenue of Wholesaling Business to External Parties+ Inter-Segment Wholesaling Revenue

KRB RWA = JIIME R W SWA + 7 BREHE A UTA

2The avera

/\Eﬂﬂii’%/Eﬁﬁl.OS (2024 _E01£:1.09) -
3 Adjusted Segment Profit refers to segment profit excluding gold hedging losses or gain &

e RMB exchange rate is 1.08 (1H FY2024:1.09) , a 1.4% drop as compared to 1H FY2024
52024 S E FE1.4%

Revenue

WA

1,222
-5.0%

342
-59.6%

387
-57.2%

372
-29.0%

1,936
-27.1%

-36
-138.3%

-46
-146.7%

-46
-146.7%

207
-44.1%

125
-77.7%

Mainland
A 3t

Segment Profit
/'\ﬁ m*u

Mix
HE

-28.4%
-45.0 p.p.

-36.6%
-54.1 p.p.

N/A

165.0%
+99.1 p.p.

100%

ZBE AN BEF2EMIREEN PSRRI 7D BT

Segment Profit
Margin
53 BB Al =R

-2.9%
-10.1 p.p.

-13.4%
-25.0 p.p.

-11.9%
-22.8 p.p.
55.6%
-15.0 p.p.

6.5%
-14.6 p.p.

Adjusted
Segment
Profit3

KFEEN

53 BBia F3

62
-22.1%

-29
-131.3%

-29
-131.3%

207
-44.1%

240
-55.7%

Adjusted
Segment Profit
Margin
KEEERY

/'\ﬁB *UT

5.1%

-1.1 p.p.
-8.4%
-19.3 p.p.

-7.4%
-17.6 p.p.

55.6%
-15.0 p.p.

15.3%
-10.1 p.p.

18



*

3 DX 73 B0 a AR 2 A LA S5 3l 73

Hong Kong, Macau and Overseas

&2 - BR8N

REGIONAL SEGMENT PROFIT MARGIN ANALYSIS BY BUSINESS

Mainland
A ith

125% -
125% - 109.1%
104.9% 103.5%
o — ’ ’ 100.8% 10L1% 100% .
100% - 71.7% 74.8% .
1I-!§L2H . 759 - 70.6% 65.3%
NEE 0 75% 1 55.6%
UEE:
50% 12.2% o 9 9
7 5% 9.3% 12.0% 9.4% o 12.5% 11.6% 10.9% o
% - . % - o o, o, :
25% 4.8% -2.8% 5.4% 0.4% 25% 66/) 51/0 72/) 1'0%
0, e
OA) R, —_— T N — 2 8cy ! 0% T \W'
1H 2H 1H 2H 1H “°7% FY3023 FY3023 FY2024 oA FYZM%_ o
259, FY2023 FY2023 FY2024 FY2024 FY2025
250 - -11.9%
115% - 104.0% 106.5% 102.0% 100% -
— 76.4% 0
90% - . /3.2% 68.1%
65% -
Full Year 50% -
25
40% - . 2o 10.6% 183':3’ 12.1% 6.8%
0% 25% - .
15% - 19% 0.5% 3.0% © 5.7% 6.6%
'=*7 —8 0%
-10% - FY2022 FY2023 FY2024 FY2022 FY2023 FY2024

. Licensing maf& /55

| Adjusted Wholesaling Business! Z182/5 2 it & W 351

1 Adjusted Wholesaling Segment Profit Margin = Segment Profit of Wholesaling Business +(Revenue of Wholesaling Business to External Parties+ Inter-segment Wholesaling Revenue)
KRN RDEEFNE = HRWSZHEEN - (WIMERWSWA+ D EREIHEAIA)
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¢ RETAILING REVENUE ANALYSIS

SEWRADHT

(% of Revenue)

(WA SEE %)
100% -
8% 5%
75% -
50% -
25% - 51% 52%
0% T T

Retailing Revenue by Region
WA (Uil 5)

6% HK$0.3B
31I2ET

(1 5%)

HK$1.23B
123128 7T
(1 5%)

HK$0.91B
9.1ZETT
(132%)

53% HK$2.22B
22,278 7T
(129%)

1H FY2023 1H FY2024
2023 E¥ME 2024 £

1H FY2025
2025 W

Hong Kong &% [/ Macau® [ Mainland iittr* | Overseas 84}

* Self-operated shops and e-commerce business only REEEEE KB FEHSISS

(% of Revenue)

Retailing Revenue by Product
WA (U=l 53)

Hong Kong, Macau and Overseas

&HE A xES%

(LA S5 EE %)
. - HK%O%SB
23% 25% 0 —— 9.61287T
80% - . - (119%)
60% -
o HK$2.47B
40% - 77% 75% 72% - 2471238 7T
(131%)
20% -
0% T "
1H FY2023 1H FY2024 1H FY2025
2023 ¥ E 2024 FEME 2025 ¥4
Mainland
(% of R Mainland
Crhin s A
100% - HK$0.138
— 13ER
(4 10%)
80% -
60% -
9 88% o HK$1.08B
40% - 84% 6 89% — 108777
[o)
20% - (%)
0% T "
1H FY2023 1H FY2024 1H FY2025
2023 F¥ M4 2024 FEH4E 2025 M E

Gold & Platinum
EE &=k .

Fixed Price Jewellery
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*

MAINLAND E-COMMERCE
R 755
Revenue UZA

Sales by Product HKD 752 B354 -13.9%
%ﬁ%p}(&:ﬁﬁuﬁ V-O-YChanges ZETE
Average Selling Price 19 &1

RMB 2,100 AR +23.5%
Y-o0-Y Changes 1% FZ1E

Contribution to Mainland Retailing Revenue? A1 S EUT A2

61.5% (1H FY2024: 67.9%)

Contribution to Group’ s Retailing Revenue? HERF S EUWAZ

91.3% 16.1% (1H FY2024: 14.5%)
(91.3%)
Platforms {4 &¥E&

As at 30 Sep 2024: 43 Platforms
T2024%9H30H: 43 M¥E&E

E-commerce Development BB % &

. Gold and Platinum E& KA

. Fixed Price Jewellery BN &1 — — -
Strengthen promotion in the we-media field to create top selling products

*Figures for 1H FY2024 are shown in brackets TS B R AR OB . $T i imaR
ESNA2024 LM FEHF

Cooperate with live-streaming KOLs to increase brand awareness and boost sales
SMBERIAANGIF  E2mEHBE - BRAHE

Further enhance synergy between online and offline sales channels
H—BREAELRE NMEERB Z BN

1 ASP included value-added tax (VAT) SFHEMN B ZEER
2 Sales of self-operated shops and e-commerce business BE & K& 8B F E 55 fHEAT
3 The average RMB exchange rate is 1.08 (1H FY2024:1.09), a 1.4% drop as compared to 1H FY2024. AR ML 2A71.08 (2024 LW F:1.09) - 82024 E W EF TFFE1.4%
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RETAILING ANALYSIS
SESM

SSSG EI/EtHEIEK* Y-o0-Y Changes ## &1k
1H FY2025 1H FY2024

1H FY2025 1H FY2024 2025 L+ M5 2024 ¥4

2025 ¥ M4 2024 E¥ M4 Revenue** Quantity ASP | Revenue** Quantity ASP
WA & FI9EM WA i I EM

%‘;;ra" -34% +44% -25% -25% 1% +60% +50% +6%

' %@\’gg‘gzg'““m 36% +44% 27% -33% +10% +58% +57% +1%

© gl Jeneleny -30% +45% 22% “13% 11% +65% +40% +15%
EMEIIm

R g & Macau -37% +56% -31% -35% +6% +75% +67% +5%

' %ggg‘%gg'““m -39% +55% -33% _44% +20% +72% +74% 1%

© edimeleneleny -32% +59% _25% -20% 6% +85% +57% +18%
EMEIIm

%?&“'a"d -26% 4% +17% +22% -16% +14% +11% +3%

: g;\'%fjﬁggﬂp\'g'““m -24% 2% +21% +29% 8% +17% +11% +6%
Free F iy -39% -13% 1% +14% 30% +4% +11% -6%

EMNE I

* Same store sales growth ( “SSSG" ) represented a comparison of sales of the same “Lukfook” self-operated shop having full day operations in the comparable periods and such data did not include sales of licensed shops and
Mainland’ s e-commerce business. BEHEZKAE—E "NE, BEETULLRBNETEZAZCHHEENLLR - BREEH A EEmEERRNTE FESHNHEED

**Revenue represented sales of “Lukfook” , sub-brandsand 3DG Jewellery' s self-operated shop and such data did not include sales of licensed shops and Mainland 's e-commerce business.
WAR "ARE, - BlRBEEEEERANBEENHEDN - AREE A EEmEE RNt B F 55 HEL

***YoY changes and SSSG in Mainland are denominated in RMB. At Z 2 F T REEHEMUARTRITE

****ASP in Mainland included value-added tax (VAT). At A ENH B S B ETR



RETAILING ANALYSIS ON MAINLAND

NIZE DT

Self-operated Shops BEE

Overall (&

T

NEdl
— %
T_ier [l
By tier of cities | —%&
BEHEANND | Tiern
=057
Tier IV & below
S-S
Northern China
1E4EX

Southern China
e

By reigons Eastern China

Bt XX EARX
Central China
X

Western China
1ERX

Gold &
Platinum

EERHAE

-24%
-24%

N/A

-23%

-20%

-19%

-37%

-21%

Fixed Price

Jewellery
EMNED

-39%
-39%

N/A

-41%

-41%

-36%

-37%

-43%

Overall

B2

-26%
-27%

N/A

-26%

-22%

-23%

-37%

-25%

Same Store Sales Growth El[E{H&E1L

1H FY2025 1H FY2024
2025 E#0eE 2024 EH e

Licensed/
Speciality Shops
s/ Z 1S

Gold &
Platinum
BEERHEE

-2%

+3%

N/A

-18%

-21%

+12%

+3%

-9%

Fixed Price
Jewellery
EMMath

-13%

-12%

N/A

+13%

-43%

-21%

-14%

-6%

Overall

B

-4%

+0%

N/A

-14%

-23%

+3%

-1%

-8%

Licensed/
Speciality Shops
a5/ Z ]G

T

* Same store sales growth represented a comparison of sales of the same Lukfook shop having full day operations in the comparable periods and such data did not include sales of Mainland’ s e-commerce business.

BEHEEEAR—BARETULREAERZHECHHEENLR - BREEBEACSEAEFESHNEED -
** SSSG in Mainland are denominated in RMB Nith ZEEHEMUARTRITE -
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¢ QUARTERLY SAME STORE SALES GROWTH
FEREHEEK

FY2022 FY2023 FY2024 FY2025
20220145 20234 202444 20250144

ol el el o]l ol el el o] ol el ol ] al o

71%  -55%  -29%  +30% 1% +40%  -10%  +83%  +62%  +31%  +67% 5% -34%  -35%

67%  -46%  -25%  +42%  +9%  +62%  -5%  +92%  +67%  +30%  +78% +3%  -33%  -38%

= (o) = (o) = (o) r (o) +47 r (o) -17 ar (o) + (6) + (o) ar (o) -0/ = (o) = (o)

73%  -57%  -38% 25% 4% 68% 1% 87%  +58% 15% 55% 6% 44% 52%

77%  -65%  -35%  +17%  -19% 8%  -21%  +66%  +54%  +36%  +37%  -24%  -36%  -24%

;‘%‘%‘;}5‘9 stz 76%  -63%  -35%  +19%  +2%  +50%  -8%  +124%  +75%  +41%  +80% 4% -36%  -38%

ﬁﬁoéd 72%  -53%  -32%  +28%  +15%  +79%  -1%  +145%  +81%  +39%  +92% +4%  -35%  -41%

E%d({%%ve‘ght) 77%  -61%  -44%  +14%  +10%  +85%  +3%  +135%  +70%  +22%  +65% 6%  -46%  -54%

F%%?gp%ce Jewellery 81%  -74%  -40%  +9%  -21%  -10%  -23%  +88%  +65%  +52%  +46%  -24%  -38%  -25%

Mainland 40%  -15% 9 939 289 9 359 69 39 89 189 109 249 299

At -40% - o +4% +93% -28% -4% -35% -6% +3% -8% +18% -10% -24% -29%

cold 45%  -15%  +11% +110%  -26%  +3%  -33% 3% +6% 5% +22% 3% -19%  -27%
=

;‘g({gy%")"eight) 59%  -33% 4% +97%  -30% 0%  -38% ~13% 6%  -21% +3% 17%  -36%  -41%

Fgajgp{%ce Jewellery 32%  -16%  -11%  +62%  -34%  -23%  -38% 15% 3% -20% 2%  -39%  -41%  -37%

* Same store sales growth ( "SSSG" ) represented a comparison of sales of the same Lukfook self-operated shop having full day operations in the comparable periods and such data did not include sales of licensed shops and
Mainland’ s e-commerce business. EEHEIZ K AR —E\EEEE T ULLRIIANATRZAEEHNHEENIER - BREEA N SEmIEE RNIS FESAHEED -
** SSSG in Mainland are denominated in RMBth 2 B /S EM AR TRITE



¢ LUKFOOK's AVERAGE TICKET SIZE & FIXED PRICE JEWELLERY AVERAGE SELLING PRICE
NESRMIEHBRRENB N REEEN

Average Ticket Size Fixed Price Jewellery Average Selling Price
$ (in terms of BRYIHE EMEm=mEEN

respective currency )

7T (MABRIB &) Diamond, jadeite, gem stones and pearl products

20,000 7 | ?F;Ji? . = 4/\ =
17600 $ (in terms of A ER EARERHTMm
' respective currency )
7C (BUABRI B i+ &) 16.100
14,900 ' 18.9%
14,900 $15.5% 15,000 \13'000 e
15,000 - == 13,500 —_—
11,800
11,100 10,800 11.6% >000 1 6,700 6.100 5,600 18.2%
10,000 - 0 . .
10100 10,800 10,600 1H FY2023 1H FY2024 1H FY2025
! 2023 M 2024 E¥ e 2025 -5
$ (in terms of . .
112.2% respective currency ) Overall Fixed Price Jewellery
5,000 - 5,800 6,500 70 (PRI B T 5) AT & o
5,400 8,000 -
6,200 17.7%
5,500 5,700
6,000 -
0 : - . 4,000 - - 5,300 5,000 16.7%
1H FY2023 1H FY2024 1H FY2025 4,400 o
2023 £ ME 2024 £ 2025 £ E 17.3%
. Macau . Hong I\(o\ng & Macau —China UnionPay 2,000 -
#] BB R - ERE 2,300 2,200 2,300
Hong Kon Mainland 0 r .
] %i&g ? s 1H FY2023 1H FY2024 1H FY2025
2023 F¥ M 2024 F¥E 2025 ¥ E
RSV settled by China UnionPay, Alipay, WeChat Pay or RMB in Hong Kong & Macau M{:lcau . ang Kong Mainland
EBRANMPERE - X - MEINIARTEE T EM: 46.6% (1H FY2024: 51.0%) A &5E rpil

*Lukfook self-operated shops only(exclude Mainland’ s e-commerce business) RFR/N1EBEE (R BIEAMBFEH W S)
**ASP in Mainland included value-added tax (VAT) At EN B S LER 25



¢ WHOLESALING REVENUE ANALYSIS

(% of Revenue)
(WA SEE %)

100% -

90% -

80% -

70% -

60% -

50% -

40% -

30% -

20% -

IEARUWA DT

Wholesaling Revenue by Region

#HERUWA (UAHhinkl5)

95% 93%

1H FY2023 1H FY2024
2023 ¥ eE 2024 E¥ W
P Hong Kong &3& Mainland Rt

89%

HK$341M

— 34128

1H FY2025
2025 bW

(160%)

10% - HK$43M
- - 0431287
0,
0% - (1 34%)

(% of Revenue)
(WA ASEE %)

100% ~

[ Fixed Price 80% -
Jewellery
EME
60% -
.Gold & Platinum
(others)
=2E R EA) 40%

[ Scrap Gold &
Platinum

sepmamy 0%

0% -

(% of Revenue)
(A 5LEE%)

100% -

80% -
.Fixed Price
Jewellery

ENEMm 60% -

.Gold & Platinum

22 RME 40% -

20% -

0% -

Wholesaling Revenue by Product
HARWA (XF=mEl43)

Hong Kong, Macau and Overseas
58 BB

HK$12M
1285 %7T

/(1 57%)

HK$30M
308 HET

/(L 17%)

HK$0.5M

[ 058 ETT
(1 193%)

1H FY2023
2023 b4

1H FY2023
2023 L&

1H FY2024 1H FY2025
2024 E¥ W& 2025 E¥WME
Mainland
At
HK$245M
245287
(1 67%)
HK$96M
0.9612E 7T
(1 13%)
1H FY2024 1H FY2025
2024 ¥ & 2025 ¥ W& 26



TOTAL OPERATING EXPENSES
¢ szERx

Total % 0 0 21.3% (% of Revenue)
9% s 15.1% 14.3% ety
1100 - (184%)
O,
1000 - 43% (12.0%)
. Other Expenses
HitH 2 900 - 3.3%
840 1.4% (163.5%)
Al isi Marketi
St 800 - 0.6% 1.8% (147.7%)
200 3.5% 0.9% s
. Depreciation & Amortisation e (120.5%)
IR & S 600 - 0.8% 2.2%
1.2% o 1519
. Depreciation of ROU assets (include rental 500 - 11% 1.3% (115.1%)
concession) \ 1.2% e 1.0% (164.3%)
FERAREFTIR (BEEASNE) 400 4
1.9%
. Short-term leases and variable lease 2.1% ?
payments 300 -
FHAM BT R O] T BT 1.4%
AR RO EHEERR ) 78% (1327%)1
[ Payroll-Variable 200 - 43%
-Fh 4.9%
100 -
. Payroll-Fixed
-l 0 ! !
1H FY2023 1H FY2024 1H FY2025
2023 E¥ M 2024 F¥WE 2025 E¥ W
HK$M 1H FY2023 1H FY2024 1H FY2025
Depreciation of ROU assets A& =17 |H 140 167 200
Rent concession related to COVID-19 g & E 2 &A= 0
*Fixed rent and Depreciation of ROU assets (include rental concession) 201
Bl E R ERANEETIH (BEESME
Short-term leases and variable lease payments 71
5 HAME BT R ol A BT R
Interest expense related to lease SHAEALHFIEFZ 20
Total rent related expenses S &2 292
Variance compared to prior year SEFRIHALEER +15%
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*

INVENTORY ANALYSIS
FoI oM

Closing Inventories
HARTFSR

(HK$M)
(Bh#T) 1H FY2024 1H FY2025
2024 FETFE 2025 F¥WME (14.5%)
9,438 9,863
8,000 -
4,373
7,000 - 46% (11.0% 4,676 47%
6,000 - >997 5,934 (16.9%) Gold & Platinum
=& RAS
5,000 -
2,749 289 (114.2%) 117 Fixed Price Jewellery
O, (o]
4000 - 46% 3,441 3929 ENE
3,000 - 1,837 47%
1,624 47% 549% (113.1%) 53%
2,000 -
54% 52%
1,000 - 53% 53%
o HK, Macau & Overseas Mainland Overall HK, Macau & Overseas Mainland Overall
=& OR8N At £ a8 ORI RES Aith K

Group’ s Inventory Turnover Days (by Product)

SHFEAREE (MmE5)

P2
Average Inventory

(Turnover Days)
(B

HARTFET3
Closing Inventory

(Turnover Days)
(BEB%)

Retail Inventory Turnover Days (by Market)?
DEFRARBEH (Uhinkln)!

Fig7FsR
Average Inventory

HARTFE
Closing Inventory

A il 2025 LEmiE TS (L 2025 ¥ ED(E] 2025 L¥ME REDAE
%)}?A.dg r;gce Jewellery 1,110 +425 1,117 +422
%ﬁra" 504 +186 512 +184 miﬂmand 416 14 13 e

Remarks: Gold inventory management through daily replenishment system and gold hedging policy was around 20% of base inventory
A BEBRNRASERESES  HRNEMESEEX HPLN20%
1 Self-operated shops and e-commerce business only REEEEEREFEHHIS

2 (Opening Inventory + Closing Inventory) +2+COGS (excluded Cost of Licensing Income)* Number of days for the Period ( B3#)%F 5% + H3RFHT ) + 2+ 8K (HIFRMBWS 2K ) *HNBEH
3 Closing Inventory + COGS (excluded Cost of Licensing Income)* Number of Days for the Period #7775 + S5 B AN (HIFRMARNLSS Z A A ) *HAN B
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¢ CAPEX

BRI

Purchase of Premises

&ML

Furniture, fixture and equipment
& leasehold improvements

ZRffh - KESREREEMWEE

Shops
i

Offices
NS

Manufacturing Plants
mIr-

(HK$M)
(BB

700

600

500

400

300

200

100

43
2
1H FY2023
2023 E¥FF

626

560

-

1H FY2024
2024 L E

65

-{ I

1H FY2025
2025 ¥
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THREE-YEAR KEY STRATEGIES (FY2023-FY2025)
—FFERME (2023-2025M F)

Sustainable Growth

FHEIEK
Focus on Mainland Market Expansion
TixTRM AR

Focus on Operational Efficiency
TETEBUE

Focus on Branding

TET bR RS
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NETWORK EXPANSION AND CAPEX IN FY2025

2025 FBEMET FTRBERF

Focus on Mainland Market Expansion

T AMTHIARE

MM | F2024%F98308 2RIEH DEL:

Mainland
A 3t

3,311

Shops &

FY2025 Development Focus
2025MERRER

Mainland Ath:

Mainly focused on adding licensed shops
in fourth- and fifth-tier cities

£ T - A% RmhEE

Total CAPEX Budget Shop renovation
RAXFME JEHE
HK$95M HK$60M

As at 30 Sep 2024, worldwide total no. of shops:

Hong Kong &
Macau
HE A

74

Shops &

3,408

Overseas

=P

23

Shops &

Overseas &@4%h:
Net addition /&1&/0:

15 shops &
Nansha Plant renovation and Office renovation and
purchase of new equipment purchase of new equipment
DI EF RAREIRE TE OB RN EIZE

HK$20M

HK$15M

E-commerce

BYES

Purchase of Premises
=g\l
HK$OM
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DISTRIBUTION NETWORK IN MAINLAND

¢ A 73 35 D 25

As at 30 Sep 2024
T2024%49H30H

29.4%

. Northern China 46X
. Eastern China fEZR X
. Southern China fEFEEX
. Central China fEp X
. Western China £ X

B Tierl —%

[ Tiernl Z%

[ Tierll =%

[ Tier !V &below PZREMUT

Remarks T :
The percentages refer to the contribution to the total no. of shops in Mainland B2 tEFRIZIEH B XAt EH D& 2 St
Figures in brackets refer to the 6-month changes SR F N6 B2 T{E

Total No. of shops IEH 2% : 3,311 (-179)

Total No. of Licensees frh& & S 5L 790 ( -69)
Total No. of Provinces & 2% 27 (0)

Total No. of Municipalities B E# 4(0)
Total No. of Cities 1 241 591 (-42)

Self-operated Shops | Licensed/Speciality Shops Total Municipalities/ Cities

BEE oM IE/ & i71IE BE BHEm/H

By tier of cities No. of Shops No. of Shops No. of Shops | No. of Municipalities/Cities
W R A [EHEF [EHEF ST BEM/HHEE

115 (+11) 895 (-37) 1,010 (-26) 15(0)

Tier Il —# 29 (+10) 565(-32) 594 (-22) 24 (0)
Tier Il =% 14(-1) 516 (-23) 530 (-24) 56 (-1)
13 (+1) 1164 (-108) 1,177 (-107) 500 (-41)

171 (+21) 3,140 (-200) | 3,311 (-179) 595 (-42)

Self-operated Licensed/Speciality
Shops Shops Total | Provinces | Municipalities Cities
BERE an hE s/ = 17115 BE = HEm ]

No. of No. of No. of No. of No. of No. of
By regions Shops Shops Shops | Provinces | Municipalities Cities
X IS (B [EHHEEF BHF HERHF W

73 (+12) 898 (-50) 971(-38)  7(0) 2(0) 194(-10)

Eastern China (EZRX 45 (+5) 496 (-29) 541(-24) 4(0) 1(0) 119(-12)
Southern China fE#&KX 10 (+1) 888 (-49) 898 (-48) 4(0) 0(0) 88 (-2)
Central China e[ 43 (+3) 637 (-67) 680 ( -64) 6(0) 1(0) 155(-19)
Western China {EFX 0(0) 221 (-5) 221 (-5) 6(0) 0(0) 35(+1)

Total (&
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THREE-YEAR KEY STRATEGIES (FY2023-FY2025)

—FFERES (2023-2025MF)

Focus on Operational Efficiency
TETEBUSHE

'Y |

Maximize staff productivity
RARIFEEEREIKF
v’ Cultivate continuous improvement (Cl) culture
BEeFENEXE
v Nurture innovation culture

BB UE

Improve productivity
RiELEF

v Supply chain management revamp
SRR BEA B EIE

v Full automation
EX=Fylls

v Big data management
ARHTEEE

v Data analysis power

HHRINH DT
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THREE-YEAR KEY STRATEGIES (FY2023-FY2025)
—FFZREE (2023-2025M 1F)

Focus on Branding

TIXT mAEHE KRB

Establish and strengthen

brand image and positioning | Enh
i Koz bmE R R EN ! a?gﬁizgﬁsp:er:
STEX AR BRI IR

Offer right products to
market
RHSHHIHEKRN~ @

Service quality

optimization I‘/

AR RER

Enhance the Group's contribution
to environmental protection
RAE BN R IRIF R DT

©
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BRAND

mEhEHEN B
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¢ MULTI BRAND STRATEGY AND SHOP IMAGES
ZmEREREEER

Transformed various product lines into independent stores and adopted Introduced different shop images to rejuvenate the brand
multi-brand strategy to reach different target markets HH T ARRNISHEES - DUEBRED -

REMFEA(ENRIIER - FRAZAESEIZEAFNE T -

5T i
7 \?Eﬁﬁg LUKFOOK JEWELLERY

838

[ PSSt (e Yo Y =

I._‘ ‘_‘I
AR AR

Rl
(2= _I&-w..u.a.ﬂm.t

Love LUKFOOK JEWELLERY Helrloom Fortune %sa,ﬁf*’é%\
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REINFORCEMENT OF BRAND OF HONG KONG

FE & mAEt iy

Lukfook Jewellery has collaborated with the Hong Kong's most iconic beauty pageant, "Miss Hong Kong" for the 23 year as the official
sponsor of the crown and jewellery. This collaboration reinforces Lukfook as a brand truly originated in Hong Kong.

Became the official crown and jewellery sponsor
of the "Miss Hong Kong Pageant,” for the 23rd
year.

B23FEMAN "EBMARE ., ASEEREAKER
ImEEBNE -

BRARRBUERRERATEN

ERY

l),\x-)

Mr. William Wong, the Chairman and the CEO of
Luk Fook Group, presented the crown to the Miss

Hong Kong Champion 2024, Ellyn Ngai.
NEEAEFERTHEZHEEFRELENMREE F2024F
BINERER R -

—L?EI’ F

LUKFOOK JEWELLERY e = LUKFOOK JEWELLERY

LUKFOOK JEWELLERY

NERXRESEBREARUNEREN "HE/NE ) SFAFB3ERNEEREARFENRYD - RIANEBREZELREEENIKEmE -

£/ RN

f-. 'ir! 'r-‘& ll‘tl

A R?\ S it
g

Collaborated with the "Miss
Hong Kong Pageant”

to launch a series of jewellery
products.

BASR TEBNE, HERET 275
KREEMm~m °

TUB IS

LUKFOOK JEWELLERY
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¢

REINFORCE OF A HONG KONG BRAND

REREERmENh

RECOGNITION OF THIS “BAO”
AERERXINE,

Raised the recognition of the traditional Chinese font “bao” of the
brand name,which is distinct to Hong Kong brand, via different
promotion channels and materials.

BNABWHET RENMME - B8 7 mEZRPIREFEBFENER
DX FE "B NIARE -

Hong Kong Themed Concept Store
B X E R

Incorporated Hong Kong s beautiful street scenes and nostalgic Hong Kong-
style decor into the store design, in order to promote Hong Kong culture.
BEBENNHSREWEBREMEA GRS - DU &8k -
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WEDDING PROMOTION
IEIRE

Rolled out a series of online and offline campaigns to reach out to the target customers of the wedding market.

L —F5% L4 MaD) - DIEREEMIn BrEEs -

- e 'i'g e == 'i?
Ve bhs Ve bhs
LUKFOOK JEWELLERY LUKFOOK JEWELLERY

nn Al
00 /I\

cERARBE-.

Tiffany Tang showcased wedding jewelleries of
aesthetic western romance and classic Chinese
elegance, exuding two different styles.
BEERNOREBEENANSHEBHINPNEERSM -
™ A B X4 -

Accomplishments of this campaign:
T E B4

m Total no. of views over 11M
RIEMEBT1100H

m Total no. of likes over 53K
RE#EiBd5.38

m Total no. of engagement over 730K
RAMERT73H
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WEDDING PROMOTION
IR

Online Mini Drama
ELIERI<<ZERT>>

D iR - 2RAT

) I SRR TR
% 7 soonermmEsems

sweetness, in fove

22 KR AR %] \ \N
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¢ ANNIVERSARY CAMPAIGN
BERED

To celebrate anniversary, we invited 2 famous actors to be the ambassadors of the campaign and kick-started a series of
promotions which reached an overall exposure of 1 billion views.

ARMEFER - B15 M2UAFERBEENKE - FBED S — 2RI G - BERBEIEREKL0Z -

T
Invited the new generation actors Guo Junchen and Bi Wenjun to be the “Share 1'

Love and Fun Ambassadors” of anniversary campaign and attended the launch
events in Changchun and Daqing respectively. o . E =S : / ’ i
RENFER D RRDERANETEAAFUNSBAGH AL EUTRENAKE 17 & "2 V.. | Upstoreatthe
He - - Sovedd — - famous
0 Ih= e — \al/ /A 7 = W =o'
r H,zﬁ = N s . . / vAS" F - : y )— in Mukden
| o N . " - T LEHERATE
HRIAEZ B P
ASEm

“Get Hulu at
Lukfook” pop

morning market

e P i A ' ‘ y LUKFOOK JEWELLERY
% v < i SR
7 I8 B e

IVBHE € : | ’ A % E % }m iﬁ Lucky Draw

Anniversary

with prize of
o over 18 million
BERMERER
ZmE{EBB
18007




¢ NEW CHINESE STYLE
MR

As the new Chinese style has gained popularity among the generation Z in recent years, we have combined exquisite traditional
Chinese elements with contemporary aesthetic to create collections including the “Tang Dynasty Style” and the “Charm of Song
Dynasty” . Coupled with roadshows in neo Chinese ambience and the slogan of “Get Hulu at Lukfook” , we have successfully
seized the market opportunity arising from this trend.

"IN TROFARRZENEK  LESKENDPETRESIANEE QIS 7 "T®aE#l. X "REER L WM RS - Ea#HhPz
ABENMREK " LEHERNE L NIRIE - BRINTIVE S X— BB RTINS -

Heirloom Fortune- Charm of Song Dynasty Roadshow R#ERKE

ARRRR
0’”“ '/M"n

a

l

“Get Hulu at Lukfook”

T SLEAE SR /N8 o
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CELEBRITY MARKETING
BNHET

Invited a variety of celebrities for short to long-term marketing campaigns to raise brand awareness and recognition among our
target customers of different brands and product collections

BIEZUBASSRAEREAH B - PUENS@E KRR ETZNANZENIACE

44



CUSTOMER RELATIONSHIP
MERA
>8,000,000 o -10°
299% F]. 68% 10%

Total number of members Member Contribution to Group’s Member Spending
Retail Sales in 1H FY2025 in 1H FY2025

as of 30 Sep 2024
T2024F9H30HZERRH 2025 ¥ MEFL RO ER T EHEL 2025 E¥MEFE R GUHTEE

Upgraded CRM to SCRM to form the foundation of we-media and
to track customers’ spending patterns through different channels,
in order to integrate marketing strategies with consumer behaviour

CRM RUERE EFHER, LA SCRMIURREIRFETRL, ZREBERAFTA,
BOEGSE TR, FEESEREATHENS

| 4
sz @ BI-

Held nearly 10,000 VIP workshops in a year
BHF2739%3110,000VIPLIES

Remarks % : Figures in brackets refer to the y-o-y changes &S AW FNRED(E
Member Contribution to retail sales and members spending did not include sales of e-commerce business *REEEHET R VEBR A A S ETEHSHER
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VIP THANKFUL MONTH
HBRZR

Online and offline promotional strate-
gies, along with in-store decoration to |

enhance exposure
& HETERHR, BS/EHEahdn,
£S5 (ARFEER S

Various online and offline
incentive activities to continu-
ously attract new customers,
enhance engagement and
drive store sales
Ziheg L TRIniE, 1
high. RHEEKE. SIREE
fi=Ed

% E @
BRSO (R LERY VH']
LAY £E

R ENZ S,

111111

-------

e ——

it

Member Contribution to
Group's Retail Sales during
VIP Thankful Month
HBfheRBIEEeR %R
FEHE

+15p.p.

Number of people Number of people
engaged in the WeChat checking
mini-program in at the store

5 AR FRRINER AR 5 AEIEF T REASY

1,160,000 170,000

(Remark: Data period is from 1 to 31 July 2024) (i%: $dEEEH2024.7.1-7.31)

Specialized Braiding Service for Bracelets:
allowing VIPs to unlock exclusive styles in-store
to enhance the premium experience.
FRmERs, BIERDUSEEF,
IS,
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s JOINT PROMOTION WITH REPUTABLE PARTNERS
BREHE

Co-organised promotion activities with various reputable partners to expand brand exposure to target customers.

SHMzmEaE#T - DY KmBEBRES ZENEEE -

ICON¥®H X A@EHE

srmAEHRPIEN —

/7 &S /7 7 A5 777 ST
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BREH

Being Invited to participate in the "2024 Hard
Gold/Antique Gold Jewellery Digital Social Media” ,
joint promotion with the World Gold Council
RPSH5HREENE 202422 /HA2 MM

A HLRGRE , BRI

JOINT PROMOTION WITH REPUTABLE PARTNERS

Co-organised the “520 The Love Zone" pop-up

store with the Platinum Guild International
5EHMRBESMEET "T5208ME8EHKX , RINE

Sponsored and made the KPL championship
rings for 17 consecutive seasons
EE17TZEATERBRWEKER REIFEE M
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2025 FF o 5 SL A RN IE A 2R T

Environmental

78

pe s T
Fotel bl F £ 46 £7(538) sIRAE
20239882024 RiE @ BANK OF CHINA o son 9 FHKI S5 e

The Group was named an “EcoPartner” and awarded the "5 Years+
EcoPioneer” inthe “Services” sector for the fifth consecutive year
EHBEEE T PIREBEWERFRIEAE , KR - ELSET "RSW
1 REWA THRAREKE . K TSE+S 5N RERKS |

W

Total i 1 9 Recognitions and Awards
3k : IANIE R 2R T5

®

2023FHRTRT RAPREIR R P
SEYRTNEREHE

RN (BF) BRAT)
EFMASEREBILOEGT , FERNE
TG, BRI, D, SERERR
TN AENAB LSRR, RN
i 56257 ZTUART , SHEER

The Group secured Top Spot Again in  “Gold Jewellery Retail Industry
Brand Value and Brand Strength”
EHBERS TEERETEUnBENESREEE , A1l

FY2025 SUSTAINABILITY RECOGNITIONS AND AWARDS

The Group has earned 11 resounding acclaim at the
"In-house Counsel Awards 2024" by China Business Law Journal
SRRSO I E A (k) ik
T (rEE) Millikg R2024 | +—IHpksSE

“erb

R NR

per Award Scheme Presentation Ceremony
£ ~ 1

AZIESRE st 5t BIRIR B2 2024

\/

The Group Upgraded to “Super MD" in ERB Manpower Developer

Award Scheme by Employees Retaining Board
EHRKEZBFRINBFAEAERBAZ EWERIFITXI "Super MD 4
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¢ CORE COMPETENCES
N

R o @& ¥

Quality Assurance Vertical Integration Competent Extensive Distribution
[RERIE BEEES Licensing Model Network
BARRREE RS RIS
— gor A Nizeg
—te S5 oo ﬁ ﬁ =2 Ll NN
TuBsbhes B u?e} ' |
LUKFOOK JEWELLERY ~m— Br— 0_ y
Reputable Brand One-stop Excellent Service Appealing Product
al{SHgahe procurement hub sz Design

—IEEREAD B3 | DA gRigit



VERTICAL INTEGRATION

EEES

Vertical integration helps strengthen operational efficiency, cost effectiveness, market responsiveness and supply reliability to

enhance competitiveness

EHESAMREEBUER - AN E  TIHRNENRMNTIEE - DUSERRSEN

Distribution %3 £

Self-operated Shops & E-Commerce Platforms

g%g&%%ﬁ%%ﬁ%qz@ ................................ ° Reta|||ng revenue %E"%LIQA
Licensed Shops & Corporate Clients

GRPEE RN/ ZE T creeerrrsnerssnnsssnsnssannnnanns ° Who|esa|ing revenue #E & UZ A
QC/Labeling RBERETE / HEZ e « Royalty income* ZFJIA

Design & Production i&it R4

Sourcing and Designing KM 5ig it
From quality suppliers or raw material B /1t sk REA7 )

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

THNWAZEREBE R 7NE (HEA) RN N B M A 7 an IS ULEY
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BRUHamARET

Licensing Model fhg1E={

Licensing Income

fies ¥ UL

Joining Fee Royalty Income
JilIEZEA THUA

N

\
\

Consultancy Fee
[B5%ia) 2% A

Advantages L=

® Ride on local knowledge
=AMt mimIAF]

® Rapid market expansion
HIRY Ehim

® Diversification of investment risk
pan-1Eidd i

® Enhancement of brand recognition
RS mhEMAE

¢ COMPETENT LICENSING MODEL

Revenue
from

Licensing Model
o & &
SBEIA

Wholesaling Revenue
HEARUTA

Payment terms I A=
Cash On Delivery R Bz

Requirements ¥

® Initial investment: Min. RMB 4M
TERIEE - B/ ART4005 7T

® Background check and site inspection
BREERNDETE

® Contract renewal period: 1 year
SOHAIR 15
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¢ COMPETENT LICENSING MODEL

B mEET

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

BEENmEERRAS—RERG

Operational Control

EiEHE

®  Whistleblowing System and Reward Scheme
IS8 RS R E it

® Sales and Inventory System Access
HERTFRZAZEA

® DVR System
RERG

® Operational Compliance Audit Team
EnaditEsa/ A

=
R

Pricing Control
VK
¥ Standardised retail price through centralised labeling process
B PREHE—Fming - DU —FRZIEN
®  Centralised control on discount policy
oh R HIELER

ﬁ Product Quality Control
e O 0O EE ks e
DigAaARinlim B
® 100% diamond products in Mainland market supplied by the Group
Mt 78 A ™ m100%H /@ Ht R
® Authorized suppliers on other products
H At mm R e E R B AL
® All gem-set jewellery products were accredited with NGTC /GTC
certificates
FrEREEIMIMBEN/SIEF
® Sightholder of De Beers - steady quality diamond supply
De Beers5 AL &E& — IRE LB th A Z AL

Brand Image Control

mhE R RE

®  Authorised renovation contractors to ensure standardised shop image
BEXEREBUY—BHTZR

®  Prior approval on all advertising & promotion to deliver consistent
brand image
Bt SMNERL - LB —H@BEE

¥ Standardised operational materials (e.g.: uniform, packaging) in all
shops to uphold brand image
S—=ZEBIN: B, 8K BT —BmiErg

Distribution Network Control
EENRBYEE

oo
®  Prior approval on retail locations
PRFRBERME

Service Quality Control
RBFRELE
®  Mystery Shopper System on service quality control
WWIME U AT S MR E
¥ Centralised Staff Training
gGi—R LTIl
¥ Regional training centre
DX I P Oy
¥ E-Learning programmes
M 2 >iRE
¥ On-site training
ST E |
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¢ EXTENSIVE RETAIL NETWORK
BARZEMLE

Countries and Main-brands/Sub-brands/

As at 15 Nov 2024 Mix | As at 30 Sep 2024 As at 31 Mar 2024
T2024%11815H A5 | T2024F9R30H| T2024%3H31H

Changes ] As at 30 Sep 2023

Regions Product Lines T T2023%F9H30H

E XAt X F b4/ Bl 5B hE /T mR Lk

« Lukfook 7<%& 73 2.2% 68 +5 67 +6
+ 3DG Jewellery £&2& 88 2.6% 63 +16 0 +79
Mainland it . Goldstyle 1 0.0% 1 ¢ 1 0
« Lukfook Joaillerie 7X@ 1% fa BB 5 0.1% 3 +1 2 +2
« Heirloom Fortune &#&ER 0.4%
+ Lukfook 778 =)
Hong Kong &3#&
* 3DG Jewellery £2& 0.1%
+ Lukfook 778 os% 0
Macau &[] + 3DG Jewellery £28 1 0.0% 1 0 0 +1

« Lukfook Joaillerie 751815 i BB 0.0% _
——— o [
The United States =& 0.1%
0.1%
0.1%

« Lukfook Joaillerie 71815 mm R 0.0%
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« Lukfook 7578 0

+1

Australia 78

R w w M~ N
R w NN
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¢ EXTENSIVE RETAIL NETWORK
BARZEMLE

EZ;'{‘;;LeS e ';’:?D'C’I‘u'z{i:‘::_! S-SR As at 15 Nov 2024 Mix | As at 30 Sep 2024] As at 31 Mar 2024 As at 30 Sep 2023| Changes
e T e F2024%118158 e | F202498308| F2024%3831R F2023%9530H Tt
- Lukfook i@ 2721 80.7% 2,962 1193 2,916 147
- 3DG Jewellery £ %% 140 4.2% 150 10 0 +140
Mainland it * Goldstyle 34 1.0% 55 -21 61 -27
« Lukfook Joaillerie 7\#& & an/ER 29 0.9% 24 +5 24 +5

+ Heirloom Fortune f&# &% 150 4.4%

Cambodia RIFZE 4 0.1%
The Philippines 3 01% 3 0 3 0
Laos 43 * Lukfook 7\i@ 1 0.0% 1 0 1 0
Australia JBM 1 0.0% 1 0 1 0
3 0.1% 1 +2 1 +2
Thailand Z=E
+ 3DGJewellery €28 1 0.0% 0 0

Mainland Fait: « Love LUKFOOK JEWELLERY 0.6% _
Worldwide Total £+ 3372| 100.0% 3,408 3,583 3,289
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REPUTABLE BRAND
ol {5 % an &

Lukfook Jewellery is positioned as a brand with the finest products and quality services targeting the mass luxury market. As a Hong Kong brand
with over 30 years of history, the Group puts substantial effort in building a welcoming and warm-hearted brand image to penetrate into the

middle-class market.

NEREUAREZZMITIAAEN - —EAMBFRELRKE=RMRS - FA—KB30FNENEFEME - ERBNRURYVIZFENmETERIS

BRI -

B R AN R 6 AWK ST 7 5 M 4 ee ML AE B AT BCMR R L 2 5 M 4
5L 30 IO 498 444 1) R
S

o v ]
riﬁlﬁgﬁﬁlﬁtﬁ¥§%2024ﬂﬁﬁmi%(5ﬁf"iﬁS )

*o R I SR % ety (=1 =F

S pEAR 5] INT] I \15%5

Forasm CEps) ﬁm“‘ﬂ LUKFOOK JEWELLERY
-‘ 1 { g‘

The Group has been honoured with the

"Greater Bay Area Enterprise Award” by the
Industry and Commerce Association of Macau
and the Hong Kong Small and Medium
Enterprises Association

SHFFRN N TARKSREFEP/NEEWKES
R " AREREWR

The Group has been awarded the "Hong Kong
Service Awards 2024 - Quality Living Category
(Jewellery and Gold)" by "East Week

"

Magazine

\
EHRKA (FBT) AR "EEBRIAXK
2024 - AHAERAR ( KEE1T) 4

' BNEEETHE
© 35 MLBEEEHE o)

Consumer Caring Scheme

The Group has been selected as a "Consumer
Caring Company " by the GS1 Hong Kong for
the 11th consecutive year and awarded the "10
Years Plus Award" logo

SHESLIFREERMRBENIEN "MHOE
Wy - FHHREF T10E+H , f7&

s
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¢ APPEALING PRODUCT DESIGN

BIR5| 7R miR it

»

Professional jewellery design teams in Shenzhen and Nansha in Mainland and Hong Kong
xRl ED REBIREBTWIRFIRITHEPA

TR

Have attained over 210 awards
B2101MN&In

A=

BN

Title of Design: Dance with the Fire Dragon
Design Concept: The fire dragon dance is delicately depicted in the exquisite ring by jewellery craftmanship to capture the
essence and the culture. This jewellery piece can also be a majestic figurine to pass on cultural legacy.

fEm ¢ KRR
RUEE : ZTAKELZ - EEXBRMEANIE - DIBRHMEIERT - R A—RASHENES  BRESEUEREEL X

Title of Design: Colour of the Neon Sign
Design Concept: The glamorous neon-lit night scene bears witness to Hong Kong's prosperity. This unique creative culture
lights up the streets with colours, immortalising the distinctive visual art.

fER: TTIIEE,
SIS X ERN BT RRMEESSHEERE  OBNABERRTHELNEY | IXBIBRGRNI ERKRR
&

Title of Design: Retro Feelings
Design Concept: Simple, classic mosaic tile patterns are reminiscent of the nostalgic Hong Kong local flavour, exuding timeless
glamour.

fEm : T1BM,
RIS BELENAEARE  TARANBENEEBENIK - BXHAEH
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¢ QUALITY ASSURANCE
FRERIE

Authentication Service
IO IE RS

Quality Assurance Schemes
FRERIETXI

China Gems Laboratory Limited FEXRELEFOLERAT

The only laboratory in Hong Kong that meets the requirements of accreditation in jadeite jade testing,
diamond authentication and grading, and gold fineness testing. Besides, it is the first laboratory in Hong
Kong to obtain Chinese national standards GB/T9288 accreditation in gold testing
BEEE—EANMFEEERIBRNL - AOLEENLIRESARNNNAKEFLEEPD - POEEFEFEMINEZTE
E R HrEGB/T9288 &m0 M ANEZIKFELEE PO

Victoria Gemology Institute Limited %% 1 =Gk

Passed the ISO/IEC 17025 accreditation of the ANSI-ASQ National Accreditation Board (ANAB) and the
accreditation of the International Laboratory Accreditation Cooperation (ILAC) and is authorised to issue
internationally recognised reports for diamond grading, jadeite jade, ruby, sapphire and emerald testing
EBYE=EEZRINTZESE 2 ANSI-ASQ National Accreditation Board (ANAB) RYISO/IEC 17025%4Z X E FrsLi =
INEI & 1EHRInternational Laboratory Accreditation Cooperation (ILAC) R9IAT] - BI % & E A T B84 R IR
H B2 AFA  BFARESFENRES

The Kimberley Process Certification Scheme & {8 7i# #2 E PrilE %l E (KPCS)

All our suppliers are required to fulfill the KPCS which ensures the rough diamonds supplied are not “conflict
diamonds”

EHRFTAH AR FFTEKPCSRER, UBR WAL A EEFIF " PREEA |

National Gemstone Testing Center (NGTC)ERH*EEAREH E1RW PO
The Group collaborated with the NGTC and became one of the first jewellery brands to launch e-certificate,
making joint efforts to provide quality assurance for consumers

ERSERRETARELRERRPOEFEE - RAEMELEFLEPHRERE - HENERBRHRERIL

GIA Cultured Pearl Classification Report GIAFEE KD RIRE
Became the first jewellery retailer in Hong Kong to launch the GIA Cultured Pearl Classification Report
MABEEBERELCIAFEEZ RS RBRERFZNAETEED
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¢ EXCELLENT SERVICE
SRS

7

“"Delivering the Beauty of Love with Six Heartfelt
Customer Service Programme

TAMERE RAZRE ) MERS Y0

Z

Hong Kong Retail Management Association Research Management Ltd.
BEZEEENS

"Mystery Shopper Programme™:

Received an average score of over 94% by Hong Kong branches in July-
September 2024

FHResearch Management Ltd. 1T/ " #mMEITXI L -
IR2024F7E9R A - FBEERRF IO EI% U L

"Quality Service Benchmarking Assessment” :

Received an average performance score of over 94% in July-September 2024
HETEEENS "MERSEENG,

R2024F729R A - FIRITDEIA%L L

2021-22 Oea-wmn"“u ¥ : ‘L;
E—— N ERTEES > ¥y ¢
semmaR e = E W S e N
Hong Kong Top Service Brand Ten Y y = 3 . - - \, X
Achiovement Award e 4 Hong IKong Service Awards R RAE .’ QUALITY TOURISM SERVICES HKACE AWARD ;%
CUSTOMER SERVICE EHRERE FHKACE Members =%

AWARD
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COMPANY PROFILE
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ABOUT LUKFOOK
RT\1&

A leading jewellery retailer in Mainland and Hong Kong
Nith R BEEBTERFEEF I —

Main Business 2 \IIS

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

ERETBENEILETRTEMARFTRM @R - 121 - #R - BIRENKEEWS

%ﬂi

Milestone B2

W ZEEH (
fr ) BRAE

537171994 52004
TR i
BEmEERBES

T2014%F6AH
5T R U
PEER50% N =

F2015%3H

1991 T&E T1997FEHEEX

SRy e pa e g FX73De Beers
FizEEBEE AR SFRERLET Wiy

(2882.HK)
BAERAF AT

Opened the first Opened its first Listed on the Main Acquired 50% Qualified as Acquired 3DG
self-operated shop licensed shop and Board of Hong Kong interest in CGS in a Sightholder HOLDINGS
in Hong Kong self-operated shop Stock Exchange in June 2014 of De Beers (INTERNATIONAL)
in 1991 in Mainland in 1994 1997 in March 2015 LIMITED (2882.HK)
and 2004, as a subsidiary in
respectively 12 January

64



APPENDICES
=

65



*

FINANCIAL PERFORMANCE SINCE IPO
B _EmZME M35 E

In 1997, Lukfook Group was listed on the main board of the Stock Exchange of Hong Kong Ltd.
19974, NREREFERSZMER LT

Revenue WA Average Dividend Payout Ratio
8% CAGR FE SEKER EIIREEER 49%

Profit for the Year FF Nz F Average Return on Equity
12% CAGR FE SIEKXR EIRANREHRE 17%

Market Capitalisation reached HK$8.9billion (as at 25 Nov 2024)
1ER8IMCBTT (#1F2024%11525F)

20 times since IPO

AFEEH{ERN20E

Net Asset reached HK$13.2billion
AR FTIR132108 7T

61 times since IPO
AHABIEHEN6LE
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¢ AVERAGE GOLD PRICE CHANGES & GP% OF GOLD
FHEENERIEREEERNR

Gross margin of gold sales
is not highly correlated to the gold price fluctuation
BEFRZENRSEENMEETHIHEREAKR

Gross Margin

of Gold Sales Full Year =% Uss 4
bl £ R R S
RRHEENE US$1,989.00

40% - US$1,822.00 US$1,818.00 US$1,805.00 (110.2%) 4 2,200
US$1,462 e (10.2%) (Lo7%) .- 1 2,000
US$1,328 US$1,285 '39 = — - 1 1,800
30% |- Us$1,248 Us$1,257 ) US$1,263 (115.8%) .- ]
(119.7%) (16.0%) L(J§$7153102)1 (19.2%) (12.2%) (+1.7%) —— ] Yao
o —_—— . —_— == === - 1 1,200
20% 21.0% 21.8% 1929 4 1,000
p. (10.8p.p.) 9 9 <% 4 800
. ; 15.2% 15.0% 15.3% (157p.p) PP L 17.2% (120pp) ] g00
0% I 119% 13.0% 150% (f L6p.p) (102p.p) (103p.p) (144pp) | (102pp) | 00
(11.6p.p) (111p.p) (10.6p.p) 1 500
0% T T T T T T T T T T O
FY2014 FY2015 FY2016 FY2017 FY2018 FY2019 FY2020 FY2021 FY2022 FY2023 FY2024

Gross Margin NP v

of Gold Sales 1H&2H L¥FR FHE US$==
HEHEENE

40% US$2.408 3,000
35% Us$2,026 1 234%)
S$1 952( i 12.1%) . 1 2,500
30% US$1,809US$1,836Us$1,802US$1,835US$1,802US$1,808 (18 4%) -~
Us$1534 1 300%f T 19.8%)(| 0.4%) (10.1%) (10.0%) (I 1.4%) .= 1 2000
25% [s§1,374 US$1,39 D o N\ ¢ — e et —e — '
2o US$1,282US$1,287, US$1,297 US$1,268US$1,302s$1 260US$1,26 221 21.0%) 0y
L, [115.9%)>3248 ony US$1,209U5$1,159U5$1,14 ouUS81,218753 5,4 % < 2081 10.5% T
20% | — -(£3l4ﬁ(%6-3@) (15.7%) (19.9%) (l5.5%;’( Tig. A))(T6.6%) (422 /o)(T-ai/)(le %) (i2.7/:)) — -4 1,500
0, | e m— . — T o o m— ¢ e —
15% 4 1,000
10%
5o | 4 500
O% T T T T T T T T T T T T T T T T T T T T T T O
1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H 2H 1H
FY2014 FY2014 FY2015 FY2015 FY2016 FY2016 FY2017 FY2017 FY2018 FY2018 FY2019 FY2019 FY2020 FY2020 FY2021 FY2021 FY2022 FY2022 FY2023 FY2023 FY2024 FY2024 2025
*Y-0-Y Changes are shown in brackets S WA EER 2 Z1E — . = Average Gold Price for the period —-US$/0z Gross Margin of Gold Sales for the Period 67
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*

TH&2H FY2021-2025 OPERATING PERFORMANCE

2021-2025 E¥ K MW F BRI

(HK$M) (BT 7T)
20,000 - 33.2% 32.7%
28.2%
18000 - 27.6% 26.8% 8.2% . 27.7% 27.8% 26?/
16,000 -
15.5% 9
14000 ’ 14.0% 14.0% 14.7% o )
T 11.6% 11.8% 12.4%
% 9.8%
0,
12,000 - 1.7 11.7% 12.0% 11.8% 12.6% )
8.8% 9.8% 10.4%
: 7.7%
10,000 -
8,000 - 7486 7,840
6.000 - 5,517 5,591 5,573 5,449
4,000 4 3,344
2,000 - 857 1,140 943 976
387 293 726 780 654 863 738 818 58 758 627 815 536 417
1H FY2021 2H FY2021 1H FY2022 2H FY2022 1H FY2023 2H FY2023 1H FY2024 2H FY2024 1H FY2025
2021 =¥ E 2021 N E 2022 F¥ W E 2022 N E 2023 E¥ME 2023 N ¥ E 2024 E¥E 2024 ¥ E 2025 ¥ E

m Revenue WA
~==Qverall Gross Margin E{AEF|=

=== Profit for the Period HAA A
Net Margin &5

s Operating Profit 22 25 F)
= Qperating Margin £ & & 5%
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[ Revenue

WA
mmm Operating Profit
KEE
mmm Profit for the Year
FREN
Overall Gross Margin
BOAEN R
== (Qperating Margin

BE R

—Net Margin
IS
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25,000

20,000

15,000

10,000

5,000

(HK$M) (27378 71)

FY2020-2024 OPERATING PERFORMANCE
2020-2024M FEin =M

29.6% 29.7%
27.6% 27.0% 27.2%
14.0% 14.0% 13.2% 13.8%
/II.S% 11.9% 10.7% 11.5%
77%
15,326

FY2020 FY2021
2020 & 2021

FY2022
20221 &

FY2023
20235

FY2024
20247
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1H&2H FY2023-2025 TOTAL OPERATING EXPENSES
€ 00232025 FHBTFEMEREEFY -

15.1% 16.0% 14.3% L%

— Total % (HK$M)
2% (BRET) 1,228
1200 - 1,160
Other enses
E*Hﬂﬂ%: 1,028 1,070
1000 -

Advertising & Marketing
&R 840

| 800
[l D=preciation & Amortisation
=kt

600 -
. Fixed rent and Depreciation of ROU assets

{include rental concession)
| Bt RERNETRE AREEEE

. Short-term leases and vanable lzase
payments
‘ EEASEEEESNH

Payroll-Variable 200 -
O HM-=m

400 -

. Payroll-Fixed 0 -
EW-EE 1H 2023 2H 2023 1H 2024 2H 2024 1H 2025
2023 ¥4 2023 N ¥ 2024 E¥#F 2024 ¥4 2025 ¥4

HK$M
Depreciation of ROU assets
5 FRLE P 140 149 164 182 200
Rent concession related to COVID-19
MEREZHEENE
*Depreciation of ROU assets

include rental concession)

e AN EE I (BIE TS (L

Interest expense related to lease
SHEBRKNRFZ 4 4 o 1> 20
Total rent related expenses R &= 184 237 253 307 292

Variances compared to prior year 58 RIEAELE -11% -9% +38% +30% +15%



FY2020-2024 TOTAL OPERATING EXPENSES

Total %
2t %

Other Expenses
Hit 2

Advertising & Marketing
[TERTIARET

. Depreciation & Amortisation
IR

[l Fixed rent and Depreciation of ROU
assets (include rental concession)
BEEHE RERNE~FIR* (BFEHEE0N
=)

Short-term leases and variable lease

payments

FRERA R R O TR MR

[ Payroll-Variable
-2

. Payroll-Fixed
HEM-EE

HK$M

2020-2024M FRAEEHX

(HK$M)
(BFETT)

2500

2000

1500

1000

500

Fixed rent and depreciation of ROU assets B2 & & & AR~ 4718 *

Rent concession related to COVID-19 $i@& 15 2 HEME

*Fixed rent and Depreciation of ROU assets
(include rental concession)
EIE & K AN E =T H (BEHEE LS

18.9% 19.1%

2,118

1,694

134
345
120
103

4.0%

15.4%

15.6% 15.0%

1,812

FY2020 FY2021
202044 20210 £
485 414
24 -70

2,298

1,868

117
278
322 e
135
186 201
“‘%%%“\ |||%HH|||
FY2022 FY2023 FY2024
202214 2023014 2024014
336 289 347
-14 -11 0

Interest expense related to lease
SHEEBARNFEHZ

Total rent related expenses S £z

Variance compared to prior year SEERHLER

28 17
695 482
-11% -31%

-3%

8 24
421 560
-10% +33%
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DISCLAIMER

MR

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.

KERANEER (Bfr) BRAS ( "AAT" ) fifll - ZPRAEFERIREIRIIZIL - R EHRE AR E T2 R d ey 2
RTINS B RAERRERIE - &) N IR A DR E N S PRk 5T R A R 1S A Ee MY - KRS EE
BB ~ Bln st (CRBA B A BRI RS TR 53 S Z MR R M AR E L SE - EUREEE
NN AR 8 HR PR S AO 1T B R A PR -




1H FY2025 FY2024 Inves\tﬁrCRﬁlations
Interlm Results Interim Report* WeChat
Highlights th H $ 5 * BREEBRZME
ChHEA I S

*FY2025 Interim Report will be uploaded in December 2024
20258 F P ERER ST 2024F 128 L&
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