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Emperor Watch & Jewellery Limited (the “Company”) together with its subsidiaries 

(collectively referred to as the “Group”) is a leading retailer of European-made 

internationally renowned watches, together with self-designed fine jewellery products 

under its own brand, “Emperor Jewellery”. The Company was listed on the Main Board 

of The Stock Exchange of Hong Kong Limited in July 2008. 

 

The Group has extensive retail networks in Hong Kong, Macau, mainland China and 

Singapore, as well as an online shopping platform, with over 900 staff. With a history of 

over 70 years, the Company carries a balanced and comprehensive watch dealership list. 

The target customers range from middle to high income groups worldwide. The Group’s 

core strategy focuses on maintaining its position as the leading watch and jewellery 

retailing group in Greater China, coupled with an eye on expansion beyond the region. 

 

 

Market Review 

The luxury consumption market in Greater China showed signs of strong recovery 

during the year ended 31 December 2017 (the “Year”). The pick-up in consumption was 

propelled by the positive market sentiment arising from the favourable economic 

conditions, along with increased consumer confidence driven by capital gains from the 

stock market boom and rising property prices. 

 

Hong Kong is one of the top outbound travel destinations for mainland Chinese visitors 

because of its proximity and taxfree shopping regime. During the Year, the mainland 

Chinese visitor arrivals began to pick up on a recovery in consumer sentiment. The 

increase in tourist arrivals was also attributable to an enhanced price competitiveness of 

Hong Kong among major tourism countries as a result of a weaker United States 

Dollar/Hong Kong Dollar, as well as the government’s tourism campaigns in 

celebration of 20th anniversary of the handover. Driven by the revival of inbound 

tourism and improvement in local consumption demand, Hong Kong retail sales 

rebounded in the Year. 

 

 

Financial Review 

Overall Review 

During the Year, the Group’s total revenue increased by 11.9% to HK$4,075.1 million 

(2016: HK$3,641.8 million), driven by the recovery in consumption sentiment. Watch 

segment revenue increased by 13.4% to HK$3,238.6 million (2016: HK$2,856.7 million) 

and remained a key revenue contributor, accounting for 79.5% (2016: 78.4%) of the 

total revenue. Revenue from the jewellery segment increased by 6.5% to HK$836.5 

million (2016: HK$785.1 million). 74.8% (2016: 76.8%) of the Group’s total revenue 
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was contributed by the Hong Kong market. 

 

Gross profit grew by 19.8% to HK$1,089.2 million (2016: HK$909.0 million). The 

gross profit margin was lifted by 1.7 percentage points to 26.7% (2016: 25.0%), which 

was mainly attributable to stronger market demand for luxury watches. 

 

Due to an improvement in sales momentum, enhanced gross profit margin and rental 

savings, the Group recorded a net profit of HK$159.7 million (2016: net loss of 

HK$64.8 million). Basic earnings per share was HK2.32 cents (2016: basic loss per 

share of HK0.94 cent). The board of directors of the Company (the “Board” or the 

“Directors”) recommended the payment of a final dividend of HK0.58 cent (2016: Nil) 

per share. Together with the interim dividend of HK0.17 cent (2016: Nil) per share, the 

total dividends for the Year are HK0.75 cent (2016: Nil) per share. 

 

Capital Structure, Liquidity and Financial Resources  

During the Year, there was no change in the capital structure of the Group. Bank 

balances and cash on hand of the Group as at 31 December 2017 amounted to 

HK$1,613.1 million (2016: HK$1,324.4 million), which were mainly denominated in 

Hong Kong dollars and Renminbi (“RMB”). As at 31 December 2017, the Group had 

no bank borrowings (2016: Nil) and its gearing ratio (calculated on the basis of the total 

borrowings over total equity) was nil (2016: Nil). The Group also had available 

unutilised banking facilities of approximately HK$848.4 million. The strong liquidity 

with debt-free position and considerable unutilised banking facilities enable the Group 

to retain high flexibility for future development. 

 

As at 31 December 2017, the Group’s current assets and current liabilities were 

approximately HK$4,450.3 million (2016: HK$4,176.8 million) and HK$305.7 million 

(2016: HK$233.9 million), respectively. Current ratio and quick ratio of the Group were 

14.6 (2016: 17.9) and 5.9 (2016: 6.5), respectively. 

 

In view of the Group’s financial position as at 31 December 2017, the directors of the 

Board considered that the Group had sufficient working capital for its operations and 

future development plans. 
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Business Review 

Presence in Prime Retail Locations 

As at 31 December 2017, the Group had 80 stores (2016: 97) in Hong Kong, Macau, 

mainland China and Singapore. The distribution is as follows: 

 

 Number of stores 

Hong Kong 24 

Macau 6 

Mainland China 44 

Singapore 6 
 

Total 80 

 

These stores include standalone jewellery stores, specialty outlets for specific watch 

brands and multi-brand watch stores (with or without jewellery counters) to create a 

one-stop shopping experience. 

 

The Group’s retail stores in Hong Kong are strategically located in major prime 

shopping areas, including Russell Street in Causeway Bay, Canton Road in Tsim Sha 

Tsui and Queen’s Road Central in Central. Having a solid presence in these prime 

locations is of paramount importance for a leading retailer of watches, as the Group 

enjoys more visitations and brand enhancement. 

 

Solidifying Leading Position in Hong Kong 

The Group continued to enjoy solid long-term relationships with major Swiss watch 

brand suppliers, and continued holding comprehensive watch dealerships with full 

collections in Greater China. Coupled with its excellent customer service and the 

strongest presence in prime retail locations in Hong Kong, the Group continued to foster 

its leading position in Hong Kong. 

 

Enhancing Jewellery Business 

The Group continued to offer premium quality “Emperor Jewellery” products to 

customers. With the key focus on quality gem settings and fine jadeites among the 

comprehensive product range and commitment to high service standards, the Group 

enriched the design features to satisfy diverse customer tastes and enhanced the 

charisma of signature “Emperor Jewellery” collections to raise brand loyalty. During 

the Year, the Group rolled out the “Heartbeat #LoveSecret” collection and “Precious 

Love” collection around Valentine’s Day and Mother’s Day, respectively. The themes 

were unlocking the secrets of romance and adoring lovers, and caring for dearest 

mothers, respectively. 
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In commemoration of its 75 years of distinguished history and craft, the Group was 

proud to present the “L’Atelier Cindy Yeung High Jewellery” collection. The design of 

the collection is inspired by Ms. Cindy Yeung, Chairperson and Chief Executive Officer 

of the Group. It is a collection of jewellery masterpieces that embodies extraordinary 

experience, boundless creativity and magnificent artistry. The Group ceremoniously 

launched the collection during the jewellery show in November 2017, to showcase the 

glittering gemstone pieces, revealing the brand’s unique jewellery aesthetics. 

 

During the Year, the Group continued to optimise its retail chain of “Emperor 

Jewellery” stores in mainland China, to seize the opportunities arising from the rapid 

growth of the jewellery market. Meanwhile, the Group took the opportunity to expand 

the coverage of jewellery stores in Hong Kong from traditional tourist shopping areas to 

emerging shopping areas with resilient foot traffic, which helped with promoting brand 

exposure and seizing market opportunities of emerging shoppers in domestic areas. 

 

Leveraging Group Synergies 

The Group enjoys unique advantages by leveraging synergies with other companies 

within Emperor Group. For example, Emperor International Holdings Limited - another 

listed company under Emperor Group - owns many premium retail properties in 

renowned shopping areas. By leasing prime retail locations from it on an “arm’s length 

basis”, the Group can enjoy guarantee foot traffic. Another synergy arises through 

Emperor Entertainment Group and Emperor Motion Pictures, two private arms under 

Emperor Group. The Group invited VIP guests to its movie premieres and sponsored 

jewellery for the artistes. Such exposure opportunities, with pop artistes, movie stars 

and high profile celebrities, serve as an important tool for enhancing the reputation of 

the “Emperor” brand, particularly in Chinese-speaking communities. 

 

Prospects 

With the growing wealth among Chinese consumers, who remain the Group’s major 

customer group, the overall consumption sentiment is expected to be buoyant. Taking 

into account the strong fundamentals, coupled with ongoing urbanisation, expansion of 

the middle-class and rising income, the Group is positive regarding the market demand 

for luxury items in Greater China. 

 

The increase in disposable income, in particular among Chinese women, and the rising 

women’s job market participation rate, are the strong forces behind gem set 

consumption. The Group aims to lead branding and marketing activities in an effective 

and efficient manner, to maximise the exposure of “Emperor Jewellery”. Accordingly, 

the Group will offer more fashionable and affordable jewellery products suitable for 

wearing in the workplace, to cater to the trend towards popularisation of jewellery 
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consumption and to attract middle-class customers. 

 

As a leading watch and jewellery retailer, the Group is poised to capitalise on 

opportunities arising from the recovery by expanding the retail network in Hong Kong, 

Macau and mainland China. The Group remains optimistic about long-term prospects 

and business development, and continues to eye further expansion opportunities beyond 

Greater China while aiming to tap the growth potential arising from mainland China’s 

robust outbound tourism. 


