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Ng Fung Hong is currently
the single largest supplier to
our supermarkets in Hong
K o n g  w i t h  p r o d u c t s
including fresh meats, fruits,
dumplings, canned food,
rice and many other staples.
It is pursuing opportunities
to further expansion into
the meat market in the
Chinese Mainland.

Turnover and net profit before corporate interest and expenses for the year ended 31 December

2003 was HK$4,801.5 million and HK$339.9 million respectively. Both remained relatively stable

compared to last year.

Although the restaurant and catering industry in Hong Kong was adversely affected by the outbreak

of SARS, the Group made a considerable effort to promote the “Ng Fung” brand of high quality

fresh meat during the year. As a result, turnover of livestock distribution and frozen food trading

grew by 1.1% and 13.3% respectively for the year.

For marine fishing and aquatic products processing, its operating profit increased by 188.8% over

last year. This was mainly attributable to the effort taken to explore more high quality fishing

grounds and to enhance fishing fleet capability, which resulted in growth of 13.6% of total catches

and enrichment in catches assortment.

The ice-cream business under the food production and processing also maintained its strong growth

in turnover which was 21.0% over the previous year.

In order to maximise the synergies among our business and to integrate the food operations with

our supermarket business, the Group will continue to expand into the meat processing business in

the Chinese Mainland. The meat processing centre in Shanghai is under construction and is expected

to commence operation in early 2005. The Group also entered into a principle agreement for its

meat processing project in Shenzhen in September 2003.
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For the year ended 31 December 2003, the operation reported a turnover of HK$3,950.2 million, representing an increase of 5.7% over

last year and net profit before corporate interest and expenses of HK$98.2 million, representing an increase of 9.4% over last year.

Increase in turnover was mainly driven by the growth in sales volume of both the beer and purified water. Sales volume for beer and

purified water amounted to 2,532,194 kilolitres and 369,771 kilolitres respectively, representing an increase of 8.0% and 32.2%

over the previous year. Excluding the newly acquired breweries, the Group recorded an organic growth of approximately 4.9% in

beer sales volume for the year under review. The increase in profit contribution from the operation was partly attributable to the

improved performance of purified water as well as the strong earnings growth in Shenyang and Sichuan breweries. In addition, there

was a gain from disposal of land in Tianjin brewery. Owing to more stringent control on material cost, average gross margin for the

beer operation remained stable compared to last year. Stimulated by the increase in sales of large-size bottled purified water in

Shenzhen, the performance of the purified water operation was improved and resulted in a steady increase in net profit for the year

under review. As a result of a successful strategy to promote “Snow” as a national brand of our beer, the sales volume of the brand

increased by 48.0% over the previous year reaching 653,872 kilolitres and represented 25.8% of the total beer sales volume.

During the year, the brewery operation consolidated its interests in several breweries by acquiring the minority interests, including 10%

equity interests in �� !"#$%&'=China Resources (Jilin) Brewery Co., Ltd, and 30% equity interests in all �� !"#$%&'

China Resources (Wuhan) Breweries Company Limited, �� !"#$%&'()*=China Resources (Wuhan) Dongxihu Breweries

Company Limited and �� !"#$%&'()*=China Resources (Wuhan) Xing Yin Ge Breweries Company Limited . The Group also

acquired 100% equity interests in �� !"#$%&'=China Resources (Beijing) Brewery Co., Ltd. As at 31 December 2003, the

Group operated a total number of 29 breweries with an annual production capacity of approximately 4.2 million kilolitres. The Group is

currently ranked the second largest brewer in the Chinese Mainland in terms of sales volume.

In March 2004, the beverage operation entered in a conditional agreement with the majority shareholder of Zhejiang Qianpi Group

Company Limited to reorganise the company into a joint venture company, whereby our brewery business will have 70% equity

interest. With this new company, the Group can strengthen its leading position in the brewing industry by bringing our production

capacity to 4.7 million kilolitres and expand its geographical coverage to the Eastern China region. Apart from acquisition, the Group

will continue to emphasise on brand development and expand its market coverage in the Chinese Mainland.
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Snow, our national beer brand
originated in Northeastern
China, was introduced to our
supermarket stores in late
2003 to give it a broader
distribution network and to
capitalize on the vast growth
potential from the more
affluent consumers in the
Southern China region.


