
Ready to Embrace When Opportunity 
Knocks

Thanks to favourable market conditions 
and effective cost control, Tse Sui Luen 
Jewellery (International) Limited (“TSL 
Jewellery” or the “Company”, together 
with its subsidiaries the “Group”, HKSE 
stock code: 417) posted a net profit of 
HK$46.6 million for the 12 months ended 
28 February 2018 (the “Period”), which 
was doubled from the same period last 
year. Its turnover also increased by 11.8% 
year on year to HK$3,814 million. 
Earnings per share for the Period were 
18.9 HK cents.

The board of directors of the Company 
resolved to declare a second interim 
dividend of 7.3 HK cents per share. 
Together with the first interim dividend of 
2.1 HK cents per share for the period 
ended 31 August 2017, total dividend per 
share for the Period will amount to 9.4 HK 
cents, which is equivalent to a dividend 
payout ratio of 49.7%.

By previously maintaining a prudent and 
cautious approach to expansion in Hong 
Kong and Macau, the Group started to 
benefit from the “store-for-store strategy” 
deployed over the past few years. 
Likewise, the Group has been reinforcing 
its market position as a wedding expert 
and strengthening its product uniqueness 
with the aid of new products via the launch 
of The Signature Collection and the 
KUHASHI Collection. 

Combining all the positive effects, sales 
turnover from Hong Kong and Macau 
recorded an increase of 10.3% while the 
overall same-store sales remained stable 
during the Period. The same-store sales 
growth (SSSG) of retail chain stores in 
Hong Kong is in line with the market 
performance, catalysed by the 24k gold 
product promotions and other product 
enhancements that boosted up sales 
turnover satisfactorily.

“We are heartened by the Group’s overall 
performance for the Period,” said Mrs. 
Annie Tse, Chairman and Chief Executive 
Officer of the Group. “An upward trend in 
the number of tourists visiting Hong Kong 
and Macau was also experienced during 
the Period which was encouraging and a 
welcome relief to the entire retail industry 
in these regions following many years of a 
downward trend. Given that the political 
environment have appeared to be 
stabilised, we anticipate the retail market 
in Hong Kong and Macau to remain its 
L-shaped progress in a levelled manner. 
While we will take a prudent approach in 
this climate, we are also preparing 
ourselves to be ready for a potential 
market upturn through seeking appropri-
ate opportunities for expansion.”



Q: Is the upward trend of the 
favourable consumption 
sentiments expected to 
sustain?

The recent increase in the number of tourists visiting 
Hong Kong and Macau coupled with the positive 
consumption sentiment across the festive season, 
have been encouraging to the entire retail industry in 
the regions. Buoyed by a comparatively stabilised 
political environment, consumption sentiments in the 
near future is expected to continue its upward trend 
while the retail market retains its L-shaped progress in 
a levelled manner.

Q: Why did the Group change 
its financial year end date from 
28 February to 31 March?

The overall retail cycle in the industry is affected by the 
seasons in general. In particular, the Group’s normal 
levels of receivables and cash cannot be truly reflected 
due to the long public holiday in China. With a financial 
year ending at the end of March, the financial reporting 
cycle of the Group will coincide with the natural retail 
cycle in the industry and provide a more meaningful 
and comparable basis for shareholders and investors 
to understand and evaluate the Company’s financial 
results.

Comprehensive Plan to Further Boost 
Efficiency from Mainland Operation

The growing middle class in Mainland 
China provides the Group with a solid base 
and plenty of room for the expansion of its 
offering of luxury jewellery to this segment 
for personal use. Due to a recent shift in 
the shopping pattern by Mainland shop-
pers away from department stores to shop-
ping malls, The Group is proactively 
addressing such a change by optimising its 
sales network by putting a focus on identi-
fying high-traffic and quality shopping malls 
for future store openings. So far, approxi-
mately 20% of the stores are located in 
shopping malls and the process of the 
sales network optimisation is expected to 
further accelerate in the coming year. 
Although the efficiency of this optimisation 
has not yet fully reflected, the Group stays 
positive that its SSSG in this region would 
be further improved. Also, in order to 
facilitate the expansion in Mainland China, 
the Group will keep expanding its network 
at 100 stores in two years.

As for its e-business, which is another 
branch of its Mainland operation and 
posted a double-digit turnover growth 
for the Period, the Group will deepen 
the cooperation with existing online 
platforms to increase its ranking and 
performance. Furthermore, a new 
official mobile website is scheduled to 
launch later this year to complement 
the current online sales channels in the 
region and boost the O2O effect.

Sound Financial Position to Support 
Sustainable Development

In addition to rising sales revenue, 
various cost control measures also 
contributed to a big jump in the Group’s 
bottom line. Its finance cost, for exam-
ple, came down by 36% to HK$41.2 
million due to the adjustment to the 
Group’s financing structure. Its gearing 
ratio recorded a significant decrease 
from 55% to 43% while the effective 
tax rate was also dropped by 13.9 
percentage points to 41.4%. Other key 
financial parameters remained at 
healthy levels during the Period.


