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This presentation and the accompanying slides (the “Presentation”) which have been prepared by Hop Hing Group

Holdings Limited (“Hop Hing” or the “Company”) do not constitute any offer or invitation to purchase or subscribe

for any securities, and shall not form the basis for or be relied on in connection with any contract or binding

commitment whatsoever. They are only being furnished to you and may not be photocopied, reproduced or

distributed to any other persons at any time without the prior written consent of the Company. This Presentation

has been prepared by the Company based on information and data which the Company considers reliable, but the

Company makes no representation or warranty, express or implied, whatsoever, and no reliance shall be placed

on, the truth, accuracy, completeness, fairness and reasonableness of the contents of this Presentation. This

Presentation may not be all inclusive and may not contain all of the information that you may consider material.

Any liability in respect of the contents of or any omission from this Presentation is expressly excluded.

Certain matters discussed in this presentation may contain statements regarding the Company's market

opportunity and business prospects that are individually and collectively forward-looking statements. Such

forward-looking statements are not guarantees of future performance and are subject to known and unknown

risks, uncertainties and assumptions that are difficult to predict. The Company's actual results, levels of activity,

performance or achievements could differ materially and adversely from results expressed in or implied by this

Presentation. The Company assumes no obligation to update any forward-looking information contained in this

presentation. Any forward-looking statements and projections made by third parties included in this Presentation

are not adopted by the Company and the Company is not responsible for such third-party statements and

projections.

DisclaimerDisclaimerDisclaimerDisclaimer



Business Overview
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Offers a variety of products including primarily 

rice bowls with beef, chicken or pork

Offers a range of ice-cream cakes, frozen treats 

and beverages, including the “Blizzard” treats

� Exclusive franchisee in Franchise Regions (including Beijing, Tianjin, Hebei, Liaoning, Heilongjiang, Jilin and Inner Mongolia)

� Remaining terms of no less than ~20 years

� Franchisors generally do not have early termination rights except in very limited circumstances, e.g. default or breach of 

franchise agreements without remedy, bankruptcy, etc

� Attractive franchise agreement terms with minimal restrictions on business operations (e.g. store opening, product development, 

pricing, ingredients procurement, etc)

Overview of QSR BusinessOverview of QSR BusinessOverview of QSR BusinessOverview of QSR Business
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Store Number and Expansion SummaryStore Number and Expansion SummaryStore Number and Expansion SummaryStore Number and Expansion Summary257 257 257 257 YoshinoyaYoshinoyaYoshinoyaYoshinoya Stores and Stores and Stores and Stores and 136 136 136 136 DQ StoresDQ StoresDQ StoresDQ Stores

HuHeHaoTe HuHeHaoTe HuHeHaoTe HuHeHaoTe 
(Inner Mongolia)(Inner Mongolia)(Inner Mongolia)(Inner Mongolia)

Franchise Regions for Yoshinoya and DQ

Dalian (Liaoning)Dalian (Liaoning)Dalian (Liaoning)Dalian (Liaoning)

Shenyang Shenyang Shenyang Shenyang 
(Liaoning)(Liaoning)(Liaoning)(Liaoning)

Harbin Harbin Harbin Harbin 
(Heilongjiang) (Heilongjiang) (Heilongjiang) (Heilongjiang) 

YN: 7YN: 7YN: 7YN: 7
DQ: DQ: DQ: DQ: 5555

BeijingBeijingBeijingBeijing

TianjinTianjinTianjinTianjin

YN: YN: YN: YN: 35353535
DQ: DQ: DQ: DQ: 10101010

YN: YN: YN: YN: 157157157157
DQ: 85DQ: 85DQ: 85DQ: 85

YN: YN: YN: YN: 19191919
DQ: DQ: DQ: DQ: 15151515

YN: YN: YN: YN: 18181818
DQ: DQ: DQ: DQ: 10101010

Shijiazhuang, Tangshan, Shijiazhuang, Tangshan, Shijiazhuang, Tangshan, Shijiazhuang, Tangshan, 
Langfang and Handan Langfang and Handan Langfang and Handan Langfang and Handan 

(Hebei) (Hebei) (Hebei) (Hebei) 

: 1: 1: 1: 1 : 1: 1: 1: 1

: 1: 1: 1: 1

: 1: 1: 1: 1

: 1: 1: 1: 1

: 1: 1: 1: 1

Distribution Center

YN: YN: YN: YN: 5555

Beijing
157 (+4)

Tianjin
19 (+2)

Hebei
18 (+4)

Dalian
16 

HuHeHaoTe
7 

Harbin
5 (+3)

Beijing
153

Tianjin
17

Hebei
14

Dalian
16

HuHeHaoTe
7

June 2012June 2012June 2012June 2012

Sept Sept Sept Sept 2012201220122012

June 2012June 2012June 2012June 2012

Beijing
85

Tianjin
14

Hebei
9

Dalian
10

HuHeHaoTe
4

Shenyang
35 (+5)

Shenyang
30

Shenyang
7

Beijing
85

Tianjin
15 (+1)

Hebei
10 (+1)

Dalian
10 

HuHeHaoTe
5 (+1)

Shenyang
10 (+3)

QSR Business QSR Business QSR Business QSR Business ---- 25 25 25 25 New Stores New Stores New Stores New Stores in Q3 2012in Q3 2012in Q3 2012in Q3 2012

YN: 16YN: 16YN: 16YN: 16
DQ: 10DQ: 10DQ: 10DQ: 10

Beijing Tianjin Hebei

Dalian Inner Mongolia 
(HuHeHaoTe)Heilongjiang (Harbin)

Shenyang

Harbin
2

As of As of As of As of September September September September 30, 201230, 201230, 201230, 2012

Sept Sept Sept Sept 2012201220122012

DQ: DQ: DQ: DQ: 1111

Harbin
1 (+1)
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Leveraging Our Competitive StrengthsLeveraging Our Competitive StrengthsLeveraging Our Competitive StrengthsLeveraging Our Competitive Strengths

Proven Track Record 

of Creating Multiple

QSR Brands

Proven Track Record 

of Creating Multiple

QSR Brands

QSR Business accounted for 68.9% and 94.6% of the Group’s revenue and operating EBIT 
in 1H2012, respectively 

Record net store rollouts = 76 stores  (As at 30 September 2012)

Focused on forming strategic alliances with local farmers (农餐对接)

Highly standardize and scalable business built upon international standards 

System AdvantageSystem Advantage

Conscientiousness

Towards Quality

(良心品质良心品质良心品质良心品质)

Conscientiousness

Towards Quality

(良心品质良心品质良心品质良心品质)

Control rental cost through systematic store opening procedure; labor cost through 
enhancing store-level productivity by introducing standardized performance measures 

Localized procurement, logistics, processing, and quality control systems developed 

over the past 20 years of presence in China 

快子大学(“Kuai Zi University”) – promotes awareness and corporate culture among 
employees to focus on producing the best quality products

Stringent internal control to achieve consistency in delivering safe and delicious food 
products

High Quality and Safe Food Offering Sold at Affordable PriceHigh Quality and Safe Food Offering Sold at Affordable Price

Cost  AdvantageCost  Advantage

Management AdvantageManagement Advantage
Management synergy achieved via combining local-rooted retail experience and 
international vision and corporate governance 

Experienced management with over 20 years of track record in the QSR business in China



7

WellWellWellWell----Designed Supply Chain Under BestDesigned Supply Chain Under BestDesigned Supply Chain Under BestDesigned Supply Chain Under Best----InInInIn----Class ManagementClass ManagementClass ManagementClass Management

Upstream Sourcing

Quality Inspection

State-of-the-Art
Logistics Facilities

Standardized
Food Processing

Stringent 
Quality Control

� Sophisticated IT system

� Human Resources 
Management

� Senior Management’s 
Support and Vision

� Continuous Improvement

� Research and Investment

� Stringent requirement for selection of suppliers ensuring stable 
supply of high quality food supply at a reasonable cost 

� Conscientiousness towards Quality (良心品质)

� Centralized and standardized food processing & preparation 
procedures

� Generally purchases processed ingredients to maximize food 
safety 

� Transportation, warehouse, distribution centers are all well-
designed, maintained and managed

� Award winning quality control system ensuring highest food 
quality

� Maintain high hygiene standards throughout food production 
process from procurement, storage and processing to food 
preparation at store level

� Quality rice from Northeast

� Strategic alliance with local farmers

� Strong internal control

Sophisticated Supply and Production Chain ManagementSophisticated Supply and Production Chain ManagementSophisticated Supply and Production Chain ManagementSophisticated Supply and Production Chain Management
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Business Update (JanBusiness Update (JanBusiness Update (JanBusiness Update (Jan---- Sept 2012)Sept 2012)Sept 2012)Sept 2012)

Completed  

Acquisition of 

QSR Business

Completed  

Acquisition of 

QSR Business

Q3 Operational

Update 

Q3 Operational

Update 

• Sales growth rate reached 14.3% YoY. 

• Same-store-sales growth (“SSSG”) of 2.0% is recorded due to the short term impact from sluggish 

Chinese economy, heavy rainfall and flooding in Beijing in July and August as well as the Anti-

Japanese sentiment in September. 

• Optimistic in the medium-long term of the Chinese economy. 

Successful 

Expansion

Successful 

Expansion

• Total number of stores as at 30 September 2012 is 393. (257 Yoshinoya stores and 136 DQ stores)  

• 90-store expansion plan for 2012 remains unchanged.

• Per capita consumption remains strong in the Northern China region.

• Successfully completed acquisition of Yoshinoya and Dairy Queen in March 2012.

• Completed conversion of the convertible securities in September 2012 and placed shares to high 

quality institutional investors (e.g. Arisaig Partners) ; broadening the shareholders base and 

enhanced the liquidity of shares. 



Future Outlook
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Source: CEIC; 2010 data.

Inner MongoliaInner MongoliaInner MongoliaInner Mongolia

Population:Population:Population:Population: 24.7 mn24.7 mn24.7 mn24.7 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB47,347RMB47,347RMB47,347RMB47,347

TianjinTianjinTianjinTianjin

Population:Population:Population:Population: 12.9 mn12.9 mn12.9 mn12.9 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB72,994RMB72,994RMB72,994RMB72,994

BeijingBeijingBeijingBeijing

Population:Population:Population:Population: 19.6 mn19.6 mn19.6 mn19.6 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB75,943RMB75,943RMB75,943RMB75,943

LiaoningLiaoningLiaoningLiaoning

Population:Population:Population:Population: 43.7 mn43.7 mn43.7 mn43.7 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB42,355RMB42,355RMB42,355RMB42,355

JilinJilinJilinJilin

Population:Population:Population:Population: 27.5 mn27.5 mn27.5 mn27.5 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB31,599RMB31,599RMB31,599RMB31,599

HeilongjiangHeilongjiangHeilongjiangHeilongjiang

Population:Population:Population:Population: 38.3 mn38.3 mn38.3 mn38.3 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB27,076RMB27,076RMB27,076RMB27,076

HebeiHebeiHebeiHebei

Population:Population:Population:Population: 71.9 mn71.9 mn71.9 mn71.9 mn

Per Capita GDP:Per Capita GDP:Per Capita GDP:Per Capita GDP:RMB28,668RMB28,668RMB28,668RMB28,668

Significant Growth Opportunities in Existing Franchise RegionsSignificant Growth Opportunities in Existing Franchise RegionsSignificant Growth Opportunities in Existing Franchise RegionsSignificant Growth Opportunities in Existing Franchise Regions

>230 mn Addressable Market in Existing Franchise Regions>230 mn Addressable Market in Existing Franchise Regions>230 mn Addressable Market in Existing Franchise Regions>230 mn Addressable Market in Existing Franchise Regions
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Future StrategiesFuture StrategiesFuture StrategiesFuture Strategies

Open New Stores with 
High Quality Earnings 

and Returns  

� Leverage localized relationships with landlords and regulatory bodies to shorten lead time 

for new store openings 

� Customized regional store rollout plans

� Further increase penetration into existing franchise regions

Improve Brand 
Competitiveness and 

Increase SSSG

� Extend operating hours to drive sales per store

� Upgrade existing store layouts to support continued SSSG

� Target to maintain similar momentum in SSSG as in the past 2 years and continue to 

mitigate cost pressure in 2012

� Enhance delivery service to serve a broader customer base

� New product development to match customer dynamic taste

� Systematic approach to customer satisfaction management

Continuously Improve 
Customer Satisfaction 

Ensure Food Safety 
and Quality of 

Operation 

� Integration of supply chain from food-source to end-product (农餐对接) to ensure control 

over all stages of the procurement process 

� 5-step quality control standard operating procedure

Enhance HR 
Management and 

Minimize Staff 
Turnover

� 快子大学(“Kuai Zi University”) – internal training program to aimed to develop 

quality employees and foster Hop Hing’s management culture: 

合兴伴我兴 无处不年轻

� “Spring Sprout” initiative (春芽计划) – management trainee program that recruits 

future middle management candidate from selected universities

Economies of ScaleEconomies of Scale Multi-Brand Development Multi-Brand Development 



Appendix: 
1H2012 Financial Results
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(HK$ mm)(HK$ mm)(HK$ mm)(HK$ mm) 1H20121H20121H20121H2012 1H20111H20111H20111H2011 Change (%)Change (%)Change (%)Change (%)

Turnover 1,389 1,128 +23.1%

Gross Profit 677 547 +23.7%

EBITDA 169 149 +13.7%

Operating Profit 118 99 +18.8%

Net Profit 74 62 +19.9%

Basic EPS (HK$ cents) (1) 11.47 5.88 +95.1%

Diluted EPS (HK$ cent) (1) 0.60 0.30 +100.0%

GP Margin (%) 48.7% 48.5% +0.2pp

EBITDA Margin (%) 12.2% 13.2% -1.0pp

OP Margin (%) 8.5% 8.8% -0.3pp

Net profit Margin (%) 5.3% 5.5% -0.2pp

For the Six Months Ended 30 JuneFor the Six Months Ended 30 JuneFor the Six Months Ended 30 JuneFor the Six Months Ended 30 June

Overview of Consolidated 1H2012 ResultsOverview of Consolidated 1H2012 ResultsOverview of Consolidated 1H2012 ResultsOverview of Consolidated 1H2012 Results

(1) Earnings per share attributable to equity holders of the Company. 
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(All in HK$ mm, unless otherwise stated) 1H20121H20121H20121H2012 1H20111H20111H20111H2011 ChangeChangeChangeChange

RevenueRevenueRevenueRevenue 956.5956.5956.5956.5 743.1743.1743.1743.1 +28.7%+28.7%+28.7%+28.7%

Gross ProfitGross ProfitGross ProfitGross Profit 572.1572.1572.1572.1 445.6445.6445.6445.6 +28.4%+28.4%+28.4%+28.4%

Operating Profit Operating Profit Operating Profit Operating Profit (1)(1)(1)(1) 115.6115.6115.6115.6 95.995.995.995.9 +20.6%+20.6%+20.6%+20.6%

Gross MarginGross MarginGross MarginGross Margin 59.8% 59.8% 59.8% 59.8% 60.0%60.0%60.0%60.0% ----0.2pp0.2pp0.2pp0.2pp

Operating Profit Margin Operating Profit Margin Operating Profit Margin Operating Profit Margin (1)(1)(1)(1) 12.1% 12.1% 12.1% 12.1% 12.9%12.9%12.9%12.9% ----0.8pp0.8pp0.8pp0.8pp

QSR Business OverviewQSR Business OverviewQSR Business OverviewQSR Business Overview

QSR Business QSR Business QSR Business QSR Business ---- Revenue Composition Remains Unchanged  Revenue Composition Remains Unchanged  Revenue Composition Remains Unchanged  Revenue Composition Remains Unchanged  

As of 30 JuneAs of 30 JuneAs of 30 JuneAs of 30 June

75.6%

24.4%

76.7%

23.3%

88.1%

11.9%

89.4%

10.6%

QSR BusinessQSR BusinessQSR BusinessQSR Business Revenue by RegionRevenue by RegionRevenue by RegionRevenue by Region

QSR Business QSR Business QSR Business QSR Business Revenue by BrandRevenue by BrandRevenue by BrandRevenue by Brand

1H20121H20121H20121H2012

75.6%75.6%75.6%75.6%

24.4%24.4%24.4%24.4%

76.7%76.7%76.7%76.7%

23.3%23.3%23.3%23.3%

89.4%89.4%89.4%89.4%

10.6%10.6%10.6%10.6%

88.1%88.1%88.1%88.1%

11.9%11.9%11.9%11.9%

Northeast China & Northeast China & Northeast China & Northeast China & 
Inner MongoliaInner MongoliaInner MongoliaInner Mongolia

BeijingBeijingBeijingBeijing----TianjinTianjinTianjinTianjin----Hebei Hebei Hebei Hebei 
Metropolitan Metropolitan Metropolitan Metropolitan 
RegionsRegionsRegionsRegions

BeijingBeijingBeijingBeijing----TianjinTianjinTianjinTianjin----Hebei Hebei Hebei Hebei 
Metropolitan Metropolitan Metropolitan Metropolitan 
RegionsRegionsRegionsRegions

Northeast China & Northeast China & Northeast China & Northeast China & 
Inner MongoliaInner MongoliaInner MongoliaInner Mongolia

1H20111H20111H20111H2011

1H20121H20121H20121H20121H20111H20111H20111H2011

(1) Before unallocated head office expenses of HK$4.1mm in 1H2012 and HK$1.9mm in 1H2011.
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115.5

172.6
195.9

95.9
115.6

0

50

100

150

200

250

2009 2010 2011 1H2011 1H2012 

(HK$ mm)

571.5

763.6

992.1

445.6
572.1

0

300

600

900

1,200

2009 2010 2011 1H2011 1H2012 

(HK$ mm)

81.1

120.4

152.0

64.6
78.6

0

60

120

180

2009 2010 2011 1H2011 1H2012 

(HK$ mm)

955.9

1,234.2

1,644.7

743.1
956.5

0

300

600

900

1,200

1,500

1,800

2009 2010 2011 1H2011 1H2012 

(HK$ mm)

QSR Business RevenueQSR Business RevenueQSR Business RevenueQSR Business Revenue QSR Business Gross ProfitQSR Business Gross ProfitQSR Business Gross ProfitQSR Business Gross Profit

QSR Business EBITQSR Business EBITQSR Business EBITQSR Business EBIT QSR Business Net ProfitQSR Business Net ProfitQSR Business Net ProfitQSR Business Net Profit

QSR Achieving Solid Revenue Growth and Resilient ProfitabilityQSR Achieving Solid Revenue Growth and Resilient ProfitabilityQSR Achieving Solid Revenue Growth and Resilient ProfitabilityQSR Achieving Solid Revenue Growth and Resilient Profitability

(1)
(1)

(1)
(1)

(1) Before unallocated head office expenses of HK$4.1mm in 1H2012 and HK$1.9mm in 1H2011.
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40.0%
40.2%

1H2011 1H2012

10.2%
10.6%

1H2011 1H2012

12.1% 12.5%

1H2011 1H2012

� Food cost as % of revenue increased by 0.2 pp to 40.2%

� Maintained cost at ~40% of revenue via

� Strategic alliances with local farmers (农餐对接)

� Improvements in procurement efficiencies via direct purchases from state-owned enterprises

� Balanced menu price adjustment

� QSR Business’ labor cost as % of revenue increased by 0.4 pp to 10.6%

� In contrast to a ~10% average labor cost increase within the PRC consumer food 

service industry

� Stable labor cost as % of revenue despite significant store rollouts in the period 

� Improved work process and system to continuously increase labor productivity 

Food CostFood CostFood CostFood Cost

� With faster urbanization rate, rental cost has gone up in recent years

� Rental cost as % of revenue increased by 0.4 pp to 12.5% 

� Strategic relationship with key landlords allow for rapid store rollout at stable rental cost per 

store 

� Long-term lease with 5-10 years, some of which may contain extension option for another 1-5 

years

Rental CostRental CostRental CostRental Cost

Labor CostLabor CostLabor CostLabor Cost

QSR Business Cost Savings InitiativesQSR Business Cost Savings InitiativesQSR Business Cost Savings InitiativesQSR Business Cost Savings Initiatives

QSR Business QSR Business QSR Business QSR Business ---- Effective Cost Control in an Inflationary Environment Effective Cost Control in an Inflationary Environment Effective Cost Control in an Inflationary Environment Effective Cost Control in an Inflationary Environment 

Food Cost as % of SalesFood Cost as % of SalesFood Cost as % of SalesFood Cost as % of Sales

Labor Cost as % of SalesLabor Cost as % of SalesLabor Cost as % of SalesLabor Cost as % of Sales

Rental Cost as % of SalesRental Cost as % of SalesRental Cost as % of SalesRental Cost as % of Sales

1H2011                  1H2012

1H2011                  1H2012

1H2011                  1H2012
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Days 2012201220122012 2011201120112011 2011201120112011

Receivable Turnover DaysReceivable Turnover DaysReceivable Turnover DaysReceivable Turnover Days 0.90.90.90.9 0.80.80.80.8 1.01.01.01.0

Inventory Turnover DaysInventory Turnover DaysInventory Turnover DaysInventory Turnover Days 52.752.752.752.7 37.3 37.3 37.3 37.3 51.151.151.151.1

Payable Turnover DaysPayable Turnover DaysPayable Turnover DaysPayable Turnover Days 52.052.052.052.0 57.4 57.4 57.4 57.4 53.253.253.253.2

Cash Conversion CycleCash Conversion CycleCash Conversion CycleCash Conversion Cycle 1.61.61.61.6 (19.3) (19.3) (19.3) (19.3) (1.1)(1.1)(1.1)(1.1)

Note: Figures refer to QSR Business.
(1)  Calculated based on average balance sheet figures.

Active Cost Management Results in Healthy Cash Conversion Cycle Active Cost Management Results in Healthy Cash Conversion Cycle Active Cost Management Results in Healthy Cash Conversion Cycle Active Cost Management Results in Healthy Cash Conversion Cycle (1)(1)(1)(1)

QSR Business QSR Business QSR Business QSR Business ---- Sound Working Capital ManagementSound Working Capital ManagementSound Working Capital ManagementSound Working Capital Management

As of As of As of As of 
31 December 31 December 31 December 31 December 

As of As of As of As of 
30 June 30 June 30 June 30 June 

As of As of As of As of 
30 June 30 June 30 June 30 June 
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QSR Business Cash Flow GenerationQSR Business Cash Flow GenerationQSR Business Cash Flow GenerationQSR Business Cash Flow Generation QSR Business Gearing SummaryQSR Business Gearing SummaryQSR Business Gearing SummaryQSR Business Gearing Summary

(HK$ mm) 1H20121H20121H20121H2012 1H20111H20111H20111H2011

Net cash Net cash Net cash Net cash inflows inflows inflows inflows from operation before adjusting for from operation before adjusting for from operation before adjusting for from operation before adjusting for 
other cash flow itemsother cash flow itemsother cash flow itemsother cash flow items

85.85.85.85.7777 84.784.784.784.7

Purchase of property, plant and equipmentPurchase of property, plant and equipmentPurchase of property, plant and equipmentPurchase of property, plant and equipment itemsitemsitemsitems (68.6)(68.6)(68.6)(68.6) (42.8)(42.8)(42.8)(42.8)

Interest payments and repayment of bank and nonInterest payments and repayment of bank and nonInterest payments and repayment of bank and nonInterest payments and repayment of bank and non----
controlling shareholder loanscontrolling shareholder loanscontrolling shareholder loanscontrolling shareholder loans

(12.(12.(12.(12.8888)))) (2.9)(2.9)(2.9)(2.9)

Increase in cash before other cash flow itemsIncrease in cash before other cash flow itemsIncrease in cash before other cash flow itemsIncrease in cash before other cash flow items 4.34.34.34.3 38.938.938.938.9

Note: Figures refer to Hop Hing’s QSR Business.
(1) Adjusted for HK$155.5mm dividend payable declared out of profit before 2010. (2) Calculated as net profit divided by average total equity. 1H2012 ROE is calculated by using LTM net profit as of June 30, 2012 and divided by the average total equity of June 30, 2011 
and June 30, 2012. 

QSR Business Return on Equity QSR Business Return on Equity QSR Business Return on Equity QSR Business Return on Equity (2)(2)(2)(2)

QSR Business QSR Business QSR Business QSR Business ---- Healthy Cash Flow and Financial PositionHealthy Cash Flow and Financial PositionHealthy Cash Flow and Financial PositionHealthy Cash Flow and Financial Position

As of 30 JuneAs of 30 JuneAs of 30 JuneAs of 30 June
As of 30 As of 30 As of 30 As of 30 

JuneJuneJuneJune

Other cash flow itemsOther cash flow itemsOther cash flow itemsOther cash flow items

Fund movements between group companiesFund movements between group companiesFund movements between group companiesFund movements between group companies (45.4)(45.4)(45.4)(45.4) ----

Dividends paidDividends paidDividends paidDividends paid (148.0)(148.0)(148.0)(148.0) ----

Net Increase in CashNet Increase in CashNet Increase in CashNet Increase in Cash (189.0)(189.0)(189.0)(189.0) 38.938.938.938.9

As of 31 As of 31 As of 31 As of 31 
DecemberDecemberDecemberDecember

(HK$ mm) 1H20121H20121H20121H2012 2011201120112011

CashCashCashCash 142.7142.7142.7142.7 176.2 176.2 176.2 176.2 (1)(1)(1)(1)

Total DebtTotal DebtTotal DebtTotal Debt 26.026.026.026.0 37.037.037.037.0

Net CashNet CashNet CashNet Cash 116.7116.7116.7116.7 139.2139.2139.2139.2

1H20121H20121H20121H2012 2011201120112011

ROEROEROEROE 72.9%72.9%72.9%72.9% 84.5%84.5%84.5%84.5%
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OverviewOverviewOverviewOverview

� Hop Hing is engaged in the purchasing, extracting,
refining, blending, bottling, marketing and
distribution of edible oils and fats for consumption
by households and restaurants and other catering
establishments in Hong Kong, Macau, PRC and
overseas countries and the provision of ancillary
activities

� With over 70 years of experience in the importing, 
bottling and distribution of edible oils, Hop Hing is 
one of the leading edible oils manufacturers in 
Hong Kong producing various kind of edible oil 
products

� Hop Hing’s brands include “Lion & Globe” (獅球嘜)
and “Camel” (駱駝嘜), which are widely recognized

Peanut Oil Corn Oil Canola Oil

Olive Oil Cooking Oil Healthy Oil

Product PortfolioProduct PortfolioProduct PortfolioProduct Portfolio

Overview of Hop Hing’s Edible Oils BusinessOverview of Hop Hing’s Edible Oils BusinessOverview of Hop Hing’s Edible Oils BusinessOverview of Hop Hing’s Edible Oils Business
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Edible Oils Business RevenueEdible Oils Business RevenueEdible Oils Business RevenueEdible Oils Business Revenue Edible Oils Business Gross ProfitEdible Oils Business Gross ProfitEdible Oils Business Gross ProfitEdible Oils Business Gross Profit

Edible Oils Business EBITEdible Oils Business EBITEdible Oils Business EBITEdible Oils Business EBIT Edible Oils Business Net ProfitEdible Oils Business Net ProfitEdible Oils Business Net ProfitEdible Oils Business Net Profit

Edible Oils Business Edible Oils Business Edible Oils Business Edible Oils Business ---- Stable PerformanceStable PerformanceStable PerformanceStable Performance

(1)

(1)

(1)

(1)

(1) Before unallocated head office expenses of HK$4.1mm in 1H2012 and HK$1.9mm in 1H2011.


