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The average value per transaction and the total number of transactions
increased by 7.1% and 5.0% respectively. During the fiscal year, there was
a net increase of eight new stores including two mega stores in Tsim Sha
Tsui and Mongkok, each with 8,000 square feet. As at 31st March 2006,
the total net retail area had increased by 36.7% as compared to last fiscal
year. In total, there were 51 Sa Sa stores, one La Colline specialty store

and one Elizabeth Arden counter as at 31st March 2006.

Mainland China

The second Sa Sa store in the People’s Republic of China (“PRC”) was
opened in November 2005 on Nanjing West Road, Shanghai. As at 31st
March 20086, there were two Sa Sa stores in Shanghai, providing first hand
knowledge of the local cosmetics market and helping facilitate our planning
for future development of the Mainland market in areas such as branding,
product and network strategy. Exclusive brands launched included Suisse
Programme and “Sasa” (make-up, skin care, body care and hair care lines).
Suisse Programme and “Sasa” branded products have been well received
by the market. In regard to the product registration process of exclusive
products, around 500 stock keeping units (“SKUs”) were completed and

approximately 250 SKUs are in progress.

Singapore and Malaysia

Turnover for the Singapore and Malaysian markets grew 25.2% to reach
HK$141.1 million. Same store growth rose 11.8% in Singapore, and 16.2%
in Malaysia. Overall, there was an improvement in the contribution of

Singapore and Malaysia to the Group’s results.

In Singapore, performance was affected by the changeover of the country’s
General Manager. However continuous improvement measures in terms
of approach and organisation provide a solid platform for future expansion.
The company achieved higher sales with an enhanced product portfolio
and increased sales in exclusive products on the back of more focused
training. One new store was added, making a total number of 10 stores
as at 31st March 2006. In Malaysia, sales of exclusive products grew while
training was enhanced. One store closed during the year, making the number

of stores 10 at the end of the fiscal year.
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Taiwan

Turnover in the Group’s Taiwan business increased by 42.0% during the
year to HK$89.0 million, with same store growth reaching 10.4%. An increase
in contributions to the Group was recorded. However, the local banks’
tightening of credit control in the fourth quarter and the consequent dampening
of consumer spending affected the performance in the fourth quarter of

this fiscal year.

Sales of exclusive products grew and productivity improved on the back
of strengthened training, but the fast pace of expansion made it challenging
to provide enough experienced beauty consultants. Four new stores were

added, bringing the total store number to eight as at 31st March 2006.

E-commerce — Sasa.com
Turnover for Sasa.com amounted to HK$52.6 million, representing an
increase of 72.8% over the previous fiscal year. The profit margin continued

to improve.

We have built a great brand that everyone knows, and we have an unmatched
range of products for our huge, loyal and region-wide customer base. Our
relationship with our vendors is excellent, our sales professionals give quality
service, and we have a long-established network of more than 80 retail outlets

in prime Asian locations, along with an attractive on-line presence.

In addition, we have extensive industry experience and a clear business focus
on beauty, supported by well thought-out corporate strategies, a robust balance
sheet and a strong management team.
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