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Who we are…. 
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One of the most successful IPOs in HK 

Acquired 100% interests in JHC (Macau) 

283 retail stores and nine overseas franchised stores  

Expanded store network through acquisition of certain assets in the PRC 

252 retail stores operated  

Acquired 60% equity interest of a leading housewares retail chain in Singapore 

Expanded retail network in Singapore and West Malaysia 

213 retail stores operated  

EQT Greater China II became a 40% strategic investor 

Awarded “The 5 Consecutive Years Caring Company” logo 

Acquired Quality Housewares in HK 

Established new store brand “Epo Gifts & Stationery” (文具世代) 

Awarded “Hong Kong Top Service Brand” and  “The Best Brand Enterprise Award 2007 (Greater China)” 

Awarded “Quality Tourism Services” certificate, “Superbrands” certificate and “Caring Company” logo 

Established new store brand “City Life” (生活提案) 

Acquired Nippon Warehouse Limited in HK 

First store opened in Hong Kong  

2013 

2012 

2011 

2010 

2009 

2007 

2004 

2002 

2000 

1991 

Company Evolution… with a humble start 
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371 retail stores and overseas franchised stores 

 Acquired Ella, a ladies accessories brand in HK, started eCommerce and loyalty program 
2014 

2015 



Major Milestone 
Oversubscribed 145 times @ IPO on 25 September 2013 



Portfolio of Brands 
Product Cat Shop size Main Targets Shop # 

JHC (Japan Home 
Centre) 

Household multi-
cat 

Various – from 1000’ 
to 5000’ 

Mass-market 
housewives 

235 in HK 

CityLife Household multi-
cat 

Ditto Middle-class 
housewives 

10 in HK 

Epo Stationery/gifts 1000’ Kids and mums 10 in HK 

Happy Kitchen Kitchenwares <1000’ Mass-market 
housewives 

2 in HK 

Ella Young ladies gift 
and accessories 

500’-1300’ Young ladies from 
teens upwards 

13 in HK 

JHCeShop Household -- Younger couples HK 

Japan Home (SG) JHC (Japan Home 
Centre) 

JHC (Japan Home 
Centre) 

JHC (Japan Home 
Centre) 

65 in Singapore 

JHC (Malaysia) Household multi-
cat 

Various – from 2000’ 
to 5000’ 

Mass-market 
housewives 

8 in Malaysia 

LivingPlus Household multi-
cat 

Various – from 2000’ 
to 5000’ 

Mass-market 
housewives 

5 in China 



New Faces of JHC 

 



New Brands 

 



New Brands 

 



Other places 
• Singapore 

• Malaysia 

• China 

• Franchisee (Cambodia) 



Our home - Hong Kong 
Hong Kong 

Population 7.2m 

# of households 2.5m 

GDP per capita (US$) $34,049 

# of McDonald’s 237 

Retail rental Avg * HK$188 psf 

Tourist traffic (p.a.) 49m 

* HK Govt Valuation department Nov 2015 – Kowloon private retail 



 

650 
Number of active 

supplier in 13 regions 

 

350 
Shops worldwide 

Who we are - IHR figures at a glance 

1991 
1st Shop opened 

>500,000 
Sq ft shop space in HK 

 

32 
Customer p.a. visits 

 

 

14.6% 
Revenue Growth 

267 
Stores in HK 

>6% 
yield 

10% 
Same store growth-HK 
(double digit for last 4 

years) 

 

20,000 
Number of item sku 

currently carried 
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$58 
Avg Ticket Size-HK 

Growing +5% 
 

 

145X 
Over-subscribed 

during IPO Sep 2013 



  
The markets we operate in 
  
  
  
  
 



Everything used for household chores 



Adding new categories ever year 

 



 





Major Players in Hong Kong 

Housewares specialised 

stores represented the 2nd 

largest retail channel 

with 29.6% market share 

in Hong Kong in 2012 

Notes:  

1. Housewares specialised stores market was composed of housewares retail chains and 
mom-and-pop housewares stores 

2. Includes Japan Home Centre, City Life and Epo Gifts & Stationery 

Supermarkets 
36.8% 

Housewares 
specialised 

stores(1) 
29.6% 

Furniture 
stores 
13.1% 

Department 
stores 
10.6% Others 

9.9% 

Others 
21.8% 

Mom-and-pop 
housewares 

stores 
29.2% 

49.0% 

(2) 

Breakdown by retail channel & market share (Hong Kong), 2012 

No. 2 
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Supermarket  

Housewares retail 

chains 

Furniture stores 

Mom-and-pop 

housewares stores 

Department stores 

 

Large store sizes 

Extensive network 
 

 

 

Varying store sizes 

Varying network 
sizes 
 

 

 

Large store sizes 

Limited store 
network 

 
 

 

 

Small store sizes 

Non-chain 
individual business 

 
 

 

 

Large store sizes 

Limited store 
network 

 
 

 

Food items, daily necessities  
and housewares products 

Housewares products offered  
as non-core category 

Private branded products 
 

 
 

Wide range of  
housewares products 

Private branded products 

 

 

 

Clothing, cosmetics, food items  
and housewares products 

Non-core housewares products 

High-end housewares products 

 

 

 
 

Furniture products 

Selection of  
housewares products 

 

 

 

 

 

Daily necessities  
and housewares products 

Low end products 

No private branded products 

 

 

        Channel   Store size & network      Products offered 



Market share of housewares specialty stores(1) by retail sales in 2012 

Mom-and-pop 

housewares stores 

29.2% 

Others 

21.8% 

Hong Kong 

Japan Home Centre(2) 

49% 

Mom-and-pop 

housewares stores 

86.1% 

Others 

3.5% 

Singapore 

Japan Home 

10.4% 



6.7% 

49.0% 

Living 
Plaza 

by 
AEON 

JHC 

3.5% 

10.4% 

Daiso 

JH 

9.3% 

11.5% 

Daiso 

JHC 

Hong Kong Singapore Macau 

 Market leader in housewares specialised stores in Hong Kong, Singapore and Macau(1) 

 (Market share ranking by revenue in 2012) 

No. 1 No. 1 No. 1 

Note: 1. Frost & Sullivan Report 



All stores are situated in residential areas or well-populated locations to 

best serve the daily household needs of our target customers 

Leverage on our in-depth understanding of local market gathered from 

over 20 years of operation to select optimal store sites which balance 

convenience to our customers and cost efficiency to us 

Tailor product mix of stores based on available store size and 

consumer spending power of the surrounding areas 

Store profiling allowing us to maximize revenue and profitability through 

products adjustment and achieve double-digit comparable store sales 

growth during FY2012 and FY2013 

Characteristics of our stores 

 
 

Success through strategic store selections 
 
 

Strategic store selection 
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Do not rely on passing foot traffic due to 

strong brand in Hong Kong 

 
 

No need to place our stores in Hong Kong at 

premium street level spaces or prime location 

in shopping centres 

 
Flexibility in setting up stores regardless of the 

size available   

 
 
 

New store start up with low CapEx around 

US$40,000 to US$90,000 

 
 

Achieved stable rental expense to sales of 

approx. 13% in FY2011, FY2012 and FY2013 

 

Achieved average store breakeven within 2 

months and mean payback period of 9 

months, for stores opened during FY11 to 13 

 

Comparable store sales growth 

11.8%  

12.1% 

FY2012 FY2013 



Over 1,000 private label products 

Custom manufactured according to our requests 

based on our knowledge on consumer trends 

Complementary to international brand offering and 

enhanced our unique and varied product mix 

Key to customer retention and loyalty to our brand 

Substantial negotiating power as a large scale 

purchaser  

Customised products less prone to competitive 

pricing pressure  

Personal & health Stationery Household Electronics 

Bedding and linens Storage containers 

Umbrellas DIY & hardware Electrical appliances 

Stationery Stationery Personal care 

Porcelain kitchenware 

54.9%  55.4%  55.6%  

31.7%  32.9%  34.1%  

FY2011 FY2012 FY2013 

Private label Hong Kong sourced 

 Customised private label products Flexible pricing abilities & higher profit margin 

Gross profit margin comparison 

Unique private label products with higher profit 
margins 

23 
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Large global supplier network 

Large global network with 650+ suppliers in 13 regions  

Provide a full range of products 

for customers needs 

Unique products exclusively 

offered at our stores or not 

easily found in our competitors 

Stable and continuous supply of 

high-quality products at 

competitive prices 

Direct sourcing from 

international suppliers and 

manufacturers 

Favourable pricing terms 

Europe 

 

 

 

 

 

 

The PRC 

 

 

 

 

 

 

 

Hong Kong 

 

 

 

 

 

 

 

Southeast Asia 

 

 

 

 

 

 

 

 

 

The Americas 

 

 

 

 

 

 

 

 

 

Japan 

 

 

 

 

Taiwan 

 

 

 

Korea 

 

 

 

 

 

 



 Multiple sourcing channels 

Different sourcing channels to provide a wide range of quality products at competitive prices 

Retail revenue by product source in Hong Kong 
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Hong Kong sourced 

Big MNC brands that consumers 
are looking for 

Logistics and delivery supports 

Inflexible in pricing and lower 
margin 

Internationally sourced 

Wide variety of quality products 

Make our stores unique 

Able to avoid pricing mark-up by 
HK distributors 

Higher margin 

Note:  1 .  As at the Latest Practicable Date, our Group had applied for registration of this trademark   

Private label 

Customised products 

Exclusive sales in our stores 

Higher margin 

(1) (1) 

(1) 

FY2011 FY2012 FY2013 
Hong Kong sourced (Direct to store) Hong Kong sourced (Central sourcing) 

Private label Internationally sourced 

In-house manufactured  



Four Corners of Modern Retailing 

Location Products 

People Supply Chain 



 Branding and Marketing 

  



Branding 



• Shop Staff Uniform 

• Brand New Design 

• New Logo Usage for New Image 

• Better Design in Style 

• Others 



• Shop Environment 

• Better Shelf Designs 

• Better Arrangement of 
Product Categories 



• Major Campaigns 
– 88 Promotion  
– $10 Campaign and $100/3pcs campaign 
– Flash Sales 
– Seasonal (winter, summer, charity, CNY, Halloween, X’mas, Mother’s 

day) 
– Category promotion 
– Clearance Sale 
– Auxiliary add-on sale (eg. food) 

• Above the line Advertising 
– TV Ad 
– Newspaper Ad 
– Sponsorship 
– Charity spsonership 

Marketing 





 



Trade Marketing 

• Furniture and shelving 
– Supermarket shelving 

– Hook panel 

– Display cabinet 

– Entrance display table 

– Back-lit shelves 

– Multi-layer sale basket with call-out cards 

– Last minute reminder shelves 

• Leaflet and posters 

• VO systems 

• Lighting 

• POP materials 
– On shelves 

– Around cashier 

– Side bar 

– Price tag 

– Entrance formboard 

– Floor stickers 

– Lightbox 

– TV 

– Flags and banners 



 New Developments 
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International Housewares Retail Company 
Limited 
2014/15 lnterim Results 

MTR Station Retail Store Expansion 

Continued expansion of MTR retail store along MTR route 

36 

 First MTR retail store officially opened in early Nov in Siu Hong MTR station 

 More MTR station retail stores to open based on its satisfactory results 

 Smaller store size around 1,000 sq ft, with more handy and international products 

 Attracts a broader range of customers with different needs in heavy-traffic area 

 Offers one-stop shopping experience for quality household products along MTR route 

map  

Shop 32, Tuen Mun Siu Hong Station (From 9:am – 10pm) 

1 
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International Housewares Retail Company 
Limited 
2014/15 lnterim Results 

ELLA Integration 

37 

2 

Ella 

Mobile 
accessories 

Stationery Bags Toys and accessories 
Houseware 

products 
Jewels 

 Acquisition of ELLA completed on 5 Dec 2014 

 Position: Personal Life Style Experience Shop  

 Target: Teenage and younger customers between 20s and 30s 

 Build ELLA counters at selected JHC shops to increase customer traffic 

 Introduce internationally sourced products into ELLA’s product portfolio 

 

 

Current Product Range 

Acceleration of customer base expansion through partnership projects 



Stock code: 1373 

International Housewares Retail Company 
Limited 
2014/15 lnterim Results 

 HomePass Membership Programme 

 Launched on 12 Dec 2014 

 Target to recruit 320,000 members based on the strength in 

market penetration 

 Fully integrated point rewarding system with 

www.JHCeShop.com  

 Objective: Increase average ticket size (currently HK$57.30) 

 

How to become a member? 

 Customers will be entitled “HomePass” on any purchase of 

HK$100 at any Japan Home Centre, City Life and EPO  stores 

in Hong Kong 

 

What are the membership benefits? 

 Buy more earn more 

 Special promotion day – Exclusive VIP purchase with more 

discount 

 Birthday promotion – Special birthday purchase benefits 

38 
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HomePass Membership Programme 



Stock code: 1373 

International Housewares Retail Company 
Limited 
2014/15 lnterim Results 
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 Launched e-commerce platform JHCeshop.com on 20 Dec 

2014 

 Provides another convenient, highly flexible and accessible 

retail channel for diversified IH Retail’s products 

 Captures more potential younger customers who prefer 

online shopping 

 Offers both household products of physical stores together 

with some exclusive non-household products available 

online only 

 Closely follows the market trend and expands to offer the 

genuine “one-stop” shopping convenience experience 

 Poised to seize the enormous opportunities from Internet  

 

JHCeShop.com to boost O2O business 

E-commerce Platform – JHCeShop.com 4 

http://japanhomecentre.intimex.hk/landing.asp


Stock code: 1373 

International Housewares Retail Company 
Limited 
2014/15 lnterim Results 
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On-Line Strategies 5 

Consumer communications 
Social media 

Advertising 

Loyalty development 

Soft selling 

Business Development 
Selling (current model) 

Selling (new model) 

New business platforms 

Cross selling possibilities 
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International Housewares Retail Company 
Limited 
2014/15 lnterim Results 
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International Housewares Retail Company 
Limited 
2014/15 lnterim Results 

Summary 

42 

• A successful business model built on 
– High penetration for convenience 

– Comprehensive product offering 

– Value for money proposition 

• Strong hold in Hong Kong, building up in Singapore 

• Strong in financial soundness and good return to shareholders 

• A roll-up-your-sleeves entrepreneurial culture with a stride to 
be a modern and successful business 



  

 Financial Highlights 
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Resilient to external environment changes 
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-4.0% 

-2.0% 

0.0% 

2.0% 

4.0% 

6.0% 

8.0% 

10.0% 

12.0% 

14.0% 

FY2012 FY2013 FY2014 FY2015 

JHC HK SSSG HK Retail-All sectors HK Retail Supermarket 

JHC HK SSSG vs HK Retail Growth 
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International Housewares Retail Company 
Limited 
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Revenue Breakdown 

Revenue breakdown by region   

Mainland China 

West Malaysia 

Macau 

Singapore 

Hong Kong 

Revenue growth by region 
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HKD’000 

FY2013 FY2014 1H FY2014 1H FY2015 

Hong Kong Singapore West Malaysia PRC Macau 

1,498,673 

1,746,838 

786,275 

901,349 



FY2011 FY2012 FY2013 

Retail Wholesales Licencing and others 

131 

155 

192 

US$m 

Revenue breakdown by region Revenue by segment 

Revenue breakdown 

Note: 1. Excluding consignment sales commission income 

FY2011 FY2012 FY2013 

Hong Kong Singapore West Malaysia 

Retail revenue by merchandise category(1) 

131 

155 

192 

Merchandise FY2011 FY2012 FY2013 

Household electronics 20.3% 21.1% 20.7% 

Housekeeping 19.2% 20.1% 19.5% 

Plasticware 11.8% 11.3% 11.1% 

Kitchenware 9.3% 9.3% 8.9% 

Stationery 9.0% 8.7% 8.4% 

DIY & hardware 6.0% 6.4% 7.2% 

Interior and Textile 7.4% 6.2% 6.1% 

Personal & Health 5.1% 6.1% 6.0% 

Tableware 4.5% 4.5% 4.6% 

Interior & small furniture 4.2% 3.3% 4.0% 

Others 3.2% 3.0% 3.5% 

Retail Revenue 100.0% 100.0% 100.0% 



6.1% 
7.1% 6.9% 

FY2011 FY2012 FY2013 

Net profit Net margin 

42.4% 44.5% 46.1% 

FY2011 FY2012 FY2013 

Gross profit Gross margin 

7.5% 
8.6% 8.6% 

FY2011 FY2012 FY2013 

EBIT EBIT margin 

Gross profit Operating profit1 Net profit 

Strong profit growth with improving profit margins 

Hong Kong retail revenue breakdown by sourcing channel 

Note:  1. operating profit = revenue  - COGS – other income – other gains, - distribution and advertising expenses – administration and other operating expenses 

FY2011 FY2012 FY2013 

Hong Kong sourced (Direct to store) Hong Kong sourced (Central sourcing) 

Private label Internationally sourced 

In-house manufactured  

GP: 69.2% 

GP: 53.6% 

GP: 54.9% 

GP: 52.8% 

GP: 30.2% 

GP: 67.1% 

GP: 54.7% 

GP: 55.6% 

GP: 45.8% 

GP: 31.5% 

GP: 65.3% 

GP: 53.4% 

GP: 55.4% 

GP: 47.9% 

GP: 30.7% 



Average cash spending per 
transaction in Hong Kong 

Cash generation capability 

5.8  

6.3 

6.8 

FY2011 FY2012 FY2013 

US$ 

Inventory turnover(1)  

74.9  
77.4  

85.6  

FY2011 FY2012 FY2013 

Days 

Trade payables turnover(2) 

64.5  

62.1  

54.1  

FY2011 FY2012 FY2013 

Days 

Notes: 

1. Inventory turnover = Average inventory/ Cost of sales * 365 

2. Trade payables turnover = Average trade payables/ Cost of sales * 365 
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International Housewares Retail Company 
Limited 
2014/15 lnterim Results 

12.6% 13.1% 14.2% 14.2% 

12.9% 13.1% 13.2% 13.3% 

10.9% 11.6% 12.0% 12.0% 

FY2013 FY2014 1H FY2014 1H FY2015 

Other expenses 

Employee expenses 

Rental expenses  

Hong Kong Stable Cost Structure 
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Expenses as a % of revenue 

Note: “Other expenses” include auditor’s remuneration, air conditioning expenses, advertising and promotion expenses, amortisation of trademark, building management fees, 

delivery charges,   depreciation expense, government rates, landing charges, legal and  professional fee, rental expense of office premises and warehouses, goodwill written 

off, repair and maintenance, utility expenses, net exchange losses/gains, and others.  



Thank You 


