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Achievements in 2012 

Maintained stable performance amid challenging market landscape in 

2012 

 Total GSP increased to RMB16.3 billion,    13.8% 

 Concessionaire rate decreased to 18.6%  

 Profit from operations increased to RMB1.6 billion,    1.5% 

 Gross floor area (“GFA”) increased to 1.1 million sq.m.,    25.4% 

Same store sales growth (“SSSG”) maintained at a stable level of 6.1% 

Number of VIPs reached over 1.1 million, accounting for 58% of the 

Group’s total GSP 

Stay focused on core goals 

 To enhance the performance of established old stores and shorten the 

ramp-up period of new stores 

 To prepare for our future lifestyle-one-stop shopping destination 

 



EBIT (Profit from operations) 
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2012 Financial Highlights 

Gross Sales Proceeds (GSP) 

Concessionaire Sales          

2011  (+/-) Year ended 31 December  
(RMB million) 

Profit Attributable to Shareholders 

EPS – Basic (RMB) 

2012 

Direct Sales       

14,853.3 

1,371.6 

2,659.0 

14,340.2 

13,160.2 

1,119.6 

2,453.1 

+13.8% 

+12.9% 

+22.5% 

+8.4% 

EBITDA 

1,556.5 1,533.5 +1.5% 

1,217.6 

0.629 

1,212.1 

0.623 

+0.5% 

+1.0% 

16,319.3 

Gross Profit 

211.2 138.2 +52.9% Other Operating Income 

1,313.7 1,057.8 +24.2% Operating Expenses 

1,757.8 1,677.2 +4.8% 

Rental Income and  
  Management Service Fees       94.4 60.4 +56.3% 
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Financial Position 

Note 1:  Cash and near cash represents bank balances and cash and various short-term bank related deposits, including 
investments in interest bearing instruments and structured bank deposits, pledged bank deposit and 

             restricted cash 
Note 2:  Gearing ratio = total bank borrowings / total assets 
Note 3:  Adjusted gearing ratio excludes short-term bank loans with equivalent amount of bank deposits as          

guarantees/securities 

As at  
31 Dec 2012 

As at  
31 Dec 2011 RMB Million 

Total Assets 

Total Liabilities 

Net Assets 

  Short-term Loans 

Gearing Ratio (note 2) 

13,786.5 11,342.6 

8,488.9 6,772.8 

5,297.6 4,569.8 

1,079.0 1,484.4 

23.3% 13.1% 

Total Bank Loans 3,210.7 1,484.4 

Adjusted Gearing Ratio (note 3) 17.5% 5.8% 

Cash and Near Cash (note 1) 4,964.5 3,799.0 

  Syndicated Loan 2,131.7 - 

Net Cash 1,753.8 2,314.6 
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Net cash from operating activities 

2011  (+/-) 

Net increase in cash and       
cash equivalents 

2012 

Net investments in short-term 
  bank related deposits      

(1,720.0) 

(234.4) 

(1,033.7) 

2,073.9 

(2,683.2) 

(903.0) 

(1,584.1) 

-28.2% 

-35.9% 

-74.0% 

-34.7% 

Financing activities 1,118.6 743.5 +50.5% 

886.9 134.2 +560.9% 

1,488.3 

Investing activities 

Capex for the year 

Year ended 31 December 
(RMB Million) 

Cash Flow Statement 

Net increase in bank loans 1,771.4 1,059.4 +67.2% 

One-off 2013 PRC tax prepayment - +100.0% (82.8) 

Increase in trade and other payables 240.4 -77.3% 54.6 

Increase in deferred revenue 626.7 -38.0% 388.3 
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Profit from Operations (EBIT) Sales Per Ticket (same store basis) 

GSP & Commission Rate 

10,949 

1,246 

Revenue 

Stable Growth and Profitability 
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19.6% 18.6%
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Advertising and Promotion Expense Rental Expense 

Staff Expense Water and Electricity Expense 

0.7% 0.5%

0.0%

1.0%

As a % of GSP

2.5% 2.5%

1.0%

3.0%

As a % of GSP

Stable Expense Ratios 
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Nanjing 

Xinjiekou 

store 

Nantong 

store 

Yangzhou 

store 

Suzhou 

store 

Xuzhou 

store 

Xi'an 

Guomao 

store 

06 08 07 

Xi'an 

Gaoxin 

store 

Huai’an 

store 

Yancheng 

store 

The Group’s GFA as at 31 December 2012 was 1,107,377 sq. m. 

Nanjing 

Zhujiang 

store 
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* Nanjing Orient Store has turned into a store under consultancy agreement with effect 

from 2013 

10 01 

Hefei 

Dadongmen 

store 

Hefei 

Baihuajing 

store 

Anhui 

Huaibei 

store 

# 

Kunming 

store 

Taizhou 

store 
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Growing Presence in the PRC 

^ Xi’an Xiaozhai Store is in place of Xi’an Guomao Store which was closed in Oct 2010 
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Nanjing 

Xianlin 

store 

Nanjing 

Hanzhong 

store 

Shanghai 

store 

Yangzhou 

Jinghua 

store 

Nanjing 

Orient store 

^ 

* 

Yancheng 

Outlet store 

Changzhou 

Wujin store 

Kunming 

Nanya store 

Liyang 

store 

Xuzhou 

People 

Square store 

Hefei 

Suzhou 

Road store 

Changzhou

Jiahong 

store 

Xi’an 

Xiaozhai 

store 

Suqian 

store 

^ 

^ 

# Suzhou Store was closed in Feb 2013 due to lease expiration 



Extensive Store Network 

Yunnan: 2  

Shaanxi: 2 Hefei Shanghai: 1 

Huaibei 

Jiangsu: 18 

Huai’an 

Suqian Xuzhou 

Yancheng 

Taizhou 

Nantong 

Changzhou 

Suzhou 

Nanjing 

Yangzhou 

Liyang 

1 
3 

1 2 

2 

4 

2 

2 

2 

2 

1 

1 

1 

1 

1 
1 

Anhui: 4 

Xi’an 

Kunming 

Number of Stores 

10 
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The leading stylish premium department store chain in second-tier cities, catering 

for the high-end retail market  

 

(1) As at 31 December 2012 

(2) Total operating area of 786,758 sq.m. as at 31 December 2012 

(3) Excluding supermarket sales 

(4) Xinjiekou Phase 2 construction nearby  

(5) Suzhou Store was closed in Feb 2013 due to lease expiration 

(6) Includes sales contribution from Kunming Phase 2 with GFA of 83,371 sq.m. 

Rapidly Growing Store Sales 

Years into  
operation 

Chain Store 
2012 
sales 

(RMB’ M) 

2012 
sales growth  

(%) 

Operating  
Area 

(sq.m.) 

2012 
Sales Per Ticket 

（RMB） 

1.2% 16.5 Years 25,010 

5,757 

28,828 

12,109 

43,765 

6.4% 20,458 

40,474 

73,997 

Nanjing Xinjiekou 

Nantong 

Yangzhou 

Suzhou 

Xuzhou 

Xi’an Gaoxin 

Taizhou 

Kunming 

1,397 

828 

860 

574 

842 

1,084 

702 

1,019 

12 Years 

11 Years 

10 Years 

9 Years 

6.5 Years 

6 Years 

5.5 Years 
(6) (6) 

-4.8% 

5.3% 

-0.4% 

1.2% 

4.6% 

53.7% 

3,692 

286 

1,650 

352 

2,001 

1,213 

831 

577 

(4) 

(1) (2) 

(5) (5) 

2011 
Sales Per Ticket 

（RMB） 

1,300 

785 

743 

533 

811 

948 

610 

1,059 

(3) (3) 
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Years into  
operation 

Chain Store 
2012 
sales 

(RMB’ M) 

2012  
sales growth  

(%) 

Operating  
Area 

(sq.m.) 

2012 
Sales Per Ticket 

（RMB） 

Nanjing Zhujiang 

Huai’an 

Yancheng 

Yangzhou Jinghua 

Shanghai 

Nanjing Hanzhong 

Nanjing Xianlin 

Hefei Baihuajing 

Anhui Huaibei 

Hefei Dadongmen 

Rapidly Growing Store Sales  
 (Cont’d) 

28,084 2 Years 233 

2 Years 

-23.5% 2 Years 

4.0% 10,347 

58.8% 29,944 459 

3.5 Years 

3 Years 

19,255 

-12.5% 16,202 401 

3.5 Years 

3.5 Years 

4 Years 59,667 

444 8.6% 33,660 4 Years 

624 17.7% 24,318 5 Years 

(11) 

(9) (9) 

(1) As at 31 December 2012 

(2) Total operating area of 786,758 sq.m. as at 31 December 2012 

(3) Excluding supermarket sales 

(7)    Includes sales contribution from 11,000 sq.m. additional GFA opened in July 2012 

(8)    Road reconstruction during the period under review which expected to be completed in 2014.  Undertook 3 months store major revamp 

(9) Includes sales contribution from 14,556 sq.m. additional GFA opened in April 2011 and 5,700 sq. m. additional GFA opened in January 2012 

(10) Subway constructions during the period under review which expected to be completed in 2015 

(11) Includes sales contribution from 7,714 sq.m. additional GFA opened in January 2012 

1,031 

318 

239 

294 

225 

17.0% 

18.6% 

-10.8% 

46.0% 

8,656 

9,784 

580 

471 

3,004 

715 

790 

730 

519 

341 

3,302 

968 

(10) 

(1) 
(2) 

(7) 

(8) 

(7) 

(11) 

2011 
Sales Per Ticket 

（RMB） 

691 

565 

645 

458 

2,785 

275 

467 

3,327 

972 

535 

(3) (3) 
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Commencement  
date 

Chain Store 

2012 
sales 

(RMB’ M) 

Operating  
Area 

(sq.m.) 

2012 
Sales Per Ticket 

（RMB） 

Hefei Suzhou Road 

Changzhou Jiahong 

Xi’an Xiaozhai 

Suqian 

Liyang 

Xuzhou People’s Square 

Kunming Nanya 

Yancheng  Outlet 

Changzhou Wujin 

May 2012 

May 2012 

27,152 

29,150 94 

January 2012 

January 2012 

50,389 

45,858 172 

December 2011 

January 2012 

September 2011 14,161 

74 25,568 June 2011 

302 46,335 January 2011 

(2) Total operating area of 786,758 sq.m. as at 31 December 2012 

(3) Excluding supermarket sales 

168 

202 

219 

150 

47 

43,297 

14,533 

710 

473 

485 

NA 

565 

569 

598 

717 

310 

(2) 

Rapidly Growing Store Sales  
 (Cont’d) 

2011 
Sales Per Ticket 

（RMB） 

761 

451 

637 

696 

NA 

NA 

NA 

839 

NA 

(3) (3) 
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Self owned properties in prime locations 
     account for 58.7%* of our GFA  

* As a percentage of total GFA (sq. m.) as at 31 December 2012 
^   Suzhou Store was closed in Feb 2013 due to lease expiration 

Store 

(in operation) 
Owned / Leased GFA (sq. m.) 

Nanjing Xinjiekou Owned 33,447 

Nantong Owned 9,297 

Yangzhou Owned / Leased 37,562 / 3,450 

Suzhou^ Leased 14,958 

Xuzhou Owned 59,934 

Xi’an Gaoxin Owned 27,287 

Taizhou Owned 58,374 

Kunming Owned 116,817 

Nanjing Zhujiang Leased 33,578 

Huai’an Owned 55,768 

Yancheng Owned 95,026 

Yangzhou Jinghua Leased 29,598 

Shanghai  Leased 21,306 

Nanjing Hanzhong Leased 12,462 

Nanjing Xianlin  Leased 42,795 

Owned-to-leased GFA ratio 

          Total                                          1,107,377 

Store 

(in operation) 
Owned / Leased GFA (sq. m.) 

Hefei Dadongmen Leased 10,356 

Hefei Baihuajing Leased 12,294 

Anhui Huaibei Leased 34,714 

Hefei Suzhou Road Leased 59,906 

Changzhou Jiahong Leased 33,460 

Xi’an Xiaozhai Leased 19,000 

Suqian Owned / Leased 65,410 / 539 

Liyang Owned / Leased 53,469 / 18,355 

Xuzhou People’s Square Owned 37,768 

Kunming Nanya Leased 36,870 

Changzhou Wujin Leased 55,200 

Yancheng Outlet Leased 18,377 

Self Owned Properties  

11.7%* 
Leased from  

related parties 

58.7%* 
Owned 

29.6%* 
Leased from 
independent 3rd 
parties 
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A broad and growing VIP customer base has 
continued to strengthen customer loyalty to 
pave way for long term growth 

 

* As at 31 December  2012 

VIP members % of Total GSP 

60% 60%
64% 65% 63% 63% 62% 58%

0%

30%

60%

0

200,000

400,000

600,000

800,000

1,000,000

1,200,000

1,400,000

2005 2006 2007 2008 2009 2010 2011 2012

VIP consumption 

A Broad VIP Customer Base 

Over 1,170,000 members*  

VIP consumption accounted for 58% of total 
GSP in 2012 

Matured stores, VIP consumption accounted 
for more than 64% 

3 classes: Platinum, Gold and Silver 

Application and renewal based on spending 

Bonus awards, exclusive benefits 

Introduced co-branded credit cards with     
different banks 

 



Golden Eagle “Gmart” 

Premium Supermarket 

Category 

2012 GSP 

Contribution Top Performing Brands 

Apparel & 

Accessories 
55.0% 

Gold, Jewellery 

and Timepieces 
18.8% 

Cosmetics 7.9% 

Electronics and 

Appliances 
5.3% 

Tobacco and 

Wines, Household 

and Handicrafts 

5.0% 

Sportswear 3.6% 

Children’s Wear 

and Toys 
2.4% 

Supermarket & 

Other 
2.0% 

Merchandise Mix in 2012 

Top 10 China Sales Counter (Consecutives Years) 

Cosmetics 

Timepieces 

Apparel and 

Accessories 

Outstanding sales performance 

Offer a wide range of mid-to-high end merchandises to meet the “one-stop 

shopping” needs of our customers 

Sales Growth (Same Store Basis) 

Merchandising Offering 
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PRIVATE AND CONFIDENTIAL 

Future Strategies 



Maintain Dominant 

Position in Jiangsu 

Province and Build 

Nationwide Network 

1 

Continue to Secure Self-

owned Properties or Long 

Term Leases 

2 

Further Develop and Utilize 

Intelligent E-platform 

4 

Continue to Retain and 

Expand VIP Customers 

Base 

5 

Servicing 

and  

Merchandising 

6 

Develop More Mega Stores 

with Lifestyle One-Stop 

Shopping Concept 

3 

Continue to Enhance 

Operating Efficiency and 

Profitability 

7 

Explore and Develop E-

Commerce Sales Channel 

8 

“The Leading Stylish Premium Department Store Operator” 

Operating and Growth Strategy 

18 



Upcoming New Stores 

Upcoming store GFA (sqm) Owned / Leased 2013 2014 2015 2016 

Changzhou Jiahong Additional, Jiangsu Leased 18,362 

Xi’an 3, Shaanxi Leased 62,500 

Xinjiekou Phase II, Nanjing Owned / Managed 50,000 / 33,100 

Kunshan, Jiangsu Owned 118,500 

Yancheng 3, Jiangsu Owned 93,000 

Nantong 2, Jiangsu Owned 64,900 

Hefei 4, Anhui Leased 22,400 

Danyang, Jiangsu (in phases) Leased 52,100 58,100 

Jiangning, Nanjing Owned 127,000 

Ma’anshan, Anhui Owned 72,600 

Wujiang, Jiangsu Owned 57,800 

Xuzhou Additional, Jiangsu Owned / Managed 48,800 / 10,000 

Hexi, Nanjing Owned / Managed 160,000 / 114,000 

Suzhou 2, Jiangsu Owned 136,400 

Changzhou 3, Jiangsu Owned 80,000 

Changzhou 4, Jiangsu Leased 60,000 

Total 1,439,562 80,862 434,000 315,500 609,200 

% Year End GFA Increase 
1,107,377 

(as at 31 Dec 2012) 
6.0% 37.0% 19.6% 31.7% 

% of Owned Property (GFA) 55.4% 60.8% 64.2% 65.5% 

^ 

19 ^ Suzhou Store (GFA 14,958 sq. m.) was closed in Feb 2013 due to lease expiration 



Golden Eagle  

Department Store 

Home 

Hotel Club 

Block 
Office 

Strategic alliance with reputable property developers 

and landlords enables the Company to enlarge its 

scope of value-added services offered including but 

not limited to hotel, residential, offices and 

commercial hubs 

To reach out to various service providers at home 

and abroad 

Form strategic alliances and co-operation 

agreements with these service providers so as to 

further enrich products and services offer to our 

customers 

Collaborations with Property Developers / Landlords Collaborations with Other Service Providers 

Collaborations with  
Strategic Partners 

20 



Develop a comprehensive management system to strengthen 

headquarters management and control capabilities 

Develop an intelligent business analysis platform that can provide 

solutions from operation to strategies and from information to 

knowledge 

Consistently consolidate existing systems and data and achieve 

comprehensive financial control 

SAP Implementation Roadmap 

Areas of Implementation Benefits of SAP Implementation 

Achieve financial and operational integration 

Achieve centralized management of suppliers, brands and commodities 

data and reinforce the foundation for e-commerce  

Real-time mobile sales management delivers highly efficient store 

operational management 

Business Intelligence delivers intelligent operation  

Implementation Procedures 

Stage I Stage II Stage III 

- 6 Months - 10 Months - 8 Months 

Stage I. Platform establishment, 

resources consolidation 

Merchandise 

Category 

Purchasing 

Supplier 

Lease 

Joint cooperation 

Private label 

Settlement 

Finance 

Analysis 

Store operation optimization 

Customer relationships management 

Business intelligence analysis optimization 

Human resources management 

Suppliers synergy management 

Stage II. Strategies innovation and 

operation optimization Human resources sharing services 

Financial services sharing services 

Comprehensive budget management 

Corporate compliance and risk management 

E-commerce 

Stage III. Industry innovation and 

comprehensive coverage 

Develop a new form of system and fully 

materialize digitization of Golden Eagle Optimise and acquire more potential core 

applications, establish a management platform 

of precise marketing, supplier synergy and 

merchandise management 
Set up a management and control platform to 

support core value chain of department stores 

Completed In Progress… 
Current  

Progress: 

Successful SAP Implementation 
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Better Category Management 

Unlocked Mobile Sales Management 

Merits of Mobile Management 

Better analysis of consumer 

behavior in order to further 

refine customer services and 

shopping experience 

To achieve precise marketing 

and build a solid foundation 

for e-commerce 

To achieve advanced 

merchandise management – to 

enable more scientific and 

rational merchandising and 

operation management 

22 

Category and Mobile 
Sales Management 



Projects On-Going 

Intelligent Operation 

Intelligent Services 

Extend the application of BI and materialize precise 

marketing 

 

Transform from conventional newspaper advertising 

to new media such as mobile APP, network, 

microblog, etc. 

Mobile POS and Wifi application deliver brand new 

experiences to customers 

─ Currently running pilot trails at Nanjing Xinjiekou store, 

Nanjing Zhujiang Store and Nanjing Xianlin store 

─ Target rollout for entire store portfolio in 2H2013 

 

SRM develops a suppliers collaboration platform 

─ Value-added services and business intelligent platform 

("BI") available to suppliers 

─ Test run in Xi’an Gaoxin store since February 2013 

 

Intelligent capital management platform enhances capital 

utilization 

 

Collaborative work platform delivers highly efficient 

operational management 

Value-Added Services to Suppliers 

Wireless Terminal 

Mobile POS 

Cellphone / iPad 

Inventory-scanning PDA 

Netbook 

Wireless media terminal 

Mobile advertising terminal 

Inventory 

Management 

Mobile  

POS 

Mobile Voice 

Communication 

System 

Visitor 

Internet 

surfing 

Store  

Information 

Platform 

Video 

Advertisement 

All Stores to be Equipped with Mobile and WIFI Application 
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Information Management 
Systems and CRM - SAP 

http://csc3.list.ufl.edu:8080/ramgen/syncdemo.rm
ftp://symstore.longisland.com/Symstore/productlibrary/pdt_6800.jpg
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The material in this document is a presentation of general background information about 

the Company’s activities at the date of the presentation.  It is information given in summary 

form and does not purport to be complete.  It is not intended to be relied upon as advice to 

potential investors.  This presentation may not be reproduced or redistributed to any other 

person and you agree to keep the contents herein confidential.  No representation or 

warranty, express or implied is made and no reliance should be placed on the accuracy, 

fairness or completeness of the information presented herein.   

These documents are not an offer of securities for sale inside or outside of the United 

States.  Securities may not be offered or sold in the United States unless they are 

registered or exempt from registration.  Any offering of securities to be made in the United 

States will be made by means of an offering circular that may be obtained from the Bank.  

Such offering circular will contain detailed information about the company and its 

management, as well as the Company’s financial statements. 

This document may not be copied or otherwise reproduced and may not be distributed in 

the United States or to U.S. persons, or in Canada or Japan. 

Disclaimer 


