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CHAIRMAN,S STATEM ENT (continued)
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According to the consolidated Profit & Loss Account, loss
from operations before finance costs for the year ended 31
March 2002, before accounting for the provisions and write-
downs referred to in the previous paragraph was
HKS$ 13,754,000 (2001: HKS7,790,000). Finance costs for
the year under review was HKS$S4,476,000 (2001:
HKS$4,701,000). Net cash inflow from operating activities
was HKS$27,452,000 (2001: HKS9,635,000).
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BUSINESS REVIEW

In view of reduced consumer spending, the

management has implemented a number of strategies
to consolidate and re-engineer its business operations
during the year. Aside from enhancing the Group’s
efficiency, the relocation of part of the Group’s back
office operations to the PRC and the outsourcing of
logistics function have reduced operational costs and
improved the Group’s competitiveness.

Hong Kong Operations

During the year, eight non-performing fast food outlets
were closed to prevent further erosion to profit
margins. On the other hand, in order to strengthen
market share and capture high customer flow at prime
areas, the Group opened three new fast food outlets
in Mongkok, Fanling and Kwai Fong respectively during
the year. Efforts were also made to enhance and
upgrade store décor and a total of 13 stores have
been renovated. During the year, the Group launched
aggressive promotions to maintain customer headcount
and offered innovative menus to encourage average
spending. These marketing strategies, coupled with
the cost control measures, have improved the results
in the second half of the fiscal year as compared to
both the first half of the fiscal year and the
corresponding period last year. As at 31 March 2002,
the Group operated a total of 71 fast food outlets in
Hong Kong.
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