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Section 1 Executive Summary
1.1 Vision
The corporate vision of the Group is to be the “Brand of Hong Kong, Sparkling the
World”. It aims at becoming a famous market leader in Hong Kong, then a
multi-national corporation gaining global reputation and satisfying global needs on
jewelry through designing and crafting the finest jewelry.

1.2 Current State of Business

Luk Fook is now the second largest company in the jewelry industry in Hong Kong
despite its short history of only 24 years. It specializes in gold, platinum and gem
retailing, with over 1350 shops worldwide. It mainly attracts customer through its
products with high quality.

1.3 Key findings and recommendations

In the financial analysis, the profitability, liquidity, asset utilization and solvency
improved from 2013 to 2014. However, viewing the whole jewelry industry in Hong
Kong, in order to surpass other brands and become the market leader, a wider group
and variety of target customers are needed, such as designing products not only
limited to the demand of Mainland tourists, creating masculine products instead of
only feminine ones.

In the hope of improving the current situation of Lukfook, we therefore recommend 2



products which are a series called “My Name, Your Story” and child accessories,
compounded by special stores for men to further expand the products to more kinds
of customers so as to sustain future business growth.

Section 2 Introduction

2.1 Background

Luk Fook Holdings (International) Limited is one of the leading jewelry retailer
established in 1991. It has set up over 1350 stores in Mainland China, Hong Kong,
Macau, Singapore, the United States, Canada and Australia. For products, Lukfook
engages in the sourcing, designing, wholesaling, trademark licensing and retailing of
a variety of gold, platinum jewelry and gem-set jewelry products. However, in a
continually westernized society, it is widely pointed out that the products of Lukfook
are too traditional that they can only satisfy the wants of the older generations.

2.2 Objectives and scope of the project

The objective of this project is to evaluate the financial position of Lukfook in 2012
and 2013, then trying to suggest some possible and workable management plans in a
view to increasing the sales of the company. For the aim to be achieved, our group
has carried out questionnaires on different age groups and focus groups as market
research. Its annual report was also analyzed to make sure that the plans will not
exceed the company’s capability.

Section 3 Analysis of Lukfook’s group financial performance

3.0 Introduction

Lukfook and Pandora are brands in Hong Kong'’s jewelry industry and Pandora is the
model for Lukfook in developing products with new design style. Therefore, the
financial performance of the two companies are compared below. The financial
figures of Pandora have been converted from 2012-2013 to 2013-2014 for convenient

comparison.



3.1 Profitability

Lukfook Ref. Pg. Pandora Ref. Pg.
2013 2014 2013 2014

Mark up’ 26.74% | 28.09% 74 19924% | 199.24% 42

Gross Profit Ratio? 21.10% | 21.93% 74 66.58% 66.58% 42

Net Profit Ratio (before tax)? 11.23% | 12.08% 74 22.23% 30.43% 42

Net Profit Ratio (after tax)* 927% 9.71% 74 18.07% 24 64% 42

Operating Profit Ratio® 11.19% | 12.02% 74 2217% 29.76% 42
Return on Capital Employed® 4058% | 47.79% | 7476,77 | 9873% | 31765% | 4243
Retumn on Assets” 16.44% | 19.45% 7476 14.29% 23.94% 42 43
Return on Equity® 19.35% | 24 41% 7476 19.91% 34.35% 42 43

Equity Multiplier® 1.18 125 76 1.39 1.44 43

1 (Gross Profit/Cost of sales)"100%

z (Gross ProfitRevenue)™100%

32 {Profit before income tax/Revenue) 100%

“ {Profit attributable to equity holders of the Company/Revenue)*100%

* (Operating Profit/Revenue) 100%

¥ [Operating Profit/(Share Capital + Reserves + Nan-current liabilities)]*100%

’ (Prefit attributable 1o equity holders of the Company/Total assets)"100%

8 {Profit attributable to Equity holders of the Company/Capital and reserves athibutable to equity holders)*100% [This formula is stated in Lukfoek Group's Annual Report (p.1)]
* Total assets/Capital and reserves attributable to equity holders

For Lukfook, all the profitability ratios rose from 2013 to 2014, which shows that
Lukfook has been generating a higher profitability. For example, the net profit ratio
after tax rose by 0.44%. The shareholders were also able to benefit from the
company’s performance as reflected by the increase in return on equity from 19.35%
in 2013 to 24.41% in 2014. However, when compared to Pandora which is as well
specializing in the sales of jewelry, the profitability of Lukfook is far lower. The net
profit ratio after tax of Pandora reached 24.64% in 2014 after a substantial rise of
more than 6% from 2013, whereas Lukfook only got around 9.7% in 2014. Moreover,
the return on assets of Pandora exceeded that of Lukfook in 2014 after surging by 9%
from 2013, indicating a rapid improvement of Pandora in obtaining revenue from the
assets. In this aspect, Lukfook lagged behind Pandora in 2014.

When considering whether Lukfook has utilized its resources in an efficient way,

the return on capital employed rises from around 40% in 2013 to near 48% in 2014,
denoting Lukfook’s higher efficiency in handling assets. However, the rise for Lukfook
was far behind that of Pandora, which marked more than a triple of the return on
capital employed in 2014 than in 2013. It conveys a message that Lukfook had to pay

even more attention and effort on ameliorating the use of resources and capital.



3.2 Asset utilization

Lukfook Ref. Pg. Pandora Ref. Pg.
2013 | 2014 2013 | 2014
Inventory Turnover' [times] 225 265 74,776,129 152 214 42 43
Average Inventory Turmover Period? [days) | 162.46 | 137.80 | 7476129 | 24095 | 17020 | 4243
Trade Receivables Turnover® [times] 4236 | 85.05 7476 7.08 10.07 42 43
Average Trade Receivables Collection 862 429 7476 5172 | 36.26 42 43
Period* [days)]
Trade Payables Tumaover® [times] 1178 | 1642 | 7476129 8.82 591 42 43
Average Trade Payables Repayment 3098 | 2223 | 7476129 | 4149 | 6181 42 43
Perod® [days]
Operating Cycle™ [days) 171.07 | 142.09 29267 | 20645
Total Assets Turnover® [times] 177 2.00 74,76 079 0.97 42 43

! Gost of sales/Average Inventory [Cost of Licensing Income is excluded)
? Average Inventory /Cost of sales) *Number of the dates for the year [Cost of Licensing Income is excluded] [This formula is stated in Lukfook Group's Anmual Report {p.1)]

* RevenuefTrade Recevables

4 (Trade Receivables/Revenue) "Number of the dates for the year
® (Cost of sales-Opening Inventory + Closing Inventory ) Trade Payables [Cost of Licensing Income is excluded]
% (Cost of sales-Opening Inventory + Closing Inventory ¥ Trade Payables "Number of the dates for the year [Cost of Licensing Income is excluded)

7 Average Inventory Turnover Period + Average Trade Recevables Collecton Period

® RevenuelTotal assets

The performance of Lukfook is overall satisfactory. It could be shown by the decrease
in average inventory turnover period from 162 days to 137 days, which was even
lower than that of Pandora with 170 days. This reflected that there are less idle
inventories for Lukfook. The cash conversion cycle of Lukfook decreased from 140
days in 2013 to 120 days in 2014, connoting that Lukfook was able to collect cash

starting from the day when cash was paid for buying materials. Assets were thus

better utilized in Lukfook. Furthermore, the

total assets turnover for Lukfook rose from 1.77 in 2013 to 2.00 in 2014, which

was higher than 0.97 for Pandora in 2014, meaning that Lukfook was more proficient

in making use of its assets to generate sales.

3.3 Short-term Liquidity

Lukfook Ref. Pg. Pandora Ref. Pg.
2013 2014 2013 2014
Cash Conversion Cycle’ days) | 140.09 | 119.86 25119 | 14464
Current Ratio? 6661 | 4751 76,77 1.95:1 1.67:1 42
Quick Ratio® 1721 1.291 76,77 1151 1.02:1 42 43
Cash Ratio* 1181 0921 77,61 0201 0.30:1 77,81

! Average Inventory Turmover Period + Average Trade Receivables Collection Penod - Average Trade Payables Repayment Peniod

2 Gurrent assets/Current liabilities
3 (Current assets-Inventory YCurrent liabilities
* Cash and cash equivalentsiCurrent Liabdities

Short-term liquidity of Lukfook had lowered from 2013 to 2014 as shown by the drop




of current ratio and quick ratio towards a more reasonable level. Though the current
ratio of Lukfook was still considered as too high, as Lukfook is a retail chain store
selling jewelry, the large amount of inventories for sales was comprehensible. In the
meantime, the quick ratio was kept at a suitable level at 1.29:1 and there was still
more areas for the company to further use its resources for expansion. Lukfook had a
better performance in short-term liquidity than Pandora as Pandora’s current ratio
was too low which might face a shortage of inventories.

3.4 Long-term Solvency

Lukfook Pandora
Ref. Pg. Ref. Pg.
2013 2014 2013 2014
Gearing Ratio! 0% 7.43% 76,77 0.12% 0.76% 43
Debt to Equity Ratio? 16.88% | 24.70% | 76,77 30.35% | 43.93% 43
Time Interest Earmned?® [times) 482747 | 811.80 74 11.52 2529 42
Debt to EBITDA* 0 023 1,77 0.00 0.02 443

1 {Long-term Bank Loan + Short-term Bank Loan + Bank OverdraftsyCapital and reserves attributable to equity holders of the Company® 100% [This formula is stated in Lukfook
Group's Annual Report (p.1)]

? (Total kabilities/Capital and reserves attributable 10 equity holders)® 100%  [This formula is stated in Lukfook Group's Annual Report (p.1)]

* Operating ProfitFinance costs

* Total Borrowings/EBITDA

The gearing ratio for Lukfook is 7.43% in 2014, which is still low and there is area for
Lukfook to further increase its borrowings. However, the rise in debt to equity ratio
indicates a larger size of total liabilities relative to owners’ equity. Meanwhile, the time
interest earned of Lukfook dropped significantly from 4827 in 2013 to 812 in 2014,
showing the greater difficulty of the company in making its interest payment from this
year’s profits, while its competitor, Pandora, recorded a rise in time interest earned in
2014 to 25. Lukfook should also pay more attention on the volatility of profits and
interest rates. However, generally, Lukfook’s time interest earned was still over 30
times than that of Pandora, proving its strength in this aspect.

Although the debt to EBITDA for Lukfook increased from O to 0.23 in 2014 which is
higher than Pandora, the figure was still situated in a low level and more debts could

be taken to support future growth.



Section 4 Business Plan

4.1 Financial analysis

2013 2014
Net Profit Ratio 927% 971%
Return on Assets 16.44% 19.45%
Total Assets Turnover 1.77 2.00

Higher profitability of Lukfook is indicated by a slight increase in its net profit ratio.
This can be explained by the significant growth in its revenue (+43.27%). Efficient use
of assets supported by increases in return on assets and asset turnover also
accounts for the growth. On the other hand, its operating cost increases greatly
(+43.38%). It seems that the company could introduce a more effective
cost-controlling system to further minimize its operating expenses and could focus
more on high margin products. However, overall speaking, Lukfook being the only
one with an increase in net profit margin among the top three jeweler in Hong Kong*,
its performance is appreciated.

4.2.1 External environment

Political Economic Social Technological Physical
-the Hong Kong Government is | -high purchasing -influenced by -advanced -well-developed
planning to control the number | power for middle western culture technological transport network
of individual visit scheme and upper class level

-buy jewellery -high density
-Government’s plans to - relatively high usually for wedding | -knowledge- —shops are close
upgrade tourist facilities(e.g. inflation rate or new born baby based economy | to residents
"Iron Man Experience” in the —not all people instead of self-
Hong Kong Disneyland) * can afford to buy using.

those expensive

-additional funding of $50 accessories -Existence of SINKs
million to the HKTB in the and DINKs who
coming two years* prefer to enjoy life

more

*Source: The 2015-16 Budget http://www.budget.gov.hk/2014/eng/budget20.html

4.2.2 Internal Environment

Strength: It is the second large Hong Kong company with the revenue increased by

! Changes in net profit margins of Chow Tai Fook (2013 - 2014) and Chow Sang Sang (2012 - 2013) are -0.26%
and -0.56% respectively (calculated from their annual reports).



43.3% to HK$19 billion. These are all the solid proves of the strong financial and
market position in Hong Kong. Moreover, Luk Fook owns production plant in Nansha
to have a more efficient merchandising and sourcing capabilities to ensure
product quality. Also, it has its own design process to ensure the quality.

Weakness: According to our observation and the information provided by Luk Fook,
Most of its customers are women between 20and40. However, Luk Fook does not
have a clear positioning compared with other competitors (e.g. Pandora). Therefore,
it cannot attract youngsters to buy the products because of the design and the brand
image of Luk Fook.

Opportunity: There are the potential of new market segment, for example the

youngsters, man. These can be the opportunities of Luk Fook to expand its market
share.

Threat: There are intense competitions with other retailers as there are many jewelry
retailers in Hong Kong. Moreover, there are already many competitors in segments of
youngsters and man and have already built a brand name, for example Pandora. It
makes Luk Fook a greater risk to enter these market segments.

However, considering the potential of these market segments can help LukFook gain
a more distinctive positioning among the other Hong Kong jewelry retailers and gain
better revenue to offset the loss of the declining store sales from the decreasing
purchasing volume of the tourists of the Individual Visit Scheme

4.2.3 Product Portfolio

Lukfook is a renowned jewelry retailer in the industry with various kinds of series
serving different purposes. For instance, there are wedding collections for newly
married couples, with gold and diamond rings included. Moreover, there are also
festival-related products, such as the Mother's Day Collection with pure gold

pendants. Nonetheless, the products of Lukfook are deemed as not diversified



enough as the dominant gold products can rarely appeal to the majority of the
younger generations, which poses great threat to the sales of the company in the
future due to unpopularity among the young people brought by its traditional image. In
sight of the problem, the company has attempted to introduce the Rilakkuma
Collection in order to widen the variety of customers with its prior advantage as a
retail chain selling qualified and delicate products.

4.2.4 Competitive Positioning

Competition of Luk Fook in the jewellery retail remained fierce, as there are many
competitors and new market such as Chow Sang Sang, ChowTai Fuk and Pandora.
Yet, it could remain a strong position in the market. With reference to the firm’s Annual
Report in 2014, for the year ended 31 March 2014, the revenue of Lukfook increased
by 43.3% to HK$19billion. The profit attributable to equity holders hit its record high
and reached HK$1,865 million, showing that it has the competitive edge in the
industry.

4.2.5. Key Success Factors

uk Fook first started its business in Hong Kong in 1991. Its operation history is
comparatively shorter than the two other main jewellery retailers in Hong Kong: Chau
Sang Sang and Chau Tai Fuk, with only about 30years history. However, it has
become the second large company in the industry.

Luk Fook emphasizes on product quality, rather than maximizing its profits. It
principally engages in the sourcing, designing, wholesaling, trademark licensing and
retailing of a variety of its product. To ensure the quality, Luk Fook has its own
production plant in Nansha, Gwangzhou of over 350,000 sq. ft. It has an efficient
merchandising and sourcing capabilities to ensure product quality and successfully
attract customers’ trust. In addition, owing to successful promotion of the business

and expansion to China and other countries, the revenue of the firm increased by



43.3% to HK$19billion.

4.3.1 Business Plan

Apart from maintaining the friendly and cordial image LukFook has always holding,
we would like to introduce a new series of product called ‘My name, your story’ and
child accessories in order to push LukFook to a more refreshing impression to the
public and widen the target market customer. Moreover, as there are still rooms of
improvement in pricing, place and promotion strategies, we would refine the
company’s marketing efforts as well.

4.3.1.1 Product strateqies

4.3.1.1.1 My Name, your story

We are proposing a new product named “My name, your story”. It is a set of
pendants of different size (mainly two sizes, large and tiny) and themes (e.g.
alphabets, seasons, natural beauty [stars, moon], emoji and constellation). The target

customers of this new series will mainly be the youngsters.

anear: Tﬁ:stor Y %:me

Selling point 1: The pendants can be pieced out to form words or even express




one’s feelings. Furthermore, by creativity, people can form words with more than one
meaning by a necklace and pendants of different sizes. Take “Story Name” as an
example, as shown in the picture, “S”,"T”,0”,N”,”"E” are pendants of larger size while
‘R””Y”,”A”,”"M” are smaller in size. When viewing afar, the word “stone” would be
observed. But with closer observation, the word “story name” would be seen. My
name, your story is sure to be popular among the young due to the diversified
combinations. Besides that, the behaviors of youngsters nowadays are noted. They
are keen on piecing up photos and posting them, or expressing their feelings on
social media, like Instagram and Facebook?. We believe that this new series would fit
them as they could express themselves with their own unique combination of
pendants. Furthermore, DIY accessories now becomes a fashion.® This product can
cater for young people looking for new things.

Selling point 2: The multi-usage pendants can be fit into necklaces, bracelets and

also . The pendants can be taken away from ornaments, rearranged and
placed into another accessories. The tiny pendants can even be fitted into watches of
special design. It can give people a sense of freshness. It especially suits people
detesting necklaces and bracelets as the pretty designs of necklaces and bracelets
can also be reproduced in watches. Whenever customers are bored of wearing the
necklaces with the same patterns every day, they can either rearrange the pendants
or fit them into bracelets and watches. This can help to increase the variety of the
product and result in better match of dressing.

4.3.1.1.2 Child accessories

We would like to recommend Lukfook to design accessories

targeting children (mainly 3 to 8). Nowadays, parents seems

2 A g 1T R S http://bit.ly/1IDELNw
* IR DIY KBTS - FHEKOR H #4EY5: http://bit.ly/1ApwGRU



to be more willing to spend on their children. In addition to the appearance of child
star and increasing popularity of child garments*, we sincerely believe that ornaments
for children would become a great market. Lukfook could produce necklaces,
bracelets and headdresses specialized for children. Furthermore, the materials
should not be limited to gold, but also diamonds or several gemstones, which suit kids
better.

4.3.1.2 Price Strateqies

To keep Lukfook’s jewellery as a symbol of wealth, we suggest the existing products
could be maintained at their current price, with “mid-price, high quality” strategy
adopted. For the new products, penetration pricing strategy are recommended. As
nearly 80% of Lukfook’s customers are mainlanders, any curb on IVS will be sure to
have a great impact on its sales. Therefore, prompt market diversification and
penetration are essential. In order to make My Name, Your Story a daily necessity, it
is suggested that the charms could be mainly made of inexpensive material (e.g.
gemstones low in carat or clarity) and sold at relative low price, since the young
usually have low purchasing power. They could be sold either at a margin of 15% to
25% or at HKD$100 to HKD$500. The same pricing strategy could also be adopted
for the kid’s jewellery..

4.3.1.3 Place Strategies

First, a specialty store could be setup for men. From the interview in focus group, we
know that men may feel awkward when walking into a jewel shop. To avoid this
problem face by men which resisted men from purchasing accessories, we could
transform an existing retailer shop in Mong Kok into a specialty store for men, letting

Lukfook stepping into male accessories market, selling name card holders, watches

"8 L AE IR A E LIS P B S 5 2R 2 R hitp://bit.ly/1aEx|Cn



Next, stores could be set up in different districts in Hong Kong. It is known that most
Lukfook stores are concentrated in Mong Kok and Tsim Sha Tsui, having 11 stores
and 9 stores respectively. But surprisingly, there aren’t any store in some
tourist-concentrated areas such as Tung Chung (where a grand outlet is located).
Comparatively speaking, the stores in Mong Kok and Tsim Sha Tsui are
over-centralized. In this situation, we suggested that to cut the amount of store in
these two hotspots and moving some to other tourist spots or near big housing
estates such as in Sha Tin City One which is easily reached by public transport. (*Not

4.3.1.4 Promotion Strategies

First, to further promote My name, your story, we suggest holding a Charm
Collection Designing Competition. The campaign would open to all ages with
premium. Participants would be asked to design pendants or charms. The selected
charm collection would be produced and sold to the public through ‘My name, your
story’ series. Through this competition, Lukfook could make noise and better
understand the taste and preference of the general public, especially teens.

Next, Lukfook could invite YouTubers to make videos in YouTube for promotion.
From survey questionnaire’s results, Lukfook’s existing advertisements are
unrecognizable. To enhance the effectiveness of its advertisements, it may cooperate
with YouTuber so as to bring it closer to the new generation®. Nowadays, YouTubers
gradually appeared and constantly post up videos about their daily life or creating
some mini-movies. In fact, these video attract millions of netizen watching. On the
view of the trend, we suggest Lukfook to cooperate with some popular local
YouTubers such as BOMBA to produce some advertisement. It could make noise and

help to change Lukfook’s image.

Sy A Al © (LER(EFIE I 1+1=3: http://bit.ly/1wyOuiS



http://bit.ly/1wyOuiS

Third, Lukfook could make better use of social media to promote its products further®.
Nowadays, people like discussing jewellery and dressing in forums’. On the view of
the trend, Lukfook could focus more on social media. For example, Lukfook could
open a page on Instagram® or Facebook (or make use of hashtag) for netizen to
discuss the dress match or the combination of My Name, your story. It could arouse
discussion and attention of the general public, especially in this web era 2.0.

Fourth, to be socially responsible, Lukfook could sponsor scholarship fee for
gemology schools (e.g. The H.K Institute of gemology) or even tertiary schools. It
could help Lukfook to build a positive image and bring Lukfook closer to students and
the general public.

Last, discounts campaign could be held on the occasion of different festivals. It
should not be limited to Valentine’s Day or Christmas, but also Father’s Day or
Children’s Day, so as to further penetrate into other market segments.

4.3.2 Implementation Plan

Jun-Dec,15 Jan-Apr, 16 May-Aug, 16 Sep-Dec, 16
My Name, Your Story Research, Demonstration | Distribution Distribution,
Development Evaluation
Child accessories Research, Demonstration | Distribution Distribution,
Development Evaluation
YouTube advertisement Provision
Charm Collection Design Promaotion Provision
Competition
Promotion via social media Operation Operation Operation Operation
Scholarship Provision
Men's Store Renovation Operation Operation Operation
Discount Campaign Provision, Provision, Provision, Provision,
Promotion Promotion Promotion Promotion

4.3.3 Budget

® Why Your Fans Aren't Following You on Social Media: http://bit.ly/1x80852
7 Pandora post fHEE - #7RAEN - BT FE: http://bit.ly/1BrHVPI
® Instagram FHEHY 3 (& AEHUEES - Yahoo #7RE HE: http://bit.ly/1EB4X7a




Strategies Resources Budgeted expenses
My Name, Your Story 1. Materials HKD$320=20 000 pieces
2. Manufacturing =HKD$6,400,000
3. Research and evaluation
4 Certification
Child accessories 1. Materials HKD$800x=3,000 pieces
2. Manufacturing =HKD$2,400,000
3. Research and evaluation
4. Certification
Men's store 1. Renovation fee HKD$800,000
2. Staff* HKD$0
3. Retraining HKD$10,000
Charm Collection 1. Promotion fee HKD$40,000
Designing Competition 2. Prize HKD$10,000
Scholarship 1. Scholarship Fee HKD$10,000x5 studentsx2 years
=HKD$50,000
YouTube Advertisement 1. YouTuber HKD$50,000
Promotion via social media | 1. Computers HKD%0
Discount Campaign 1. Promotion fee HKD$30,000

*Staff in the original store would be retained, so expenditure is not included.

4.3.4 Budgeted Income Statement

Luk Fook Holdings (International) Limited
Budgeted Income Statement for the year ended 31 December 2015 and 2016*

2015 2016
HK$'000 HK$'000
Revenue
Revenue —existing business 24 979 409 34971173
Revenue — My Name, Your Story 1,920 4 480
Revenue — Kids' Jewellery 720 1,680
24 982 049 34,977,333

Cost of Sales
Cost of Sales — the existing products 19,501,009 27,301 412
Cost of Sales — My Name, Your Story 1,536 3,584
Cost of Sales — Kids' Jewellery 576 1,344
(19,503,121) (27,306,340)
Gross Profit 5478928 7670993
Other income 107,510 107,510
Selling and distribution costs (1,994 550) (2,068,349)
Administrative expenses (156,422) (162,210)
Incremental expenses (820) (220)
Other gains, net 61,317 61,317
Operating profit 3,495 963 5,609,041
Finance income, net 12,323 12,323
Profit before income rax 3,508,286 5,621,364

*It is known that Lukfook’s financial year should be ended 31 March 2016 and 2017. However, because of the requirement
of the competition, budgeted income statement for the year ended 31 December 2015 and 2016 is drawn

Assumption: The average costs of My name, Your Story and Kids’ Jewellery are



HKD$320 and $800 respectively. They will be sold at a margin of 20%, which means
the average revenues are HKD$400 and HKD$1000 respectively. It is assume that
80% of these two products produced would be sold out. Revenue and cost of sales of
the existing business will increase by 30% and 40% in 2015 and 2016 respectively.
The estimation is evaluated based on Luk Fook’s past performance. From 2010 to
2014, increases of around 45% in revenue were recorded every year, except year
2013. However, as shown in its 2014/2015 interim report, its revenue decreases by
25.1%. Nevertheless, the company still holds an optimistic view on its business due to
a foreseeable “gold rush”. Moreover, from the annual reports, the growths in the cost
of sales were found to be closed to that in revenue. Furthermore, by holding a prudent
attitude, any other revenues is assumed to remain unchanged for 2015 and 2016
while other costs and expenses are projected by 3.7%, which is slightly higher than
the estimated inflation rate (i.e. 3.5%)°.

Section 5 Appendices

1. Lukfook Jewellery Official Website: http://bit.ly/1wyOejL

2. Luk Fook Holdings (International) Limited Annual Report 2013 and 2014

(2013) http://bit.ly/1K1J1QJ (2014) http://bit.ly/1BrHHaM

3. The Budget: 2014-15 http://bit.ly/1gTXMXH 2015-16 http://bit.ly/1DnSBXA

4. Pandora Annual Report 2012 and 2013:

(2012) http://bit.ly/1GBpZIf (2013) http://bit.ly/1zOMtKX

5. Bomba: http://bit.ly/IAHOTHB

ARHTE T ZERMREL - Yahoo HrEl#EHE: http://bit.ly/1G58Xi6
7. HK CE to consult Beijing on revised IVS terms - Macau Business Dalily:
http://bit.ly/1GBsHHI

8. Tourism Commission - Visitor Information: http://bit.ly/1LZ2x|f

° (Budget 2015-16) 3.5pc annual inflation growth expected between 2016-19 - The Standard:
http://bit.ly/1vMIVO6
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Section 6 Survey and Results

6.1 Interview with a salesperson in Lukfook retail shop

Q1
Al

Q2
A2
Q3
A3

Q4

A4

What is the most popular product in the shop?

Gold products are the most popular as they are the favourites of the
Mainland tourists.

How many percent of the total customers come from the Mainland?
Mainland tourists account for 80%.

When are most of the sales made?

Most of them are made at weekends, i.e. Saturday and Sunday.

Are there any strategies involved in clustering the retail shops? Will
there be intense competition?

That will outclass our products from those in other shops and boost our

sales.

6.2 Focus Group Study

6.2.1 Summary of results

Miss Lau Mr Yip Miss Ho Mrs Lee
Background |- Age: 23 - Age: 38 - Age: 27 - Age: 46
Information |- A student - A - An office - Ahouse
manager lady wife
of a
wholesale
company




Details of the

17" Jan 2015 (Sat)

interview 2pm-—-3pm
Mongkok
Aspects of staff’'s products’ N/A staff’s
Lukfook that attitude quality attitude
are no. of
appreciated stores
Ornaments bracelets watches necklaces bracelet
usually worn bracelets
earrings
rings
Factors price quality material appearanc
considered material appearance e
when buying appearance symbolic family’s
ornaments style meaning opinions
materials
themes
style
Products DIY ornaments products more
proposed bracelets for specialize using ornaments
the young d for men seasons as for gifts
(except theme ornament
watches products with specialized
and rings) eye-catching for kids

colour




Room of products - No N/A stores
improvemen could focus should not
t more on the be too
young close to
one
another
Promotion advertiseme |- No advertiseme endorseme
strategies nts via opinion nts focus on nts by
suggested YouTube the young Korean
design stars

competitions




Others

N/A

Feel
embarrass
ed to visit
jewellery

stores

N/A

doesn'’t
wear the
ornaments
as gifts for
her
marriage or
daughter’s
completion
of its first
month of
life

thinks
Lukfook
should
focus more
on
products
instead of

promotion




6.2.2 Interview Script (translated and amended)

Miss Lau, 23, a student

Q1
Al

Q2
A2

Q3

A3

Q4
A4

Have you ever patronized Lukfook Jewellery?

| think | have done so. | have visited Lukfook with my family to buy
wedding rings for my elder female cousin, but | have never gone into
Lukfook on my own.

Are there any aspects of Lukfook Jewellery that you appreciate?

| think the staff are nice and their attitude are customer-friendly. They
always smiles to the customers. | remember that they gave me a cup
of tea once | just sat down.

Are there any aspects that Lukfook Jewellery could be improved?
Actually, I am not sure as | have just visited Lukfook a few times. |
think Lukfook puts too much focus on the mainlanders and most of
the products are of gold. As a Hong Kong people, | have a feeling that
it is not for me to visit. Or | should say, | will not go into LukFook
unless | have to buy gifts. For the young, Lukfook’s products are not
attractive.

Would you wear ornaments in peacetime?

| am not the one always wearing ornaments. | would only wear
inexpensive bracelets when | am out. | think the ornaments of Hong
Kong jewellery stores do not suit the young. Wearing those
ornaments just feel like becoming elderly. Although some of my
friends like wearing ornaments, they would only buy from foreign
stores or choose the one with lower price. They would not patronize

Hong Kong jewellery stores.



Q5
A5

Q6

A6

Which types of products would you suggest Lukfook to add?

| think it could add some bracelets that could be DIY by customers,
just like Pandora’s. Many of my friends like wearing Pandora’s
bracelets. | think the products should fit the young and it would be
great if they can outstand one’s taste and style.

How could Lukfook improve in terms of publicity?

| am not familiar with Lukfook’s promotion. | think it does have TV
advertisements. But, in fact, the content of different jewelers’ TV
advertisements are quite similar and it is difficult to distinguish from
one another. | think the advertisements could be more creative or may

be funnier. Advertisements via YouTube could also be considered.

Mr Yip, 38, a manager of a wholesale company

Q1
Al

Q2
A2

Q3
A3

Q4
A4

Have you ever patronized Lukfook Jewellery?

Yes. A few years ago, | bought a ring form Lukfook to propose
marriage to my wife. Sometimes, | would visit Lukfook to buy gifts.
Are there any aspects of Lukfook Jewellery that you appreciate?
The products are of high quality. My wife and | can always find the
things we need in Lukfook.

Are there any aspects that Lukfook Jewellery could be improved?
| don’t think there are any aspects for improvement. Overall speaking,
it is quite good.

Would you wear ornaments in peacetime?

No, it is quite strange for men to wear ornaments. | only wear

watches.



Q5
A5

Q6

A6

Q7
A7

Have you ever bought watches from Lukfook Jewellery?

No. | prefer to patronize the shops specialized for watches. Although |
learn that Lukfook also engages in the sales of watches, frankly, | find
it strange for a man to purchase a watch from Lukfook. If | do not
company my wife, | would definitely not visit Lukfook. It is really
strange and embarrassing for a man to visit Lukfook on his own.
Which types of products would you suggest Lukfook to add?
Probably some ornaments for men. It seems the only men’s
ornaments can be found in Lukfook are watches and rings. | think
there could be more variety in men’s ornaments.

How could Lukfook improve in terms of publicity?

| am not sure. | do not have any opinion.

Miss Ho, 27, an office lady

Q1
Al
Q2
A2

Q3

A3

Q4
A4

Have you ever patronized Lukfook Jewellery?

I've only gone window shopping but I have never gone into stores.
Why don’t you visit Lukfook?

The ornaments displayed were not attractive and most of them were
made of gold.

Would you wear ornaments in peacetime?

Yes, | do wear necklaces, bracelets and earrings, and sometimes
rings also. | wear ornaments when | go to work or am out in the
streets. Dressing is necessary.

What would you consider when buying ornaments?

Their appearance, like whether they are trendy, or if they suit myself. |



Q5
A5

Q6

A6

think it is important to buy ornaments that can outstand one’s image
but not give a feeling of oddity at the same time.

Which types of products would you suggest Lukfook to add?

| think there could be more variety and the products could be of
different themes, but not only focus on marriage. A season series is
appreciated. It should focus more on the young. Besides that, there
could be ornaments with symbolic meaning, for example, different
stones representing different affections. There could also be more
diversity in the materials, especially those with eye-catching colour.
How could Lukfook improve in terms of publicity?

The advertisements should not be too old-fashioned. They should suit

the young. Design competitions could also be organized.

Mrs Lee, 46, a house wife

Q1
Al

Q2

A2

Q3
A3

Have you ever patronized Lukfook Jewellery?

Yes, | always give my friends and relatives the jewellery bought form
Lukfook when going to feasts.

Are there any aspects of Lukfook Jewellery that you appreciate?
Staff’s attitude is hospitality any customer-friendly. Moreover, it is
convenient. You can find a Lukfook store easily. Whenever you want
to visit Lukfook, it will not take you a lot of time to find one.

Are there any aspects that Lukfook Jewellery could be improved?

| think there could be more choices, so others would not receive the
same ornaments when they get married. Furthermore, stores are too

close to one another. Though it is convenient, but if there are too



Q4
A4

Q5

A5

Q6
A6

many stores selling the same ornaments or collections, you will find it
averse and it will worsen Lukfook’s image.

Would you wear ornaments in peacetime?

Nowadays, | seldom wear ornaments due to my husband’s objection.
| would only wear bracelets. In fact, | sometimes have a sudden
impulse to buy ornaments due to forums’ discussions. However, my
husband always stop me. | have some ornaments, but most of them
are the gifts for my marriage or my daughter’s completion of its first
month of life. | would not wear those ornaments.

Which types of products would you suggest Lukfook to add?

| think there could be more ornaments for gifts. Besides that, | would
like to suggest Lukfook to open a new product line targeting kids.
Sometimes, | want to buy some ornaments like tiaras for my daughter
but I fail to find one suitable for her. If Lukfook sells jewellery for kids, |
will definitely consider buying one for my daughter.

How could Lukfook improve in terms of publicity?

| think Lukfook could create more TV advertisements. However, it
seems that people nowadays rarely watch TV. Or Lukfook could invite
celebrities as endorsers, especially Korean stars, who are very
popular. But, | think what more important are products. Instead of
promotion, it should focus more on its products. If the designs of
products are not eye-catching, no matter how many advertisements

you create,still, no one will buy those products.

6.2.3 Interview Scripts (Original version)




Miss Lau, 23, a student

Q1

Al

Q2

A2

Q3

A3

Q4

A4

Q5

REREABEBAEHKRE ?

Er. A, RERRAERAZABEMEERRARKE, TBHH
BEE—EAZ,

RRERSANEBREREERSENMETT ?
HESDEIRBEELF RMAETRE , ~LEMQTBRLEERK ,
% nice,

MEMRBEABREGE BT 0] AU 2
HEZRRAGRABARE—MR , BEFERE, T8 , AELRERER
WA AR focus WAt A , BERESHEKE SN, SHMIEW , B A
REFW, FH—EEFEA K REGAEBHR —EsREEEH, X
EWHE  REREBYWELAZN  REBETAEAE. R —EAFE
ABGE , AETTERS .

FERERAHEMHNEIER?

BEAREREEREMNREARE  EHEE , BREHR L PR
BEFfiEZ, BEABGEY  EREWREEREIEHEHFAEFE
A BEBRBHFUFEH. H2HREMAE D PRSHEH , B &K
WABIREIEEE , —RHRHEIEE K THASEEBRKEESR,

RELABREVUEREBERENER ?



A5

Q6

A6

R EARE. Er. RESTLUER— D ALLEE DIY BEsE , 174
Pandora R D g , fkRHFLLE hit , FBEELHRE., RESREE
MEFRDD | BHFAE , JLAREREABL taste I # style BB,
RRAAEBHREEEESHEEETAREN T ?

EEW?ZLE B, Un.. HEARHBTEE ? FLUARABERE
F2FB , HEAEKETHEERS , ABAXERS , FH# BB
BE , MERXNBEZHER. RBRENRE , REGESETUSD
BIE , flnE D KL, HETLE T — D youtube v , KSREFLLEE

Fi1T youtube EEEEES,

Mr Yip, 38, a manager of a wholesale company

Q1

REREAEBAEKRE ?



Al

Q2

A2

Q3

A3

Q4

A4

Q5

A5

Q6

A6

Q7

A7

B, BFARAAARERERFEABEEME  AREBHEEARE.
RRERSANEREREERGINHETT ?

EmEBELT, ASERELARLE, MARD, BMEFREEE, EX
ERERAROK , £EERERE.
MBEMRBESABRETEE T 7 ASGE ?

0, BERESET,

FHEREREMNEE?

1, BAREMFE. NEKRE , FTREBFAEKER.
BRASREAEHREREBRER?

1, ZBHBREEMERRBR, S/EE. HARAAEFERE , B
HAR, REG—ESAZABERFOUFER , FRORBERAK
BiRE  RBUIFFITALZAE  MRKEERD, A —EASBSAMHEA
HIFE, FELE.

RELABREVUEREERENER ?
HENERHHBAERMER. NREFRAER , IR —D BLE
m, REBUUS DB , KRFURARGBEREEME , BB TUEK
HtmmE#ER— T
RRAARREEEESHREETARENLT ?

BHFEEBEAFE K TEER.



Miss Ho, 27, an office lady

Q1

Al

Q2

A2

Q3

A3

Q4

RERBABEBAEHKRE ?

REAOBEBTH , THABERITARE

REBTEESER?

REMERERE Display R D FARS , ZHERE , HEEZERHE
g8

FRERAREMHNEE?

B,EE FHE EREDSHE , FRHSHTAEHER. L, &
T, ¥R TEHCHRTER , RE,

BEERBEHSEREERR?



A4

Q5

A5

Q6

A6

BEBSBRTEHHME ook B , 59955 trendy HELEE | RIFRHEHH
FECEER , IURKLIEE , EXEEETURHE,
MRELEABRETUEREBREENER ?

young D BXE , % D variety B , =EETEZ D , B R R MIBEHRE,
A D BRERAZ BB, XRER A season K5, BIEHRELE
ARRD. ERFLUFEE D RBER, BREAKKREBEERE , ¥
FEFOMRDE ARl EREBERTUZTILD, B eye-catching
D %,

FRRAEBREEEETHAEEETARENET ?

BEEEFHEE ,  Dfocus REEA, OLER , RESRHERE

HAEMSE, XHER D FRALE  RETHEEHE,



Mrs Lee, 46, a house wife

Q1

Al

Q2

A2

Q3

A3

Q4

A4

RERBABEBAEKRE ?

BB, FERRBAGEREECEAEBRTAEN S
RAERANBRETEBEREINMETT ?

RBEERGTEL , XRE , UELET , BHEMEREE. 4K, 7
g, SEHFOM—/E, HRARDLER , BEEAEE , fBERTH
=

MEMRBEABREGE BT 0 AU ?

AUAZE D EE, BRERE, WAMBE S AR, RHAEFRAEH
X, HEREERFLEE  BFETURZDLDOOR , R EIEDD
BEig¥ , HREY R RMELEREE DD | BERAE, T8, KX
BEMEERER , T FTREFARIFER , HRESE - KEA LR -
ERE, B, HESOTER , HHSERR. B/, RAHERH
BAEH , FRE—RETUAEEEAEHR. #RRLEL , BERRE
FEBMEEL, ERBXERSZ RMAKREBERR , BEAEER
FREREH,

FHAEREBEHNEE?

DEW , RELNKBRRBMEAWER , FEFEEHHE, BASR

TFiEbl, HEARLHRERIHEMANRRERSAEDRER ,



BRAMBELKBRY , HOstm. EEAERERER , Z8EHRE

15, REBE WA RERA SR , BREGREREDR , FEERR

LI

P EREAERETUNREEEENES 2

A mEs D EERRNE. W RER  FERETE D LABRR

B3 ABE , RBALLEEE £ ABEEET , HRHONESR

HeELD | EBRED , WHRSH D REM for MNARELY ,
MR LR | (B E L RS REEAY | AR BEE
BH=., NRAELKEENET  REUGERELALE.

F mBAERRESESEERETARE S 2

A6

HZDESEW.. T8 , MRFUMESABHER , B, AETURA TR

REAS  MRBEIRL , TUEBERENS., RFTKHE, T8, B8
SESBHERREAHER , AERARRBALT , F8F , HRIX

ERZHEALZERN, TRNRERIAREGHIXEHE , TUZLD
EEE, B8R REGREEN A SMRAFERTRE  EmBTERERR
E—), MR EEFE  RBZEEHTAH, BRREAER LA,

RERBREEHEREFHOM  FaRHERENRETER AEEM,

6.3 Questionnaire

6.3.0 Introduction

The survey questionnaire was conducted from December 2014 to January 2015. 497



samples were collected successfully. 131 were distributed in Mongkok while the
others were distributed via Facebook and different forums in Hong Kong. During the
survey, convenience sampling and volunteer sampling were adopted.

6.3.1 Survey Questionnaire

8 BMRROAMREXHERBE  ERBEABEAHNVRARMNNMARSKEIER
BTN, BRFRA TR EMsEREEICEZES , IEMESNEAEREBY

RE , YRRBRXARTREREHK,

Hello, we are F5 students from Cheung Chuk Shan College. We are now studying
Hong Kong people’s culture of buying jewelry and the ways to improve the jewelry
stores’ sales. Your help is essential. Would you please spare one to two minutes to
complete the questionnaire? Personal information collected will only be used in this
project and maintain secrecy. Moreover, all personal data will be completely

destroyed after completion of study.

Bl Sex : 0B Male o&Z Female

F#5 Age : 011 012-18 019-30 031-44 045-65 0266

1. IRBARESRZOBBEEH ?

How much do you spend on jewelries each month?

oHK$0 oHK$1-2000 ocHK$2001-4000 cHK$4001-5000 0=HK$5001

2. MEZHERBEBNKEIEBEEN?
How often do you buy jewelry from Hong Kong jewelry stores?

oEE 1R Less frequent than once per year



o4 1-2 )X Once to twice per year

o4 3-4 )R Three to four times per year
o4 5-6 )X Five to six times per year
o 7-8 )X Seven to eight times per year
o A 9-10 JX Nine to ten times per year
oZEE 10 X More than ten times per year

ot (BB EHUIE) Never (Please jump to Question4)

3. REEBEEM ? (MEZN ;)
Why do you buy jewelry? (can choose more than one option)

ofERF¥IME For ornaments

ofEiFsik For dowry

o3R#E To propose marriage

oBUIR B/Z AR To please boyfriend/girlfriend
ofR{E/#X¥E Preservation/Investment

o)X F&[#&1K] For gifts [marriage]

o)X i&[88 5 i 4] For gifts [birth of baby]

oEHNEF#E 5 Because of auspicious meanings behind
oHfth , 555F88 Other, please specify:

4. RERBEXRBETIER? (1REEER 5 RABEER)



Are you desire to buy the following products? (1 represents no desire, while 5

represents great desire)

1/2|3(4]|5
M iE Rings olo|o|lo]| o
7 E/SEEE Pendants/Necklaces ocjlojo|o]o
HE®E Gold Figurines olo|o|o|o
F#B/F 48 String Bracelets /Bracelets ojlo|lojlo| o
&%/£E Gold Bars olo|o|lo] o
HiIR Earrings olo|olo| o
##8 Watches ololo|o]| o

5. BREAGHN THEENEROKTS ., (1 BRIE, 5 H8E

Please rate the following jewelry stores base on your overall impression. (1 is the

lowest and 5 is the highest)

6 112(3|4]|5
Not
Familiar
A XE Chow Tak Fook o o|lo|o|o] o
AEEHRE Luk Fook Jewellery o olojo|o|o
A% 4% Chow Sang Sang o olo|o|o]| o
HEsEB Tse Sui Luen o olo|olo] o




Tiffany & Co. o olo|olo

Mabelle o o|lo| o] o
Cartier 0 olololo
Pandora o ololo]o

6. FABHNKREEUATESHNHRERMNRIERE,
Please try to identify the jeweler and the collections in the following
advertisements.

A)

KEFER

Name of Jeweler

oAl K& Chow Tak Fook
o/NTEERE LukFook Jewellery
o4 Chow Sang Sang

ot #m Bk Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

oRjE® Don’t know

RIEH

Name of Collections




(WMTBE , FEBENA)

(If don’t know, please fill in N/A)

B)

é )
@

H
T
=

' ‘i'
\
\
\
\
\
X
\
\

KEFmER

Name of Jeweler

oEIK%& Chow Tak Fook

oRfE¥E LukFook
Jewellery

o4 4% Chow Sang Sang

ot R B Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

ofNj&F Don’t know

RIEH

Name of Collections

(WFEE , FEENA)
(If don’t know, please fill in

N/A)




C)

KEmER

Name of Jeweler

ol K#& Chow Tak Fook
o/NfEEE LukFook Jewellery
o4 4% Chow Sang Sang

o B Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

o & Don’t know

RIEHE

Name of Collections

(WFEE , FEENA)

(If don’t know, please fill in N/A)

D)

KEmER

Name of Jeweler

oJEIK{E Chow Tak Fook




o/NTEERE LukFook Jewellery
o4 Chow Sang Sang

ot ¥ B Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

o5& Don’t know

RIEHE

Name of Collections

(WFFEE , FEBNA)

(If don’t know, please fill in N/A)

E)

KEmER

Name of Jeweler

oAl K& Chow Tak Fook
oNTBERE LukFook Jewellery
o4 Chow Sang Sang

oft B B Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora




oREF#H Don’t know

RIEHE

Name of Collections

(WFFEE , FEBRNA)

(If don’t know, please fill in N/A)

F)

KEmER

Name of Jeweler

oJElK%& Chow Tak Fook
o/RTBEKE LukFook Jewellery
o844 Chow Sang Sang

ot #m Bk Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

|| 055% Don’t know

RIEH

Name of Collections




(WMFBE , FEBNA)

(If don’t know, please fill in N/A)

G)

KEmER

Name of Jeweler

ol K& Chow Tak Fook
oRfBERE LukFook Jewellery

o4 4% Chow Sang Sang

ot B B Tse Sui Luen

oTiffany & Co. oMabelle

oCartier oPandora

ofFE#¥ Don’t know

RIEH

Name of Collections

(FFE  FBEBENA)

(If don’t know, please fill in N/A)

7. RS/ THMREE MR KREERBEEHHZR ? (NESZR )

Which of the following can arouse your desire to buy jewelry from jewelry stores?

(can choose more than one option)




o B fEXETIF i Fashion Design
oDIY %] DIY ornaments
o E REIESE With Symbolic Meaning

BEHEMAE , I/GEE) Functional (with other uses, for example, can be

)

©)
used as an octopus card )

ofE#2{# H Cheap ofE#& S & Expensive
oEFEEIEHH Redecoration of Stores
o NELEEM (:HAENRT ) Increase in advertising (Endorsement by stars)

oHfth , 5558 Other, Please specify:

8. IR ANEELSTENEMREEMRNERXR?
Which of the following themes can best arouse your desire to purchase jewelry?

oEfE Love oflE /&1 Kinship/Friendship o= Season
offiH Festival

olEZ (W : 4K / EE) Fortune (e.g. Chinese zodiac/horoscope)
oft# Flower oEI¥ Animal ov& Mood

cEE (W : XA, A ) Celebration (e.g. birthday, promotion)

oHfh , FE5EEA Other, Please specify:

9. HME R Other opinion :




6.3.2 Results

<5E>
[The End]
<Ft >

[Thank you]

Part A) Background Information of Respondents

1. Sex
No. of respondents Percentage (%)
(total = 497)
Male 206 41.45
Female 291 58.55
2. Age
No. of respondents Percentage (%)
(total = 497)
<11 0 0
12-18 122 24.55
19-30 180 36.22
31-44 89 17.91
45-65 106 21.33
>66 0 0

3. Integration




No. of Percentage (%)
respondents
(total = 497)
Male 12-18 50 10.06
19-30 83 16.70
31-44 31 6.24
45-65 42 8.45
Female 12-18 72 14.49
19-30 97 19.52
31-44 58 11.67
45-65 64 12.88

Part B) Survey Questions

1. How much do you spend on jewelries each month?

No. of respondents

Percentage (%)

(total = 497)
HK$0 243 48.89%
HK$1-2000 196 39.44%
HK$2001-4000 41 8.25%
HK$4001-6000 14 2.82%
>HK$6001 3 0.60%

Mean = HK$825.21 S.D. = 1206.93 Mode = HK$0

* Class mark of class interval “2HK$6001” is considered as HK$7000.5




1. HOW MUCH DO YOU SPEND ON
JEWELRIES EACH MONTH?

B HKSO mHKS1-2000 mHKS$S2001-4000 m HKS$S4001-6000 m2>HKS6001

No. of respondents
Age 12-18 19-30 31-44 45-65
Sex M F M F M F M F
HK$0 34 40 47 32 21 27 23 19
HK$1-2000 15 27 27 58 7 21 12 29
HK$2001-4000 1 4 8 5 2 6 4 11
HK$4001-6000 0 1 1 1 1 3 2 5
>HK$6001 0 0 0 1 0 1 1 0
Mean (HK$) 360 | 611 | 675 | 877 |581 |105 |976 | 1360
2
S.D. 592 | 921 |101 |102 |112 |152 |159 |1451
9 8 9 5 6

* Class mark of class interval “=HK$6001” is considered as HK$7000.5




1. HOW MUCH DO YOU SPEND ON JEWELRIES EACH

MONTH?
100% r— e —_— —
90% -
o 80% | . |
c 70%
7 I I
S 50%
o 40%
o 30%
x  20%
10%
0%
N N S S » N & &
¥ ¢ ¢ ¢ ¢ ¥ ¥
@’Z} &q} y} @,g @’b\ @q} é& &fz}
@ ® & @
Group
B HKSO mHK$1-2000 m HKS$2001-4000 HK$4001-6000 m>HK$6001
. How often do you buy jewelry from Hong Kong jewelry stores?
No. of Percentage
respondents (%)
(total = 497)
Less frequent than once per year 182 36.62
Once to twice per year 86 17.30
Three to four times per year 20 4.02
Five to six times per year 13 2.62
Seven to eight times per year 4 0.80
Nine to ten times per year 1 0.20
More than ten times per year 1 0.20
Never 190 38.23




2. HOW OFTEN DO YOU BUY JEWELRY FROM HONG

| Less frequent than once per year m Once to twice per year

Five to six times per year

W More than ten times per year

M Seven to eight times per year

M Never

KONG JEWELRY STORES?

M Three to four times per year

H Nine to ten times per year

No. of respondents

Age 12-18 19-30 31-44 45-65
Sex M F M F M F M F
Less frequent than | 14 25 23 49 10 28 10 23
once per year

Once to twice per 2 8 9 7 3 21 7 29
year

Three to four times | O 1 3 5 1 2 3 5
per year

Five to six times per | 0 0 2 3 0 2 3 3
year

Seven to eight 0 0 0 2 0 1 0 1
times per year

Nine to ten times 0 0 0 0 0 1 0 0
per year

More than ten times | O 0 0 0 0 0 0 1




per year

0%

Never 34 38 46 31 17 3 19 2
2. HOW OFTEN DO YOU BUY JEWELRY FROM HONG
KONG JEWELRY STORES?

100% — ]
2 80% . e l .
g oo - . I
§ 40% ] -
i i

,;b\ \ib\ ?)0\ S

: : : P » & 2
fb\“”& ?}@\\,’v &e& %"“\@ &Q’Q)\, %"’Q’\/ %Q’\@ q}"’\&)
A\ & \} & \} & \} &
Group

M Less frequent than once per year B Once to twice per year

B Three to four times per year Five to six times per year

B Seven to eight times per year M Nine to ten times per year

B More than ten times per year W Never

. Why do you buy jewelry? (can choose more than one option)
No. of Percentage
respondents (%)
(total = 307)

For ornaments 213 69.38
For dowry 38 12.38
To propose marriage 14 4.56
To please boyfriend/girlfriend 60 19.54
Preservation/Investment 25 8.14
For gifts [marriage] 109 35.50
For gifts [birth of baby] 54 17.59
Because of auspicious meanings 19 6.19




behind

Other 18 5.86
3. WHY DO YOU BUY JEWELRY?

W For ornaments m For dowry

= To propose marriage m To please boyfriend/girlfriend

W Preservation/Investment W For gifts [marriage]

m For gifts [birth of baby] m Because of auspicious meanings behind

M Other

Frequency

Age 12-18 19-30 31-44 45-65
Sex M F M F M F M F
For ornaments 15 28 24 61 10 41 11 23
For dowry 0 0 0 11 0 7 9 11
To propose 0 0 3 1 8 0 2 0
marriage
To please 2 2 20 3 18 0 15 0
boyfriend/girlfriend
Preservation/Invest | 0 0 0 2 2 2 4 15
ment
For gifts [marriage] | O 4 4 12 8 29 21 31




For gifts [birth of 0 0 1 4 9 18 22
baby]

Because of 0 0 2 6 1 5 4
auspicious

meanings behind

Other 0 0 0 0 4 7 3

3. WHY DO YOU BUY JEWELRY?
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B Other
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M Because of auspicious meanings behind

. Are you desire to buy the following products? (1 represents no desire, while 5

represents great desire)

No. of respondents

(total = 497) Mean S.D.

1 2 3 4 5
Rings 54 | 128 | 220 | 87 8 2.73 0.93
Pendants/ Necklaces | 27 | 121 | 215 | 103 | 31 2.98 0.96




Gold Figurines 313 | 128 | 37 13 6 1.53 0.84
String Bracelets/ 49 | 133 | 223 | 82 10 2.74 0.92
Bracelets
Gold Bars 266 | 132 69 16 14 1.75 1.00
Earrings 81 | 169 | 198 | 32 17 2.47 0.95
Watches 43 119 | 226 | 87 22 1417 0.96
4. Are you desire to buy the following products?
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Age 12-18 19-30 31-44 45-65
Sex M F M F M F M F
Rings 2.25 (234 |3.31 1288 | 238|294 |2.27 |2.88
Pendants/ 231|282 (344 |3.25|2.85|2.88 |239 |325
Necklaces
Gold Figurines 085|134 143|158 |1.62|1.65|2.06 |1.88
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. Please rate the following jewelry stores base on your overall impression. (1 is the

lowest and 5 is the highest)

No. of respondents (total = 497)
Not 1 2 3 4 5 Mean | S.D.
Familiar
Chow Tak Fook 52 50 91 | 141 | 97 66 2.76 | 1.48
Luk Fook Jewellery 60 45 | 134 | 121 | 89 48 | 2.56 | 1.45
Chow Sang Sang 48 62 83 | 155 | 87 62 | 2.72 | 1.46




Tse Sui Luen 64 61 97 | 165 | 76 34 246 | 1.41
Tiffany & Co. 158 30 45 | 102 | 101 | 61 228 | 1.84
Mabelle 124 57 75 | 129 | 75 37 2.17 | 1.62
Cartier 180 30 46 99 79 63 2.11 | 1.86
Pandora 184 36 48 | 160 | 48 21 1.83 | 1.62

5. Impression of HK jewelry stores

Tiffany &  Mabelle

600
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200

100
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Luen

Co.
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. Please try to identify the jeweler and the collections in the following

advertisements.

No. of respondents answering correctly

Jeweler's Name | Name of collection Both
A 121 | 24.35% 31 6.24% 16 3.22%
B 32 6.44% 17 3.42% 12 2.41%
C 165 | 33.20% 56| 11.27% 38 7.65%
D 85| 17.10% 9 1.81% 7 1.41%
E 13 2.62% 2 0.40% 1 0.20%
F 40 | 8.05% 3| 0.60% 2| 0.40%




G 50 | 10.06% 2 0.40% 2 0.40%

7. Which of the following can arouse your desire to buy jewelry from jewelry stores?

(Can choose more than one option)

No. of Percentage

respondents (%)

(total = 497)
Fashion Design 308 61.97
DIY ornaments 305 61.37
With Symbolic Meaning 275 55.33
Functional 113 22.74
Cheap 331 66.60
Expensive 35 7.04
Redecoration of Stores 22 4.43
Increase in advertising 95 19.11
Other 26 5.23

7. Which of the following can arouse your desire to buy
jewelry from jewelry stores?
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8. Which of the following themes can best arouse your desire to purchase jewelry?



No. of Percentage
respondents (%)
(total = 497)
Love 149 29.98
Kinship/Friendship 106 21.33
Season 15 3.02
Festival 17 3.42
Fortune 21 4.23
Flower 5 1.01
Animal 3 0.60
Mood 150 30.18
Celebration 18 3.62
Other 13 2.62
8. WHICH OF THE FOLLOWING THEMES CAN
BEST AROUSE YOUR DESIRE TO PURCHASE
JEWELRY?
m Love B Kinship/Friendship ® Season M Festival
M Fortune M Flower M Animal H Mood
m Celebration mOther

No. of respondents




Age 12-18 19-30 31-44 45-65
Sex M F M F M F M F
Love 13 21 33 30 8 20 3 21
Kinship/Friendship | 14 12 16 11 12 11 8 22
Season 2 5 2 2 0 1 2 1
Festival 1 5 0 2 5 1 3 0
Fortune 2 2 2 3 0 2 7 3
Flower 0 1 0 1 0 1 1 1
Animal 0 1 0 1 0 0 1 0
Mood 15 21 30 37 6 21 5 15
Celebration 0 2 0 4 0 0 11 1
Other 3 2 0 6 0 1 1 0
8. WHICH OF THE FOLLOWING THEMES CAN BEST
AROUSE YOUR DESIRE TO PURCHASE JEWELRY?
160
140
£ 120
B 100 e
o
§ 80 I
5 60 -
2 40 . .
20 —
" A A= _ _Bimz
e Q N o e N > O =S <
. ‘\m}\ i <<®(°&% Qo‘“oo " v§® V\OO &‘&\o o
> &
%Q\Q
{_\0
Themes
B Male(12-18) ™ Female(12-18) m Male(19-30) Female(19-30)
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Part C) Key Findings




1. Most Popular Items

ltems
Sex Age
1st 2nd 3rd
Watches Rings Pendants/
12-18
Necklaces
Watches Pendants/ Rings
19-30
Necklaces
Watches Pendants/ Rings
Male 31-44
Necklaces
Watches Pendants/ Gold Bars
45-65
Necklaces
Watches Pendants/ Rings
Integration
Necklaces
Bracelets Pendants/ Rings
12-18
Necklaces
Pendants/ Bracelets Rings
19-30
Necklaces
Rings Pendants/ Watches
Female 31-44
Necklaces
Pendants/ Earrings Rings
45-65
Necklaces
Pendants/ Bracelets Rings
Integration
Necklaces
Integratio Bracelets Pendants/ Rings
12-18
n Necklaces




Pendants/ Watches Bracelets
19-30
Necklaces
Watches Pendants/ Rings
31-44
Necklaces
Pendants/ Watches Earrings
45-65
Necklaces
Pendants/ Watches Bracelets
Integration
Necklaces
. Most Popular Themes
Themes
Sex Age
1St 2nd 3rd
Mood Kinship/ Love
12-18
Friendship
Love Mood Kinship/
19-30
Friendship
Kinship/ Love Mood
Male 31-44
Friendship
Celebration Kinship/ Fortune
45-65
Friendship
Love Mood Kinship/
Integration
Friendship
Mood Love Kinship/
12-18
Friendship
Female
Mood Love Kinship/
19-30
Friendship




Mood Love Kinship/
31-44
Friendship
Kinship/ Love Mood
45-65
Friendship
Mood Love Kinship/
Integration
Friendship
Mood Love Kinship/
12-18
Friendship
Mood Love Kinship/
19-30
Friendship
Love Mood Kinship/
Integration 31-44
Friendship
Kinship/ Love Mood
45-65
Friendship
Mood Love Kinship/
Integration

Friendship




