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The Federation of Hong Kong Watch Trades & Industries Limited was founded in 1947. Our membership
across the Hong Kong watch industry comprising of retailing, branding, wholesaling, manufacturing of
complete watch, clock, parts and other industry related service companies.

In fulfilling its objectives, the Federation has been actively providing advice and working closely with
various government agencies. Over the years, the Federation works tirelessly with Hong Kong Trade
Development Council in organizing the annual Hong Kong Pavilion at the Baselworld watch & jewelry
fair at Switzerland as well as the Hong Kong Watch & Clock Fair in September.

By supporting the Hong Kong Institute of Vocational Education (Kowloon Bay), the Federation provides
leading horological vocational education opportunities in Hong Kong, nurturing a competent and
professional workforce valued by the Watch & Clock industry. Exceptional Students may be granted
scholarships to under take short-term study programmes in Switzerland. By assisting the formulation
of the government Qualifications Framework Support Schemes with Vocational Training Council, the
Federation has successfully help members to clearly define the standards of different qualifications,
ensuring their quality and indicate the articulation ladders between different levels of qualifications.

Working with The Hong Kong Tourism Board and Quality Tourism Services, the Federation aims to
improve professionalism and standards of retail servicing in Hong Kong. To drive this growth, the
Federation has supported the Board by facilitating the yearly fashionable branded watch exhibition at
Harbour City for many years.

To enhance the cooperation and promote the application of advanced industrial technology among Asian
partners, our Permanent Honorary President, late Dr. Samson Sun and other prominent pioneers founded
the "Asian Horological Trade & Industry Promotion Conference" in 1971. With years of unswerving
efforts, it has now become the biggest and the most influential conference for horological industry in
Asia contributing to the future development of the watch industry. The Federation was the host for fifth
times, and in 2026, we will once again take on this role. We look forward to the AHTIPC continuing to
serve as a vital bridge for the industry, creating new milestones for the future of Asia's horological sector.

In addition, our organization also co-organized the "Hong Kong Youth Watch Skills Invitations”, which is
now in its fourth edition. Through establishing this competition platform, we hope to encourage more
young people to engage in watch technology training, in order to enhance Hong Kong's watch industry
competitiveness in terms of technical skills, product quality, and industry knowledge.

In addition, the Association successfully launched the inaugural "Hong Kong Watchmaking Skills
Invitational Competition” in 2025, providing a professional platform for technical personnel across the
Greater Bay Area to exchange expertise and fostering an important step toward the standardization of
craftsmanship. The Association will continue to explore the possibility of organizing this event again in
the future, and we sincerely appreciate your continued support.

In the area of social welfare and community support, the Federation established "The Federation of
Hong Kong Watch Trades & Industries Charitable Trust” in 2012 to provide sustained assistance to the
industry, the community, disadvantaged groups, education and training initiatives. Following the fire
at Hong Fuk Court in Tai Po in November 2025, the Federaton expressed deep concern and promptly
raised HKD 1.03 million in relief funds to support the affected residents.

The Hong Kong watch and clock industry continues to be one of the main industries in Hong Kong and
a prominent players in the world. In order to have further development and strive for more benefits for
the industry, we need your participation and continuous support in our future progress.

For membership application enquiry, please contact our secretariat at
Tel: 2523-3232, Fax: 2868-4485 or E-mail: hkwatch@hkwatch.org

FBERFEEEB N Introduction of The Federation of Hong Kong Watch Trades & Industries Limited
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First and foremost, | would like to express my heartfelt
gratitude to the Board of Directors and our members
for their trust and support, which have enabled me to
continue serving as the Chairman of the 45th Board of
Directors. At a time of profound change and challenge,
we are collectively navigating global economic
volatility, shifts in the international landscape, and
emerging trends both within and beyond the industry.
Looking back over the past year, the Federation has
continued to promote innovation and transformation
within the industry, striving to foster the sustainable
development of the Hong Kong watch and clock sector.
This year, we successfully hosted the 4th "Hong Kong
Youth Watch & Clock Skills Invitational Competition. "
Participants demonstrated tremendous commitment
and performed to an exceptional standard, earning
recognition from both the horological industry and
academia. Their achievements not only showcased
the professional skills of a new generation, but also
helped inspire greater enthusiasm among young
people entering the industry. Last year we organised
the 1st "Hong Kong Watch & Clock Skills Invitational
Competition,”  bringing  together  outstanding
contestants from Hong Kong and the Greater Bay
Area. Through challenges designed to simulate real
working environments, the competition demonstrated
Hong Kong's high professional standards in watch and
clock craftsmanship and technical expertise.

To support the industry's long-term development
of the industry and inject further vitality into the
sector, the Federation also established the "FHKWTI
Development Fund" last year. This fund will provide
more substantial financial and resource support
for future industry initiatives, talent development,
promotional activities and related programmes. We
firmly believe that a healthy and dynamic industry
ecosystem requires sustained investment and stable
support in order to foster innovation and further
strengthen the industry's position.

Against the backdrop of ongoing global economic
and geopolitical change, the industry continues
to face challenges on many fronts. Fluctuations in
international demand, uncertainty across supply
chains, and intensifying competition brought about by
technological advancement all require us to continually
review our strategies and enhance our capabilities in
both technology and service. We remain confident
that, through the collective efforts and innovative spirit
of the industry, Hong Kong watch and clock sector will
be able to seize new opportunities amid change.

10 FFH95E Chairman's Statement

Another important milestone this year is our continued
commitment to promoting exchange and cooperation
across the Asian watch and clock industry. On 31
August, the Federation will once again host the "Asian
Horological Trade and Industry Promotion Conference”
(AHTIPC). Now entering its 24th edition, this year's
conference will be held under the theme "The Future
of Watchmaking: Smart Technology as a Catalyst for
Industrial Upgrading”. Co-founded in 1971 by our
late Permanent Honorary President Dr. Samson Sun
and the esteemed Mr. Yang Lun-hsiang from Taiwan,
the conference has developed over the years into an
important platform for industry exchange across Asia.
Two years ago, the 3rd edition was successfully held
in Dandong, China, bringing together watch and clock
industry representatives from across Asia. This year, as
this annual publication goes to press, the opening of
the conference is also approaching, and we are making
every effort to deliver a gathering that brings together
leading figures, thinkers and innovators from the watch
and clock industry across Asia and beyond.

Discussions will focus on how artificial intelligence,
big data analytics and advanced manufacturing
technologies can bring renewed vitality to traditional
watchmaking craftsmanship and smart wearables,
while creating new opportunities for mutually
beneficial collaboration. We have invited a number of
internationally recognised guests and industry experts
to share their experience and forward-looking insights.
Through this platform, we look forward to encouraging
deeper exchange, inspiring new ideas, expanding
business networks and collectively exploring the future
direction of the watch and clock industry.

Looking ahead, while the global economic outlook
remains uncertain and the industry continues to face
a range of challenges, we remain firmly confident
in the resilience and innovative capacity of Hong
Kong watch and clock industry. As an international
financial and trade hub with the unique advantage
of being backed by the Mainland and connected
to the world, Hong Kong is well placed to continue
advancing technological upgrading, the application
of smart technology, market diversification, and brand
development, , while creating new opportunities for
the industry.

Finally, | would like to thank you all once again for your
continued support and trust. Let us move forward
together, face new challenges, seize new opportunities
and build an even brighter future for our industry.
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During the year, the Federation's work progressed smoothly, supported by the generous
contributions of our Advisors, Directors, Permanent Honorary Directors and industry partners
to "the Federation of Hong Kong Watch Trades & Industries Development Fund". At the
45th Inauguration Ceremony and Gala Dinner, Principal Honorary President Mr. Raymond
Cheng offered a special vocal performance that further united the industry and encouraged
additional donations.

The Federation extends its sincere appreciation to all donors. Your support strengthens the
foundation for our continued development and enables ongoing efforts in talent cultivation,
cultural promotion, and regional collaboration.

TEEERENIRREES, BN A5 TDEERENIREES,
MR A RE R HK$200,000.00 EXENSHEBERESEERAE

MCEEEE HK$200,000.00 F&EEEMH HK$8,000.00
EBE R LER HK$100,000.00  EHEEM HK$5,000.00
HETREM HK$100,000.00  RHEFDEERS HK$5,000.00
K& HK$100,00000 fI&R=REHE | HK$5,000.00
AR EERE HK$80,00000  AELEEME HK$5,000.00
BEXMER HK$50,000.00 ﬁ%%@i@ﬁﬁ Ji 7 HK$5,000.00
WREEE HK$50,000.00  HERTFREMA HK$5,000.00
WERSE HK$50,000.00  EMEERARM HK$5,000.00
R EEBRLA HK$50,000.00  FASEERA HK$5,000.00
RITREE HK$30,00000  $TERER HK$5,000.00
EEERS HK$20,00000 BEEHKER HK$5,000.00
ik B E HK$20,00000  SETMERERS HK$5,000.00
e HK$10,00000  EXEXEER HK$5,000.00
AEEeE HK$10,00000 ERREZL HK$3,000.00
SERRE HK$10,00000 & E2026485 208
BEtEes HK$10,000.00
ERASRE HK$10,000.00
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Company Limited

T RER

Industry Division

RIESEE BOXEE

Ethan CHEUNG Simon TANG

& Director BIEE Vice-Director
XiEEEEE(2018-2026 FEEH) ABEEEE(2017-2026 FEEH)
N AR RAR BEREIERAT

Inspire Workshop Limited Pino Aliprandini (H.K) Ltd.

18 &= Directors

BEELE
Andie TSE
BIZ & Vice-Director

HF360EIERAT
Asana 360 Global Limited

HERZT
Joyce LAM

EISBE Vice-Director
EEAERERRAT

Hanson Precision Technology Ltd.



WATCHES OF

Shop 4-05, 4/F

12 Concorde Road
Tower I, The Twins, KaiTak : _
Kowloon . . www.watchesof.com




FEXRE

Retail Division

BFiEtE
Anthony TSANG

H & Director
AEEEEE(2018- 2026 FEEH)

Wt FRTBRAR
La Suisse Watch Co., Ltd.

an h 0 FR R

REBIR%ESE
Ambrose CHU

BIEE Vice-Director
KEREEE (2012-202358H)

AFHEERAT
Prince Jewellery and Watch Company

Brand Development Division

BEETL
Rainbow WONG

BIEE Vice-Director

HERETEEERAT
Fine Asia Watch (Hong Kong) Company Limited

TRk sE
William HUI

B & Director
KiIEBEEHE (2004-2026FEEH)

i EEERAR
Thong Sia Watch Co_, Ltd.

20 &= Directors

RElit
lvy KUNG

BIEE Vice-Director

EFREERRAT
Memorigin Watch Company Limited

ZFEEXE
Loewe LEE

BIZE Vice-Director
AEESEEE (20082026 FEEH)

SBRETEEERAT
National Electronics (Consolidated) Ltd.



TiMING SERViCE
X B E B K B

TIMING WATCH & JEWLLERY LIMITED

HONG KONG XINGHUA I'DENTIIFIJCAT ON.CENTRE
TREXNBERFE=FRERMRS

THE LEADING INDEPENDENT LUXURY WATCH AUTHENTICATION INSTITUTION

. BIREREERE

ERROR-PROOF GUARANTEE AUTHENTICATION SERVICE

TRUSTED - ACCURATE - PROFESSIONAL
. PEIEANGEEREEDEECRnERESE

CHINA ENTRY-EXIT INSPECTION AND QUARANTINE ASSOCIATION LUXURY PROFESSIONAL COMMITTEE

. FEIENRREERE HE SinEEniR U RNER TS

CIQA STANDARDS TECHNICAL COMMITTEE ON PREMIUM CONSUMER GOCDS

* A K

BEMSE, HAER ZFERHBERKE!

PARTNERWITH US TO BUILD A TRUSTED PRE-OWNED WATCH MARKET!
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International Affairs Division

HEEkE
Ray LIN

H & Director

HESEERAT
Bridgestone Watch Limited

REISEFE

Mainland Affairs Division

SARE
Benjiman HUI

Bl & Vice-Director
BH E-COMMERCE LTD.

RAMEE
Vincent IP

BIEE& Vice-Director

REEGHEERRRAR
Emperor Watch and Jewellery (HK) Co_, Ltd.

BREnER %
Paul CHENG

H & Director
KiEREEHE (2015- 20265 EEH)

H B
Sun Hing Electro-Plating Factory

22 8% Directors

TIEfERE
Dennis WANG

BIS & Vice-Director

2B ERAT
Tsinlien Sea Gull Co., Ltd.

BigETE
P.B. ZHOU

BIEE Vice-Director
H{E (%) SN EERAT

Hong Kong Guoxin Finance Limited
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Independentwatcher.com

Asia First Stop of
Independent
Watchmaking
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Independent WatcheR
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INDEPENDENT ATELIER
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Mare & Darne

&

PASCAT COYVON

Shone Taine

be)

ANDREAS STREHLER

CLEGUER

DUNSELMAN
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LUDOVIC BALL
GENEVE

MING

POHLMANN-BRESAN

DRESDEN

ATALIER HAUTE COMPLICATION
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WATCHMAKING -
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KALLINICH CLAEYS

LYH

NEO KUNG
Herituge Forward

&

QIAN GUOBIAO

SIREULER
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ZIRER A HEFIRER
Multimedia and Public Affairs Division

ki T EfeEs L

Chris YIU Dr. Stanley LO

B & Director ZE Director

KIEREEHE (2004-20165EEH) KBEEEHE (2017-2026FHEH)
EEF=SREGERAT EENERAT

Hang Yip Watch & Metal Products Ltd. Richburry Ltd.

A7 158 &R

Education & Training Division

ZRMEE
Wil KEUNG

BIM & Vice-Director
FEREERAT

Sun International Concepts Limited

REERE SRELE

John NG Edwin MA

B & Director B & Vice-Director

HEHEARAR EHEMARLRA

Montres SA Ltd. Chi Luen Watch Dial Watch Limited

24 8% Directors

EEmYL
Yuki TSANG

BIZE Vice-Director

RETEEE (FE)ERAT
Ming Watch Channel (HK) Limited



MING

WATCH CHANNEL

ARk r 52 58

© ® €) @mingwatchchannel
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@mingwatchchannel

Minc

2 YouTube sTRAEEBB

Subscribers Exceeded

91,800

R TERE

Total Number of Views

1800w

©6889 9616
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\Nu 74

www.mingwatchchannel.com
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Members Welfare & Recreation Affairs Division

T

REEXE F ERE f=fERE

Edmond NG LEE CHUNG HO Ka Hang
E & Director BIE & Vice-Director BIM & Vice-Director
KEZEEE(2018.2026F HEH) KBEREE (199420265 HAH) R

ap R E T RBR AR FEoeREARERFRAT Timing Service

Hip Shing Leather Watch Straps Mfy,, Ltd. Confi Metal Finishing Co_, Ltd.

26 &= Directors
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KIEREEE
FERMANENT HUNUDRARY DIRECTURS

HERxE REXEE RRERE
LAM Kuen Kit David LEUNG TO Wing Kok
(1967-1986 E B H) (1973-19895 8 H) (1977-20055 8 H8)

RERKE R E RETE HREERE RAERTE
Raymond CHAN FUNG Kwong Yiu Moses LEUNG WOO Ka Shin Benedict SIN
(1980-1994F &) (1988-1996 B H) (1990-2020FEH) (1990-19975 8 H) (1991-20045F8H)
EHEELT BWTESREAR REETARAR RfESRRAR
Eldorado Watch Co., Ltd. Tak Fai Watch Company Ltd. Woo's Watch Bands Co., Ltd. Myer Watch Ltd.

ERETE RENTE ﬁﬁiﬁ?&i BERTE FOMEE
Dennis TUNG NG Lee CHUNG Alex HO Albert LO Charles LEE
(1991-1999FEE) (1991-1999EEEE) (1993-2003FEH) (1993-20025 &) (1994-2007 £ & H)
RRER R & FHAR AR Amazing Hints Ltd.
Winning Group Hip Shing Leather Watch

Straps Mfy. Ltd.

REREE FRMEE BEREE SRRxE RESREE

CHUN Chun Chuen Eric HUI Alberts HON Jeef MA Rocky NGAN
(1995-2003FEHE) (1997-2004F 8 H) (1997-20045 8 ) (1998-2009FEH) (1998-20245EHE)
EEREHRAR LREXBRAR EMhEEEHERAR WERTEREBRAT
Hang Kei Electro-Plating Success Time Industrial Ltd. Mee Chow Metal Mfy. Ltd. Kam Kee Watch Company
Co., Ltd. (Holdings) Ltd.

28 KIEZEEHE Permanent Honorary Directors
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UNITED WEALTH HOLDINGS LIMITED
WWW.UWHLIMITED.COM



=
Eﬂ"
Tt
EH
iim%
§¥iﬁi'1

FERMANENT RO

mu

[ORARY DIRECTORS

AFBxE WARREE FHERxE FEREE Bk fl 75

Jacky LAU Lawrence TAM Luiz LEI Nelson TSAI TANG Wing Lun

(2001-2010EEH) (2001-2007 & H) (2002-2010FE & H) (2003-2011EEH) (2005-2011 E B H)
FEFRAT Bl ETERERLAR EEERAR KEERGRAR
Salinger Co., Lid. Litech Electronic Products Ltd. Mouliu Ltd. E-Tech Industrial

Development Ltd.

E BxE Bt EEE [c31E 3 g WIRE BFREE

YAU Kei John MAK Elise TSUI Barry TSE Jeffery YAU
(2005-20165FEHE) (2006-201458H) (2006-201 8 EHE) (2006-20165EHE) (2006-20145EHE)
KEMFRAR e RARAR BREGFUTEELE it 5 5
Ever Foundation Co., Ltd. Glamn Holdings Ltd. National Electronics & Watch Europe Group of
Company Limited Companies Ltd.

RipsE REZLL REXmEE M= xE | [=L:ER:

Raymond LEUNG Angie WONG YUEN Ka Fai Sam CHONG Frankie TSO
(2009-2016E B H) (2009-2016EEEHE) (2009-2016FE B HE) (2010-2017EEHE) (2010-2020FE B H)
FEATFEFRAR BENEEAR AAEHESITERAS REETIERAR EREETEEEEAR
Wonderland Greater Fat Tat Lee Co., Ltd. Chow Tai Fook Jewellery Pino Aliprandini (HK) Ltd. Banda Bracelets (HK) Ltd.
China Limited Co., Ltd.

BFMut LB L, 0P WX Exs s ks
Roberta FUNG William SHUM, JP David Yeung Frankie SHANG
(2010-2017 5 EH) (2012-202258H) (2015-2024FEH) (2017-202558H)

BT BEHRESERAT Lionrock Batteries Ltd. HEEE( S ) ERAT
Fung Leung Kee Watch Co. Memorigin Watch Company Eterna (Asia) Limited
Limited

30 KEBEEE Permanent Honorary Directors
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MECHANICAL PRECISION
ARTISTIC DIAL « HEALTH PROTECTION

R
7/
LINK2CARE

WATCH C° | 1850

MARVIN X LINK2CARE

B S 5 4 i

LIMITED-EDITION
COLLABORATION WATCH

P e i 1 4 )

BIDIRECTIONAL GEARBOX

24/7 2 K oz 1 R i

24/7 HEALTH MONITORING

e %) 77 ik 25 6 5% 1R
FISHING-INSPIRED _
SCULPTED DIAL 7

7 i 4R 8 T8,
S 16 B i i BE A

A CENTURY OF WATCHMAKING CRAFTSMANSHI{P,
EVOLVING INTO INTELLIGENT HEALTH MANAGEMENT.
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MOVADO

Tyrese Haliburton BOLD QUEST

Swissam Products Limited
29/F Citicorp Centre, 18 Whitfield Road, North Point, Hong Kong
Tel: +852 2736 0820 Fox: +852 2735 6839
www.movado.com
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THE FEDERATION OF HONG KOMNG WATCH TRADES
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TEEBRENVEEEERE, M2012FK - A% "IREILE BRELE ) BRE  KHER

R52itE# - AENEZHEIGETE  FREAEEEEEE K BiSHIFERRE
HER - HEMERE -
The Federation of Hong Kong Watch Trades and Industries Charitable Trust was established
in 2012 with the mission of "taken back from the community, giving back to the society." The
Trust is dedicated to empower underprivileged communities by addressing socioeconomic
disparities and promoting inclusive growth. Additionally, we are committed to fostering the
development of Hong Kong's youth, equipping them with the skills and knowledge necessary
to contribute to the sustainable progress and harmony of our society.

HEgEExEREAE

7 R . PROCEE » BT » BB « BEH -

HAR MRHE ~ BLEX Tt EDRIRS « SRR AR
mmE=E T REE BT SR BEA
BE T BEE BT EAS  BFA
STEREARE  F BEY BEE AR EmE
R T MBRIS EIERS  EATE « MR

BEEEER BRI

ﬂi“ﬁ’ﬁ:f"f&amkk; RAETE - R ERKER  AQRE
BERAEBFEM200,0000T » WRRERDE - BRI
BREHEM1,068,500TENR - BERERER "EELAME
E ENTRAEF  BAREIRMXEEEREGTE
ZESAERARRBEHARREEREXZEN - BH
XEBEANRERRFTEHEM1,030,000 TR BT » HER
BREERWEZEZREBE -

The Federation expresses its deep sorrow over the fire at -
Wang Fuk Court. To support the affected residents, the Federation's
Charitable Fund took the lead by allocating HK$200,000, rallying
industry support and ultimately raising a total of HK$1,068,500.

The donation was channeled to the beneficiaries through TWGHs.
The Federation Chairman Mr. Kan Lam and then Vice Chairman of the
Charitable Fund, Advisor Mr. Harold Sun, represented us at the cheque
presentation ceremony.

The ceremony was held when contributions had reached HK$1,030,000,
with further donations received thereafter, achieving the final donation amount.

FisERFE B EEES The Federation of Hong Kong Watch Trades and Industries Charitable Trust
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ONATION FROM PERMAMENT HONO F..FT PRESIDENT
R. SAMSON SUN, M.B.E., JP

ARREKERLESY ﬁﬁ"ﬂiﬁifi’a{ EMNTESEEL - B
?: REE—EETTTEHERENRSESES  fERilfRE
RESERNTRATBRAA ZH -

In his 90th Birthday Celebration, Dr. Samson Sun, generously
donated HK1 million to Charitable Trust for the training of
young watch technicians and administrative talents.

EENEMDESHA
F128HK$100,000 &
HK$9,902,153.77 it ==
- = Advisor Mr. Joseph Tam
=TA jﬁLﬂY donated HK$100,000 to

IE+571§“_'\ = 51 ﬂ] Charitable Trust by his Mwsaag 100000

nRERTT

BESER) » AL H A mother's name
HK$7,336,987.85

Tal B = ERIEE

N "ﬂ“‘\W I
(
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36 FHEREMEEEES The Federation of Hong Kong Watch Trades and Industries Charitable Trust
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CARNIVAL
1986

MECHANICAL ELEGANCE FOR BUSINESS
73T T’ 55 XA

Global Watch & Jewellery Retailers & Distributors Welcome
Permanent Exhibitor at Hong Kong Watch & Clock Fair
Contact: WhatsApp / WeChat: 19865888818

Email: samye@carnivall986.com
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38 AetthAFFEEN+LE

SHBUETEE Highlights on the 79th Anniversary and Inauguration Ceremony of the 45th Board of Directors of the Federation
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With the guidance of our Principal Honorary
President, Mr. Raymond Cheng, together
with the valuable advice of our Advisors,
the concerted efforts of the Board directors,
and the steadfast support of our members,
the 44th Board of Directors has successfully
completed its term and concluded the election

i

for the new term.

“ETHFEREARBENTHEEERHE 2025 Annual General Meeting and Election of 45th Board of Directors
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Challenge Watch Prize 4

SUN INTERNATIONAL CONCEPTS LIMITED

A MEMBER OF SUN INTERNATIONAL GROUP

HEREARLA mexmmna

WIS NBEMFGE301-3095R M ZEE & il Shop A (AIEEFIAEE)

Shop A, Yue Hwa Chinese Products Emporium, 301-309 Nathan Road, Kowloon, Hong Kong
AT N BER D IER MR EB ISR SR FEF 1 1301=E

1301 East Ocean Centre, 98 Granville Road, Tsimshatsui East, Kowloon, Hong Kong
Tel: +852-2722 6868 Fax: +852-2739 8648 . +852-5211 2516
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FEEERE 2025, ERZRERDN - HEH

REFREYN  ZEERRRHFET « RilVEH5E
2 REUREBFRREEESERZD  BE
FIRMERRS B RINR BT R - RS
EBERBIFRE SRR BT AL -
"The Hong Kong Watch & Clock Fair 2025"
brings together leading global watch brands,
manufacturers, and industry professionals,
showecasing the latest designs, technologies, and
market trends. With a strong focus on fostering
international exchange and business collaboration,
the fair provides a comprehensive platform for
sourcing, networking, and exploring new business
oppeortunities, while highlighting Hong Kong's
distinguished position as an international hub for
the watch and clock industry.
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SHENZHEN LEGH CRONUSART TECHNOLOGY CO., LTD.

[] TEL: +86 159 1408 6665 (© WHATS APP: +852 9532 4782 | CRONUSART Q|

£ EmailEEk: branddépt@cronusart.vip @@ Webfht: www.cronusart.vip g ™
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The Secretary for Education, Dr Choi Yuk-lin, officiated
at the Qualifications Framework (QF) Partnerships
Commendation Ceremony 2025 and presented certificates
of commendation to 94 enterprises and 53 education and
training organisations
in recognition of their
support and contributions
to the implementation of
the QF.

OF e

Partners‘v 0s

2025

iz,_},ifr‘qlli ' E 4 L—E | VICERE T IBFREAE |

BESENERS (VIC) BT VICAR B PR AR R » [\ ={i S HLeA 1l
MIRVTCE B L5814 UREMMEMBERAREL
PLFL » R ESHEES LBERMERRAMMEEHNSHER -

Chairman Kan Lam represented our Federation at The
Vocational Training Council (VTC) hosted the VTC Honorary
Fellowship Conferment Ceremony, conferring the VTC Honorary
Fellowships to three industry leaders, in recognition of their
remarkable accomplishment in their respective fields and
their exceptional contributions to vocational and professional
education and training (VPET) and the community.

VTC Honorary Fellowship Conferment Ceremony

‘/TC VIC SRR AR

9 October 2025

SEENIER Activities Sportlight
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DALKOMM

P ES X R ERmh®

Chinese Modern Cultural Watch Brand

&Eﬂ ﬁ Mobile: +86 159 6017 0290
/] = | EE ;HHJ ?r‘ yu E-mail: 551595619@0Qg.com

Website: www.dalkommwatch.com
LoonQ Ascen |nQ Foshan Shifang Watch Industry Co., Ltd.
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The QF Secretariat hosted a
Learning Experience Reward
Scheme tea reception, offering
awardees a relaxed, interactive
setting to enjoy refreshments while
networking with representatives
from industry advisory committees
and exchanging experiences and
insights on continuing education
and industry development.
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SHA TAU KOK FIRE STATION
LITNAL

AR E E/KBE[R B REREDE REBRL AL
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Our Federation 2025 Autumn Members' Outing drew approximately 60 members and guests and
was lively and well attended. The day's itinerary included a visit to the Sha Tau Kok Restricted Area,
a guided tour of King Yung College, lunch at Wun Chuen Sin Kwoon, and a nature walk at the Long
Valley Nature Park in Sheung Shui, providing members with a relaxed setting to network and enjoy
the area's natural and cultural attractions.
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From 18 to 22 November 2025, a Hong Kong watch industry
delegation conducted a business visit to Jakarta, Indonesia,
aimed at exploring Southeast Asian watch markets and
identifying commercial partnership opportunities. The
delegation surveyed the local watch and retail sectors,
engaged with business leaders and government agencies,
and strengthened
economic and trade
ties between Hong
Kong and Indonesia.
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The Federation expresses its deep sorrow over the fire at Wang

Fuk Court. To support the affected residents, the Federation's
Charitable Fund took the lead by allocating HK$200,000, rallying
industry support and ultimately raising a total of HK$1,068,500.

The donation was channeled to the beneficiaries through
TWGHs. The Federation Chairman Mr. Kan Lam and then Vice
Chairman of the Charitable Fund, Advisor Mr. Harold Sun,
represented us at the cheque presentation ceremony.

The ceremony was held when contributions had reached
HK$1,030,000, with further donations received thereafter,

achieving the final donation amount.
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The Macau Timepiece Museum Cultural Salon reopened at MGM, showcasing around 2,000
timepieces spanning four centuries and featuring a craft demonstration zone to promote

watchmaking techniques. Positioned
around "heritage, cultural integration,
and tourism enrichment," the new venue
will continue to host cultural programmes
that deepen East West horological
exchange and contribute to Macau’s
cultural and tourism development.
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Officiated by the Financial Secretary, Mr Paul
Chan, and the Commissioner of Customs
and Excise, Mr Chan Tsz-tat, a reception for < = . =
International Customs Day (ICD) 2026 was held = — — ' |
by Hong Kong Customs at the Hong Kong Convention and Exhibition Centre.The World Customs
Organization (WCO) set the theme of this year's ICD as "Customs protecting society through

vigilance and commitment", highlighting Customs' staunch dedication and unwavering efforts in

law enforcement to safeguard national security and foster social prosperity.
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HeEa S RRBRNGRH
Paying a curtesy visit to Ms. Sophia Cheung, Executive Director of HKTDC (center)

HEASaR2BeSREBEBEE ()
Paying a curtesy visit to Mr. Raymond Cheng,
Principal Honorary President (center)
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The Liberal Party hosted a seminar on the key messages of
the National Two Sessions and the national "15th Five Year
Plan," Several NPC deputies and CPPCC members shared
insights on the nation’s development pricrities, noting Hong
Kong's strategic role as a “super connector” in advancing
innovation, domestic circulation, and high level opening
up. The event drew around 150 party members and sector
representatives, with active participation throughout.

WAER B G E
EXFER I ) T T

| EREERITEREEE A E 2026

BREBRTEGE20260FEEATETERERAENRR
217 WEIW3BMUXRRELE  HRKHIEREXSEERR
BT - XERARMMBREERE  #HENL "HATFED AR
s, BER  BRTEEREMERNARSZATEERER
TRAOERMEHER - FTHRERATENARIBE - BEENIERER - BERMSRAMEESH
LFRERABR » BITRERIRMRITMSE -

The Guangdong Province Horologe Industry Association 2026 Annual General Meeting and Industry
Development Forum was held in Dongguan, drawing over 330 industry delegates to discuss
pathways for high quality development of the watch sector. The programme combined on site
study visits with a themed forum, "Preserving Craftsmanship, Empowering Innovation with Al,"
where industry lead rsa Alibaba technology experts presented nt Al applications and
horology and explored the transition fro ional manufacturm to

manufactur D elegates aiso exchanged mmghts on industr s secto
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"Federation Craftsmanship" Hong Kong Youth
Jewellery and Watchmaking Competition
(Secondary School Category) concluded successfully
on 9 May. Our Federation appointed Vice Chairman
Dr. Philip Wong to serve on the judging panel. The
event offered participants hands on experience
in watch assembly and design, enhanced their
understanding of the horology industry, and laid
a solid foundation for future academic and career
planning.
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The Hong Kong International Medical and Healthcare Expo,
held from 11 to 13 May, featured a presentation by our
Secretary General Mr. Paul Yuen, who delivered a lecture titled
"Digital Pulse, Preventive Future: When Wearable Technology
Meets Chinese and Western Medicine Collaboration and Al".
Our Association colleagues were also on site to show their
support.
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The Hong Kong Trade Development Council (HKTDC)
celebrated its 60th anniversary, with the Next 60 Forum
and 60th Anniversary Cocktail Reception drawing over
1,000 guests from the public and private sectors. Looking
ahead, the HKTDC will expand its support across five
strategic industry clusters — Financial and Professional Services; Global Networks and Supply
Chains; Technology and Digital Innovation; Healthcare and Wellness; Consumer Goods and Lifestyle
— to better meet evolving development needs and drive sustained economic growth.

25 hixilz AR 7% 1 & 32 A R E 882026
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Quality Tourism Services Association
32nd Anniversary Annual Dinner and
2026 Outstanding QTS Merchant
& Service Staff Awards

Presentation Ceremony.
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Mr. Geoffrey Kao, Advisor and Mr. John Ng, Board Director,
together with students from the Vocational Training
Council's watchmaking programme, were interviewed on
RTHK. They discussed the development
of Hong Kong's watch industry, technical
education, sectoral challenges, and the
Association's long standing commitment
to youth training and talent development.
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The Shenzhen Watch Fair returned to the industry spotlight with a

refreshed brand identity and a more open industrial positioning. The
exhibition expanded

SRR B R beyond traditional
T watchmaking to encompass smart wearables,
20265!“‘]5?& : N af ] .
H precision manufacturing, advanced materials, new
'1 ¥ W processes, and artificial intelligence, reflecting

B LI EER

) a broader innovation agenda. WINNOTIME is

315/3&_#/%%@&2026&“@3%% p-OSItI.O-nIng itself as a more mternatlo.nal and

727 China (Shenzhen) Watch Week & WINNOT\ME2G | diversified platform that connects global industry

resources. Director Mr. Benjiman Hui participated
as a guest speaker at the forum.
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The HKSAR Government is preparing its inaugural
Hong Kong Five Year Plan and has launched a public
consultation. In response, Legislative Councillor Mr.
Siu Ka fai convened a dedicated consultation session
for the wholesale and retail sector, which brought together
more than 100 industry representatives to consolidate
views and provide recommendations on Hong Kong's future
development. The session aimed to better integrate industry
perspectives and support the Government in refining its first
Five Year Plan.
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The Guangdong Hong Kong Economic and Trade Office F| . r!‘F
(GDETO) hosted a 29th HKSAR Anniversary Celebration in
Guangzhou, bringing together around 600 representatives
from Mainland authorities, business chambers, foreign
consulates, and academic and
cultural institutions to mark Hong

Kong's development progress
since its return to the motherland. . Vo awdl %E?&t 83 29 A% A
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The Federation of Hong Kong Industries held its
66th Annual General Meeting and Luncheon on 5
August, officiated by Chief Executive John Lee and
attended by around 550 government and business
representatives. Chairman Ricky Lam thanked
stakeholders for their continued support and noted
the sector's resilience amid external challenges.
The Federation remains committed to innovation,
industrial upgrading and long term development,
with confidence in Hong Kong's industrial outlook.
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Funded by the Federation of Hong Kong Watch
Trades and Industries Charitable Trust and
jointly organized by the Federation of Hong
Kong Watch Trades & Industries Limited, the
Youth College (Kowloon Bay) and the Pro-Act
Training and Development Centre (Precision
Engineering), the "Hong Kong Youth Watch
Skills Invitations 2026" was successfully
held on 11 June at the VTC Kowloon Bay
Complex. The event aims to promote youth
technical education and the preservation of
craftsmanship, providing students with a platform to showcase their skills and engage in professional
exchange. Throughout the competition, participants demonstrated exceptional focus, discipline and
passion for watchmaking, reflecting the strong potential and professional calibre of Hong Kong's
young technical talents. The success of this year's competition was made possible through the
generous support of various sectors. The Association remains committed to advancing youth skills
development and nurturing a new generation of talent equipped with professional competence
and a spirit of craftsmanship.

522026 Hong Kong Youth Watch Skills Invitations 2026
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To encourage young people to learn about the development of Hong
Kong's watch and clock industry and its related professional skills, the
Association, with support from the Qualifications Framework (QF),
organized four sessions of the "QF Brings You into the Watch & Clock
Industry" Interactive Experience Workshop on 11 April, 30 May, 13 June
and 27 June 2026. The workshops were designed for Secondary 4 to
Secondary 6 students and were offered free of charge.

Held at the VTC Kowloon Bay Training Centre Complex, the workshops
covered industry knowledge, hands-on skill experience and career
exploration. Participants gained insights into the latest development
trends of Hong Kong's watch and clock industry, and learned how the
Qualifications Framework supports lifelong learning and helps students
acquire the skills and knowledge required for entering the profession.

Students also had the opportunity to assemble a wristwatch using a dial
they designed and illustrated themselves, experiencing the precision
and craftsmanship of watchmaking. The programme further featured a
sharing session with industry practitioners, allowing students to engage
with professionals, understand real workplace conditions, and learn
practical entry pathway advice. These interactions helped spark students' interest in horological
craftsmanship and guided them in exploring the diverse development pathways within the industry.

The workshops provided valuable support for student' future study planning and career
development, equipping them with practical knowledge and recognized learning experiences.

N




A

SEA-GULL

RATTRAPANTE

27T JEWELS

SEAGULL RATTRAPANTE



&R D BIRAKK
Preserving Artisan Spirit,

Creating the Future

HMEER—@EaFFREN "SHSE, 5K R
ESREVEE) - A TEAERIUERE - BB SUERYRE » LA
REBAEEAPEENES S—RHIEHLEFERES
REAF RBEEEEZHBRR - ETEESHRWTR

€ BEBEANTS WERBRRIORLELE -
FXEHE  HFBEARERSE  REDHH T NUTEAZRIEAR
1 o fib F375 9 F BEEAR TAOFIERS - 2RBEREEBEHRSE - Al
B HERATF 28 © IPHiRRIPLTIIREER - LUK B8 BUMRAL {EBaIRAEF
AE R AR - K8 FROREKEEEE - MAREARFA - B
BEM—RAEEESHANEE  RtMNES P RNER - BEmEmHHk

B HEEEERHERIORK -

The world of watches never stands still, and neither does time itself. We are living
through an unprecedented era of multi-dimensional transformation. Shifts in tariff policies,
the rise of artificial intelligence, the surge of the 'Guochao’ cultural trend, and the explosion

of the influencer economy and IP collaborations are reshaping tradition, innovation, and
the relationship between brands and consumers. This is more than technological evolution.

It is a profound reimagining of markets, culture, and business models.

In this feature, we cross boundaries to bring you in-depth insights from eight industry leaders

and visionaries. They reveal how to seize opportunities in the Guochao movement, navigate
global policy changes, harmonise Al with traditional timepieces, unlock the potential of IP
collaborations, and master the dynamics of the influencer economy.

The hands on the dial never stop turning. Time waits for no one, so let us step into this
dialogue of our era, draw inspiration from their wisdom, meet challenges head-on, and
together, shape the future of the watch world.
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A Craft Honed by Time, Proven by Hand

In conversation with Mr. John Ng

Horologer of Montres S.A.
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From a workbench tucked beneath a staircase
in Kowloon City, to the structured world of an
international watch group, and eventually
to the path of independent watchmaking,
John Ng’s life has rarely strayed far from
watches. As a young man, he learned beside
his father, building experience one repair, one
disassembly and one reassembly at a time. He
later joined Richemont, where he encountered
the movements and technical systems behind
some of the world’s leading watch brands,
before bringing everything he had learned into
a business of his own.

Looking back, Ng compares the journey to
Steve Jobs’idea of “connecting the dots”: when
you are moving forward, you rarely know what
a particular experience will lead to. Only later,
looking back, do you realise how each point
helped shape the path you eventually took.
That is also why, when the conversation turns
to nurturing the next generation, Ng returns
again and again to two things: time and
fundamentals. Al can calculate a more efficient
machining path and machines can manufacture
ever more precise components, but true
craftsmanship, he argues, is still built through
repetition, judgement and the discipline of the
hand. At a time when everyone wants to reach
the destination faster, his message to young
watchmakers is simple: getting into the trade
may be quicker than it was for his generation,
but becoming genuinely good at it still has no
shortcut. Being able to do something is only
the beginning. Doing it well is where the craft
begins.




E You often jokingly call yourself “Staircase John; and
the shop beneath the stairs in Kowloon City was where
your watchmaking journey began. How did those years of
learning alongside your father shape you?

| remember Steve Jobs talking in a commencement speech about
how life is made up of different dots. When you are moving forward,
you cannot see how they are going to connect. It is only when you
look back that you realise they were related all along. That is exactly
how | see my own journey.

When | was working with my father, | never imagined those
experiences would one day lead me into an intemational watch
group, let alone to running my own business. But looking back now,
repairing vintage watches, working on movements from different
periods, dealing with customers, buying and selling, calculating
costs, all of that became part of my foundation.

My father gave me a small glass cabinet beneath the staircase
and said, “This is your space. You deal with it yourself” So | started
buying old watches, repairing them and selling them on. It looked
like nothing more than a little comner, but in reality he had given
me a miniature business to run. | had to leam how to buy, repair,
calculate costs, set prices, deal with customers and even handle basic
accounts. So when | eventually left a large company to start out on
my own, the fact that | could adapt fairly quickly was no accident. A
lot of those lessons had started years earlier, because my father had
already given me a place in which to practise them.

ﬂ What was the most important principle your father
taught you about watchmaking?

His thinking was very straightforward: if a watch comes to you in
working condition, do not be the person who ruins it. If someone
was capable of making it, why should you not be capable of repairing
it? That was the principle. If you do not know something, learn more.
I your technique is not good enough, improve it.

| often use Chinese medicine as an analogy. Passing the examination
does not immediately make you a great doctor. If you have not
actually treated thousands of patients and seen different symptoms
and causes, where does your judgement come from? Watch repair
is the same. There is an enormous difference between taking
apart ten or fifty watches and taking apart five thousand or ten
thousand. When | worked with my father, | was doing it every day.
You encounter watches from different eras, different constructions
and different problems. That volume of practical experience is what
gradually builds judgement.

Later, when | joined Richemont and worked with different brands
and movements, | realised that all the vintage watches | had handled
earlier had already given me a very deep technical foundation.
Mechanical principles are not reinvented from scratch every time. If
you have seen enough, you begin to recognise what is in front of you.
Experience is something you simply cannot skip.

E Richemont offered access to an extraordinary level of
expertise and structure. What made you decide to leave in
2008 and go your own way?

I had been with Richemont for many years and was responsible for
technical training across Hong Kong, leading a department that
was both highly resourced and extremely demanding. The Group’s
structure included regional and local teams, as well as more than a
dozen subsidiaries across Asia, and | oversaw technical training for
the entire region. From a career perspective, it was an exceptional
position to be in.

Throughout those years, | genuinely enjoyed the process of learning.
The work was demanding, but | come from a technical background,
so the opportunity to keep developing my knowledge and skills
was something | valued enormously. My former boss at Richemont
later went on to become the global chief executive of another major
international brand, which also reflects the calibre of the organisation
and the opportunities it offered.

At a certain point, however, | began to reconsider what | wanted the
next stage of my life to look like. My father was getting older, and
that made me realise that some things could not be postponed
indefinitely. From a young age, he had taught me about customers,
transactions and running a business, and | began to feel that the
time had come to combine everything | had learned from him with
the technical expertise | had built throughout my career, and create
something of my own.

Itwas notadramatic turning point, butratherthe natural convergence
of many years of accumulated experience. | remember hearing a very
clear voice in my head simply say: "Do it Even though | was leading
a well-resourced and highly demanding department, | decided to
give up that position, step beyond the structure and security of the
Group, and pursue watchmaking independently.

ﬂ The Hong Kong watch industry has talked about a talent
gap for years. What kind of people do you think the industry
is most urgently missing?

If you ask me what we need most, my first answer is simple: people
with solid technical skills.

Young people today actually have an advantage. They can find a
route into the industry much faster than my generation could. In
Hong Kong, they can start with the VTC and build their basic skills,
then perhaps continue overseas through programmes such as
WOSTEP. There are also scholarships and funds that can support
further study. We did not have so many of those opportunities.

That is a real advantage. But | always remind people that finishing a
course gives you an entry ticket. It does not mean you have reached
the destination.

If you study for a year or two, take apart a few dozen or even a
hundred watches, and immediately start calling yourself a master,
that is dangerous. Technical skill needs a huge amount of real-world
practice. | am even very cautious about the term “independent
watchmaker” To me, a genuine independent watchmaker should
understand, and ideally be capable of completing, the whole
watchmaking process.

Today, producing components is much easier than it used to be.
A machining centre can manufacture parts from a design. But
assembling those parts, adjusting them properly and bringing the
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watch to a genuinely high standard is a very different matter. That is
why | always tell young people: first, make yourself solid.

Of course, we also need people in business management and
branding. There is not only one route through the watch industry.
A technical background can lead into repair, watchmaking, training,
design, sales or management.

| know people who began with retail-management experience,
then went to Switzerland to study watchmaking, became technical
trainers and were later offered opportunities to move into senior
management. That is the value of combining technical knowledge
with business understanding. Learning watchmaking does not mean
confining yourself to a workbench. It can give you a foundation from
which to understand the entire industry.

E Many young peoplestill see watchmaking as a traditional
industry, perhaps even one in decline. Does it need to be
repackaged for a new generation?

Absolutely, and that is already happening. If you want young people
to become interested in mechanical watches today, you cannot
speak to them in exactly the same way you spoke to the previous
generation.

A lot of brands are finding ways to place traditional mechanical
watchmaking within contemporary culture. The design can be
bolder. It can draw on Pop Art, street culture or collecting culture. The
first step is simply to make a young person think, “That is interesting.”

Then perhaps they discover that a mechanical watch needs to be
wound, that there is an entire mechanical structure inside it, and
that the philosophy behind it is completely different from a smart
device. Today they may start with something more accessible and
fashionable. Ten years later, they may develop an appreciation for
true haute horlogerie. That is how you nurture an audience.

| have never believed the watch industry is a sunset industry.
The question is whether we know how to introduce it to the next
generation in a language they understand.

E We are now in the age of Al, intelligent manufacturing
and 3D printing. What new skills will the next generation of
watchmakers need?

Whenever | run workshops with students, | tell them this: in the past,
being unable to read made youilliterate. Today, if you have absolutely
no idea how to use Al, that is almost another form of illiteracy. You
have to leam it.

The world has changed, and Al can help us at many levels. Take
machining, for example. In the past, programming a toolpath and
deciding how a machine should move could take a great deal of
time. Today, Al can help analyse which route is most efficient. But you
still need to understand what it is doing.

You need to know how the cutting tool should move, why one
sequence makes more sense than another, and whether the design
itself is sound. Al can give you an answer, but if you do not have
enough knowledge to judge whether that answer is good, then it is
not really helping you.
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And in fact, | think the more advanced Al becomes, the more
valuable craftsmanship becomes. If machines can do something
easily, eventually everyone will be able to do it. The real value lies
in the things a machine still cannot reproduce, the feel of the hand,
judgement, experience and sensitivity.

A watch is not a necessity. In many ways, it is an art object. When you
buy a painting, what matters is what the artist actually left behind,
not a machine reproducing the artist’s brushstrokes.

So if young people today still have the chance to catch what |
sometimes call the “last train”for leaming traditional handcraft, they
should take it. Learn the technology, certainly. But never lose the
fundamentals.

E Soas Al takes on more technical decisions, craftsmanship
becomes the very thing people need to protect?

Exactly. The more a machine can do your job, the more you have to
ask yourself: what can my hands do that the machine cannot? That
is your value.

Al can calculate for you, help you design and make machining more
efficient. But the judgement involved in repairing a complicated
watch, the sensitivity in your hands, and genuinely high-level hand-
finishing are still very difficult to replace.

That is also why | would like to see Hong Kong develop more
advanced and specialist training, not only introductory courses.
Students need somewhere to progress, and working watchmakers
also need opportunities to keep improving.

ﬂ You have spent many years teaching and mentoring
younger watchmakers. Is there one student or one moment
that has stayed with you?

There was a female student at VTC whom | still think about, because
| found her situation very unfortunate. | have taught for many years,
and she was genuinely talented and extremely committed. She
picked up a lot of the techniques | taught very quickly and could
reach the standard | was asking for in a short period of time.

But the reality in Hong Kong is that developing a young craftsperson
takes time, while the cost of living is high. Because of family and
practical circumstances, she was eventually unable to continue. |
found that very disappointing.

Hong Kong has never lacked talented young people. The real
difficulty is creating the conditions that allow someone talented to
survive those first few years and stay long enough for their skills to
mature. That is true of any profession. At the beginning, you have
to struggle. You have to accumulate experience. You need a good
teacher, and sometimes you also need a little good fortune. Those
are things that cannot be solved simply by finishing a course.

E What is the one thing you would most like today’s
apprentices to remember?

Put your pride aside. Sometimes a student comes to me and asks,
“Master, how should | do this?” | pick it up and take a look, and
immediately they say, “l know, | understand."Then | ask them, “If you
already know, why did you come and ask me?” [Laughs]
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Confidence is a good thing. But when you are leaming a craft, there has to be a period when
you are willing to say, “l don't know!"If you are learning from a master, you have to be willing to
listen, to practise, to make mistakes and then do it again. That matters.

ﬂ With the industry changing so quickly, what is the one thing watchmaking must
never lose?

Craftsmanship. | am absolutely certain about that. Something made by a machine and
something made by a human hand do not carry exactly the same value. Why does a Picasso
have the value it does? Because you are buying a Picasso, not something painted by a “Picasso
robot". Watchmaking is the same.

I have teachers and senior watchmakers whose pieces may have sold for tens of thousands years
ago, but more than twenty years later those same works can command an entirely different
level of value at international auction. Why? It is not because someone suddenly launched a
marketing campaign twenty-six years later. It is because over those twenty-six years, the work,
the skill and the name accumulated value little by little.

So | tell young people: if you truly reach the level of a master, then eventually your work can
carry the value of a master. But you have to wait. It may take ten years, twenty years or even
longer. That is craftsmanship.

E If a young person were standing in front of you today and considering a career in
the watch industry, what would you tell them?

| would tell them: “Being able to do it and being able to do it well are two completely different
things”

Almost anyone can leam how to do something. Doing it exceptionally well is a different journey
altogether. Think about running. First and second place may be separated by just 0.01 of a
second, but behind that 0.01 of a second could be years of training. Craft is the same.

It is not an easy road, and | would never pretend otherwise. But precisely because it is difficult,
the people who stay with it and reach a genuinely high level become difficult to replace. If
you are willing to settle down, build your fundamentals properly, find good teachers and keep
learning when opportunities arise, | still think there is enormous room to grow in this industry.

ﬂ Away from work, what interests or unusual collections do you have?

Somehow, it always comes back to watches. | collect watchmaking tools and old machinery,
as well as various watch-related antiques. A few years ago, | worked with Christie’s on a small
exhibition of antique watchmaking tools, displaying equipment used by watchmakers from
different periods. In some ways, it became a miniature museum of watchmaking tools.

My wife often says to me, "Apart from watches, you don’t know anything else.” She may have
a point. [Laughs] Perhaps | am slightly obsessive. But this is what | have done since | was
young, so even outside work | am still fascinated by the history of the craft, the tools, and how
watchmakers of earlier generations actually made things.

E What role could the Federation play in developing the next generation of talent?

One very practical area would be advanced training. Hong Kong already has entry-level
education, but there are still too few courses for people who are already working in the industry,
orwho have the basics and want to take their skills further.

If the Federation could use its resources or charitable funds to bring in experienced specialists
and master craftsmen to run short advanced or specialist courses, | think that would be
extremely useful. And the audience should not be limited to students.

Hong Kong still has many experienced watchmakers from an older generation who did not
necessarily enter the trade through formal schooling. They leamed step by step in workshops.
They also need opportunities to refine their skills and understand new technologies.

I would like to see us fill that gap after the entry level, giving students somewhere to go next,
while also helping people already in the industry continue to progress.
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When you are under enormous
pressure, what helps you unwind?

Losing my temper! [Laughs] | had a much
more fiery personality when | was younger.
| have mellowed quite a lot with age.

What is your life motto?

"Do your best, and leave no regrets’| have
always told myself not to leave room for
regret. That is probably why | can be very
particular, or even stubborn, about certain
things. Once | decide to do something, |
want to do it as well as | possibly can.

Can you share an important
moment in your life, and the watch
you were wearing that day?

The year my wife and | got married, |
bought a watch in Europe to mark the
occasion. | have kept it ever since and still
wear it today.

If you had to describe the next
decade of the watch industry in one
sentence, what would you say?

"Glorious years ahead”'| have never believed
that watchmaking is a sunset industry. As
long as genuine craftsmanship continues to
have value, this industry will have a future.

If you could have dinner with
someone from your past, who
would you choose, and which watch
would you wear?

| would choose Abraham-Louis

Breguet. | would love to sit with him

and understand how a watchmaker of
his time thought, experimented and
invented. As for what | would wear?
Nothing. [Laughs] | would rather ask him
to make one for me on the spot.
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Where Legacy Meets Curiosity

In conversation with Mr. Chong Sing Kai

Chairman of the Board and Non-executive Director,
Vitalink Technology Co,, Ltd.

For a family enterprise to endure for more than nine decades, continuity cannot simply mean preserving
what the previous generation left behind. Markets change, technologies change and industries change.
What determines whether a century-old business can keep moving forward is its ability to know what
must be protected, what must evolve and what is worth waiting ten or twenty years to build.

For Chong Sing Kai, the hardest thing to pass from one generation to the next is not a set of values written
on a presentation slide, but the judgement behind them. From watchmaking to 3C electronics and more
advanced technologies, what he inherited was never a fixed line of business. It was a way of responding
to change. His engineering training taught him to optimise processes, eliminate waste and treat time
itself as a precious resource. Yet the quality he returns to most often is far harder to quantify: curiosity.

He compares a near-century-old enterprise to an antique watch. Its original purpose is the mainspring;
curiosity is the lubricant that keeps everything moving. Both are essential. The challenge is to protect
the core without becoming bound by the past, and to remain prudent without ever becoming afraid of
innovation. When a business learns how to grow with its time, a hundred years of history becomes not an
ending, but the beginning of what comes next.

One of our core values is eliminating waste, and | think that reflects
an engineering mindset very clearly. At its most basic, eliminating
waste means optimising processes, improving quality and making
sure materials and resources are not used unnecessarily. But there
is another form of waste that is equally important: time. Intemnally,
we often remind ourselves that time may be the greatest waste of

E Your family business began in watchmaking before
expanding into electronics and more advanced technologies.
What is hardest to pass on from one generation to the next:
the business itself, its culture or its values?

The business itself will inevitably change with the world. We started

with watches, then moved into components, electronics and
eventually more advanced technologies. What we do has always
evolved. Culture is central to a company, but culture also has to
develop with its time. At the most fundamental level, | would say
values are what matter most. But if you go one step deeper, the
hardest thing to pass on is not the values themselves. Values can
be written on every presentation slide. Everyone can read them.
Information is easy to preserve. What is much harder to inherit is
the judgement behind those values. You have to understand why
something exists and what it really means before you know when
to preserve it, when to challenge it and how to let it evolve for the
next generation.

ﬂ You have a background in mechanical engineering
and technical R&D. How has that shaped the way you run a
business?
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all. Can a process be made more efficient? Can communication be
more direct? Are we spending time on something that does not
need it? These are questions an engineer naturally asks. So to me, the
engineering mindset is not confined to a production line. It is a way
of breaking down problems and continuously looking for a better
solution, and that applies just as much to management.
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E When building a management team, do you tend to
favour people with engineering or technical backgrounds?

No. Different roles need different kinds of people. | actually believe
strongly in diversity. When people with different backgrounds and
ways of thinking work together, they can challenge and inspire one
another. The most important thing is teamwork. Everyone has to
genuinely want to get the job done rather than create problems.
Their backgrounds can be different, but they have to be moving in
the same direction.

E In watchmaking, craftsmanship often brings to mind a
watchmaker painstakingly completing a single precise piece
by hand. What does craftsmanship mean to you?

| find the idea of craftsmanship very interesting. In watchmaking,
people naturally picture a watchmaker spending an enormous
amount of time creating something beautiful and precise. Of course,
that is one form of craftsmanship. But there is another side to it:
how do you take the same standard and spirit and apply it to large-
scale production? Producing one beautiful object is already difficult.
Finding an elegant solution that allows you to reproduce that same
level of quality consistently, again and again, is also extremely
demanding. There is an aesthetic quality to that too.

| often remind myself to remain sensitive to beauty. Beauty is not
only visual. A process can be beautiful. An engineering solution can
be beautiful. A structure can be beautiful. Especially in the age of Al,
if human beings lose that sensitivity altogether, then | think our own
value becomes increasingly limited.

E What is the greatest challenge in leading a business
with more than ninety years of history as it approaches its
centenary?

| sometimes think of the company as an antique watch. It may be
beautifully made and still keep excellent time, but if you want it to
continue running over the long term, you have to wind it and you
have to lubricate it. For me, our focus and original purpose are the
mainspring, and curiosity is the lubricant.
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A company that has lived through different eras, markets and
generations of people will inevitably change. Staying young is not
about deliberately adopting a particular style. It is about remaining
curious. As long as you are still willing to explore something new
and ask, “Could there be another way?’, the company will continue
moving forward.

ﬂ How has that curiosity actually led the business into new
industries?

Many of our new developments have come from exactly that instinct.
Moving from watches into 3C electronics is one example. On the
surface, you could say the market changed, mobile phones became
important and we simply followed the opportunity. But at a deeper
level, someone had to ask: could the techniques and capabilities we
had developed through watchmaking be applied to mobile phones?

If we had not been curious enough to ask that question, or willing to
apply an existing capability to an entirely different product, we would
never have entered that new field. Our engineers were prepared to
take on unfamiliar challenges, experiment with different processes
and develop new techniques. Curiosity is what made that possible.

E How does a company approaching its centenary balance
prudence with innovation?

| do not see prudence and innovation as opposites. We could
probably describe ourselves as one of the most conservative
companies around, particularly when it comes to risk and our core
values. In those areas, we are extremely cautious. But when it comes
to innovation, we have never hesitated.

What we ultimately sell is not simply whatever comes off the
production line, We sell our ability to innovate. The reason customers
respect us and maintain long-term relationships with us is that we
continue to offer new solutions. Prudence means knowing what
should not be given up lightly. Innovation means knowing what
must continue to move forward. The two can absolutely coexist.

E Each generation has faced a very different world. What
is the biggest difference between your approach and that of
the generations before you?
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Every era has its own priorities. In my grandfather’s generation, the
priority was probably survival. The economic environment was more
difficult and the world was less stable, so the first question was simply
how to keep the business alive.

For my father's generation, the focus shifted towards growth. Markets
were expanding, brands and industries were developing, and there
was an opportunity to maximise that period of growth.

For our generation, | think the key word is depth. We are not simply
pursuing scale. We need to keep refining what we do and make sure
the company still has the ability to develop over the next ninety
years. Whether we are talking about products, production or brands,
that mindset has to support everything.

E The economic, technological and social challenges
facing your generation are very different from those your
predecessors encountered. How do you keep the company
moving forward through that change?

We have to keep improving ourselves and never stop thinking or
experimenting. Many things will simply never appear if nobody is
willing to imagine them or try them.

The way we build a brand today cannot simply copy what the
previous generation did. In the past, perhaps you could talk about
a brand’s history, attach a certain label or tell a story and that would
be enough to sell the product. Consumers today expect much more.
Information is far more transparent and they can conduct a huge
amount of research themselves, which means brands also have to
go much deeper.

That is a challenge, but it is also an opportunity. We now have far
more information, resources and platforms with which to do things
that were not possible before. The important thing is not to remain
trapped by the methods that once made you successful, but to keep
asking what else you can do now.

a What is the most important lesson you learned from the
generation before you?

Think long term. Do not sacrifice a much greater long-term retum
for a short-term gain. Whether we are deciding which business to
enter, where to invest or which direction to take, we always try to
look further ahead.

Someone in my family once said something that has stayed with me:
“If something does not take ten years to mature, it probably is not a
real competitive advantage”

Things of genuine value usually take time to build. As a family
business, we are fortunate in that we can sometimes afford to take a
longer view and choose directions that create value not only for the
company, but also for Hong Kong, the country and the wider group
of people around us.

For example, there are situations in which we would rather accept
a little less profit in the short term so that the team can share more
of the benefit. We do not only want to make products. We want to
develop an outstanding group of people. When someone is worth
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investing in, we will not hesitate to support them. The short-term
return may be smaller, but over time the value can be much greater.

ﬂ With your background in mechanical engineering and
R&D, what is the first thing you notice when you pick up a
high-end watch?

Perhaps it is an occupational habit, but the first thing | usually look at
is the finishing. One of our areas of expertise is CMF, Colour, Material
and Finish, so naturally | pay attention to surface treatment, polishing
and the finishing of the case and bracelet. If the movement is visible, |
will look closely at its finishing as well.

But on another level, | have always thought that watchmaking is
something very romantic. So beyond the technique, | also want to
understand the story behind the watch. The engineering matters,
but so does why it exists, who made it and what it represents.

ﬂ Watchmaking is still sometimes perceived as a traditional
or ageing industry. How can it attract more young people
with backgrounds in engineering, materials and technology?

| think the problem is that we should not define the watch industry
in such a rigid way. As | said, a watch is a very romantic object and
also an artistic one. Younger generations today are arguably more
interested in aesthetics, creativity and individual expression than
many generations before them. From that perspective, watchmaking
actually aligns very closely with the way younger people think.

We should not present the industry simply as a traditional nine-to-
five job. We should show that it is a platform where engineering,
materials, design, art and imagination can all come together.
There is an enormous amount of creative space within it. If we can
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communicate that side of the industry properly, | think watchmaking
is far more relevant tothe nextgeneration than many people assume.

ﬂ With technology and finance competing for young
talent, how can the Federation and the wider Hong Kong
watch industry create a more compelling platform for the
next generation?

There is a phrase | strongly believe in: "Where art goes, people follow.”
Where art flourishes, people naturally gather around it.

Many of Hong Kong's traditional industries have benefited
enormously from our geographical position and commercial
environment. Those advantages remain important, but over the
longer term we also have to ask where Hong Kong's next layer of
competitiveness can come from.

| believe culture is one of the answers. Hong Kong has a very
deep cultural foundation, and watchmaking sits naturally at the
intersection of industry, technology, design and culture. That means
the Federation and the wider Hong Kong watch industry both have
the conditions, and | would say the responsibility, to communicate
the cultural and artistic value of watches more actively.

When young people see that this is not simply a manufacturing
industry, but a field in which culture itself can be created, more
designers, engineers and technical talent will want to become part
of it.

When you are under enormous pressure, what helps you
unwind?

| do not have one particular way of unwinding, but | enjoy trying
new things. It shifts my attention towards something unfamiliar and
reminds me that life is much bigger than whatever problem happens
to be in front of me. There is always more to discover.

What is your life motto?

"Never stop learning, and never stop surpassing yourself’

Can you share an important moment in your life, and the
watch you were wearing that day?

There was a time when | interviewed a collector who had been a good
friend for many years because | wanted to record his story. At the end
of the interview, he gave me a vintage watch he had owned for many
years, together with a strap that held particular meaning.

| was incredibly moved. It was not simply because he had given me a
watch, but because of what that gesture represented between friends.
It reminded me that one of the most beautiful things about watches is
the way they can carry genuine human emotion. To this day, it remains
one of the watches | treasure most.

If you had to describe the next decade of the watch
industry in one sentence, what would you say?

"A renaissance!

Watches have gradually established a place in society that is almost
impossible to replace, and | think their future will move increasingly
towards art and culture. The next chapter will not simply be a revival
of the watch industry, but a renewed appreciation of the cultural and
artistic value of watchmaking.

If you could have dinner with someone from your past, who
would you choose, and which watch would you wear?

| might choose a great scientist such as Galileo. | would be
fascinated to see how he might respond to the precision of modern
timekeeping and whether access to such instruments would have
changed the way he approached his research, or perhaps inspired
ideas that simply were not possible in his own time.

| would bring a watch that represents the precision of modern
horology.
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A Matter of
Time and Trust

In conversation with Mr. Stephen Chou
General Manager of Casio at Jebsen Consumer
on Service, Experience and Lasting Connection




Can a watch that has been around for three
decades suddenly become one of the most
talked-about accessories in town within days?
Earlier this year, the Casio Vintage models AQ-230
and AQ-240 series unexpectedly went viral after
an ordinary user shared them on social media.
Online conversations quickly spilled into the real
world, with consumers hunting for stock across
Hong Kong, queues forming outside stores,
products selling out, and even resellers stepping
in to meet demand. It was a phenomenon that
caught even the brand by surprise, and one that
perfectly captures how watch-buying behaviour
is changing.

With years of experience at the forefront of the
watch market, Stephen Chou, General Manager of
Casio at Jebsen Consumer, has witnessed watches
evolve from practical timekeepers into vehicles
for self-expression, styling and social identity
among a younger generation of consumers.
In his view, both products and service are
undergoing a transformation. Today’s customers
are no longer simply looking for a watch on a
shelf. They are looking for a story, an experience
and, importantly, someone who genuinely
understands what they need. As Al, data
analytics and digital tools become embedded
throughout the retail journey, technology may
make operations smarter and more precise, but
it cannot replace human connection. It is this
sense of warmth and personal service that Chou
believes will be critical to the continued evolution
of the watch industry in the digital age.

E At Jebsen Consumer, you oversee watch brands such as
Casio, which sit at the intersection of fashion, technology and
popular culture. From what you are seeing on the ground,
how have consumers’ motivations for buying watches
changed across Greater China?

One of the biggest changes | have observed in recent years is that
consumers across Greater China no longer define a watch simply asa
timekeeping tool or a status symbol.

In the past, people may have placed greater emphasis on brand
recognition or the social status associated with a particular watch.
Today, especially among Gen Z and millennials, a watch has become
more of a personal statement. They are looking for something that
resonates with them, reflects their personality and, in some cases,
even expresses their values.

We have been handling Casio’s watch business for seven years, and
I would not say there was one particular moment when this shift
suddenly happened. It has been gradual.

In the past, someone buying a watch might simply walk into a
traditional watch shop and look at rows of products displayed in
showcases. Younger consumers today are much more conscious of
the overall visual presentation, the story behind the product and the
experience surrounding the purchase. Take G-SHOCK as an example.
Its spirit of toughness, resilience and never giving up has long been
central to the brand’s DNA. In recent years, we have increasingly
connected that message with local culture and street sports, bringing
ideas of challenging limits and pushing yourself further to a younger
audience. Casio Vintage, meanwhile, fits perfectly with the renewed
interest in retro aesthetics. Watches are no longer worn simply to tell
the time; they have become part of an OOTD (an Ouffit of the Day)
and can be switched according to your style, mood or occasion.

Collaborations with Pokémon, Hello Kitty and Coca-Cola have
also generated extremely strong responses. All of this tells us that
consumers today are looking for stories and emotional connections.
The market is moving away from being purely function-driven
towards one that is increasingly shaped by experience and emotion.

E With e-commerce and cross-border shopping becoming
ever more convenient, physical stores can no longer survive
simply by selling products. How can brick-and-mortar retail
create an experience that online channels cannot replicate?

In a world where online shopping and cross-border purchasing
are incredibly convenient, a physical store that exists simply to sell
products will find it increasingly difficult to stand out. A store today
should be a place where experiences are created and relationships
are built.

A watch is an extremely personal product. No matter how much
information you can find online, it cannot fully replicate what
happens when you actually put the watch on your wrist, how large
it feels, how heavy it is, how it sits and whether it feels right for you.
That is why | always emphasise that the true value of physical retail
lies in professional guidance and understanding the customer.

We use mystery shoppers to assess the quality of frontline service,
and | actually believe the expectations placed on salespeople today
are much higher than they used to be. When a customer walks into
a store, the first thought should not be, “Which watch can | sell this
person?” You begin with a greeting, then understand what they
actually need. Are they looking for something sporty? Something
casual? Something they can wear every day to work? Once you
understand that, you can introduce the right products. Very often,
that makes the whole process far more effective.

There are certain products where online shopping is extremely
straightforward. If | have used a particular hairdryer for years and
it breaks, | can simply go online and buy the same one again. But
watches are different. Designs, styles and wearing experience are
constantly changing.

If a customer knows exactly what they want, buying online is
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perfectly fine. But when they need advice, a sales
consultant who genuinely understands both
the product and the customer remain extremely
important. And the service does not end when
the payment is made. Maintenance, repairs,
membership engagement and the customer’s
eventual return to the brand are all part of the
relationship. Successful physical retail is not
simply about helping someone walk out of the
store with a watch. It is about helping them walk
away with trust in the brand.

ﬂ In the digital age, has human service
actually become more important? Can Al
and digital technology ultimately replace
person-to-person service?

| have always believed that the question is
not whether Al will replace us. The question is
whether we know how to use Al well. Al is part
of a much bigger transformation, and | take it
very seriously. We have Al training within the
company and even internal competitions that
encourage colleagues to think about how they
can apply Al in their own areas of work.

It can certainly improve efficiency, but we
have to recognise that a transaction and an
experience are fundamentally different things.
Al is particularly powerful behind the scenes,
in logistics, CRM, maintenance and after-sales
service, inventory management and data
analysis.

Take inventory as an example. Traditionally, a
retailer might simply look at how many watches
came in and how many were sold. Today, with
better technology and data, we can understand
much more accurately which models are gaining
momentum and which are beginning to slow
down, allowing us to manage stock far more
precisely. That is especially important in the
watch industry. If an older model sits in inventory
for too long, it ties capital and may eventually
have to be discounted. If technology allows us to
forecast demand more accurately, it can make a
major difference to the efficiency of the business.

The same applies on the shop floor. If a customer
says they are looking for a sports watch, a
salesperson can use an iPad to immediately
bring up suitable models and detailed product
information, then let the customer try them on.
Technology should help a sales consultant serve
customers faster and more accurately. It should
not replace the consultant.



With products such as G-SHOCK or Casio Vintage, which are closely
tied to lifestyle and personal style, customers often cannot even
articulate exactly what they want. They may only have a vague idea of
the lookthey are trying to achieve. These are subtle, unspoken needs
that cannot always be captured through search terms or keywords.

So to me, Al and digital technology are incredibly powerful support
systems, but human service remains the soul of the experience.
Technology may help you analyse what someone is likely to need,
but genuine service still comes from observing, listening and
communicating.

E There are countless international watch brands
competing for attention. When assessing the potential of a
brand, what matters most to you?

What matters most to me is rarely how fashionable a brand is at
that particular moment, or how expensive its products are. | look for
whether the brand has clear and irreplaceable DNA.

That DNA can be expressed through its design language, its product
philosophy and the stories it tells. Alongside that, consistent quality
is the foundation on which long-term trust is built.

Consumers across Greater China still have strong purchasing power,
but their decisions are becoming more rational and considered than
before. Increasingly, people are unwilling to pay for products that
lack a clear sense of value.

So, every brand must be able to answer one simple question: "Why
should the customer choose me?" There are too many products in
the market that look and feel broadly similar. The brands that truly
stand out are those that understand exactly what they stand for,
communicate that position clearly and remain consistent over time.

Whether you are an established heritage name or an emerging
brand, ultimately you need to create something distinctive that no
one else can offer.

E When promoting an international brand, how do you
balance a consistent global identity with the need for local
relevance?

Successful glocalisation is not about choosing between a global
identity and a local market. It is about preserving a brand'’s core
values while adapting meaningfully to the culture and context of
each market.

Casio has a very clear brand DNA. We would never change the
fundamental promise of the brand simply for the sake of localisation,
butwhen it comes to execution, we absolutely have to consider what
is relevant in Hong Kong.

There was a time when putting a Western model in an advertisement
was immediately associated with prestige. Younger consumers in
Hong Kong today do not necessarily respond in the same way. Every
generation has its own cultural language. That is why we connect
with consumers through different touchpoints, whether that is sport,
vintage culture, local personalities or local IP.

A good example is the G-SHOCK collaboration with the Hong
Kong IP A Step into the Past. It connected the spirit of the brand
with a piece of local collective memory.

And we should never underestimate the potential of Hong Kong IP
simply because Hong Kong is a relatively small market. Hong Kong
is an exceptionally international city, and we have cultural icons that
are recognised globally. Bruce Lee is perhaps the clearest example.
So, | believe there is enormous potential for Hong Kong when it
comes to IP collaborations.

E You have worked closely with Casio for almost seven
years. Is there one moment that stands out as particularly
memorable?

If we are talking about something recent, it would definitely be the
sudden Casio Vintage buying frenzy in June this year.

Overthe past two years, we had already identified a growing interest
in retro aesthetics and changing consumer tastes, so we had been
investing more heavily in Casio Vintage. We expanded into new sales
channels, strengthened our visual merchandising, produced short-
form video and social content, and developed more local marketing
initiatives to reach a broader audience.

Then in June, an ordinary social media user suddenly posted about
Casio Vintage, highlighting the AQ-230 and AQ-240 in particular.

What was fascinating was that neither model was new. But the
watches were photographed beautifully, and the post sparked
conversations around value for money and how easy they were to
style.

Other people who already owned the watches then started posting
their own versions. People were discussing which colours looked
best, asking where stock was available, and the conversation kept
growing organically. Within two weeks, demand exploded. There
were queues outside stores, products sold out online, and resellers
even began offering sourcing services.

Because our sales team stays very close to the market, we understood
quite quickly what was happening. But this was not something that
could have been planned. If we could have planned it, we would
certainly have prepared a lot more stock in advance! Even the team
at Casio headquarters in Japan asked us, “What exactly is happening
in Hong Kong?"

Because the phenomenon was concentrated in Hong Kong, we had
to show them the social posts and the market response, explain that
these were not paid or arranged by us, and then coordinate with
them to bring stock into Hong Kong from elsewhere. Logistically, we
were able to react very quickly. The bigger challenge was deciding
how to allocate the limited stock. Retail partners suddenly started
calling us and saying, "We need stock, can you give us some?"We had
to distribute what we had as fairly as possible so customers across
different channels would still have a chance to buy.

What | find fascinating is that sometimes a product has been sitting
in front of consumers all along. People are simply waiting for a reason
to rediscover it.
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This particular moment also got people of all ages talking about
watches again. Even my daughter asked me if | could get her one.
Some customers bought several colours simply to coordinate with
different outfits, and even colleagues around the office were coming
up to ask whether | had any stock left.

For a retail market that had been relatively quiet, it was a real shot
in the arm. What made me happiest was not simply the increase in
sales. It was seeing a classic collection reignite people’s enjoyment of
wearing a watch.

E You are a keen hiker. How has hiking influenced your
approach to leadership?

I think hiking and running a business are actually very similar. Both
have highs and lows. There are difficult stretches, setbacks and
moments when you feel like stopping altogether.

During the pandemic, | started hiking much more frequently. On
one occasion, a friend took me to Sharp Peak. There were sections
where we literally had to climb using both our hands and feet. At
our age, without proper preparation, it could genuinely have been
dangerous.

That experience taught me something important: as a leader, you
cannot simply tell your team, “Keep going, if you are determined
enough, you will get there."You first have to understand your people.
You have to assess the environment and then set realistic goals. If
your team can comfortably walk for three hours today, you should
not force everyone to immediately walk for five. Let them build up
their fitness, then gradually increase the challenge. Business is the
same. You have to understand the market, the capabilities of your
colleagues and the resources available to you before deciding how
faryou can go next.

Hiking is also about teamwork. Someone chooses the route,
someone prepares food and supplies, and everyone looks out for
one another. A company operates in much the same way. You have
brand teams, marketing teams, sales teams and service teams, and
everyone plays a different role.

| also pay particular attention to negative feedback. If one customer
takes the time to complain, there could easily be another thirty or
even three hundred people who feel the same way but simply
never say anything. Real service is not only about taking care of
customers who are already satisfied. It is about understanding where
dissatisfaction comes from and then doing something about it.

Hiking taught me that leadership is not about reaching the summit
first. It is about understanding the people you are travelling with,
preparing the right route and resources, and ultimately helping the
whole team go further together.

E As someone who sees countless watches every day,
putting market hype and investment value aside, what kind
of watchmaking or design do you personally appreciate
most? And what matters most when choosing a watch for
yourself?
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| have always been drawn to watches with a simple, functional design,
for example, three-hand or small-seconds mechanical watches with
clean, uncluttered dials.

They are timeless and versatile. You can wear them with a suitin a
business setting or dress them down more casually, and they still
look appropriate.

That said, since working more closely with Casio, | have found myself
wearing G-SHOCK much more often. It has made me rediscover just
how convenient a digital watch can be.

| am very active; | play tennis, swim and go to the gym, so G-SHOCK
works extremely well for me. | do not have to worry too much about
knocking it or getting it wet. Many models now also have Bluetooth
connectivity, which is incredibly convenient because | travel
frequently. | can switch to the local time very easily.

That kind of convenience and functionality is something a traditional
mechanical watch cannot always offer.

So, in recent years, | have actually been wearing my mechanical
watches much less. But | do not see mechanical watches, digital
watches and smartwatches as competing categories where one
must replace another. Each has its own strengths and its own place.

For me, the most important thing is not choosing the watch the
market tells you is “the best” It is choosing the watch that best
suits what you are doing at that particular moment. | might wear
one watch to a meeting, another when exercising and something
completely different when travelling. That freedom to choose is part
of the pleasure of wearing watches.

ﬂ What advice would you give younger consumers who
are curious about mechanical watches but have a limited
budget? How should they begin building a collection, and
what should they look for in their first watch?

| strongly encourage younger people to take that first step. An
interest in watches should never be limited by price.

To me, collecting is something you build gradually, starting with
practicality and, over time, developing a more emotional connection.

For a first watch, | would not recommend immediately chasing
something expensive or complicated. It should be durable enough
for daily use, offer good value, feel comfortable on the wrist and,
most importantly, be something you genuinely like.

| place a lot of emphasis on affordability. Starting a collection does
not mean you suddenly have to spend tens of thousands of dollars
on a watch. Take your time. If your first watch happens to be a
Pokémon collaboration that you genuinely love, there is absolutely
nothing wrong with that.

What matters most about afirst watch is the sense of companionship
it develops.

When you wear a watch every day, you naturally begin to notice the
shape of the dial, the materials, the weight and how it feels. Then
perhaps you become curious about the brand's story, and from there
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you start exploring different forms of watchmaking and
craftsmanship. That interest develops layer by layer.

You can also begin building a small wardrobe of watches
according to your lifestyle, perhaps something for work
and formal occasions, something sporty and casual, and
something more expressive or fashion-led. As your budget
and experience grow, you can then move into more
sophisticated mechanical watches. By that stage, you will
already have developed enough experience and aesthetic
awareness to appreciate movement architecture, finishing
and hand assembly on a much deeper level.

Learning about watches is also far easier today than it used
to be. You can read watch media, explore brand content
and attend workshops, exhibitions or events organised
by the Federation. The most important thing is to remain
curious and not feel that you have to arrive at the final
destination immediately.

n What role would you like the Federation to play
in brand promotion in the years ahead?

| hope the Federation can evolve beyond being simply a
platform that connects people within the industry, and
take on a more proactive role as both aleader and a bridge.

On one hand, it can encourage more cross-disciplinary
collaboration, bringing together traditional watchmaking,
technology-driven brands, local brands, and even the
worlds of culture, design, art and youth culture.

On the other, | think it is extremely important that we
nurture the next generation’s interest in watches. Young
people today discover and engage with watches in a
completely different way from previous generations. If
we continue speaking to them using the same methods
as before, it will be difficult to spark genuine interest. The
Federation can therefore do more through education,
hands-on experiences and cultural initiatives, allowing
younger audiences to enter the world of watchmaking
through design, fashion and technology, and gradually
discover the craftsmanship behind it.

Hong Kong has long been an important international
watch market. If the industry can continue to innovate
while also cultivating the next generation of consumers,
| believe Hong Kong will continue to hold a very strong
competitive position.
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When you are under enormous pressure, what helps you unwind?

| exercise regularly, so perhaps that has helped me build up a fairly high
tolerance for pressure, When work becomes particularly intense and | feel
myself getting close to burnout, | will arrange a few more games with friends,
exercise and work up a good sweat. That usually helps me reset.

What is your life motto?

"Never stop learning”

The world around us is constantly changing. Five years ago, for example, we did
not have anything like the range of Altools and assistants we use in our work today.

For me, the most important thing is to keep an open mind, remain curious and
continue absorbing new ideas and information throughout your life.

Can you share an important moment in your life, and the watch you
were wearing that day?

On the day | married my wife, | wore a Rolex 369 that my younger brother had
given me. For me, that watch has never really been about its value. Itis the memory
of that day that it carries with it.

If you had to describe the next decade of the watch industry in one
sentence, what would you say?

"There is always another way forward”

There is a Chinese saying: "If the mountain will not move, change the road; if the
road will not change, change yourself; and if you cannot change yourself, change
your mindset”

The watch industry has faced many challenges over the years, from economic
uncertainty to profound changes in the way people live and consume. That means
we have to keep innovating and creating new opportunities. It is much like hiking.
If the path ahead is blocked, you find another route. There is always another way
to reach your destination.

If you could have dinner with someone from your past, who would you
choose, and which watch would you wear?

I would choose my mother, and | would wear the first watch she ever bought
for me.

| have kept that watch since | was young. She was the person who first
taught me how to tell the time, but looking back, | realise she was teaching
me something more than how to read a watch. She was also teaching me
the importance of being punctual and respecting other people’s time. That
meaning has stayed with me, and to me it is far more valuable than the watch
itself.
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Time Flows, Civilisation Echoes

In conversation with Mr. Chang Wei

Member of the GPHG Academy, Council Member of the Horology Committee,
China Society of Cultural Relics, and Contributor on Chinese Horological
History to Oxford University's A General History of Horology

A watch has never been merely an instrument
for measuring time. From the mechanical clocks
of the late Middle Ages, through the Renaissance
and the Enlightenment, and into the modern
industrial age, the nearly eight-hundred-
year history of horology can also be read as a
history of how humanity has understood time,
pursued precision, shaped aesthetics, and
passed knowledge and craftsmanship from one
generation to the next. Science, art, religion,
trade and the meeting of Eastern and Western
cultures have all left their traces on the objects we
use to measure time.

Today, when a phone can tell us the time instantly
and a smartwatch can manage health data,
messages and daily routines, a purely mechanical
watch may seem further removed from practical

necessity than ever. Yet in Chang Wei's view, that
is precisely what makes its irreplaceable value
clearer. A watch carries more than gears and
escapements. It carries the legacy of scientific
discovery, the touch of the craftsman, the imprint
of cultural exchange, and humanity’s centuries-
long attempt to understand time itself.

As artificial intelligence, digital manufacturing
and global markets continue to reshape the
watch industry, technology will evolve and tastes
will change. What concerns Chang more are
the things that endure: how a craft becomes a
tradition, how history gives a brand its soul, and
how a timepiece becomes a vessel for memory
and emotion. To understand a watch is not only
to understand how it keeps time, but also whereit
came from and what kind of age it has witnessed.

m You have long advocated what you call the “humanistic
spirit of horology” In an age when everything can be
digitised and smartwatches are everywhere, what emotional
and cultural value does that humanistic spirit still hold for
today’s consumer?

The material and the spiritual are not contradictory. In fact, material
culture often reflects the spirit of its age. Today, reading the time
could hardly be easier because we live in an era of instant access to
information. The instruments we use to measure time have always
changed. When future generations look back on our own period,
smartphones and other digital devices may well be regarded as
timekeeping instruments too. But the human spirit has continuity.
It does not disappear simply because one era gives way to another.
Human beings remain at the centre of history, and the timepiece,
as a man-made object, represents both the history of measuring
time and our long pursuit of ever more precise instruments. Human
aspiration runs through that entire story, and it is what gives the
development of horology a discernible thread. The more a modern
consumer appreciates the physical object, the more likely they are
to recognise the spirit behind it emotionally. The more they value its
history, the more deeply they can understand that spirit culturally.

E You also speak often about the “enlightenment of
horology”. Mechanical watchmaking developed alongside
the Scientific Revolution and the Enlightenment. How can
that historical depth translate into real influence for modern
brands, commercially as well as culturally?

Horology was born in the late Middle Ages, grew during the
Renaissance, developed through the Enlightenment and matured
in the modem industrial era. Altogether, we are looking at a history
of almost eight hundred years. When | think about the influence
of watch brands globally, | tend to divide it into three cultural
dimensions: product culture, brand culture and national culture.
Product culture is the story carried by a particular watch or collection.
Many of the Swiss watches that become enduring commercial
successes do so because that product culture is repeatedly renewed
and retold. Brand culture is the history of the brand itself and the
values it continues to uphold. National culture reflects the beliefs,
identity and collective spirit associated with a particular country
or people. Together, these three dimensions form a kind of point,
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line and plane through which the wider world of horology can be
understood. They also provide the broader context for what | mean
by horological enlightenment. None of them can be separated from
history. Products, brands and even nations are themselves products
of history. When we study watches, we are in many ways studying
history. It is these cultural layers, formed through horological history,
that give a modermn brand its soul.

E As a member and nominator of the GPHG
Academy,youhavespentyearsobservingwatchmaking
aesthetics at an international level. What changes have
you seen in Western watchmaking in recent years, and
is Eastern aesthetic thinking beginning to influence
high-end watchmaking more deeply?

As someone who lives in China but has spent much of my
professional life studying Western watchmaking, the period |
have witnessed most closely is the development of the industry
since 2000. It has also been one of the more challenging
periods in the globalisation of Western watchmaking, with
the financial crisis of 2008 and then the pandemic beginning
in 2019. Major fluctuations on the market side inevitably
influence the way manufacturers think about products. In
simple terms, one noticeable aesthetic shift has been towards
greater use of colour on dials, while on the craft side there has
been a renewed emphasis on engraving and related decorative
techniques. At the highest level of watchmaking, the dominant
aesthetic and cultural narrative is still largely Western. However,
for the Chinese market, zodiac-themed watches have become
a regular annual presence. More significantly, the traditional
Chinese calendar has begun to influence actual horological
functions. Brands such as Blancpain and Parmigiani Fleurier
have developed complicated watches inspired by Chinese
calendrical systems. That goes beyond simply adding an
Eastern motif to a dial. It brings Chinese cultural thinking into
the mechanics of the watch itself.

m As a council member of the Horology Committee of
the China Society of Cultural Relics, you have met many
collectors with a deep understanding of watch history.
Brands often struggle to balance historical tribute with
bold innovation. What does genuine heritage look like
to you?

There is one phrase | believe very strongly: antique watches are the
best teachers. The historic brands that survive today have passed
through both the pocket-watch era and the wristwatch era. Even
a completely new and innovative brand cannot emerge from
nowhere. It still grows from the soil of tradition. By that soil, | mean
the people, events and objects left behind by nearly eight hundred
years of horological history. To recognise those resources and know
how to use them is, to me, the essence of genuine heritage. That is
why established brands so often have their own museums.They are
not simply displaying historic objects. They are also helping people
understand why certain things became classics in the first place.
There is not an enormous gulf between classicism and innovation.
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A classic from the past can become the starting point for innovation
today. Breguet patented the tourbillon in 1801, and more than two
centuries later we are still seeing new interpretations of the tourbillon.
True heritage is not about reproducing the past unchanged. It is
about understanding why something mattered, and allowing it to
live again in a new era.

E Hong Kong and mainland China have strong technical
foundations in watchmaking, but are sometimes seen as
lacking cultural narratives. If we want to build an “Eastern
horological aesthetic”, where should we look for inspiration?

If we take 1601, when Western clocks entered the Chinese imperial
court, as a starting point, then China's relationship with horology
has already lasted for more than four centuries. Throughout that
long period, watches and clocks were continually bought, used
and collected here. One particularly important chapter came in the
nineteenth century with what are known as the Chinese calibre
watch. From the perspective of technical history, they originated



in Britain, drew influence from France and matured in Switzerland.
From the perspective of art history, they brought together painting,
engraving, jewellery and other traditional crafts. Culturally, they
crossed the boundaries between Eastern and Western civilisation. In
the West, they helped create a distinct category of “Chinese market
watches] while in China they helped establish local standards and
tastes around the watch itself. They also inspired poetry, painting and
other cultural responses. So although the "Chinese calibre watch”are
an old subject in horological history, | believe they can also become
a new point of departure for understanding an Easten horological
aesthetic. There is a great deal to be gained from revisiting them.

ﬂ Al, 3D printing and other technologies are reshaping
watch manufacturing, even making it possible to reproduce
highly complex historical structures. Will historical depth
and hand craftsmanship become the industry’s final line of
defence?

Technological innovation has certainly transformedthe philosophy of
manufacturing. As CNC and other digitally controlled machines have
evolved, many watch components that once had to be produced
entirely by hand can now be made rapidly through increasingly
intelligent machinery. Many of the complicated mechanical
innovations we have seen in recent years are closely connected to
those advances. But | see these technologies as external tools of
watchmaking. They solve practical manufacturing problems. For an
industry to survive over the long term and reach a certain level of
cultural significance, however, it still has to remain centred on its core.
In watchmaking, historical depth and hand craftsmanship are not
so much the last moat around the industry as they are the qualities
that have allowed century-old brands to survive in the first place. No
matter how far technology advances, it exists to support that core.
The more elevated the brand, the more it tends to emphasise the
value of hand craftsmanship, because that remains part of the DNA
of watchmaking and cannot simply be engineered away.

E Many younger consumers first enter the world of
mechanical watches through investment, resale value or
social status, without necessarily understanding the history
behind them. If you were introducing them to watch culture,
how would you encourage them to discover the soul of a
watch?

Investment, value retention and social status are very real parts
of the way younger people understand watches today, and we
have to acknowledge that. But | would also say that this is only an
introductory level of understanding. The origins of horology were not
rooted in secular society, but in religion. Nor is watch culture limited
to practical function. It also involves emotion and memory. In many
antique watches, we find inscriptions. Some record gifts between
individuals, while others mark pieces commissioned for particular
family members. No matter how much time passes, those engraved
words continue to preserve relationships between real people in a
particular place and period. They invite later generations to study
and remember them. To appreciate the soul of a watch, you need to
move into the realm of perception. You need to understand where

its craft and functions came from, but you also need to create your
own story with the watch. When a watch stops being only part of
someone else’s brand story and begins to carry your own memories,
its meaning changes completely.

E The Federation of Hong Kong Watch Trades & Industries
Ltd. has long played a role in connecting the industry’s past
and future. What kind of leadership could the Federation
provide through cultural exhibitions and historical exchange
between Hong Kong, mainland China and the wider
international community?

Founded in 1947, the Federation is one of the most important
watch industry organisations in Asia and is approaching its
eightieth anniversary. It is an organisation that brings together
both commerce and industry. It has not only served as an important
platform connecting Hong Kong with major Western watch brands,
but has also helped support the development of local brands.
With the geographical advantages of the Greater Bay Area and
the international influence of the Hong Kong Watch & Clock Fair, |
believe the Federation is well placed to present more culturally
focused exhibitions, forums and training programmes. The recent
24th Asian Horological Trade and Industry Promotion Conference
organised by the Federation is already one of the largest and most
influential industry conferences of its kind in Asia. Hong Kong also
has many stories of East West horological exchange that remain
to be explored, as well as a strong community of watch collectors.
| believe the Federation could bring those collectors together for
exhibitions while also encouraging deeper academic exchange
around horological history. | am sure collectors and researchers from
mainland China would be enthusiastic participants as well.

ﬂ After studying so much of watchmaking history and its
humanistic traditions, which historical watchmaker do you
admire most?

Horological history is vast, both geographically and culturally,
and it has produced countless masters. But if | had to name the
watchmaker | admire most, it would also be the first master |
encountered personally: Kiu Tai Yu. He was born in Suzhou and
moved to Hong Kong in 1980. In a small workshop in Central, he
created Asia’s first tourbillon wristwatch and later invented his
own “mystery tourbillon” construction, securing related patents in
Switzerland, the United States and China. When | was still a student
in the 1990s, | read interviews with him and hoped that one day |
might be able to meet him and learn from him directly. I finally met
him at the Shenzhen Watch & Clock Fair in 2001, and we went on to
develop a close friendship. What made him a master began with his
passion for collecting watches. That passion led him to understand
the importance of learning from the past while adapting it for the
present, and of absorbing Western techniques while expressing them
through a Chinese perspective. His work combines the aesthetic
sensibility of the Chinese literati tradition with the technical heights
of Western watchmaking. That has influenced me deeply.
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ﬂ When choosing a watch for yourself, are you more drawn
to mechanical complexity or to the history carried by the
watch?

| own quite a few watches, mainly from China and Switzerland. The
first Swiss watch | chose was from Dubey & Schaldenbrand, a brand
many younger collectors today may not know. | was attracted to it
because of its history with chronographs, and that was really the

BT

beginning of my long fascination with them. A chronograph is
already a mechanical complication, and watches of this kind often
come with particularly rich stories. So if | had to choose between
mechanical complexity and historical culture, | would still choose the
history. By coincidence, | recently acquired another early Dubey &
Schaldenbrand chronograph that is probably around sixty years old.
My collection has become much larger over time, but the reason |
began collecting has never really changed.

When you are under What is your life Can you share an If you had to describe If you could have

enormous pressure, motto? important moment  the next decade of the dinnerwith someone
what helps you in your life, and the  watch industryinone  from your past, who
unwind? watch you were sentence, what would would you choose, and
wearing that day? you say? which watch would
you wear?
Looking at the pocket "Choose what you love, In 2016, | presented an ‘Chinese watchmakingis | would choose Edouard
watches in my collection. and love what you award at the GPHG forthe  precious, and its futureis ~ Bovet in the nineteenth
choose” first time. | was wearing a full of promise! century, and | would
Peacock double-tourbillon wear the Huaxia Shichen
watch. watch, a collaboration
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Hanson was founded in 1964. We
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precision processing with passion and
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Hong Kong'’s watch industry has endured not simply because of its manufacturing strength, but because of its

ability to reposition itself whenever the landscape changes. Former Chairman and then Honorary Advisor of
the Federation, Jackson Lam spent years at the forefront of the industry, withessing shifts in markets, supply
chains and technology, and watching Hong Kong watch companies repeatedly find new ways forward. To him,
the real source of resilience lies in a deeply rooted industrial spirit: the determination to compete, the refusal to
give up, a constant drive to innovate, and the willingness to evolve with the times.

Today, the global market is being reshaped once again. Growth in mature Western markets is slowing, while
the Middle East, India and Southeast Asia are emerging as increasingly important centres of demand. At the
same time, “Made in China” is moving steadily towards “Created in China”. Lam sees this not as an erosion of
Hong Kong’s traditional strengths, but as an opportunity to redefine them. With mainland China’s integrated
supply chain behind it, international markets ahead of it, and decades of expertise in precision manufacturing,
branding and global business, Hong Kong is well placed to become what he calls an “international catalyst’,
connecting technology, brands and markets. New technologies may expand the possibilities, while traditional
craftsmanship continues to protect quality. If the two can move forward together, he believes the next ten

years could become another golden decade for Hong Kong watchmaking.

n You have spent many yearsin Hong Kong'’s watch industry
and witnessed it evolve from a major global export centre
through successive waves of technological and economic
disruption. Where does its resilience ultimately come from?

The fundamental resilience of Hong Kong's watch industry comes
from its unique position of being rooted in the mainland while
facing the world. We benefit from mainland China’s complete supply
chain and enormous market, while at the same time maintaining an
international outlook and the ability to respond quickly to change.
From the quartz revolution to today’s smartwatch era, Hong Kong
has repeatedly been able to adjust because we have highly flexible
production networks and a generation of entrepreneurs with a
strong ability to adapt. More importantly, there is something deeply
ingrained in Hong Kong industrialists: a willingness to work hard, a
refusal to admit defeat and a constant desire to innovate. That is why,
whenever the industry is disrupted, we eventually find a place for
ourselves in the next era. | have always remained confident about
the future of Hong Kong watchmaking.

ﬂ When you were Chairman of the Federation, you were
leading the industry from the front. Later, as an Advisor,
did stepping back give you a different perspective? What
strategic mindset does the industry need today?

As Chairman, | was much more involved on the front line, helping
members explore business opportunities and building bridges
between different parts of the industry. As an Advisor, | was able to

look at things from a broader and more objective perspective, reflect
on what we had learned and give something back to the industry
through that experience. | have always believed that the Federation
is one of the most important platforms for bringing the industry
together. When people from manufacturing, branding and retail
exchange ideas and collaborate, the collective strength is far greater
than anything they could achieve individually. In today’s complex
global economy, | would summarise the mindset we need in eight
Chinese characters: “Open collaboration, prudent innovation.”
Openness allows us to see opportunity. Collaboration allows us to
combine our strengths. And innovation, pursued with discipline
rather than haste, gives us a sustainable way forward.

m Traditional European and US markets have become
increasingly mature. What untapped opportunities do you
see in Southeast Asia, the Middle East and India?

Hong Kong's watch industry was historically very focused on Europe
and the United States, but as economies in Southeast Asia, the Middle
East and India grow, both purchasing power and expectations of
quality are rising. Demand for high-end precision metal products is
increasing with them. | am particularly optimistic about the Middle
East. Luxury consumption is becoming more sophisticated there,
and customers have a strong appetite for distinctive design and
exceptional craftsmanship, which aligns very well with the precision
manufacturing strengths of Hong Kong's watch-component sector.
India, meanwhile, has an enormous and relatively young consumer
population and is becoming a major strategic market for many
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international brands. Hong Kong companies have spent decades
serving some of the world'’s leading watch brands and have built up
considerable expertise in craftsmanship, quality control and supply-
chain management. As supply chains are reorganised around these
emerging markets, there is still significant untapped potential.

ﬂ China is moving from “Made in China” towards “Created
in China" What distinctive role should Hong Kong's watch
industry play in that transition?

Hong Kong's watch industry originally developed through OEM
manufacturing, gradually becoming an indispensable partner to
leading international watch brands through its high standards in
precision metalworking. Today, mechanical movements developed
independently in China have reached a level of quality that is
increasingly recognised internationally. That is a very important
signal. Watches from Hong Kong and mainland Chinese brands
using domestically developed movements are also beginning to
gain recognition overseas.

In this transition from “Made in China” to “Created in China’, | believe
Hong Kong is best placed to act as an “international catalyst” We
can use our international perspective, branding and marketing
experience, and manufacturing expertise to help mainland
companies strengthen their design language and brand value, while
also bringing international standards and market intelligence back
into the upstream supply chain. For Hong Kong, this is an important
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opportunity to move further into higher-value areas of the industry
and reinforce its role as an important international watchmaking hub.

E The Federation is now seeing more third-generation and
younger entrepreneurs take over family businesses. What
happens when their interest in new materials and wearable
technology meets the industrial discipline of the previous
generation?

The development of Hong Kong's watch industry has always
depended on two things: inheritance and innovation. Younger
entrepreneurs bring new perspectives in areas such as materials
science and wearable technology, injecting fresh thinking into
traditional manufacturing. At the same time, the previous generation
brings decades of accumulated craftsmanship and a rigorous
attitude towards quality. That protects the standards on which the
industry was built.

This is not simply a matter of one generation replacing another.
It is a combination with tension, but also real complementarity.
Traditional craftsmanship provides a degree of warmth and precision
that cannot easily be replicated, while new technologies expand the
possibilities of what can be created. Bringing the two together allows
Hong Kong watchmaking to move naturally between its traditional
foundations and the intelligent age, retaining deep roots while
remaining capable of embracing the future.



E Smartwatches are now everywhere, yet traditional watches continue to
have a strong market. What can a finely crafted mechanical watch carry that
a digital device never can?

A: Smartwatches have undoubtedly become important everyday objects, combining
technology with practical functions, and those functions will only become more
powerful as the technology develops. But one interesting consequence is that
smartwatches have encouraged many younger people, as well as people focused
on health and fitness, to start wearing watches again. In that sense, they are helping
society rediscover the habit of wearing something on the wrist and indirectly
introducing more people to watch culture. So | do not necessarily see smartwatches
as the enemy of traditional watchmaking. They may even become a gateway into it.

What a traditional mechanical watch carries, however, is something a smart device
cannot replace. If properly cared for, a mechanical watch can be passed from one
generation to another and become part of afamily’s memory. It can witness weddings,
births, achievements and farewells. Within it are the watchmaker’s attention to every
gear and every bevel, the designer’s interpretation of beauty, and the wearer’s own
sense of style and taste. It is not simply an instrument for telling the time. It is a form of
“time art"that can be carried with you. That human warmth and emotional connection
cannot be reproduced by the digital world.

E You have led both businesses and the Federation through many difficult
decisions and crises. What management philosophy has served you best?

"

| would summarise it in eight Chinese characters: "People first, prudent innovation.
Respect every member of the team and build long-term mutual trust. That is the
foundation of everything. On top of that, you have to remain open to innovation, but
innovation itself must be pursued steadily. Do not rush for quick results and do not
blindly follow trends. That philosophy has helped me remain clear-headed through
many important decisions and difficult moments, and it continues to serve me today.

E Where do you see the biggest strategic opportunity for Hong Kong's
watch industry over the next decade?

| believe the biggest opportunity lies ina deeper integration of precision craftsmanship
and new technology. Hong Kong's metalworking expertise has always been one of our
great strengths. If we combine that with wearable technology and materials science,
we can create more differentiated products with significantly higher added value.

At the same time, Hong Kong and mainland Chinese watch brands are entering an
important phase in their international development. As Chinese movements gain
greater recognition overseas, and with Hong Kong contributing its intemational
perspective and branding experience, | believe we have every ability to secure
a meaningful place in the global high-end market. If these two forces, precision
technology and international brand development, truly come together, the next
decade could be a golden one for Hong Kong watchmaking.

E With geopolitics becoming more complex and the digital economy
changing so quickly, what one piece of advice would you give the younger
generation now taking responsibility for the future of Hong Kong
watchmaking?

“Resilience and innovation.” In today’s complex geopolitical and digital environment,
the next generation needs the resilience to hold on to craftsmanship while also having
the courage to innovate and break new ground. Only then can they carry the industry
forward and create another strong chapter for Hong Kong watchmaking.

When you are under enormous pressure,
what helps you unwind?

Having a meal and a good conversation with
family and friends, taking a short trip for a change
of scenery, or simply exercising and working up a
sweat are the most effective ways for me to unwind.

What is your life motto?

"Progress with stability, innovate without stopping!”

Can you share an important moment in
your life, and the watch you were wearing
that day?

On the day | married my wife, | wore one half of a
matching pair of Cartier watches. They represented
the promise we made to each other, and | still treasure
mine today.

If you had to describe the next decade of the
watch industry in one sentence, what would
you say?

"Break through the challenges, and let the brilliance
return!

If you could have dinner with someone from
your past, who would you choose, and which
watch would you wear?

| would choose Emperor Taizong of Tang, Li Shimin.
The Tang dynasty was one of the great golden
ages of Chinese craftsmanship and divilisation. |
would wear a contemporary watch powered by
a high-end mechanical movement developed
independently in China, perhaps a tourbillon or
perpetual calendar. | would want to show him how,
more than a thousand years later, craftsmen on
this same land are still using gears and hairsprings
to continue the precision story of "Created in
China" It would be both a tribute to history and an
expression of confidence in contemporary Chinese
watchmaking.
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A World of Its
Own

In conversation with Mr. Samuel Lee
Advisor of the Federation of Hong Kong
Watch Trades & Industries Ltd.

ﬂ You have lived through numerous economic cycles and
major shifts in consumer behaviour. How have you learned
not to be driven by short-term anxiety when the market
changes so quickly?

Over so many years, | have experienced plenty of economic highs
and lows. One characteristic of a family business is that things tend
to develop step by step. You do not suddenly change everything
simply because a particular part of the market becomes fashionable.
In the past, we grew alongside our customers and developed long-
standing relationships with brands, so our business was relatively
stable compared with retail models that depended heavily on tourist
traffic.

Clients atthe higherend of the watch market also tend to be relatively
mature. Economic cycles certainly affect them, but very often the
quality of a brand’s new products has an even greater impact on
sales. So | have always felt that there is little benefit in allowing
yourself to be carried along by the market’s mood from day to day.
In the long term, the quality of the product and the relationship you
build with your customers matter far more.

E Independent watchmaking is now firmly in the spotlight,
but you were already paying attention when it was still
extremely niche. What first drew you to it?

| began attending the Swiss watch fairs in 1982. By the 1990s, there
were already sections where independent watchmakers could
present their work. They would often stand there themselves and
speak directly to visitors. But at the time, many of them had no
real international sales network. Production was extremely limited,
prices were not low, and it was difficult for the average customer to
understand who they were or what they were making.
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The real tuming point, in my view, was the internet. From around
2000 onwards, independent watchmakers suddenly had a way to
present their work, philosophy and individual characteristics directly
to people around the world. Before that, the market was largely
shaped by the advertising power and distribution networks of the
major brands. The internet gradually changed that.

We began looking more closely at distinctive German watchmaking
and other smaller brands. What attracted me was never simply that
they were small. The watches had something of their own. German
watchmaking, for example, has a very distinctive language in its
movement architecture, plates and details such as gold chatons.
It is different from the Swiss tradition. When the wider market is
not yet familiar with something, but you can already see genuine
craftsmanship, strong design and long-term potential, then it is
worth introducing slowly to your clients.

E At a time when the market was still dominated by
established names, what did you look for when deciding
whether to work with a smaller or independent brand?

The first thing was always the movement and the craftsmanship: the
design, the finishing, the construction, and the watchmaker’s own
background. What had they made before? Where had they worked?
Those things tell you a great deal about their ability and foundation.

But being able to make a good watch is not enough. Many
independent watchmakers are artists by nature, but once you
enter a commercial market, you also have to deal with delivery,
communication, after-sales service and long-term development. Can



A mature collection is not necessarily one that contains more watches. Often, it begins
when a collector understands why certain pieces matter to them.There was a time when the
Asian market was dominated almost entirely by established maisons, while independent
watchmaking occupied little more than a quiet corner of the industry. Today, collectors
are increasingly drawn to smaller production runs, more distinctive design languages and
watches that bear the unmistakable hand of an individual watchmaker. To Lee Wing On, this
is more than another passing trend. It is a natural consequence of a market becoming more
sophisticated in its tastes.

Sincethe 1980s, Lee hastravelled regularly to the Swiss watch fairs and watched independent
watchmaking move gradually from the fringes of exhibition halls towards the centre of
serious collecting. He has also seen many names disappear once the initial excitement
faded. For him,independence in itself is never a guarantee of value. What matters is whether
a watch has a language of its own, whether the watchmaker possesses genuine ability,
and whether a brand can establish a lasting position somewhere between craftsmanship,
commerce and time.

Theinternet has madeit possibleforasmallindependent brand to becomevisible aroundthe
worldalmostovernight, butit hasalsoamplified demand, pricingand hype atunprecedented
speed. Lee therefore places even greater importance on the things that have not changed:
the proportions, texture and details that can only truly be appreciated with a watch in hand;
the history and stories behind a brand; and a collector’s ability to form an opinion beyond
the noise of the market. To him, the real opportunity for independent watchmaking lies not
simply in being niche, but in creating something sufficiently distinctive that, even in a world
of endless choice, people are still willing to stop and look.

you fulfil an order on time? How do you respond when something
goes wrong? Are you willing to understand the market, or do you
exist entirely within your own creative world?

So we would look not only at the watches themselves, but also at the
person behind them: how they worked, how they communicated,
and whether the brand had room to develop. A good watch may be
the beginning, but building a brand that can survive over the long
term requires much more.

m Independent watchmaking has attracted enormous
attention in recent years. What does that tell you about how
collectors themselves have changed?

High-end independent watchmakers generally produce very small
quantities, and their designs tend to be much more personal, with a
strong individual identity. There are not many independent brands
producing more than a thousand watches a year. The internet has
allowed them to communicate directly with collectors around the
world, which naturally gives them much more room to survive and
grow.

At the same time, once high-end collectors reach a certain stage,
they begin looking for new ideas, unusual craftsmanship and pieces
that are harder to find. They no longer necessarily want another
watch that everyone already recognises. They want something more
personal within their collection.

But the market today is also very different from before. The internet
means that when a genuinely good product appears, the whole
world can discover it almost immediately. Supply and demand
become extremely unbalanced, premiums emerge, and the best
watches become very difficult to obtain. Collecting used to contain
more of a sense of discovery, almost like treasure hunting. Today we
have far more information, yet in some ways it has become harder to
find something truly worthwhile at a reasonable price.

E There are more independent brands than ever. What
allows a new name to endure rather than simply become
fashionable for a few years?

For an independent brand, product design remains the most
important element. Does the watchmaker genuinely have the
ability? Does the work have a clear identity? If you place the watch
among everything else in the market, can you immediately see why
it is different?

There are many products today that are broadly similar, so one of the
hardest things is communicating your own position very clearly. Look
at successful independent brands: their watches are often visibly
different from conventional watchmaking, so people can understand
very quickly what they stand for.

But design alone is not enough. You also need to consider the
watchmaker's technical ability, production capacity, business
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model and potential for long-term development. A watch does not
automatically become valuable simply because very few are made.
Ultimately, collectors need to ask: is this person genuinely operating
at the level of a master? Will people still recognise the importance of
the work ten or twenty years from now?

E The internet has helped independent watchmaking
reach a global audience. Can an independent brand today
succeed purely online, or does physical retail still matter?

I still think the physical experience is necessary.The great value of the
internet is that it allows brands to communicate their information,
design philosophy, history and the story of the watchmaker to a
much wider audience. But a watch is still an object that needs to be
experienced physically.

Once you actually put a watch on your wrist, you begin to understand
its weight, proportions, texture and details. Photography and video
can communicate many things, but they cannot fully replace that
experience. So | do not think the future is simply online or offline.
Both are necessary. Onlineallows people to discover you; the physical
experience allows them to truly understand the product.

E Hong Kong is a highly concentrated retail market, and
mono-brand boutiques have become increasingly common.
Do you think high-end watch retail will continue moving
towards single-brand stores, or is there still a future for multi-
brand retail?

Hong Kong is geographically small and the luxury market is highly
concentrated, so it is relatively easy for brands to operate their own
boutiques. With perhaps two or three locations, a brand can already
cover a large proportion of the high-end market. That naturally
means there are fewer opportunities than before for traditional
retailers carrying a very large number of brands.

Multi-brand retail will not disappear, but it will become increasingly
demanding. If you are selling brands with very high consumer
awareness, that is naturally much easier. If you are carrying newer
names, niche brands or independent watchmakers, however, you
need an exceptionally strong sales team. They are not simply selling
a watch. They need to explain the brand, the craftsmanship and why
the product matters.

R EEm

s 3 <

128 =& Featured Topics

"

So multi-brand retail still has a role, but simply offering “more brands
is no longer enough. The retailer needs genuine curatorial judgement
and deep product knowledge.

ﬂ You once said that trends are like the hands of a watch:
eventually they come around again. After sports watches
and the revival of vintage aesthetics, where do you think the
market is heading next?

I do not see one enormous new trend emerging yet, but | suspect the
next few years will involve something of a return to basics. Watches
may become simpler, more personal and easier to wear. | think sizes
around 36 to 39 millimetres will remain important. Dials can still have
interesting textures and finishes, but the overall design may become
more restrained, with greater emphasis on fine craftsmanship.

Brands will always produce one or two bolder statement pieces each
year, of course, but the watches that support the majority of sales
tend to be those that are relatively easy to understand and easy
to wear. With the global economy having become more volatile in
recent years, | also expect manufacturers to become somewhat more
conservative in their product strategies.

ﬂ Now that you are no longer on the front line of retail, has
the way you look at watches changed?

Fundamentally, not very much. A genuinely good product, and
the history and story behind a brand, remain important to me. |
have always been drawn to complicated mechanical watches and
particularly to brands that develop their own movements.

When | was working in retail, what | wore naturally reflected the
brands we represented to some extent. If a particular watch was
extremely popular and supply was very limited, we would not
necessarily buy one ourselves when customers were already unable
to get hold of it. Now that | no longer have that responsibility, | can
explore brands | did not previously work with or buy for myself. That
has opened up my choices, but the fundamentals of how | judge a
good watch have not changed.

E If a younger collector has a limited budget but a genuine
passion for mechanical watches, how would you advise them
to begin?
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I would suggest starting with relatively mainstream and straightforward products.
Not because mainstream automatically means better, but because there is usually

far more information, discussion and reference material available. That gives you
the opportunity to develop your own judgement gradually.

There are many online forums, brand communities and collector groups today.
You can listen to people who are passionate supporters of a brand, but also to
those who offer a different perspective. Look at how a brand presents itself, then
compare that with how other collectors and independent voices assess it. That
comparison can teach you a great deal.

Most importantly, decide what direction you want your collection to take. Some
people prefer classic watches, some like sports watches, some are fascinated by
complications, and others become deeply interested in one particular brand. Many
people buy a little of everything at first and only later discover what they genuinely
like. That is perfectly normal.

Asforinvestment potential, | would put that further down the list. Over time, factors
such as the uniqueness of the product, production volume, brand positioning and
how it compares with other watches in the market will all influence its future value.
For someone beginning a collection, leaming how to look at a watch, understand
craftsmanship and understand your own taste is far more important than chasing
appreciation from the outset.

E After seeing so many changes in the market, what do you still hope to
see from Hong Kong's watch industry?

Hong Kong remains an extremely important market for watches, both in terms
of imports and exports. It also has a very deep watch culture, with sophisticated
consumers and a strong appreciation of quality and taste.

That is why | still believe there is considerable room for Hong Kong's watch industry
to develop. Markets change, retail models change and fashionable brands come
and go, but if the industry continues to work hard and evolve, Hong Kong will
continue to have its own place in the international watch world.
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When you are under enormous pressure, what
helps you unwind?

An hour of exercise, followed by a shower. Oncel
have calmed down, | can usually think about things
more clearly.

What is your life motto?

Stay positive and optimistic, work hard and sincerely, and
always look at things from more than one perspective.

Can you share an important moment in your
life, and the watch you were wearing that day?

| have never really associated a particular life moment
with one specific watch. For many years | worked in retail,
so what | wore was usually connected to the brands

we represented at the time. Now that | am no longer in
retail, | have actually started exploring and buying brands
that | did not previously have the opportunity to wear.

If you had to describe the next decade of the
watch industry in one sentence, what would you
say?

"Global giants and independent watchmakers will
increasingly coexist at opposite ends of the market! The
largest groups will continue to become more powerful,
while smaller independent brands with distinctive
identities will gradually grow. The greatest challenge
rmay actually fall on the brands in the middle that lack a
clearly differentiated position. The map of the industry
will be redrawn.

If you could have dinner with someone from
your past, who would you choose, and which
watch would you wear?

| would choose Abraham-Louis Brequet, one of the
great figures who shaped modern watchmaking,
and | would wear a contemporary Greubel Forsey. |
would love to see his reaction if he could hold one
of today's most advanced examples of independent
watchmaking and discover just how far horology has
travelled since his time.
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In conversation with Mr. Anthony Tsang

Head of Marketing & Digital,
Greater China Region, Oriental Watch Company
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The watch industry has always moved alongside technology. From mechanical movements to quartz, and
from digital watches to smart technology, each new chapter has changed not only how watches are made
and sold, but also how we think about time itself.

Al is accelerating that change. Information can now be gathered in seconds, content produced almost
instantly and data turned into decisions faster than ever before. Yet as the world becomes increasingly
fixated on speed, Mr Anthony Tsang, Head of Marketing & Digital Marketing, Greater China at Oriental
Watch Company, finds himself thinking more about what should not be rushed. Some answers can be
generated in an instant. Value, judgement and trust often take far longer to form.

That tension between speed and patience runs through Oriental Watch Company’s recent evolution. On
one side, the company has built its own content team and embraced social media, Al, data and online-to-
offline thinking to reach a new generation of consumers. On the other, Take Your Time has grown from a
brand philosophy into a wider platform spanning independent watchmaking, Hong Kong culture and art,

and even a new Watch Gallery retail concept. Technology may help a brand move faster and reach further,
but he believes the things that make people stop, pay attention and return are still deeply human: a good

story, sound judgement, shared values and trust built over time.

E Al is transforming almost every industry. What do you
see as its biggest opportunity and its biggest risk for the
watch business?

A: 1 actually see Al as another chapter in a long history of disruption
within the watch industry. We have been through the quartz
revolution and the arrival of digital watches and smartwatches. Each
time, a new technology has challenged what came before it. Al is
another collision between an established way of doing things and a
new technological reality.

There will always be an impact when something new arrives, but
if | look at what we have learned from previous changes, | think Al
presents more opportunity than risk. The most obvious benefit is
time. We used to spend a great deal of time gathering and organising
information from different sources. Al can now synthesise a huge
amount of material very quickly, helping us understand a situation
sooner and think through possible solutions.

In the watch industry, that can be useful for data analysis, market
research, product launches and content planning. All of those
processes can become more efficient. But riskmanagement is equally
important. If confidential or commercially sensitive information is
not properly protected and finds its way into the public domain, that
is already a serious risk, regardless of whether Al is involved.

The other concem is accuracy. Al learns from what is already out
there, but just because many sources repeat the same thing does
not make it true. Human judgement, verification and a degree of
scepticism are still essential.

Al can bring the information to us. Deciding what to believe and
what to do with it remains our responsibility.

E Has embracing new technology actually changed the
way your business operates?

The change did not begin with Al. It has been happening throughout
the wider process of digitalisation.

Historically, the watch industry was relatively slow to move into the
digital world. There was a time when a strong print advertisement
and a beautiful set of campaign visuals might have been enough.

That is no longer the case. People want stories. They want short-form
video. They want to understand what sits behind a brand. A few
years ago, we therefore started building our own in-house content
capability so that we could create digital content ourselves rather
than rely entirely on more traditional approaches.

The response over the past two or three years has been very
encouraging. Through social platforms and digital storytelling, we
can reach people who may never have considered walking into one
of our stores, introduce them to the brand and gradually bring them
closer to the product.

It also supports digital sales and e-commerce. So for me, it is not a
question of choosing between traditional retail and technology. The
key is finding the right balance between the two.

n Do you use ChatGPT or other Al tools yourself? And what
is the company’s position on employees using them?

Yes, | use them. Sometimes | describe Al as an evolved version
of Google Search. It helps me explore a subject and organise
information much more quickly.But | would never take the answer at
face value. You still have to filter it yourself.
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Our approach as a company is quite balanced. We would obviously
discourage colleagues from entering confidential or sensitive
company information into Al tools. But for general research,
industry information, or simply looking at a subject from different
perspectives, we are open to using them.

Sometimes we deliberately keep a prompt very general and
leave out the company or brand name altogether, so that we can
gather broader viewpoints without exposing specific information.
The important thing is to know how to use Al without becoming
dependent on it.

E You have always been quick to pick up on new technology
and market shifts. How do you stay curious, and how do you
keep absorbing new information when you are already so
busy?

| think the most important thing is simply to keep watching the
market, because the world is not going to stop and wait for us.

From the early days of ChatGPT and other Al tools, we were already
paying attention to where they might go. Once you experience
something that genuinely improves your efficiency, you naturally
become more curious about what else it can do. | also have a habit of
saving things. If | see something new but do not have time to read it
properly, | will take a screenshot or save it and come back to it later.

My sources are quite varied. Social media is part of it, although there
are obviously a lot of rumours there. | also subscribe to Asian and
international marketing associations and industry platforms, and
follow sources through Instagram and Linkedin.If | come across
something that | think will be useful to colleagues, | categorise it and
share it with the relevant team.But | do not believe in being first for
the sake of being first.

If | see an important piece of industry news reported by only one
source, | will usually check another two or three before sharing
it. As someone who is active in the industry and, at times, speaks
in a capacity connected with the Federation, | think we have a
responsibility to be careful about what we put out.l would rather
be slightly slower and be almost completely
certain that what | am sharing is correct.

E If Al can already handle many basic
customer enquiries, does the role of
frontline staff need to change?

| do not think Al or virtual technology can
fully replace people at this stage.

What it does mean is that people need to
learn how to use these tools well, so that
they can add more value themselves. A |ot of
the questions we receive online or through
social media are repetitive: "How much is it?’,
“What does it do?’; "Where can | buy it?" If
the system is set up properly, a chatbot can
answerthese questions around the clock and
deal with that first layer of enquiry. When the
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customer needs something more detailed or personal, that is when
a real customer service colleague can step in. In that sense, Al makes
people more efficient.

It is very good at handling routine, repetitive tasks. But when
emotion, complexity or genuine problem-solving enters the
conversation, that is where people still matter. If | am being realistic, |
think eight out of ten customers will still reach a point where they tell
the virtual assistant: “Can | speak to a real person?”So | do not see Al
as replacing people. | see it as freeing up people’s time for the things
that genuinely need a human being.

ﬂ With Al, virtual try-ons, smart glasses and other
technologies becoming more commonplace, how do you
see watch marketing changing? And how is Oriental Watch
Company preparing for that future?

I think online-to-offline, or 020, will become increasingly important.
Consumers may do a great deal of research and filtering online, but
watches are still considered purchases. They carry value, and people
usually think carefully before making a decision. It is not quite like
buying an everyday product in a couple of clicks.

So the question for us is how to use the online and offline worlds
together, how to reach potential customers digitally, then give them
a reason to come into a physical environment and experience both
the product and the service.

There is another interesting point. The more advanced technology
becomes, the less face-to-face interaction we sometimes have. That
is why | think physical activations will become even more important.
People may discover a brand online, but they still want to meet
the people behind it, try on the watches, speak to watchmakers or
industry specialists and experience something together. That step is
particularly important in watches.

Last year, we held the first Take Your Time Weekend in Hong Kong
as a retailer, bringing together ten independent watch brands.
The recruitment process was almost entirely digital. We promoted
registration through Instagram, Facebook and other social channels.
Around 1,000 people registered, and
approximately 75 per cent actually attended
around 750 people overthe three-day event.
What was especially encouraging was that
almost 80 per cent of attendees were under
40. That tells you something very clearly. If
the audience you want to reach already lives
in a highly digital world, you cannot expect
to find them using only traditional methods.
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In 2026, we took the concept to Shanghai
and expanded it from Hong Kong into the
Greater China market. The mainland digital
landscape is even more diverse, so we used
platforms such as Xiaohongshu and WeChat,
and created a dedicated mini programme
through which visitors became members
before registering. More than 1,200 people
registered and over 800 attended, giving us



an attendance rate of close to 70 per cent. For a three-day event, we
found that very encouraging.

But the value goes beyond promotion. Digital registration and
surveys allow us to understand who is coming, their age, their
interests, whether they have bought watches before and how
they respond to different brands. Digitalisation is not simply about
helping us advertise more effectively. It helps us understand our
customers better.

m Oriental Watch Company has invested heavily in
initiatives such as “Take Your Time" From a marketing
perspective, why move beyond talking about watch
functions or value and start talking instead about time and
a philosophy of living?

I am very happy that Take Your Time has become more than a
campaign line. We now see it as a philosophy, and even as an IP
that can carry many different ideas. Take Your Time Weekend is one
expression of that.

The idea of a weekend is important. We want people to slow down
for a while, enjoy the passing of time and, at the same time, discover
new watchmaking knowledge and stories. Time is the most natural
subject for a watch company, but that does not mean we always
have to begin with the functions of a watch. We have also produced
content around people and traditions that remain deeply rooted
in Hong Kong, calligraphers, dim sum chefs, traditional mahjong
craftsmanship and other stories of people who have spent years
mastering what they do. On the surface, these stories may have very
little to do with a watch. But they have everything to do with time,
continuity and the value of accumulation. Through them, we can ask
amuch bigger question: “What does time mean to you?”

If a watch brand can take the conversation from a product to
something as personal as that, | think the relationship with the
audience becomes much deeper.

E “Take Your Time"” eventually became a physical retail
concept as well. What was the thinking behind turning that
philosophy into a store?

Last year, we opened Take Your Time Oriental Watch Company at
ELEMENTS, ourfirst store built around the idea of a Watch Gallery.

A traditional watch shop is usually organised brand by brand. You
have one backdrop for Brand A, another for Brand B and another for
Brand C. The advantage is clarity: people walking past immediately
know which brands are inside. The disadvantage is that if they are
not interested in Brand A, B or C, they may see no reason to walk in
at all. So we asked ourselves: why could a watch shop not work more
like an art gallery? When you enter a gallery, you do not necessarily
intend to buy a painting. You may simply find the space interesting.
Then you start asking questions: Who is this artist? What makes the
work distinctive? Why does it have value? We realised the same
thinking could work beautifully with watches.

Anindependent watch has a creator, a philosophy, a craft and a story.
We therefore continue to represent major established brands within

the traditional Oriental Watch Company network, while using the

Watch Gallery to introduce emerging or promising brands that may
need more time and context for consumers to understand them. And
“Gallery” is not just a metaphor. Art is genuinely part of the space.
Every two or three months, we collaborate with a local artist and
display new work in the store. Wherever possible, we want to support
Hong Kong artists and give them another platform on which to show
what they do. That is also part of something we have been building
for several years. We are a watch company, butwe also want to play a
role in Hong Kong culture, art and conservation.

We have stayed with that story for six years. | think consumers notice
that kind of consistency.

E You have often described yourself as someone who tells
stories about watches. After encountering so many brands
and watchmakers, what kind of story do you think genuinely
moves consumers today?

It has to be real, and it has to be something the brand itself truly
believes in.

We have been involved in preserving parts of Hong Kong culture,
including neon signs. For many customers, what moves them is
not that we have “run a campaign”. It is seeing something that
might otherwise have disappeared being carefully preserved and
then given a new life somewhere else in the city. Over time, that
becomes part of who the brand is. Some customers tell us they
recognise in that work a certain determination to hold on to things
that are worth keeping. When that aligns with their own outlook on
life, the relationship changes. At that point, it is no longer entirely
about whether a watch is expensive or inexpensive. They feel they
have found people who think like they do. Sometimes they connect
especially well with one of our sales colleagues and see them
almost as a kindred spirit. That can lead to a very long relationship.
Customers have even recommended brands to us. We have then
gone to Switzerland, met those brands, explored the story further
and, in some cases, eventually started working with them. | find that
very interesting. It is a genuine give-and-take.

A brand should not simply tell consumers what they ought to like.
Consumers can also influence us and introduce us to things we may
not have seen before.
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E How do younger watch buyers
in Hong Kong and mainland
China differ from the previous
generation?

| think the differences between Hong
Kong and mainland China used to be
more pronounced.

In the mainland market, there was
perhaps a stronger emphasis on brand
recognition and value, resale value,
gifting value, and whether a brand was
already widely recognised. But over
the past four or five years, particularly
since the pandemic, that has changed
quite quickly. Consumers have access
to much more information, so the
question is no longer simply: “Is this
brand famous enough?"They look atthe
design, how the brand makes them feel
and whether there is something about it that connects with their personality. Some younger
consumers actually find it more interesting when a brand is not yet universally recognised.
They see the potential for it to grow, and there is a certain satisfaction in discovering
something early and being the person who introduces it to friends. That does not mean
established brands are losing their audience. The difference is that collections are becoming
less one-dimensional. Someone might own one or two very well-known watches, one or
two emerging independent brands and perhaps something from a historic name that has
recently been revived. The profile of a young collector today is much broader.

In Hong Kong, younger consumers are also extremely discerning because this is such a
mature watch market. New watches, auctions, pre-owned watches, vintage pieces, servicing
and repair all have very developed ecosystems here. Consumers have access to deep
information and a huge amount of choice. As a result, they look beyond price and brand.
They may even consider the philosophy of the retailer itself.

If they believe in the way you operate, or connect with your involvement in Hong Kong
culture, art or conservation, they may be willing to build a long-term relationship with you
even if you are not always the cheapest option.

The relationship is no longer driven by price alone.

ﬂ If Al could take one task off your hands, what would you want it to do?

| would want Al to leam how to pause, filter and question before completing anything
important. And | would still want a human being to give the final approval.

My concern is this: Al may find twenty sources saying exactly the same thing and conclude
that it must therefore be true. But what if all twenty sources are repeating the same original
mistake? We live in an information environment where fact and fiction can become mixed
very quickly. Even sources we normally regard as authoritative can occasionally be working
from incorrect information. Everyone wants to be the fastest to publish. Sometimes we
forget that certain things need time to settle.

So if Al could do one thing for me, | would not ask it to become even faster.l would ask it to
stop and ask: “Is this actually true? What still needs to be verified? Is there another way of
looking at it?"That, to me, would be genuinely valuable intelligence.
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When you are under enormous
pressure, what helps you unwind?

Travel.

What is your life motto?

Work hard, play hard.

Can you share an important moment
in your life, and the watch you were
weating that day?

My tenth anniversary with the company. |
wore a Rolex Daytona. The Daytona has such a
strong connection with racing and speed, and
| sometimes think of a career in a similar way,
as a race with different stages and milestones.
Spending ten years with the same company felt
like one worth marking.

If you had to describe the next decade of
the watch industry in one sentence, what
would you say?

Take Your Time. Technology and markets may
move very quickly, but some things still need
time to build. Sometimes slowing down allows
you to see things more clearly.

If you could have dinner with someone
from your past, who would you choose,
and which watch would you wear?

| would choose Peter Henlein, one of the
early pioneers of portable timekeeping. But
| actually would not wear a watch. [Laughs]
| would rather step back into his world and
ask how people of his time understood
time, and how clocks gradually evolved from
large objects into something a person could
carry. Rather than showing him a modern
watch, | would be much more interested
in understanding how someone in his era
imagined the very idea of carrying time with
you.
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ﬂ Microbrands have grown rapidly in recent years. What
do you think that says about the way younger watch buyers
are changing?

| do not think people suddenly fell in love with the idea of a
“microbrand”. What has really changed is the way consumers think.

For the previous generation, buying a watch was often closely
tied to the brand name and what that name represented socially.
Younger buyers pay much more attention to the product itself. They
look at the movement, materials, functions and design. Before they
buy, they will check Instagram, Facebook and other platforms to see
what people are saying and whether the watch is actually worth the
money.

The internet has made the market much more transparent.
Consumers have access to far more information, so they no longer
feel they must buy from a major name. They are willing to research
the product itself. | felt that very strongly when | exhibited in
Hong Kong last year. | met a lot of customers who genuinely knew
watches. Some of them had a much deeper understanding of
movements and brands than | expected, and | learned a lot from
those conversations as well. So | think consumers today are more
rational, but also more open to buying something distinctive if the
product itself makes sense.

ﬂ Boderry has always tried to combine strong
craftsmanship with accessible pricing. In an industry where
better materials usually mean higher prices, how do you
make that work?

Alarge part of it comes down to the strength of the manufacturing
supply chain in mainland China, and also the fact that we
understand production very well.

My parents have long been involved in OEM (Original Equipment
Manufacturer) watch manufacturing, so | was exposed to
production from an early age. From the beginning, our philosophy
was very simple: put as much of every dollar as possible into the
product itself.

Traditional brands have to support large physical retail networks,
boutiques and distributor margins. We operate primarily online and
use a DTC, or direct-to-consumer model. That means fewer layers
between us and the customer.

The money that might otherwise go into retail overheads or
distribution can instead go back into the case material, the
movement and the overall quality of the watch.So it is not that we
have no costs. We simply choose to spend them differently.

ﬂ Youalso haveabackground in cross-bordere-commerce.
How has Boderry used DTC to break through geographical
barriers and reach overseas markets?

| was already working in cross-border e-commerce before Boderry,
so | became familiar very early on with platforms such as Instagram,
YouTube and Facebook, and with following how different markets
behave.

Before we launched the brand, we already knew that if we wanted
to build something international, we could not sit back and wait for
customers to discover us. We needed to establish our own channels
early.

So we started building our presence on Instagram, YouTube and
other platforms from the beginning, and used them to communicate
directly with customers. They can tell us what they like, what they do
not like and where a new product may have weaknesses. That direct
relationship is really at the heart of DTC.

Our main overseas markets are Europe and the United States, and
India has also grown significantly in recent years. Different markets
have different expectations of value. A watch at around US$200 may
feel very satisfying to a customer in Europe or the US if the materials,
design and quality are strong for the price. In markets with different
levels of purchasing power, the expectations attached to that same
price can be even higher.

So DTC is not only about selling into different countries. It gives you
a much clearer understanding of how customers in each market
think.

E One of the attractions of a microbrand is that customers
can become part of the brand’s development. Does
community feedback genuinely influence your products?

Very much so. A good example was a LANDMASTER project that we
launched on Kickstarter. Even internally, we had different views on
certain design details, so we decided to put the project on Kickstarter
and allow people who were genuinely interested in supporting it to
become part of the process.

One very practical example involved the date display. We had an
original colour treatment for the date wheel, but some backers
suggested that a dark dial would look more complete with a
matching dark date wheel.

If the watch had already gone into full production, changing that
would have been difficult. Kickstarter gave us a period in which we
could listen, make adjustments and improve the product.In the end,
we were able to offer different date-wheel options so customers
could choose according to their own preference.

That is what | find so interesting about microbrands. In the past, a
brand might finish a product and then tell the market, “This is what
we made!” Today, the customer can enter the development process
much earlier, and the feedback comes back to us much faster.

E Boderry often works with modern materials such as
titanium and has a very contemporary design language.
How do you combine new technology with traditional
watchmaking?

Product development is much more efficient today. With 3D
modelling and CNC prototyping, we can turn a drawing into a
physical sample very quickly and immediately see whether the
proportions, construction or certain details need to change. Al can
also help improve development efficiency.
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Buta mechanical watch is still a very traditional product. Technology
can speed up the early design and manufacturing process, but final
assembly and regulation still depend on people. Forexample, we use
well-established Japanese mechanical movements that are already
known for their reliability. Even so, before assembly we still regulate
them ourselves and try to achieve better timekeeping performance
than the standard factory tolerance. For me, technology can
improve efficiency, but the final quality of a watch is still determined
by people. In watch assembly especially, you can feel the difference
when the person doing the work has taken care over it.

E You launched Boderry at a time when smartwatches
were growing rapidly. If younger consumers no longer need
a watch simply to tell the time, how do you make mechanical
watches relevant to them?

At the time, a lot of people believed smartwatches might eventually
replace traditional watches. But | was never particularly drawn to
smartwatches. What | understood was mechanical watches, and |
could also see that some microbrands were already doing genuinely
distinctive work.

| have always believed that a watch today is no longer just a tool
for telling the time. It is a way of expressing personality. Young
people are not necessarily uninterested in mechanical watches.
They may simply be uninterested in mechanical watches that feel
too traditional. If every watch has the same dial layout, the same
three hands and the same visual language, they may not feel any
connection with it.

But if a watch has its own colour, material, design language and even
a little playfulness, it can function almost like clothing, footwear or
art. It becomes part of how someone expresses their personality and
attitude to life. So | do not think the answer is to tell young people,
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“Mechanical watches are prestigious, so you should like them.” The
answer is to make something they genuinely want to wear and feel
represents them.

ﬂ Why did you choose to build a mechanical watch brand
rather than follow the smartwatch boom?

Partly because of my family background. My parents ran an OEM
watch factory in mainland China, and | had already been involved in
product development and manufacturing, so that whole ecosystem
was familiar to me.

At the same time, | had started paying attention to microbrands
overseas. The sector was nowhere near as developed as it is today,
but| could see that some very small brands were producing watches
with a lot of personality. Smartwatch technology, the chips, systems
and software behind it, was not my area of expertise. | knew what |
understood, and | knew what interested me. So | chose to stay with
mechanical watches and build my own brand around that.

E As more playersenterthe microbrand space, competition
is becoming much more intense. What do you think the next
decade will look like, and how will Boderry avoid becoming
just another similar brand?

Competition will definitely become much tougher.

Itis no longeronly brands from Hong Kong. More and more mainland
Chinese brands are also moving into international markets. In the
past, many of them focused largely on domestic business. Today,
everyone is looking towards Europe, the US, Hong Kong, Macau and
beyond .| think there will inevitably be a shakeout. Brands without a
clear identity, a strong product story or a real brand story will find it
increasingly difficult to survive.

For us, the answer is not to chase every market trend. It is to keep
improving the product and stay very close to our customers. Al and
other tools can make us more efficient, but the brand still needs its
own direction. In fact, for a young brand, | sometimes think brand
story matters more than brand history. We may not have fifty or a
hundred years of heritage behind us, but we can still explain why
we made a particular watch, why we chose a certain material and
what we want the product to represent. Most importantly, when the
customer receives the watch, | want them to feel that what they got
exceeded what they expected for the price. That is the direction we
want to keep.

E If a young Hong Kong designer or entrepreneur wanted
to start a microbrand today, what would you tell them?

A: | would not say | am in a position to give advice, but if | share
what | have learned, | would say: focus on the product first. At the
same time, stay close to your customers and your community. You
are not only gathering feedback from them. They can also help you
understand where the next opportunity or direction might be.

Of course, a brand ultimately has to make money in order to survive.
That is reality.



But if your starting point is simply to make money quickly, it is very difficult to build
a brand that lasts. If you genuinely study the industry, keep creating and keep
improving the product, the business has a chance to grow gradually.

ﬂ The Federation of Hong Kong Watch Trades & Industries Ltd. has deep
roots in the industry. From the perspective of an emerging brand, what
kind of support would you like to see the Federation provide?

A: | first came to watch fairs in Hong Kong with my father when | was very young,
so for people in our part of the industry, Hong Kong has always been an important
watchmaking hub in Asia.

| would like to see the Federation create more opportunities for emerging and
younger brands to be seen, more exhibitions, design competitions and platforms
that give them visibility. Another important role is helping local brands connect with
international media and overseas markets. A lot of young brands do not necessarily
lack products. What they lack is access. If the Federation can use its industry network
to create more international connections for them, | think that could make a real
difference.

E Away from running the brand, would you describe yourself as a watch
collector? What do you look for when buying watches from other brands?

A: | would not really call myself a collector. | am more interested in studying how
other brands think about design and product development. | will buy watches from
other brands and look closely at the finishing, the materials and the overall product
logic. For everyday wear, | may also choose something slightly more business-
oriented. So quite often, |am not buying a watch because | want to build a collection.
| am buying it because | want to understand: why did they design it this way? Why
did they handle this detail like that? In a sense, even that becomes part of the job.
[Laughs]

When you are under enormous pressure,
what helps you unwind?

| have a drink and give myself some space. If|
cannot work something out, | may go somewhere
for a few days, have a drink, scroll through
Instagram and let my mind settle.

What is your life motto?

"Don't be afraid to be different"That applies to
building a brand, but also to life. You need your own
point of view and something that genuinely belongs
to you. You do not have to follow everyone else.

Can you share an important moment in your
life, and the watch you were wearing that
day?

The day Boderry sold its very first watch. We had
spent a long time designing and preparing for
production, so when someone finally paid for that
first piece, it felt very real. It made me think: someone
out there actually sees what we are trying to do. |
was not wearing a Boderry that day because our own
product had only just begun. I was wearing a bronze
watch from another brand.

If you had to describe the next decade of the
watch industry in one sentence, what would
you say?

"A hundred flowers in bloom.”

If you could have dinner with someone from
your past, who would you choose, and which
watch would you wear?

| would choose Warren Buffett. | think there are
similarities between investing and building a
brand. Both require patience at the beginning. If
your only objective is to make money immediately,
it is very difficult to build something that lasts. |
would wear one of Boderry's signature watches.
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WATCH & ¢ LE] 'FL DESIGN COMPETITION

ARESRER
Open Group Winning Entries

%51 R Theme of Design

=F | / anc
FZ 0 Transcending Time
FBREE  REREESNEASBHUATIIR  BRE—ERR  BENER - BREFEFR -

By translating sensory language — visual, auditory, and tactile — into design elements, explore new
possibilities and interpretations that move beyond the boundaries of time.

7 8 Champion

{EfR&TE Title of Design

- ViszEs

Tectonic Indeterminacy

{8558 Winner
FRIHER, B A 7B Chan Pak Hei, Yang Tianxu

#E)/AF Sponsoring Company
SERERRAR
Golden Hawk Manufactory Ltd

RRBFONERAMTE  FRBREBREN
BER RS HRE - EERENBERAILENN
#AOHE - MR EAFRNERER | WHmk
Br-REPNEZR SRTEMEN - EBRE
AR NZERBMRE R AERRTEAN
sHETNEE ' ERERNARE( R EERZRAMK
REBRNNER -

Rooted in the organic morphology of a pebble,
this watch is shaped through a rigorous process of
subtractive design. An angled section is sheared

from the solid mass to expose the dial as a physical
facet of time, alongside a delicately carved void
that seamlessly houses the crown. By employing
these pure geometric operations, the piece
transcends standard chronology, transforming the
reading of time into an immersive spatial and tactile
experience.

150 FOU-+=E&FHERLHEESE/ESR Winning Entries of the 43rd Hong Kong Watch & Clock Design Competition



g5 8 1st Runner-up
{EMATE Title of Design

iF48 Channel

{85238 Winner
=72#8 Wong Ting Bong

#EH/A7] Sponsoring Company
Youngs Watch Company Limited

Po Fai Precision Company Limited

HREHTUMARER
RS LA B AR -
ERARRE I R R
EES 2T RERTAEE -
TR SHERRERE
{EAEPYERRA] R AV IR -
ERFEENEL  LEERNDR -

AVU meter on an amplifier is the pulsing heartbeat of time within
music.

Upon the illuminated dial, that slender needle glides side to side,
breathing with the cadence of sound.

It translates abstract time and sound into a visible, physical
trajectory.
It is the hand of time, and the echo of the soul.

Z & 2nd Runner-up

{EfH-ETE Title of Design

E % E |F Moment of Stillness

{84238 Winner
Ml Pang Sze Nga

SHABFREE  BEEIRRETEL o FHRE R
HEEE  EEERUS - BARTS EREENEWR
HHBRERED - HFR - NERAMLR  EREH AR
nE BRBHRUZE  RREPREXRE  #E "HFZ
. ¢

Gold filigree traces the unshakable spirit of verdant mountains,
as smooth enamel distils rivers and peaks over millennia. A
bas-relief swallow cruises through as a messenger of the ages.
While the shifting light and shadow breathe life into the dial,
the watch hands dissolve into the rhythmic movement of the
swallow's silhouette. As the wrist is lifted, the senses resonate
with the universe. Here, the soul breaks free from linear
constraints, touching eternity to arrive at a realm "Beyond
Time".
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Student Group Winning Entries

75t F Theme of Design

&Y HZ AN

C ontours of the Breeze

BN » i AL BB EELITRA - B
BFRKG WERNZRERA 0 BR
RERNEBRENRRATEE -

Express the journey of life through
individuality, movement, and possibility by
capturing the ever-changing contours of the
breeze with the artistry of timepieces.

& Champion

hiRig KR
The Made-to-Sell Award

{EFETE Title of Design

B FIEF] Traces of Storm

{BIEE Winner
B Yip Yuen Sze Christine

BREZFE School
BEAHERER

Hong Kong Design Institute

EEMERME  BRBESENESR - BHE
B FRERNER - URERRE MRS
HHR BEFRE—Y EBE% - EAVE 8T
R L RER | ERARGE  RIRZATLIR
fRevEaE -

True limitless possibilities begin with the courage
to summon storm clouds, the breakthrough of

unleashing lightning to pave a new path, and the
strength to embrace the ensuing tornado. Let it
sweep through everything to reshape oneself. The
wind passes, leaving behind the marks of erosion;
yet those are not scars, but the very textures that
define who you are.
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Z & 2nd Runner-up
{EG 2T Title of Design

B - TERET
Carpe Diem

{85423 Winner
[Ei2H Lo Hoi Pui

E 41 School
FERSHERNRER

Technological and Higher Education Institute of Hong Kong

R —% » BE—E  BETUHEREMAE -
BMEABRMENREFARMERT  PHREHRTRARSRE
4 o

HARMBPERAME  RERETZE  BLSKREN 4188
LRANFE - AETR — RARRMNEE » TR EmR
EETRE - MR SE RIESIER - AEMRERBE  BEX
BERE  RENAY S 2HRMEN -

ICarpe diem. Go where the wind blows, and your path becomes
clear.

This timepiece finds its muse and form in delicate dandelion seeds,
featuring a wind vane design for its hands.

Carried by the breeze, the seeds flutter through plains of the
unknown. What appears to be a random drift is, in fact, deeply

oo 8 1st Runner-up postic.
= ) ) Life unfolds in much the same way — unscripted and with no

{F&n &8 Title of Design foretelling of where the next stop may be. Yet, the wind vane upon

@%w@ﬁﬂﬂ your wrist serves as your guide. There are no blind alleys in life, only
endless avenues waiting to be explored. As long as you have the

Running 'th rough 'the breeze courage to step forward, you will transform every passing second
into a new beginning.

{§883E Winner

AEEEE Tam Hei Yiu

E2Fr 478 School

R/ HER

Pope Paul VI College

ERETP  BLIE « HREE - HRIARE - SEHADH o
EEGEY  LREERN FRR  BROZREPNDH 0 KR
HERMPEALER - FEATE -

In this design, | chose to represent the hour, minute and second
hands with a girl, a tree and a windmill, respectively. As they
rotate, the girl runs across the grass, looking up at the sky. It is
a reflection of how we constantly move forward toward our life
goals.
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ERE
Merit Award

{Em#HE Title of Design
BIZHIR Tangible Breeze

B48E Winner
Z#E5H) Keung Ho Cheung Horus

B2 8 School
ERFIEER
Aberdeen Technical School

TEMHIE ) UARRISEIRAE TR
NG EA B EEARE » IBER B AR
EHFRE - RBRRENT  ZLIEREAE
AR FEN - E - SEWIEREIE BT
FREENNERZERE - RETIEAERE
AREET  MOPMREEE BT E TR
g% MLESBMETENBETREER
Al —RER B ArERRER -
“Tengble Breeze" features irregular
rotating rings that replace traditional watch
hands, swirling like a breeze to display time
with dynamic flair. The dial omits numbers,
relying on wind-vane-inspired time markers
N, E, S and W for intuitive guidance. At
its core, a puising mechanism mimics a
heartbeat to mark each passing second,
while the skeletonised, twisted metal
casing evokes a lightweight, avant-garde
and futuristic aesthetic.

{EmATE Title of Design
[&Z & Chase The Wind

2485 Winner
MBS QU Shenglin

B2 School

BHETAZS
The Hong Kong Polytechnic University

TR, EAE  LIEAE » RIA
B HAEKE - DIEARK » DUDENER
0 BBREATEH - NERNECE
FELEGCE  BEERLE - IFEER
RO LIsrERd  MEERRAOES 2
ErnRERRRRLE -

“Chase The Wind": With wind as its wings
and time as its witness, this timepiece
gathers the universe upon the wrist, where
life and eternity exist in quiet symbiosis.
Wind forms its pulse, while geological
textures give it shape; within its ]ayered
composition lies the memory of changing
ages. Inspired by a pterosaur's command of
the skies, the design inherits the courage
of ancient life and unites primordial weight
with a pioneering spirit. Measured by
time and grounded in guardianship, this
wrist-borne totem embodies the strength
of nature, allowing life and time to move
together in the same breath of wind.

{Em AT Title of Design
SHA KT Dandelion Trace

H1EE Winner
FEEREE Chan Sum Yi

B AT School
BAKERIEER
HKICC Lee Shau Kee School of Creativity

BAREN  ESEER - ERLUEA
RAETENBR  BERATRENDE
BetE—2 -HWESDES  RELNHE
ARBT HHEHEEERKY — BHEN
BILERBRE - AFIEEERT R
BERRNR -

Wind is invisible, yet it reveals itself through
the passage of time — this dandelion-
themed timepiece fuses this flow of time
with the fluid motion of the wind. As the
minutes and seconds tick away, the seeds
on the dial seem to drift softly in a gentle
breeze. The track of time transforms into
the silhouette of the wind, rendering the
shape visible in every tick.
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BN+ =EEAERIGTHLEREIERITT - TRSEFERLESRBUTIENREIZE
The 43rd Hong Kong Watch & Clock Design Competition has successfully completed. The Organisers would like to take

this opportunity to thank the Panel of Judges for their generosity and support:
NEE
Panel of Judges

@ ETF EDDIELO O BEELLERICLA H(E# DANNY TAM
%‘ﬂﬁ%ﬁ FRAT] SHEBIERERAT AREHRESTERAH
MANLEI PRECISION LTD. ACTION WISE INT'L LTD. CHOW TAI FOOK JEWELLERY LIMITED
Z5{E B RICHARD LEE © a6 JOEY THYE Z 818 WIL KEUNG
REERRRBRAT ¥ &:T# GUEST JUDGE FEREERAT
MEI SHING WATCH PRODUCTS @) 255z WiLL LI SUN INTERNATIONAL CONCEPTS LTD.
MEG. €O, ITD. EHE R HKIDC FREUE RAY LIN

o FIRIES A REXWONG 253 JOHN NG BERERRAT
JOINERART COMPANY G BRIDGESTONE WATCH LIMITED

MONTRES SA LTD.

EM+=EEBERLGHHLBATRERREBERE2026EE ' ABFRANEESHANEEEZREDLEY -

The 43rd Hong Kong Watch & Clock Design Competition is a concurrent event of the HKTDC Hong Kong Watch & Clock
Fair 2026. The final entries will be displayed at Hong Kong Convention & Exhibition Centre during fair period.

NEEH » BM&For enquiries, please contact at *

5 Tel: (852) 1830 668 / EE Email: exhibitions@hktdc.org

Organisers i © Co-organisers {8 :
W‘_‘ HKTDC Hong Kong Watch & Clock Fair 2025 ’?“‘ Hong Kong Watch Manufacturers The Federation of Hong Keng

Watch Trades & Industries Lid.
ThEFEREERALT

Organising Committee
INLS s FARDRTIESESSRERS

¥ iy Association Lid.
1968

‘%..,ﬂ TAREEEERAT

156 FNU+=EFHERLHESE/ESR Winning Entries of the 43rd Hong Kong Watch & Clock Design Competition



INSPIRE WORKSHOP
ESTABLISHED IN 2006
YOUR PROFESSIONAL LEATHER WATCH STRAP PARTNER




D aERm =N B

i . & o 7 \ 5
Qualifications 0 g Watch lock
Framework LA ol

ERENE
HEEBFANTHEBBHBERR2008FH S - LIGERE
HEER - KBE2E

- =—EEHRNEEGE - BB - BERETNEEHE R I
EEEEREMEHERE

- BREERBEESEFRSE
P | [ | B | | N
ARMBINEERERORE 2B EEEESM  BAREREER - >>

i

=/|B8 $n/BE th:; HEt/

 mt
i
HE

B/ BB
Pt/ B

ZILEE
BRI E IEMEREENERRBREIER

BEEREROUAE
*BRBEBERERCRE - AR EERM www.hkqrgov.hk EF -

s QFEARAE k& TS -
oIRE AT #RFE ] - MAREREN
Bl rBES - RS
EEREWERE




& ERIE §5 5% 3%

Qualifications 'L Watch & Clock

Framework g

Qualifications Framework (QF)

- Established in 2008 by the Education Bureau of the Government of the
Hong Kong Special Administrative Region to promote continuous and
lifelong learning

- A seven-level hierarchy qualifications system defining clear and objective
standards applicable to academic, vocational and professional as well as
continuing education sectors

- Qualifications recognised under the QF are quality-assured

i | B B i N

QF-recognised qualifications of different levels are uploaded to

l//

Vocational and
Professional
Education and
Training

Qualifications Register for browsing by the public.

ondary 3/  Secondary 5/
Academic e | Coertificate
Education

Multiple Qualifications Pathways

Practitioners of the Watch & Clock Industry can obtain QF-recognised qualifications in two ways

Apply QF in recruitment and staff training
to enhance competitiveness. To get an
information pack with user handbook and
QF Guide. For details, please contact the
QF Secretariat.
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In order to encourage members' children to
study hard and get good academic results
as well as helping those members who have
financial difficulties insupporting their children
education, we have devised a Scholarship and
Grant Scheme. Every year, we have a number
of successful applicants. The application date
is around September. Detailed information as
below:

1. Requirements

i. Anyone who is children of FHKWTI'S
corporate  member representative or
personal member and suits any one of
the requirements at item 2 can apply the
scholarship.

ii. Corporate member'semployee who applies
must have worked in his/her company for at
least one year. According to 2b, corporate
member application must not exceed two
while personal member application must
not exceed one. This restriction also
applies to children of corporate member
representative.

iii. Application from children of non-member
will not be accepted.

2. Types
A. Scholarship

i.  Anyone who has registered in one of Hong
Kong's full-time secondary, primary or VTC
Institution, is top three in his/her school,
has attained grade B or above in conduct
and attitude and has an average of 70 or
above can apply.

ii. Anyone who get five A's in Hong Kong
Certificate of Education can apply the
scholarship
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B. Grant

Anyone who has registered in one of Hong
Kong's full-time secondary or VTC Institution,
is not a failed student, has attained grade B
or above in conduct and attitude, is promoted
and has financial difficulty in continuing his/her
education can apply for the annual grant.

The amount of Scholarship and grant will be
decided by the board of directors.

3. Procedures

Hand in the completed application forms
with photocopies of any required documents.
Applications will be handled on a first come, first
serve basis.

4. Approving Procedures

In order to ensure equal opportunity and
rightful distribution of the scholarship and grant
money, we have set up a special committee
who is responsible for this scheme. We will not
disclose any reasons for accepting or rejecting
applications, but we are sure that the whole
process will be done in a fair situation. Anyone
who gives false information will lose his/her
application right forever.

5. The scholarship and grant money is from
charity donations. We have absolute
authority in distributing this money.

6. No one who has already accepted
scholarship or grant from  other
organizations can apply. If such case arises,
we will cancel his/her application.

7. The application date is around September
every year.

8. We reserve the right to amend the above
outlines withoutinforming members.
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@ = RAT HEE WA AT e R GA EEE M o 24892318 @; —
“ I WELLS WATCH IND. CHEUK SIN 1588 1503-1506% & 24892357 A
LTD. CHEONG, Unit 1503-6, 15/F, Tower 1, Ever Gain Plaza, #  www.lwells.com
CLEMENT 88 Container Port Road, Kwai Chung, N.T.
ey AD. TIME =g No.11, 5/F, Trendy Centre, g 27237300 Ei ALAIN
INTERMNATIONAL (HK)  KWAN YOONG 682 Castle Peak Road, Lai Chi Kok, @ 2739493 DELON &
LIMITED YU Kowloon B speak2us@adtime.com hk BONIA
A —
WAERFRAT B MANES AR NRRZIRAESEIN o 24217137 @E —
ABSOBEST FAN CHUNG NFECE & 24209532 L
INDUSTRIAL CO., LTD. KEUNG Unit C, 11/F, Phase 1, Tung Chun Ind. Bldg., &= absobest@asiansources.com
9-11 Chong Wing Road, Kwai Chung,  —
Mew Territories
ACCENDO HONG KISHORE C. SUREER SR B E 234 AR AP 15012 J 27979955 E m —
KONG LTD. MELWANI Unit 1501, Remington Centre, B 23435285
23 Hung To Road, Kwun Tong, Kowloon B8 accendo@accendo.com.hk
A —
ACESTAR COMCEPT H IR MR MR T EH2EREP O #1052 g 24129333 —
LIMITED ESTHER WONG & 24127997
B8 esther@acestarconcept.com % ﬁj
-y i
DNEEERAT GANDHI AJAY Flat 1301, 13/F Hart House, J 23162255 —
AJAY DIAM LTD. 12-14 Hart Avenue, Tsim Sha Tsui, Kowloon (23167611 @
B ajaydiamltg@ajaydiamitd.com
A  wwwajaydiamltd.com
@ BEEEEHRAR Al NS FEH2REERO0E7E J 23626279 @E Ee, ALCONDA
ALCONDA WATCH F W. SHIU, ALICK  Rm. 1007, Hilder Centre, 2 Sung Ping St., & 27640390
- LTD. Hunghom, Kowloon & info@alconda.com
A —
FRETHERAR BEE FUREL OB AR B R 22 2685 B 5 P 0 104 J 27226133 @ fﬁ —
- AlHAMBRA WATCH CHIU YING 10/F, Guangdong Textile Bldg., @ 27226629 |
1Y CO., LTD. CHEUNG 22-26 Minden Avenue, Tsim Sha Tsui, & main@alhambrahk.com
Kowloon A — It\
ANDERSMANN B NEEFEARIVEE ETRES TR J 70753581 ﬁi] Andersmann
GROUP LIMITED RAYMOND CHAN [ 4% & sales@andersmann.com
G/F, Unit 4, 479 Castle Peak Road, # wwwandersmann.com
Lai Cheong Factory Building,
Cheung Sha Wan, Kowloon
@ REREFRAR \EL FLREEL AT BA 955 (R AR 0 0 DA J 23454466 @I —
" ANSON GROUPLTD.  ANSON CK Unit D, 10/F, World Tech Centre, B 23426876
“ YEUNG 95 How Ming Street, Kwun Tong, Kowloon @8  ansoncky@ansonband.com /
ansonmfg@ansonband.com
A —
EEEARAT .t L FUREALRET 7 O E M T 1 4R J 23646283 @ —
ART TIMES CULTURAL  ANTHONY Shop 1, G/F, Faerie Court, 9 Kiang His 5t., B —
COMPANY LIMITED CHEUNG Hunghom, Kowloon & anthonycheung? 3@yahoo.com.hk
A —
HEEEFRAR T3 844 NEEEEEEEISIEEETHO J  22863938/2343 2750 @ —
ASAHI GROUP CO., ADA FONG 16H202A% @ 27979408
LTD. Unit 2A, 16/F, Kwong Sang Hong Centre, g8 admin@asahigroup.com.hk
151 Hoi Bun Road, Kwun Tong, Kowloon A  www.asahigroup.com.hk
BEHmEREREAR AR N MR SEEER P OB 9 25116077 WATCH
" BAPUBLISHING LTD.  RAYMOND LAM Unit 626, 6/F, Block B, Focal Ind. Ctr, & 2507 5855 REVIEW
“ 21 Man Lok St,, Hunghomn, Kowloon &8 baap@brilliant-art.com. hk PR,
A  wwwhbrilliant-art.com.hk ;EE\'\":;&“ME
HEE
ooy BERESER) W HEA MNan Fung Centre, Level 19, 1913-1915, g 24286911 E[ BANDA
RRAF TSO YAT MING, ~ 264-298 Castle Peak Rd, Tsuen Wan, @ 24200864
“ BANDA BRACELETS FRANKIE Hong Kong & info@banda.com
(HK) LTD. HERESEFHARAT A wwwhbanda.com

C/OW M. Lee & Company
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N

LEEE

Company Name

REA

Representative

Hahk

Address

BERGEON (HK)
LIMITED

farEt (&)
BRAE

BERLINK TIMEPIECE
(HK) LIMITED

REEH)

S eEmAaT

MM BEST POWER (HK)
ENTERPRISES LTD.

oy EREEEERAR
BESTRAP
MANUFACTORY LTD.

HEREXARAT
BETTER TIME
INDUSTRIAL LIMITED

BH E-COMMERCE
LTD.

BEXE (FE)
HERAR

BIEL CRYSTAL (HK)
MANUFACTORY
LIMITED

@ gﬁﬁﬁ%&ﬁﬁ‘ﬁ

: ANE

“ BIU CHUMN WATCH
HANDS & PARTS
MANUFACTURERS LTD.

HEREARAR
BOMASS
INTERNATIONAL LTD.

BOMBAY DIAMONDS
LIMITED

HESEERAR
BRIDGESTONE
WATCH LIMITED

BEEXT
BROADWAY WATCH
Cco.

2

HEREEAERAR
BUCHERER HONG
KONG LTD.

BEBRBEARAT
C & G Environmental
Technology Ltd.

B
JEFF CHENG

HRR
TSUI KUEN KUEN
YUKI

RERE
TSOI CHUNG FU

Fha
LEE SIU KEUNG

B
CHAN MI CHING

FrE
BENJAMIN HUI

ER
CHAN FU KEUNG
ANDY

HERR

8FE
LAU WAI LUI
AGNES

DHANDIA
RAJIVJAIN

RS
LIN CHI JUI

EfEE
WAI YING HANG

e
JERRY TSANG
KWOK HUNG

I8N
WONG LOK TAK,
LUTHER

Unit 2, 13/F, Premier Centre,
20 Cheung Shun Street, Kowloon,
Hong Kong

MR 4347 T AE07E
Flat 7-9, &6/F, Lucida Ind. Bldg,
43-47 Wang Lung Street, Tsuen Wan, N.T.

NEEEBTTIAE 109 RS THAE
NZFHEE

Flat E, 11/F, Wing Cheung Ind. Building,
109 How Ming Street, Kwun Tong, Kowloon

JUBERG R B 1 160 AT LA 025
3IF16=

Unit 16, 3/F, Phase 2, New Port Centre,
116 Ma Tau Kok Road, Kowloon

FUREE ) B 8T 1 5UEAK BA T3 5538
5/F, Wing Ming Industrial Centre,

15 Cheung Yue Street, Cheung Sha Wan,
Kowloon

i CBRBE121125 KRR R AE
15A%

Flat 15A, Wing Tat Commercial Building,
121-125 Wing Lok Street, Sheung Wan,
Heong Kong

NEEEEE R ETEEERL36FE
36/F., Legen Tower, No. 7 Shing Yip St
Kwun Tong, Kowloon

EeaFEERER21RATAE
3583513
Unit 3513, 35/F, Wu Chung House,
213 Queen's Road East, Wan Chai,
Hong Kong

E S EIEEERT -7 EE AR OT04E
704, Join-In Hang Sing Ctr, 71-75 Container
Port Rd

NEERIEITAR B E R E S5 1512
1503-1506%

Room 1503-1506, Multifield Plaza,
3-7A Prat Avenue, TST, KLN

FUREIS YBR[ 557 F i R 2068 2004F
Room 2004, 20/F, Nanyang Plaza,
57 Hung To Road, Kwun Tong, Kowloon

B o it 8 7RIS LHEE R L JEE g 0%
Flat J2, 8/F, Block J, Beverly Hill,

6 Broadwood Road, Happy Valley,
Hong Kong

F AT 301 40T AR R R 3138
31/F, Times Tower, 391-407 Jaffe Road,

Wan Chai, Hong Kong

R0 A B R B 101647
BT HAPL8HEEE

PUEBC IFEC FUBS IUEC FAESC FUBS

PUBC FIPESC

BEC PEBC

PUBC FUBC FARS FABRS

Type Of
Business
2658 0700 7
2658 0711 @: %

jchang@bergeon.ch
wwwi.bergeon.ch

2407 3032
2394 0666
jhhu89@gmail.com

www berlinkswiss.com

27933830
27907958

bestpow@asiansources.com

2362 6222

2764 2197 ﬁt
bestrap@netvigator.com

2307 1653 nER @
27851792 iﬁu !

china@allanchina.com
www.allanchina.com

9552 2382 ID

contact@indspemndentwatchercom
www.independentwatcher.com

2265 2827

2797 8939
andy.chan@bielcrystal.com.hk
www.bielcrystal.com

28987330
2889 7987
info@biuchun.com
www.biuchun.com

24199848
24811681

agneslau@bomassint.com

Y &2

3170 6666
2311 4400
bombaydiamonds@

netvigator.com

®

2343 6070

23418258
ray@sutechk com
bridgestonewatch.com

N &fe

2576 3341
25760750 IE
28151968
28151768 m

jerrytsang@carl-f-bucherer.com.hk
www.carl-f-bucherer.com

2648 3392

2648 2032
admin@c-get.com
www.c-get.com
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TOKYO
CLOCK &
TOKYO
WATCH

CARLFE.

BUCHERER
HAER



FIRE S
CORPORATE MEMBERS

REA

Representative

ExEN
e
Business

LEEH tahk

Address

Company Name

BIEEENERAE
CHARMY (ASIA)
LIMITED

L
CHENG TAK KEE

EHREBARAR
CHI LUEN WATCH
DIAL WATCH LIMITED

BEEFFRAR
CHING CHI

INDUSTRIAL CO., LTD.

BRI ERRAR
CHIT HONG
ENGINEERING LTD.

4T ST
W AE
AERAR
‘ CHOW SAMNG SANG
JEWELLERY CO., LTD.

BAIEHRESRIT
ARLATE
CHOW TAI FOOK

JEWELLERY CO., LTD.

T EHANERERAT

: CHUANG'S
INNOVATION
INDUSTRIES LIMITED

FRELEEMRT
= CHUNG HING HONG

%

y FHELRERE
=" CHUNG HING
WATCH DIAL MFY.

e

Coh PEISEEMET

= CHUNG KWOK
CLOCKS & WATCHES
MATERIALS CO.

P RAR
" CHUNG NAM WATCH

CO., LTD.

2

CITIZEN WATCHES

@ EREEHARAR
(H.K) LTD.

RS
ALBERT YAU

LIER:
CHEUNG YUK LIN

BRE
MA LEUNG
SANG

PR
CHAN CHI WA

AR {eiE
CHEUNG PAK
KUEN

B fupk
CHOW WUN
SING

i (R
DANNY TAM

=)
LI MEE SUM

S
LEE CHIU CHUN

=N
LEE KWONG
WAH

AFES

LI KA MING,
HERMAN

168 TSREE Corporate Members

LR BRI Rt I O e A 4 1 A3 803
R3 803, Enterprises Square Tower 3,

9 Sheung Yuet Road, Kowloon Bay,

Hong Kong

LA EEMRCHT
14C, Sun Kin Streat, Sheung Shui,
Mew Territories

ST 68N S LT 7 23BE
Room 723B, Well Fung Ind. Centre,
68 Ta Chuen Street, Kwai Chung, N.T.

RSSO ESE23 RS T AN
17HR 125

Unit 12, 17/F, Cheung Fung Ind. Bldg,
23-39 Pak Tin Par 5t., Tsuen Wan,

Mew Territories

A AR ETRE T N 2318 125
Unit 12, 23/F, Asia Trade Ctr,

No 79 Lei Muk Road, Kwai Chung, N.T.
Heong Kong

NEEEL K EE R 27
27/F., 9 Wing Hong Street,
Cheung Sha Wan, Kowloon

EHE EAGEP16E 1B A E31E
31/F, New World Tower,
16-18 Queen's Road, Central, Hong Kong

E RIS 188F AF| L A E 2518
25/F, Alexandra House, 18 Chater Road,
Central, Hong Kong

SR ET K BRI R B R 2
31EBE

Rm.B, 31/F, Block 2, Sherwood Court,
Kingswood Villas, Yuen Long,

Mew Territories

AT TTEAFR K B 4L R B S 55 208
3EB=E

Rm. B, 31/F, Block 2, Sherwood Court,
Kingswood Villas, Yuen Long,

MNew Territories

SRS B R A0 R A A 7IEBE
Rm. B, 7/F, Luen Lee Building,
No.8 Lun Fat Street, Wan Chai, Hong Kong

SEEFREIRPREAE7-212
17-21/F, Chung Nam Building,

Mo.1 Lockhart Road, Wan Chai,
Heong Kong

TR AR E o4tk 2
2/F, 64 Hung To Road, Kwun Tong,
Kowloon

PREC FUBC FARSC FIUBS

AR > BEC RS IRES JEES

e L0

PABC FEUBS

PR B

23180223
23180414
info@fs.com hk

www.watchbracelets com hk

26797131
26797131

24817331
24850354

clara@chi-luen.com

24998113

24998182
cow@chingchi.com
www.chingchi.com.hk

2427 2718
24899722
info@chithong.com

2192 3333

27309683
webadmin@chowsangsang.com
eshop.chowsangsang.com

28446123
28104297
chengkambiu@chowtaifook com

2342 0165

2763 6769
amytam@chuangs.com.hk/
franciskwan@yuensang. com.hk

www.yuensang.com.hk

2617 8900

2529 6111
28650331

www.chungnam.com

2364 0251

27640574

herman_|i@chk citizen.co jp
www.citizen.com.hk

i

FS,
Fine
Selection

VERSACE,
CASIO,
ROAMER,
0CTO,
TUGARIS,
CATERPILLAR,
PIERRE
CARoadIN

Citizen Watch,
Vagary
Wiatch,
Independent
Watch



N e

LEEH

Company Name

HAD @ HE
I&E Wholesale

A REARAR
CIviS

MANUFACTURING
LIMITED

PREXER)
ARAR

COFFER INDUSTRIAL
(H.K) LTD.

COMO MILANO
INTERMATIONAL
LIMITED

@ EEEEREAT
: COMTECH WATCHES
B CO., LTD.

{Fiv:BEmEE

S ARAT

WA CONFIMETAL
FINISHING CO., LTD.

- CORTINA WATCH

@ A EEERTRAT
HK LTD.

@ AREsERARLT
CRYSTAL JEWELLERY
MR 3 WATCHES ITD.

i TR RAR
DAYTON

INDUSTRIAL CO., LTD.

HARFRAF
DELTA LINK
ENTERPRISES LTD.

¥

DESIGNTIME
INTERMATIONAL
LIMITED

DIAMOND DESIGN
LTD.

() EEmEmARAT

" DIAMOND WATCH
BAND
MANUFACTURING
CO., LD,

Hlas S RIS (E )
= BRARF
EAST ASIA WATCH
MANUFACTURING
(HK) LTD.

@ FHEERT
" ELDORADO WATCH
& o, 1.

e W Pw,., Buw b
KEA
Representative Address
DOMLIC LIEM 2
&
=
A
R FUREA-BEA TR E 147 548 505 J
i
=
*
BAKOMNY] Unit 109, 1/F, Mirror Tower, 61 Mody J
LASZLO ANTAL Road, T5.T. East, Kowloon i
=
w
ey BT R B33 J0YE B T R g
CHANYEE LING 1158 A D= &
Unit A-D, 15/F, Block 1, Wah Fung Ind. <]
Ctr., 33-39 Kwai Fung Crescent, A
Kwai Chung, New Territories
ER AT BN B T 414348 J
LEE CHUNG TET HRAHIFHREE -]
3/F, Blk. E, On Wzh Ind. Bldg., =
41-43 Au Pui Wan St,, Fo Tan, ®
Mew Territories
EIER JLREZR B0 75 15 1B 880 3
DORRIS CHEAH M EMA R L2228 E &
=
1.2
FEE B et BT e 25 10 16D )
LAl KWOK KEE &
=
®
YUEN PAUL EEEBREIZEAETEREIRAE ]
ANTHONY Block A, 11/F, 2-12 Kwai Fat Road, &
Kwai Chung, N.T. =
A
aLiE AN EE 1 EA91-50 1 E A T A J
LUI YEE KIN BEESIR20-212F &
Unit 20-21, 8/F, Block B, Hi Tech Ind. =)
Centre, 491-501 Castle Peak Road, w
Tsuen Wan, New Territories
FUNG PUICHING &% 2603 R T 3 A APR 1518 2
TONY Block A, 15/F, Tung Chong Fty. Building, &
653 King's Road, Hong Keng =
L)
s NERWEMEHEZENREERERE
YUEN HENG THRAZ &
TING, LY Unit A, 7/F, Southgate Commercial Centre, &
29 Granwville Road, Tsimshatsui, Kowloon *
=R MASEEEE-TRNE TR AESEBE
CHAN LIN PAK Blk B, 8/F, Che Wah Ind. Bldg., &
1-7 Kin Hong Street, Kwai Chung, =
Mew Territories 1.3
EE EREEEIEE 144150 B A )
CHUNG SAITAK, s5—Hi1612D= [ ]
HENRY Flat D, 16/F, Phase 1, Goldfield Ind,, Bldg, &3
144-150 Tai Lin Pai Rd, Kwai Chung, ®_
Hong Kong
R e ERE FREROFRDT A EH T J
CHAN PAK MAN  G/F, Peter Building, 60 Queen's Road, &
Central, Hong Kong <]
w

civis@civis.com.hk
www.bulova.com
2344 3222

23459012
cofferindhk@hotmail.com

9272 0989

Hk office@comao-milanc.com /
laszlo bakonyi®@como-milanc.com

www.como-milano.com

2419 2829
24191516

comtech@comtech-hk.com

2697 0345
2695 9052

confi@confimetal.com.hk

21584319

dorrischeah@cortinawatch.com
www.cortinawatch.com

2756 6575
23050352
info@crystal .com.hk

2422 4404

2480 4627
tonychung@dayton.com hk
www.dayton.com.hk

2417 3078
2417 3915
eric@watch-parts.com
www.watch-parts.com

25630171
25657772

julian@designtime.com.hk

2367 5128
2367 5126
ddesign@netvigator.com

2427 7181-2
2420 3079
diamondw@hkstar.com

2517 3000
2517 3050
admin@eastasiawatch.com hk

25227155
2868 5372
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Business

N mm

N

g
® @

N

N

[

BULOWVA,

Accutron,
Caravelle,
Wittnauer

CARLY REX
DENMARK,
BARBIE,
ACTION
MAN

PATEK
PHILIPM.C.,
BVLGARI,
OMEGA

SEIZAIKEN,
SUPERPART

LUKCOM



FIRE S
CORPORATE MEMBERS

R

REA e

tahk

Address

&2

2

Company Name

=H#EIHEERAE
ELEGANT WATCH &
JEWELLERY CO., LTD.

AL E(ES)
ARAE

EMPEROR WATCH &
JEWELLERY (HK) CO.,
LTD.

EWEBERERAR
ERNEST BOREL
(FAR EAST) CO. LTD.

BN BR AR
EUROPE WATCH CO.
LTD.

AEFBRAR
EVER FOUNDATION
CO., LTD.

A ARAE
EVEREST TIME LTD.

BEFERARAR
FAT TAT LEE WATCH
Co., LTD.

BT (&%)
ARAT

FINE ASIA WATCH
(HONG KONG)
COMPANY LIMITED

EnARAT
FIRMSTOCK LIMITED

R SESE RAR
FREE TOWN WATCH
PRODUCTS LTD.

RREET
FUNG LEUNG KEE
WATCH CO.

EHLSREAT
GAMING CONCEPTS
LTD.

Representative

B
JACKHO

FKR
VINCENT IP

A E
FRANKIE SHANG

ERF-
YAU CHI KIT,
JEFFERY

i S
YAU KEI

EFA,
GABRIEL AU

2

WONG NGA CHI,

ANGIE

EpE
WONG CHOI
WAN

R
SUSIE LEUNG

LAU GARY SUN
TAO

HER
FUNG TING
CHEUNG

T
ROY LAM

170 TSR & Corporate Members

Room 314, Lippo Sun Plaza,
28 Canton Road, Tsim Sha Tsui

EEE T EFEE208E K 2E E A 0258
25/F, Emperor Group Centre,
288 Hennessy Rd., Wanchai, Hong Kong

Unit J, 12/F, Fu Cheung Centre,
Nos. 5-7 Wong Chuk Yeung Street,
Fotan, Shatin, HKT

Units 1114-17, 11/E, North Tower,

Concordia Plaza, 1 Science Museum Road,

Tsimshatsui East, Kowloon, Hong Kong

R G 28R M AE 10 A 28

& 7 A R A E 158K B Fp sed0
TH705%

Unit 5, 7/F, Wing Ming Industrial Centre,
15 Cheung Yue Street, Lai Chi Kok,

Hong Kong
NN M A RN R ES 2218
2219%=

Room 2219, 22/F, New Tech Plaza,
MNo.34 Tai Yau Street, San Po Kong, Kowloon

TR A S5 23R M A T
10A168

10A1, G/F, Nam Hung Mansion, 23 Praya,
Kennedy Town, Hong Kong

ERMESENEER TEPL
BE3ME 325

Room 32, Block B, 3/F. Focal Ind Centre,
21 Man Lok St,, Hunghom HK

TREE - A1 158E R B TR o
9/F, Wing Ming Industrial Centre,

15 Cheung Yue Street, Cheung Sha Wan,
Kowloon

Shop Gé, Tai Yau Plaza, 181 Johnson Road,

Wan Chai

Flat 01, 26/F, Enterprise Square Two,
3 Sheung Yuet Road, Kowloon Bay

FUES IR

B IR

FH B

FH B

PUBS FIABS

PR FIURC FABS FABS

3101 9492

27304033
samanfa.li@elegantwatch net
www.elegantwatch net

25222918

SRR S om

3628 5511

frankieshang@ernestborel ch

23660199
23660320
hittps://www.europewatch.com/en/

3529 1508
3529 1507
everfoundation01@yahoo.com.hk

2370 3761
2370 3596
everest@netvigator.com

2192 2727

27894233

angie wong@ftlwatch.com
www.ftlwatch.com

3427 3277
2832 2839

rainbow.w@fineasiawatch.com

2711 3622

2711 8750
salestwo@firmstock.com
www. firmstock.com

2744 3193
27449219

sales@fres-town.com

2572 2450
28310132

3102 3018

roylam662@gmail.com

Business

[

M

I

i

Y

I

F B B &

Alange
& Sohne/
Audemars
Piguet/
Blancpain/
Cartier/
Chanel/
Chopard/
Franck
Muller/
IWC/
Panerai/
Patek
Philippe/
Piaget/
Richard
Mille/
Rolex/
Tudor

Epos Swiss
Watch,
Hong
Kong
China

Jazma

JEAN
D'EVE,
BULER,
SULTANA



N

LEEHE

Company Name

() EEEERER

HE HEAT
GIANT METAL
MANUFACTORY LTD.

R T AR AR
GLOBAL
TIMEPIECES LTD.

EHERRAR
GOLD FUNG
RELIANCE CO., LTD.

S EE RAT

- GOLDEMN CROWN
WATCH BAND MFG.
CO., LTD.

SREEFRERAR
GOLDEN DRAGON
INDUSTRIAL
LIMITED

SNEXERTR
A

GOLDEN POWER
CORPORATION
(HONG KONG)
LIMITED

EESEESR
' GOOD WORKS
M \iETAL MEY, LTD.

AR RAE
~*" GORDONC. &CO,,
LTD.

oy AEERTERAR
“"' GRACE CLOCK &
WATCH CO. LTD.

GRAND HOROLOGY
LIMITED

EMHEFFRAF
GRAND LION
INDUSTRIES LTD.

=—HIARAT
H INNOVATIONS
COMPANY LIMITED

EEBENRERAT
H.K. PRECISION
TECHNOLOGY CO,,
LTD.

\ EEEHARAT

HANG KEI
ELECTRO-PLATING
20 T,

REA

Representative

Filit
WONG TIT SHI

£
LI SHU KEUNG

BxE
STEPHEN YEUNG

TAPAS GHOSH

SR
CECILIA CHU

R
CHOW KAM
KWONG,
GORDON

PR
CHAN WAN TAK

KHEMEKA
RISHIKESH

zah
TSOI CHI LI

ARl
ERIC SO

BRE
KATHERINE CHOI

EER
CHUN CHUN
CHUEN

thk

Address

S TS iE-/OR ERAMBE
6HE3E

Flat B3, &/F, Po Yip Bldg., 62-70 Texaco
Road, Tsuen Wan, New Territories

MRS RS E1SRKAT P09
9/F, Wing Ming Industrial Centre,

15 Cheung Yue Street, Cheung Sha Wan,
Kowloon

JUEE R EER3NRR ) B S M706E
Unit 706, 7/F, Tower I, Cheung Sha

Wan Plaza, 833 Cheung Sha Wan Road,
Kowloon

A SR A0EES TR AE
2172 DEE

Blk. D, 21/F, Houston Ind. Bldg.,
32-40 Wang Lung Street, Tsuen Wan,
Mew Territories

Fr T B R DoYEE T A 108
10412

Unit 10A1, 10/F, Hoover Industrial Bldg.,
26-38 Kwai Cheong Rd., Kwai Chung,
Mew Territories

HAAHT ARRSTIRAFE TE DL
SEE0ERCE

Flat C, 20/F, Blk. 1, Tai Ping Industrial
Centre, 57 Ting Kok Road, Tai Po,
Mew Territories

FURERTIE TR S 24%E A i R E CIE
10CeE

Flat C8, 10/F, San Po Kong Building,
24 Yin Hing St., San Po Kong, Kowloon

Unit 1101-2 & 1109-12, 11/F,
Tower 2 Metroplaza, 223 Hing Fong Road,
Kwai Chung, N.T.Hong Kong

NEEEA LR ERE 473 AT AT
47A, A1, G/F, Fung Wong Village,

Po Kong Village Road, Wong Tai Sin,
Kowloon

Unit 1007, 10/F, Star House,
3 Salisbury Road, Kowloon, HK

B AT ) 133350

e Taerh4EBE

Unit B, 4/F, Century Ind. Cir,

33-35 Au Pui Wan 5t, Fo Tan, N.T, Hong Keng

Room 1804, Eastern Harbour Centre,
28 Hoi Chak St., Quarry Bay, H.K.

EFENEEENHE R ELERL 08
01042

Unit 1-4, 10/F, Texwood Plaza,

&6 How Ming Street, Kwun Tong, Kowloon,
Hong Kong

TR RUAESEE R P 1 2681201
Unit 1201, 12/F, Riley House,

88 Lei Muk Road, Kwai Chung,

Mew Territories

FAES IABS FEUBS FIEES

FUBS

FHEBC FUEC IPBC IUBC IPEC FFBC IFEC  IPBS

A B

ExEn
Type Of
Business
2416 1485
2413 6344

giant@giantmfy.com.hk

27454233
27458333

info@globaltimepieces.com

[

2881 0298
2881 0650
vincent@goldfunggroup.com

e

2407 4911

2407 5969 Bﬁ @
gewatch@netvigator.com

21210810

21210877 N

tapas@excelvast. com

2667 2125
3125 2000
battery@goldenpower.com

24202246
24200014
gworks@netvigator.com

37937000

2480 4667
genco@gordonc.com
www.gordon.com

2321 5730

2735 5886

info@frandhorology.com
hitp://www.grandhorology.com

27957090
2795 5101

grandlion@hennex.com

3422 3098
3422 3099
eric@hidwatch.com
www hidwatch.com

e i B

31609988

31609918
katchoi@predision-hk com.hk
http://www stylewatch com/
hkprecisiontech/

242033568

2420 6883
hangkei@163.com

bovhevla ®© B kB &

7
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9

e

2

LEEH

Company Name

EE e a
BRAE

HANG YIP WATCH &
METAL PRODUCTS
LTD.

EEEZRHELEAR
A7l

HANSON METAL FTY.
LTD.

EEFENRERAR
HANSON PRECISION
TECHNOLOGY LTD.

REEEETT
HAPPY GARDEN
WATCH CO.

SRS RAT
HENRY WATCH

AND JEWELLERY
COMPANY LIMITED

EEESERAR
HEROMEX WATCH
COMPANY LIMITED

e A
HING WAH COMM.
co.

BB s R PR )
HIP SHING LEATHER

WATCH STRAPS MFY,,

LTD.

&b AEEEARAT
HK CHENG SHUN
CLOCK AND
WATCHES LIMITED

FHEETEAT
HK WATCHBANDS
CORPORATION LTD.

HOLLY DIAMOND
LTD.

BifS (S &
BRAE

HONG KONG
GUOXIN FINANCE
LIMITED

EEREREER
BRAE

HONG KONG SEN
FUNG VACUUM
PLATING CO., LTD.

IAN TIME LIMITED

ICE UNIVERSAL
LIMITED

REA

Representative

BhiRIE

YIU CHUN HANG,

CHRIS

i
JACKSON LAM

HE=
JOYCE LAM

ASE
PAK CHEONG
LOONG

e
GEOFFREY KAO

R
KWONG KAl
HONG

MR

S
NG CHOR
CHUNG,
EDMOND

P
HUANG BO

RAMESH AHUJA

B
YUEN HENG
TING, LILY

JREE

o
WONG BING
KEUNG, ALAN

B2
WONG YIK WAN

AR
CHRISTY SO

172 TSRE S Corporate Members

tahk

Address

NEEBEEEE13MEEERL 68
1608095

Rm. 160809, 16/F, Seaview Centre,

132 Hoi Bun Road, Kwun Tong, Kowloon

FUEER AR R UIE 206-2081F
ERTHAEHE

2/F, Shing King Ind. Bldg., 206-208

Choi Hung Road, San Po Kong, Kowloon

JUEERT iR RS 206-2084%

ERT A

2/F, Shing King Ind. Bldg., 206-208 Choi
Hung Road, San Po Kong, Kowloon

HAEIGH RE10E2CE

EEEHF 5 EE 24 One South Island
1

18/F, One Island South, 2 Heung Yip Road,
Aberdeen, Hong Kong

EEEEH6- D EEBR THAE—H
248 CE

Flat C, 22/F, Phase 1, Kingsford Industrial
Building, 26-32 Kwai Hei Street,

Kwai Chung, N.T.

FUEE N — U AR 1455 A B 3B C
Flat C, 3/F, 14 Osmanthus Road,
Yau Tat Chuen, Kowloon

FUEEEBIEAT2 48R RS T P nas 1 il
1248 Vi

FlatV, 12/F, Phase 1, Kwun Tong Ind. Cir,
472-484 Kwun Tong Road, Kwun Tong ,
Kowloon

FUBESS O SR 1 28RNSR 158
15/F, Hart House, 12 Hart Avenue,
Tsim Sha Tsui, Kowloon

JLEES LB ISR IS 2R (FE MR R
THAZ

M (755 70 B 300UEHT T S s
128 AZ

Flat A, 12/F, EJ300, 300 Lockhart Road,
Wan Chai, HK

MRS R SE 1 1R EE PO909E
Room 909, Sterling Ctr,,

11 Cheung Yue 5t., Cheung Sha Wan,
Kowloon

Flat C, 1&/F Tower 11, Gold Coast
Residence, Tuen Mun, N.T.

RiPiEfRE EAE2R BT 18102
Unit 1810, 18/F, Star House, 3 Salisbury
Road, TST, Kin, HK

PR

FUBC AR FEEC IVEC FIUBS

FREBC PR

Bt JAES FPES

B

PH B

PABS IR

2343 5296
2797 8327

hangyip@hangyip.biz.com.hk
home.netvigator.com/~hywatch

2327 0131
2352 2605

hanson@hanson.com.hk

2327 0131
2352 2605

hanson_lam@hanson.com.hk

9261 6698

2554 1231
2873 5008

enicar@enicar.com

2688 2732
2688 2730

joannachoy@heromex.com

23810514
2381 6038

2345 9588
2797 8257

edmondng?18@gmail.com
wwwi stylewatch.com/hipshing

183 70829788
0797 3606331
18370829788@163.com

2369 6999
2721 6665

straps@hkwatchbands.com
www.watchbands com.hk

23111866
2311 1800

6662 7539
zhou-pb@163.com

2371 2650
23712448

senfungpvd@biznetvigator.com

www.senfung.oom.m

6939 6216

iantimehk@gmail.com

instagram.com/iantime.hk

3188 5909
3188 5910

christyso@ice-watch.com

www.ice-watch.com

ExEN
e
Business

® b

N mm

N mm

Hith

el
g I

B
AR#5



N

£

NEEHE

Company Name

ILG ASIA LTD.

BERERARAR
INDEPENDENTIME
INTERNATIONAL CO.,
LTD.

M EAR AR
INSPIRE WORKSHOP
LTD.

IEE (&S AR AT
INTERNATIONAL
TIMERS LTD.

FHEEREETRAR
JC UNIVERSAL
GROUP LIMITED

BERHESBERAR
JEBSEN CONSUMER
PRODUCTS
COMPANY LIMITED

BEFETARAR
JOHN KAISER-TIME
LTD.

EEHEEEERAR
KA SHING
JEWELLERY & WATCH
LTD.

SR ETEREBR
A7

KAM KEE WATCH
COMPANY
(HOLDINGS) LIMITED

) Sl (RE) B IR
A

KAM YUEN (GROUP)
INTERNATIONAL LTD.

RENTTEERAT
KENTEX CRAFT LTD.

BT
KIM TAK WATCH CO.

RREAEEETRAF
KING FOOK
JEWELLERY GROUP
LTD.

KEA

Representative

RAJIV MEHRA

HERES
TAY KA CHUNG,
CLEMENT

HFER
CHEUNG NGAN
MING

T
HUI WOR LAM,
WARREN

s
CHUNG
KENDALL

[AERE
STEPHEN CHOU

)
WONG YIP
KONG

MREH
MAGGIE HON

BSHE
ROCKY NGAN

CARMAN CHOW

wAER
HASHIMOTO

NAOCKI

3

REH
YEE KWAN
YEUNG

®up. Dp Be Pw,.. Lo

thk

Address

NEERIDE K EETTEREE LT
Room 1-3, 27/F, CEO Tower, 77 Wing Hong
St., Cheung Sah Wan, Kowloon

ERN AR RERE 2R AETERE
gigNE

Room 811, Tai Tak Industrial Bldg, 2-12
Kwai Fat Road, Kwai Chung, N.T. HK

AT AT N T RS
17HE7 9%

Workshop Mos.7-9, 17/F, Lucida Ind. Bldg,
43-47 Wang Lung 5t, Tsuen Wan, NT,
Hong Keng

Bea et HiSEmoE T T R0 1618
ADZE

Unit A-D, 16/F, Sun Ying Ind. Centre,

9 Tin Wan Close, Aberdeen, Hong Kong

FUREFR A RIEET 19 R (3B 7R)
TEAEIOBAE

Flat A1, 10/F, Yeung Yiu Chung (6th)
Industrial Building, 19 Cheung Shun Street,
Lai Chi Kok, Kowloon

AR BB 5008 AR ES 2148
21/F., Hysan Place, 500 Hennessy Road,
Causeway Bay, Hong Kong

HrSHEE RS T BRI PE B P

108 DE

Unit B&D, 10/F,

Chinabest

International

Centre, B Kwai On Road, Kwai Chung, New

Territories

e Bl W32 38%E W A E i T 3CH

FUBES L H L E R HIEOAM T
G/F, No.9A Humphreys Avenue,
Tsim Sha Tsui, Kowloon

Level 34, Tower 1, Times Sguare,
1 Matheson Street, Causeway Bay,
Hong Keng

hEEWEBESG2-4 BHa1HAE
TTH6ASE

6A,11/F, Sun Cheong Industrial Building,
2-4 Cheung Yee Streat, Cheung Sha Wan,
Kowloon

9/F, King Fook Building,
30-32 Des Voeux Road, Central,
Hong Keng

B F BESC JUDS

IFPEC > GBS » BBV IRES

PEES  IEES PEERS  FEBS

PREBC PUBS

Business

27007300

2423 8773
info@interluxury.hk
www.inter|uxury.com

2317 0890

2414 3928

clementtay@
independentime com.hk

2401 1808
2401 2808
orange@inspire-workshop.com
www.inspire-workshop.com

2554 0225
2873 5946

intima@hkstar.com

N

2664 7999

2512 6491
info@jcucl.com /
kendall@jcucl.com
wwwi jcucl.com

ge

3180 3059
3101 1055
wendychung@jebsen.com
stephenchou@jebsen.com
www. jebsenconsumer.com

2796 3595
27960712
johnkaiser@netvigator.com

®

27240999

27227829
maggiehon@kashingwatch.
com
www.kashingwatch.com

23922928
34210998

® O

i [

2301 8100

27397205
carman.chow@kamyuen.
com

www.kamyuen.com

¥

2744 6881

2744 4911
calvert@kentexcraft.com
http//www kentex-jp.com

&s

2564 3456
28115289

™

2302 3300
2877 6433

INTIMA
TR

SR E & Corporate Members
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Business

REA tahk

Representative Address

Company Name

BRETHRAR R EE
KIT SHING WATCH BORIS CHIU CH
COMPANY LIMITED ~ HO

24761482
24421454
account@anytime watch
www.kitshingwatch.com

HATTEAE 1L A% 211-2234%

E I T 54

Shop 5-6, G/F, Healey Building,
211-223 Castle Peak Road, Yuen Long,
Mew Territories

PR

@ AZAT R NRERAS T L E 170 A ES/GE J 94969445 @ —
“ KOON OM CO. FUMNG BUMN 8/G., Apollo Building, 170 Castle Peak & —
SHING Road, Shum Shui Po, Kowloon = —
A —
@ NERTHERAR Eifpk NENERATEMNRTR EES2248192E  » 23917483 IE —
KOWLOOMN WATCH WONG KAM Room 19, 22/F, New Tech Plaza, & 27894233
- CO. SHING No.34 Tai Yau Street, San Po Kong, & kowloonwatch@
Kowloon kowloonwatch.com
A wwwkowloonwatch.com
Fro @R RAT B BRI FEZ B IENE5EBE J 25739483 @ —
el KWAIKEEWATCH &  CHAN SUI SUM Flat B, 4/F, 41 Kennedy Road, HongKong @ —
“ PLASTIC CO. = —
Ry =
EFESRE O [ BiAE MBI REISEREAEAE16EE 9 23689884 N —
KWOK WAH METAL &
WORKS —
5 =
HEEETEAEAR ARE NEEEEREENEER TEPL S 23440382 @[ m --
= KWUN KEE LEATHER  LAM POON TAT 13#24 5% @ 23439545
WATCH STRAPS MFY. Flat 4-5, 13/F, Wah Shing Centre, & info@kwunkee com hk
LTD. 11 Shing Yip Street, Kwun Tong, Kowloon ® —
LA REINE DE LUXE e JLRERE AR a7 1 93E At O et 1 J 27899989 E @
AMNDIE TSE 15#1515% & —
Flat 1515, 15/F, Tower 1, Grand Century 2 lunang@asana3é0global.com D
Place, 193 Prince Edward West, Mongkok, #  wwwi.lareine.co
Kin
W ETARAR EBTE BEEEE N EFESIR J 28936088 !tl —
B | A SUISSE WATCH Anthony Tsang 481 Hennessy Road, Causeway Bay, (B 28384981
“ CO. TD. Heong Kong o —
* /=
@ FlE T PR G/F., 163 Johnston Road, Wan Chai , J 27220083 IE —
LEE FUNG WATCH LEUNG MOOMN Hong Kong @ 25737120
LN CO. SUM 2 sam@newbowlingwatch.com
A —
EXETRRAR B SLEESNE NS E 12D T J 2367 2369 ﬁﬁ —
LIFE TIME WATCH DONNY YEUNG Ground Floor, 12D Carnarven Rd., & 27245140
“ Kowloon o —
A —
ERERREEE) HEE Room B, 6/F, On Fat Ind Bldg, J 26143778 @ Ej Itlay Watch
ARAE LAM CHUN YIN 12-18 Kwai Wing Rd., Kwai Chung, N.T. @ 26143288
LIN TAI &8 accounting@lintaihk.com
INTERMNATIONAL frankie@lintaihk.com
GROUP (HONG A  wwwlocman hk
KONG]) LIMITED
LIONROCK W3 EEAELIERESESERET RPN 9 26038516 E —
BATTERIES LIMITED YEUNG MAN 2HAZE & 23190723 A
YUNG DAVID 2A, Freder Centre, 68 Sung Wong Toi &  info@lionrockbatteries.com
Road, Kowloon A  wwwlionrockbatteries.com
LOCKUPTIMEPIECE  {ERfE L (566-820R 242 ABDE J 68785858 @[
LTD. THOMSON YAM  Unit A & D, 24/F Golden Bear Industrial
Centre, 66-82 Chai Wan Kok 5t.,
Tsuen Wan
y BEFEFARAR H;EE RS MR A0EEE T RS J 24075535 N —
" LOYAL LEOPARD KENNETH KWOK ~ 20# K2 & 2408833 L
INDUSTRIAL LTD. Unit K, 20/F, Houston Ind. Centre, & timeciti@netvigatorcom
32-40 Wang Lung Street, Tsuen Wan, ® —

Mew Territories

174 735 E€ & Corporate Members
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LEEH

Company Name

e

LUEN HING HONG

ANEE ISR ET RAE
LUK FOOK PRESTIGE
JEWELLERY
COMPANY LIMITED

LUK NUEN KEE

LVMH WATCH &
JEWELLERY HONG
KONG LIMITED

HRAT S L
ARLE

MANSION WATCH
CRYSTAL MFY,, LTD.

AR EEE R RAT
MASTER TIME
INDUSTRIAL LTD.

MASTERMIND
MANUFACTURE
LIMITED

EfRREERRAR
MEMORIGIN WATCH
COMPANY LIMITED

B A RAE]
MING FUNG
INTERNATIONAL
LIMITED

R AR E ()
ABRAE

MING WATCH
CHANNEL (HK)
LIMITED

ERERERERAR
MIRA WATCH

INTERNATIONAL LTD.

BEEARAE
MODERN LIMITED

EAXRTERAR
MONG KOK WATCH
CO., LTD.

EEARAR
MONTRES SA LTD.

REA

Representative

Bkt
THEN SUI SEN

5k

FEREEE

s
FU HOI FUNG

P
DEREK PUT

LN
IVY KUNG

BRI

BER
TSANG YUK YU

A=
BRENDA CHOW

BAHE
DAVID GUNER

s
TSE PING KWAN

RRA
JOHN NG

tahk

Address

TSRS B 753 TR K 6T
57%

Unit 5-7, 6/F, Fook Yip Building,
53-57 Kwai Fung Crescent, Kwai Fong,
Mew Territories

27/F, Metropole Square, No.2 On Yiu
Street, Shek Mun, Shatin, N.T. HK

B BER BRI 219547 AR 171 A

24/F., Oxford House, Taikoo Place,
979 King's Road, lsland East,
Hong Kong

EEE L 491-5019R 50 TR 0B
403-404%

ERILEELD IER TR RS S AT
17881720

Room 1720, 17/F., Star House, 3 Salisbury
Road, TS.T, Kowloon, Hong Kong

FRLEK R IEOTESE T e — 1
g%

Unit 4, 8/F, Phase |, Chai Wan Industrial
City, 60 Wing Tai Road, Chai Wan,
Hong Kong

BB R B0 A F T AP0
1 IRE

Rm. 1, 1/F, Sunray Ind. Centre, 610 Cha
Kwo Ling Road, Yau Tong, Kowloon

JUEEZIE ISQUARE [O#2403-404%% 45

MBS EE 2230k AT A R 2EE 1848
1801-07F:11-12%

Units 1801-07 & 1801-12, 18/F,

Tower 2, Metroplaza, 223 Hing Fong Rd.,,
Kwai Chung, New Territories

EEERNESEOS TIRES F0BE
THETE

Room 7, 7/F, Tower B, Regent Centre,
MNo.63-73 Wo Yi Hop Road, Kwai chung, N.T.

FUREIHA SR SR S TEE S8
281GE

SIVIE FGE S0 B HIBEB117A
Shop B117A, Holiday Inn Galden Mile,
50 Mathan Road, T.S.T. Kowloon, HK

PR

FEEC FABS PIUEC JEEL F WBS FIUERS JEES

PRARSC FARS JEESC IVPC IRES

PH B

2421 3808
2489 8365
wykin@netvigator.com

27832728
2782 6016

wwwlukfook com

2524 6311

28811631

28811632

mendy cheung@hmhwatchjzwelrycom
benoit toulin@lvmhwatchjewelrycom
https://www.lvmh.com/

2426 2021
24899234
mansions@netvigator.com

2414 2670
2490 9839
candycheung@tnghk.com

3998 3691
3998 3697

29760108

2556 6390
shum@memocrigin.com
www.memorigin.com

2346 5255
27727650
enquiry@mingfunggroup.com
www.mingfunggroup.com

2488 2388
yukitsang@mingwatchchannel.com

mingwatchchannel.com

37937000

3793711
brenda@mirawatch.com
www.mirawatch.com

24210933
24210993
dec123@biznetvigator.com

2787 6632 / 9438 7922
28702020
tsepingkwan@gmail.com

9195 1869

montres.sa@hotmail.com

EISR &8 Corporate Members 175

Business
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MARTEC

BALL, TITONI,
ERWESTBOREL,
ENICAR,
SANDOR, SEIKO,
CASIO, CITIZEN,
TISSOT, BULOVA
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CORPORATE MEMBERS

LEEH

Company Name

REA

Representative

tahk

Address

B xEn
e

SEENHHRAR
MUCH GOLD WATCH

JEWELRY CO., LTD.

G BIEEERAT
57 MUIFA WATCH CO.,

) LTD.

oy BREEERAR
MYER WATCH LTD.

M B SRR R

|
MR\ AM KEEN WATCH
PRODUCTS FTY, LTD.

@ MERREAR AR
NAM WAH WATCH
M cpseFTY, 17D,

SREFETHRAR
NATIONAL
ELECTRONICS &
WATCH CO., LTD.

HRETRE
ARLE
NATIONAL
ELECTRONICS
(CONSOLIDATED)
LIMITED

NEENA FASHIONS

Afritt S et B
= ARAT

NEW WORLD TIME
INT'L LTD.

T MRS
NG CHAU SHUI KEE
WATCH CO.

@ %gﬁ%ﬂu‘%ﬁ

. A2 a]

L OR. CRYSTAL
MANUFACTORY CO.,
LTD.

oy SFEEmEEAR
57 OCEAN PLATING
FACTORY LTD.

Gy WWEEEERE)
L ARAE
OLYMPIC WATCH &
JEWELLERY CO., LTD.

@ BA&RERM
~" ORIENT OPTICAL
M CrYsTAL MFG,, CO.

i Hi
CHEUNG YAT
SING

iR
KOH PUAY CHER

FETER
BENEDICT SIN

ES
ARt

AT
TSE SIU KONG

=AE
LEE LOEWE BON
CHI

ateh ]
LAM YEE MAY

FEE
CHEV. RAYMOND
LEE

BsmE
CHAN SHI PO

15
YEUNG TAT
SHING

85
LAU LIU

HRuE
YEWN KAl YIU
DELON

A
HO CHE SHING,
DAVID

176 TESREE Corporate Members

JLAERE AR E 27 M
G/F, No 27 Fife Street, Mongkok, Kowloon

e B EREILET0-744E
HFE s AESTE

8/F, Amber Commercial Bldg., 70-74
Morrison Hill Road, Wanchai, Hong Kong

FUBERTROES 368 741 8 BLHE TP Ooth T~ CEZ
Flat C, Ground Floor, Kaiser Estate,
41 Man Yue Street, Hunghom, Kowloon

AR AR EES A I R AEETH
¥

No.2, 4/F, Yee Lim Ind. Bldg., 8 Ka Ting
Road, Kwai Chung, New Territories

FUEEER K BT 1095 15048
1/F, 102 King Lam Street, Sham Shui Po,
Kowloon

BT BT AE2324E M B TS R E 1548
15/F, Shing Dao Industrial Building,
232 Aberdeen Main Road, Aberdeen,
Hong Kong

Suite 1218, Prince's Building, 10 Chater
Road, Central, Hong Kong

JLEES B ZE R AE 89-105%E B FE A0
11#1124-25%

Room 1124-25., 11/F, Beveerly Commercial
Centre, 87-105 Chatham Road, TS.T., Kin.

T FRSE R W A ASRE AR T 2o B 1048
AGHE

Block A.G.H, 10/F, On Fock Industrial
Building, 41-45 Kwai Fung Crescent,

Kwai Chung, New Territories

FARFOKE R EHREEE3001E
Rm. 3001, Heng Fu Hse., Tin Heng Estate,
Tin Shui Wai, New Territories

NEEBEEEE139- 141 FEE O
701-702%

Rm. 701-702, 7/F, Seaview Centre,
139-141 Hoi Bun Road, Kwun Tong,
Kowloon

%hﬁﬁ BRI O A6E 1618

Flat A, 16/F, Mei Foo Sun Chuen,
46 Nassau St., Kowloon

Shop 211, 2/F, Central Building,
1-3 Padder Street, Central, Hong Kong

FAERE T HE20EEST P 0
12132

Rm. 1213, 12/E, Tsuen Wan Industrial
Centre, 220 Texaco Rpad., Tsuen Wan,
Mew Territories

PABSY FUBC PUEBSC FEEC FARSC JUBSC IAERS

B IRBS

FEBS FPES

FEBS FARC FUBS

6966 6680

seeusoonwatch jessical@gmail.com
muchgoldwatch.com

2891 5663
25721780

info@muifa.com

27730773
27731773
info@myer.com.hk

2426 6821-4
24804243

2741 4081-4
2785 3552

2554 1151
28731737

info_nati@national.com.hk

2529 2021
25297436

9013 0099
23140402

essagenta@gmail.com

24252298

24207844
newworld@netvigator.com
www.hk-newworldtime com

2458 2246

23430610
2342 8677
orcoltd@netvigator.com

2742 8553
2789 2450

2311 192
23110518
206central@gmail.com

2408 8661
2407 6167

Business

B B B B B &

=

@ B 74
B

7

B

TITONI

MYER
WATCH

AMENIE
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Company Name

KEA

Representative

ge Bu, Do Mg Pw . P

thk

Address

Business

L ERTHRAR
ORIENTAL WATCH
CO., LTD.

2

ORO TIME LIMITED

IR EEARAR
PAIDEL WATCH
COMPANY LIMITED

BFTARAR
PAO HUNG HONG
LTD.

e

HAUEREAT
PAPER
COMMUNICATION

e

EXHIBITION SERVICES

B EERFRAR
PARAGON
INTERNATIONAL LTD.

2

BEAEHARAR
PARCEL PRO (HONG
KONG) LIMITED

EBERRAT
PARTURE CO., LTD.

3

HERREEEET
RAE

PEACOCK WATCH
(GROUP) HK LIMITED

ERFTARARA
PERFECT PRODUCTS
Co., LTD.

2

R EIERAR
PINO ALIPRANDINI
(HK) LTD.

1

HEEEXTRAT
PIONEER TECH
INDUSTRIAL LIMITED

EEREERAR
PLANWAY LTD.

32

y WERHERRAT
" PO WAH WATCH CO.,
LTD.

HEEERRAR
POLY WEALTHY

(HONG KONG) LTD.

BTE
Anthony TSang

ILEE
SUN CHUN YIN

RHE
JOSEPH KU

e dmEy
CHEUNG PUI
LING, FANNY

A—R,
CHAU YAT FAN,
RAYMOND

EXE
JUANA LI

KEN KAN

BpAREF
VINCENT TANG

e
YINGHUAN MA

wTE
TAM TSE KIT,
DOMINIC

83T
SIMON TANG

WmiRE
YAN SHEK YAN

HE s
CHENG
SHU SHING,
RAYMOMND

EAE
C.P. WONG

B
WILSON SIU

FRPBRTEENRKEPLI9FE
19/F., Wing On Centre,
111 Connaught Road, Central, Hong Kong

A AREHISEEDPOSEIE
Flat 1, 8/F, Trans Asia Centre,
18 Kin Hong Street, Kwai Chung, N.T., HK

JLEESDE B BUIE 3047 A A8 A0 2 1248
1205%

Suite 1205, 12/F, Tower 2, Silvercord,

30 Canton Road, TST, Kin

ERNBEHERSE AT
12/F, Chung Nam Houss,
592 Des Voeux Road, Central, Hong Kong

%%ﬁﬁﬁﬁ#ﬁﬂﬁﬁlﬁlﬁqﬂu}ﬁ%

Rm. 15, 5/F, Wzh Shing Centre,
11 Shing Yip Street, Kwun Tong, Kowloon

FUEEATOER B 1 SRR BE T AR O 3R o4
O

Unit O, &/F, Kaiser Estate Phase 3, No.11
Hok Yuen Street, Hung Hom, Kowloon

757 BE NG 5E B E 30U TR A 2 P/ ARE
T1H#21105-1106%

Unit 1105-1106, 11/F, Tower A, Hung Hom
Commercial Centre, 39 Ma Tau Wai Road,
Hung Hom, Kowloon, Hong Kong

i FLEE RN A1 5-33R B T Frh 0 25
i |EE

Block 2, Flat I, 8/F, Kwai Tak Ind. Centre,
15-33 Kwai Tak Street, Kwai Chung,
Mew Territories

NEERE B EE f2- 16950 SR R0 2448
03=

Room 3, 24/F, Ho King Comm. CTR.,
2-16 Fa Yuen St., Mong Kok, KLN.

ERPRIRILE 8RR WA A B 217
21/F., Car Po Comm. Bldg,,
18 Lyndhurt Terrace, Central, Hong Kong

7 T AR E R BE A A T R SR 2
11EEBEE

Flat B, 11/F, Phase 2, Yee Lim Ind. Bldg.,
8 Ka Ting Road, Kwai Chung,

Mew Territories

ERLEER 2R E P 026012
Room 2601, 26/F, Trend Center,

29 Cheung Lee Street, Chai Wan,
Heong Keng

ERlL AR E LR R 9-2348 55 B O
1MEGE

Flat G, 11/F, Seabright Plaza, No. 9-23
Shell Street, North Point, Hong Kong

EHEEEF2-1MEFEAEI01E
Room 101, Sunwise Building,

112-114 Wellington Street, Hong Kong

M AL 208 1781868

HE L 1218120138

Room 1201-3, 12/F Chinashem Johnston
Plaza, 178-1856 Johnston Road, Wan Chai,
Heong Keng

B GBS FRBS

B IS FURS FEBS

PE B

B FAEC FUBS

FAB- IR AR FEBS

25435112
2543 5857
info@oriental.com
www.oriental.com

24817902
2481 7804

johnny@cro-time.com

86188 2379 2856
aling@paidel cn

25247381
28450318

27639011
23410379
raymondchau@paper-com.com.hk

www.paper-com.com.hk

23031030
23306912

3102 0229

2331 3004
tamdora@parcelpro.com
www.parcelpro.com

24260361 /9166 1193
24100117

vincent_t@parture.com.hk

68806107
22679998
jack19178@163.com

28152838

2541 4594
sales@perfect-products.com
www perfect-products.com

2602 05698

26091034
contact@pinchk com
www.pinchk com

2897 6308

2897 6756
design@pioneer-t.cn
www.pioneer.cn

2518 8070
2518 4100
planway@planway.com.hk

2919 6817

28380113
wilsonsiuws@gmail.com
www.ploywealthy.com

EIS &8 Corporate Members 177

N mm

Hith

g
[

37

POMAR,
SANDOZ

INSURED
SHIPPING

PARTURE

PINO



FIRE S
CORPORATE MEMBERS

= ExEN
ATIEHE e

Business

REA

Representative

tahk

Address

Company Name

4o

D

e

W

8

@

N

IR S AR R AT
PRESENT WATCH
AND JEWELRY
COMPANY LIMITED

AT il A F)
PRINCE JEWELLERY &
WATCH COMPANY

AREERAR
PROACT
TECHNOLOGY CO,,
LIMITED

EHEANARAR
RICHBURRY LTD.

BERRATE
RONDA LTD.

I (ERERAF
RUMA HK LIMITED

HEHRAF
SALINGER CO., LTD.

EREFFRAR
SANG TAT
INDUSTRIAL LTD.

BREEFERAE
SEE U SOON
INTERNATIONAL
LIMITED

LG ER)
BRAE

SEIKO HONG KONG
LTD.

BLEERAR
SEIKO
MANUFACTURING
(H.K) LIMITED

IR E A RAT
SHEER-ON
INDUSTRIAL LTD.

ek RIS
SHUI CHEONG
METAL WARE MFY.

IB&AT
SHUN HING HONG

[ R
NOELLE CHOW

KEER
AMBROSE CHU

L=k
JACKZHOU

R
LO KIN FAI
STANLEY

KINSON HUNG

MR. MANISH

87
JACKY LAU

1 pava
PHILIP, LAU HEI
LAP

B
TSANG CHEUNG
TUNG

YASUQO OKAJIMA

FUKUI SHINYA

SR
YAN YUK KUEN,
DYAN

{A5R
HO HEE

|
LAU SHUN

178 TSRE S Corporate Members

L REET 5 G B A 37 SR AT i Al Pl BEE
1M#1107E

Room 1107, 11/F, Block B, Hunghom
Cormmercial Center, 37 Ma Tau Wai Road,
Hunghom, Kowloon

FLEES L E R T FIE 3R £ AT 174
1715-162

Unit 1715-16, 17/F, 3 Salisbury Road,
Star House, Tsim Sha Tsui, Kowloon

NEEEEEEIE 13 R B AESEKE
Flat K, 8F MG Tower, 133 Hoi Bun Road,
Kwun Tong, Kowloon

NEETRE SN Y T RO —#
12HEB3E
Unit B3, 12/F, Kaiser Estate Phase 1,

MNo.41 Man Yu Street, Hunghom, Kowloon
ERERT R REE 1R EESBE

2719

Unit 19, 27/F, Tower B, Southmark,

11 Yip Hing Street, Wong Chuk Hang,
Aberdeen, Hong Kong

EEL R EHEE 1 2-1 4RSS R
1642 1601-AF

Unit 1601-A, Hart House, 12-14 Hart
Awvenue, Tsim Sha Tsui, Kowloon, HK

PR A {EIREE RS 71750
EEEBEDOTMLE

Flat 704, Join-In Hang Sing Centre,
71-75 Container Port Road, Kwai Chung,
Mew Territories

NEEE LETOAR S BT S AHAERE
Workshop B, 4/F, Hop Hing Ind. Bldg.,
Mo. 704 Castle Peak Rd., Kowloon

FE AR 1 08YEFI RA BT
G/F, LEE MAN BUILDING,
NO.108 TUNG CHOI STREET,
MONG KOK, KLN

N RER T AES0AE A T ¥ A EeFE
8th Floor, Ying Tung Industrial Building,
802 Lai Chi Kok Road, Kowloon

ERNERFAEAREEAETE
7/F Ying Tung Industrial Building,
802 Lai Chi Kok Road, Kowloon,
Hong Kong

FURERTRES A 1 RAE AR L S 1 EE 1248
384%

Units 3 &4, 12/F, Harbour Centre,
Tower One, No. 1 Hok Cheung Street,
Hunghom, Kowloon

JURE I ffiith B HUE 5874 \ AR
Flat A, 7/F, 587 Canton Road,
Yau Mai Tei, Kowloon

NEEANEEHIRRE AETZeRIE
Room J, 7/F, Yuen Fat Bldg, 1 Nelson
Street, Mongkok, Kowloon

PEB

PABC IR FUBC IRES

PEUBS JUEBC IBEC FEBSC UL PR

FPABSC PEABS

91334414

hello@present-watch.com
www present-watch.com

27300488
2377 4088

watchjew@princehk.com
www.princejewellerywatch.com

8615013841705

jackzhou@proactwatch.com

www.proactwatch.com

2356 9300
23569799

oliviawoo@richburry.com hk

www.richburry.com. hk

25420249
28542124

cywong@ronda.com hk

www.ronda.ch

2320 2906
2320 2986

contact@rumadiamonds.com
www.rumadiamonds.com

24811923
2481 1681

27456188
27709605

chittat@asiansources.com
cteoltd@netvigator.com

6060 6062

hohoseeusoon@gmail com
www.seeusoonwatch.com

2521111
28459012
okajima@seiko.com.hk

24945111
24804572

shinya fukui@seiko-mfg. hk

2635 3282
26365133

sheeron@sheeron.com

23855962

[y
[
ge
® 0

s B B T B B

7

74

Watches

ROMNDA

LASSALE,
SEIKO,
PULSAR,
ALBA,
LORUS



N

NEEHE

Company Name

KEA

Representative

thk

Address

EREEARAR
SHUN SING ELECTRO
PLATING CO., LTD.

2

ER IHEERAR
SHUN SING
INDUSTRIAL LTD.

2

FELRI ERRAR
SILCON
INNOPRODUCTS LTD.

RIER R IR
AR

SKY TECHNOLOGY
(SHENZHEN)
COMPANY LIMITED

BHRLFFRAF
SMART HILL
ENTERPRISES
LIMITED

FEABRAE
SOLAR TIME LTD.

SOMETHIN' GOODS

BERERAR
SOURCE PARFAITE
LTD.

STELUX WATCH
LIMITED

R R E RAE
SUCCESS EVER
TIMEPIECES LIMITED

REFRAR
SUM SHUI CO., LTD.

(D

L S
SUN HING ELECTRO-
PLATING FACTORY

FEfEFEAT
SUN INTERNATIONAL
CONCEPTS LIMITED

o FEESERAR
S5 SUN INTERNATIONAL
TRADING CO.,, LTD.

#FOEERRAR

@ SUN LICK

“ ELECTRO-PLATING
CO., LTD.

s
CHAN HON
SING, ALEX

PSR
CHAN HON
SING, ALEX

gligR (25)
LAU HUNG TOA

RS
ZHANG FANG

NCES
AU SIN MEI,
STELLA

NOTAN TOLANI

el
CHAN KWUN
CHUNG

R
CONNIE, SOON
JUK WAL

B#E
CHOW YIN O,
STELLA

s
CAROLLIO

CHOW

AR
W. S. TONG,
WINSTO

B3han
PAUL CHENG

=Rt
KEUNG WAI NAM

HEB
SOLOMON SUN

ik
YIU KA CHEUNG,
DEVILLE

SRS A2 A B T ¥ AE
HA10#EB6

NEES B SN2 A B TR M 1
HA10i2B6

S B I TMLE S 1912 B3E
Room B3, 12/F, TML Tower, No. 3 Hoi
Shing Road, Tsuen Wan, N.T.

EEA A A RE IR T A S
B28=

Flat B28, 5/F Lofter Prime Unify
Commercial Ind. Bldg,

No. 31 Tai Yip Street, Ngau Tau Kok, Kin.

T R R R 88 TR G R N 1 A
1582 1506%

Flat 1506, 15/F, Tower 1, Ever Gain Plaza,
Mo 88 Container Port Road, Kwai Chung,
Mew Territories

JuiiEZe DR A5 [ 334N AP 1548
15/F, Kowloon Centre, 33 Ashley Road,
Tsim Sha Tsui, Kowloon

Unit 907, 9/F, Silvercord, Tower 2,
30 Canton Road, Tsim Sha Tsui, Kowloon,
Hong Keng

Flat 5B, 9/F, Hung Tat Industrial Building,
43 Hung To Road, Kwun tong, Kowloon

NBER T IE R 600% B o 02748
27/F, Stella House, 698 Prince Edward
Road East, San Po Kong, Kowloon

TRV RV BT 00 R R A 58
H#801E

B REEETI -7 ERTELAL
4101-10%

4101-10, 41/F, Hong Kong Plaza,

369-375 Des Voeux Road West, Hong Kong

EEE OB SO A B T A 19
BI125%

No.12, 19/F, Wing Fung Industrial Bldg,,
40-50 Sha Tsui Rd., Tsuen Wan, N.T., HK

JUEESONE RIS 2 E 8
TSR HGL13012

1301, East Ocean Centre, 98 Granville
Road, Tsim Sha Tsui East, Kowloon

FUBESS LN BRI S 98
BUSmEEPLI301E

1301, East Ocean Centre, 98 Granville
Road, Tsim Sha Tsui East, Kowloon

FAEEE REOEE R R A2
3206B=

Rm. 3206B, 32/F, Cable TV Tower,

9 Hoi Shing Road, Tsuen Wan,

Mew Territories

PEEC IUBC PEERC IPBS

PH B

FEEC PABC FIARS AR IRESC FPEBC FURC PEEC FUEBC FRBS

Business

27430811
2785 0805

info@shunsing.com.hk

27430811
2785 0805

info@shunsing.com.hk

2744 2838
27440222
benl@siltd.com.hk
www siltd com. hk

139 228 11868

fionazhang@skytechnologycn
https:/fwwwskytechnology.cn

3568 8038
3568 0028

marketing@smarthill.com

2376 0009
23757227
marketing@solartimeltd.com

N &

9238 6192

stevechan@somethingoods.com.hk
www.crafterblue.com

23687822
2368 7885
info@splbracalet com. hk
www.splbracelet.com. hk

N
[

2113 2288
2111 0063
anthony.chan@citychain.com hk

www.solvil-et-titus hk

9406 7676

2892 0001
carollio@leonardwatch.com bk
www.lecnardwatch.com. hk

2_858 2744 E @

sumex@sumex.com hk

g

2416 3268

2411 4080 E
sunhingeltrpltg@nstvigator.com

2722 6868 @
2739 8648

amy@sunintl.com_hk

2722 6868
2739 8648
harold@sunintl.com.hk

e

27438815
3104 6289
deville@sunlick.com

@&ﬁ

LUMINOX,
MONDAINE
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LEEH

Company Name

“ORPORATE MEMBERS

REA

Representative

it
Address

ExEN
e
Business

ﬁ'h BT BREE & 27156325 N =
SUN NGAI WONG YOOK & 27153592
WATCH-BAND WING = —
FACTORY 2
o EREFFBAR =] FUREL BRI RS ELE 19%E R D T LA J 27957907 @i m AMUNDSEN
=7 SUN TAIWATCH CO.,  YIP SIU FAN 11152 fh 27957829 I
m | TD. Rm. 1115, Blk. A, Tonic Ind. Centre, & suntai@suntai.com
192 Lamn Hing Street, Kowloon Bay, Kowloon 4  www.suntai.com
METHFRAT SR SRR E RN E T A MR J 27903188 N —
SEH SUNCIT] Sunciti Building, 64 Hung To Road, & 27634452
MANUFACTURERS Kwun Tong, Kowloon = —
LTD. A —
Mo B () HRERER O IBEA0-50 8 TR A H1912% S 24163268 —
ARAF CHENG SHUI Flat 12, 19/F, Wing Fung Industrial & 24114080 - 7
SUNMAN YAM Building, 40-50 Sha Tsui Road, Tsuen & paulcheng®sunhingep.com
TECHNOLOGY (HK) Wawn, N.T. » —
COMPANY LIMITED
@ LW ESEERARAR HE FUEEER s B i 400E 2EE (0 16082 J 27276708 m SACOM
g SWISS WATCH TO MAN TAK, Rm. 1608, Treasure Centre, @ 27726107
“ SERVICE LTD. DANNY 42 Hung To Road, Kwun Tong, Kowloon 2 swssacom@hotmail com
A —
I RGARAR B FRltAEERE1SRREEARLE 5 27360564 m ESQby
SWISSAM PRODUCTS  PHILIP WONG 29/F, Citicorp Centre, 18 Whitfield Road, & 27307716 MOVADO,
LTD. North Paint, Hong Kong B8 irischan@movadogroup.com S%{%H
-
BOSS, JuICY
COUTURE,
LASCOSTE,
TOMMY
HILFIGER
Intek HEEPRER) AT B SRS AR AE 128 EE J 25400529 @ @ —
ARAF X1 ZHOU ZHAN 12/F., Block E, Des Vioeux Bldg., o 25591334
SWITERLAND NOBEL 25 Des Voeux Rd. West, Hong Kong & nobel@nobelwatch.ch IE
INT" L(H.K) LIMITED A  www.nobelwatch.ch
@ REERIT B R FHEEEP2T2-28450 T J 25458658 ﬁﬁ -
TAI CHEONG WATCH  KWAN HONG G/F, 272-284 Des Voeux Road, Hong Kong  ffly 2543 3061
“ CO. KEUNG = —
N
FE HEE BEE ST EAENBA 1208 KB AE2E ) 25526689 IE -
TAI SENG WATCH PAK KAM TAK B —
CO. [ < I
A —
@ BT 305-8675 Fremlin St., Van Couver BC g 23762893 m —
: TAK CHEUNG CO. V6P3X4, Canada & —
A = —
A —
@ ERTHEZAEAT  BEX FEEFRTITE0- 11 EREmEAE 5 25119888 m CATOREX
TAK FAI WATCH LEUNG FAI MAN  12#1201% & 2507 5880
“ COMPANY LTD. 1201, 12/F, Tung Wai Comm. Bldg., &2 takfaico@netvigator.com
109-111 Gloucester Road, Wanchai, A —
Heong Kong
TEC TECHNOLOGY BRW RS RRURIET 3-T78R S R 1 518 g 24281181 @I m =
ELEGANCE CHOY YAU MAN  1502Z & 24297670
COMPONENTS LTD. Unit 2, 15/F, Seapower Centre, & tec@tecltd.com.hk
73-77 Lei Muk Road, Kwai Chung, ® —
New Territories
ﬁi@ THE SWATCH GROUP ERMlAARRESIEFE B0 E J 25105100 N ==
(HK) LTD. 9/F, Kerry Centre, 683 King's Road, & 28063104
“ Quarry Bay, Hong Kong a2 —
A —
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LEEH

Company Name

i AR AR
““" THONG SIAWATCH
co,, LTD.

FRARE EERRAR
TIAN WOO
TECHNOLOGY
PLATING LTD.

AEERERAR
TICTAC

INTERMNATIONAL CO.,

LTD.

iy FFRIAT

I TIME CREATIONS CO.
B

o R R RS ()
HRAR

TIME SOLUTION (HK)
LIMITED

et ER AR RAR

== TIME WATCH
INVESTMENTS
LIMITED

BEEXERAR
TIMESOURCES
INDUSTRIAL LIMITED

T R R
TIMING SERVICE

TRERARAR
TING FUNG

INTERNATIONAL CO.,

LTD.

PR BBk R
" TONNY STRAPS MFY.

ek

TOPACE CO.

&

S EEERARAR
TOTAL BRAND
SOLUTION
ENTERPRISES
LIMITED

RRSEERAR
TSINLIEN SEA GULL
Co., LTD.

HESTARAR
TUNG HING WATCH
COMPANY LIMITED

e,

REA

Representative

a {E
WILLIAM HUI

R
LEE KIM KWOK

I EE
KAN LAM

RAMESH
JHUNJHNUWALA

FRE
SAMUEL LEE

EHEE
TUNG WAI KIT

E
CHIU KIN FA,
ERIC

Az 1E
HO KA HANG

2R
LEUNG CHUNG
HIM

Ly
CHAN CHEUK
HON

WERE
H. P. CHENG,
BOB

AR
SUNNY CHOW

EiRE

HIER
WONG SHUN
YUEN

mg‘;‘ @ﬂ#

tahk

Address

AR AT ERRABRATR

EJF, Stelux House, 698 Prince Edward
Road East, Sanpokong, Kowloon

A EE AR 21 HE
H/21, Danb, 6 Fui Yiu Kok Street,
Tsuen Wan, Mew Territories

FURERA M AT 36 R R T A E 14
G1=E

Room G1, 1/F, Wzh Hing Industrial
Mansions, 36 Tai Yau Street, San Po Kong,
Kin, H.K

e B EoYERT E Taechi 1588
ACE

Unit A-C, 15/F, Sun Ying Industrial
Centre, 9 Tin Wan Close, Aberdeen,
Hong Kong

NEERPEFSWEFP01611628%
Suite 1628, 16/F, Ocean Centre,
Harbour City, No.5 Canton Road,

Tsim Sha Tsui, Kowloon

NEEELEKEETTREREPL27E
2Z7/F, CEQ Tower, 77 Wing Hong Street,
Cheung Sha Wan, Kowloon

JUBE 0 B BR3NEE A T3, 303-304F
303-304. Elite Industrial Centre,

883 Cheung Sha Wan Road, Kowloon,
Hong Kong

FURE S0 N R 35 31-414% FHPE Hith i
Shop 2-3, G/F, FHP Shopping Center,
31 Mody Road, Tsim Sha Tsui, Kowloon

EENAEERESE N REETEARE
302%E

Room 302, 3/F, Wang Lung Ind. Building,
11 Lung Tak Street, Tsuen Wan, N.T.

Room 107A, 1/F, Singga Comm. Cir,,
148 Connaught Rd. West, Hong Kong

Flat 5V (10), 6/f, Valiant Ind., Bldg,
2-12 Au Pui Wan Street, Fotan, N.T.

| E388E PR A H 111 6BE
6B,11/F, CDW Building, 388 Castle Peak
Road, Tsuen Wan, N.T.,

Hong Kong

FREEETI4ERFERAE2601E
RM 2601, China Insurance Group Bldg,
141 Des Voeux Rd, Central, HK

B

PUBS B

FEBS

FAEC IABS FPEUBS F FES FARS SABC FEAES IABS

AR FPES

27360235

2957 8681
sales@thongsia.com. hk
www thongsia.com.hk

2499 1866

24991183
kim_lee@tianwoo.com.hk
wwwi.tianwoo.com.hk

2508 3503

28340312
garychan@tictactime.com.hk
www tictactime.com.hk

2552 4106
28730109
time@timecreations.com.hk

28167208
28167099
samuellee@timesolution.com hk

2411 3567

2413 6001
katwong@timewatch.com_hk
www.balcowatch.ch

27459119

2745 5544
ts@timesources.com.hk
www timesources.com.hk

6037 3404

arfutung@gmail.com

24060928
24061696
www.plbarry8@gmail.com
www.barry@Zhwatch.com.cn

2757 2313
2757 8198

2559 6178
28580316

2499 8200
2499 8700
sunny@tbse-hk.com

2291 6108
2291 6078
tsinlien38@biznetvigator.com

28150063
2541 2948
secretary@tunghinggroup.com

B

Type Of

Business

Wik

® b

7

74

RhE
Brand
MName

SEIKO,
ALBA,
SEIKO
CLOCKS,
GRAND
SEIKO,
ASTROMN

Watches

I,
BALCO
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CORPORATE MEMBERS

ARER REA Hght L dosiri
Company Name Representative Address B?jrsine_ss
o BOTEEFFRAR 30 MARAETREN AT T HPOFE—E J 26665898 E m =
Y UNION ENERGY MAN FAI MING 181 DR @ 26667302 I
HONG KONG Flat D, 18/F, Blk. 1, Tai Ping Ind. Ctr, i marketingBunionenergy.com.hk
INDUSTRIES LIMITED 57 Ting Kok Rd., Tai Po, New Territories /K —
Btk wTE NESDER NS EEME RPN 9 27341888 IE -
=¥ |UNIQUE TIMEPIECES SHE502A K 503A-504% @ 27361862
. WATCHES HOLDINGS & soniatsui@halewinnercom
LIMITED #  wwwhalewinnercom
EEEETRAR v IEEBEEEIE19- 141 E EROEZ 16 5 97458034 {}E
UNITED WEALTH PHILIP LAU HEI 1608-1609% & —
HOLDINGS LIMITED LAP Room 1608-09, Block E, 16/F Seaview & info@5S52watches.com Hh
Centre, 139-141 Hoi Bun Road, Kwun Tong, #  www.S52watches.com
Kowloon
@) UVW LTD. =i B T E0R B A 9 J 25270178 m CONCORD,
KIMMY WONG 9/F., Henan Bldg., 90 Jaffe Road, Wanchai, ¢ 28656180 TAG HEUER
“ Hong Kong &  uwBnetvigatorcom
A —
B E AT S BRI EE\ IR RES 180102 » 2877172 @ —
VICTORY VINCENT LEW Room 1801-02, 18/F, Eight Commercial @ 30036249
INTERNATIOMNAL Tower, 8 Sun Yip Street, Chai Wan, & info@vic-intl.com
COMPANY Heong Kong ® —
FEETHERAR 38 NEEEE AR EiEs6R T J 23845755 ID —
S WAH HING WATCH SIMON LUK G/F, 646 Nathan Road, Mong Kok, & 27894157
‘ Co., LTD. Kowloon & wahhing@netvigator.com
A —
@ FRTRELAT R EBEBFEEE2EOne South Island S 25541231 m —
WAH MING HOMNG GEOFFREY KAD 18§ & 28735008
LTD. 18/F, One Island South, 2 Heung Yip Road, & enicar@enicar.com
Aberdeen, Hong Kong A  wwwenicarcom
Gy EEREHELAR e Shops 244-245, 2/F, Prince’s Building, 10 g 27069916 IE —_
2 Wal KEE JEWELLERS  HARRY LAM Chater Road, Central, Hong Kong. @ 27069308
LTD. = —
R
EREEARAR B R AERME ST EIEBE AP OTEIIE 5 23681182 m
WATCH UP POLLY YAU Flat 703, 7/F, Kowloon Centre, No.33 & —
DISTRIBUTIING HK Ashley Road, TST, KLN &  polly@watchup hk
LIMITED A wwwwatchup hk
FEREBERFRAR REH AEEEEREATERRPOLIRII02Z 9 34090000 @t @ -
WELLGAIN NG MEI CHEE, Unit 1102, 11/F, Sunbeam Centre, @ 0201
INTERMATIONAL NORIS 27 Shing Yip St., Kwun Teng, Kowloon & shirley@wellgain.com
INDUSTRIAL LIMITED A wwwwellgain.com
HRHEFTRAT W R EET 184 Has PO 1088 1-52 J 24850163 Nt m EWADO
WINCY LAWRENCE Room 1-5,10/F, Trans Asia Centre, 18 Kin fh 24850843
e HOROLOGICAL LTD.  CHENG Hong Street, Kwai Chung, N-T. HongKong B8  marketing@wincy.com.hk
N —
KEHRHEAR =5 EIER A 1921 R TR ET 125 J 23452691 @I —
WING FUNG MFG SHIRLEY SIT Room 12, 7/F, Shing Yip Ind. Bldg., 19-21 & 23428605
CO,, LTD. Shing Yip 5t., Kwun Tong, HK. g wi@wingfungmfg.com
A wwwwingfungmfg.com
KEERETRA R HRT g 242721413 @[ =
S A SO CHIN PING @ 24805547
WING HON METAL =
MFY. LTD. A —
ELETERAR pap: t2 SUEET PR 301-3094R A SE B S I J 23880591 Iﬁ ==
3 WING KEE WATCH SHEK HAMN & 27702735
CO., LTD. BONG - —
A —
@’ KT ESRERAR EEE SENERERBE1EEEET % J 25455383 @[ m —
WING LUEN HONG DAMIELVEN KENBAE & 25417478
“ TRADING CO., LTD. 8/F, Room A, Gee Hing Chang Industrial = —
Building, 16 Cheung Yue Street, Cheung ® —

Sha Wan, Kowloon, Hong Kong
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Company Name

@ RERIT
" WING ON WATCH
& o

@ RETRE M
S5 WING WAH METAL
B

FACTORY

AR EHERRAR]
WINOX ENTERPRISE
COMPANY LIMITED

A
WINSOME WATCH-
CASE MFG. LTD.

@ xrETABRAT
§

() BrERRERAR
T

WINSUM
ELECTRONIC CO.,
LTD.

Az RE R
WINTECH METAL
MANUFACTORY

EERRAF
WISE LEADER
LIMITED

WRISTCHECK
EXCHANGE LIMITED

EESERAR
WYLDAR MACHINE
TOOL LTD.

REAT
S5 YAU ON WATCH CO.
B

EEERCEMER
AR

YICK FUNG (ASIA)
LIMITED

AL ERESHAR
AT

YING KEE METAL
MFY. CO., LTD.

2

Fam A RAT
YDOAN
TECHNOLOGY (HK)
LIMITED

HEA

Representative

Frhza
LAl CHUNG AH

WAI SIU KIT BOB

fRa
LI CHIN KEUNG

REER

e
CHAN WING
HON

PR
CHAN SHUK
KUEN

BREkE
CHEN CHIU YU

AUSTEN CHU

ZmH
LEE PUI TIN

FLEEE
HOONG CHIU
KAl

HiER
LAM WAI TAO

HANSON

R
LING CHI FAI

FR5EE
LIANG XIAN YAN

Address

NLEER AT SRR 3R 3

Room 1316, Tower A, Regent Centre,
63 Wo Yi Hop Road, Kwai Chung,N.T,
Hong Keng

HeNEERERR B0

EFT 014822

Unit 2, 1/F, Sunray Industrial Centre,
610 Cha Kwao Ling Road,

Yau Tong, Kowloon, Hong Kong

TUBER AR BB 1 2NRIT i G 3348
33/F, Comweb Plaza,

12 Cheung Yue Street, Lai Chi Kok,
Kowloon

M EEE T 8RR P 201 2003-5F
Rm. 2003-5, 2/F, Grandtech Centre,
8 On Ping Street, Shatin, New Territories

P IEEAQ-S 0 AES THEAE1912E
Mo. 12, 19/F, Wing Fung Industrial

Building, 40-50 Sha Tsui Road, Tsuen Wan,

M.T. Hong Kong

BT RE 109 RE S AE 1H8FE
Room F, 11/F, Wing Cheong Ind’l Bldg,
109 Hon Ming 5t., Kwun Tong

Shop 1164, 1/F, Landmark Atrium,
15 Queen's Road, Central, HK

HAERE SRS A EA T A E—
1/F, Fabrico Ind. Bldg.,
78-84 Kwai Cheong Rd., Kwai Chung, N.T.

TUBE LR 42555 T
G/F, 425 Shanghai Street, Kowloon

NN AR AR T AE _#
2/F, Shing King Ind. Bldg.,

206-208 Choi Hung Road, San Po Kong,
Kowloon

ﬁ;ﬁﬁ%ﬁ&ﬂ—‘l Dl T R A8
18

Flat 18, 8/F, Profit Ind. Bldg.,

1-15 Kwai Fung Crescent, Kwai Chung,
Mew Territories

FLES 0 B R 0RE 145 RS e
AZE3E310%

Unit 310, 3/F, Tower A, New Mandarin
Plaza, 14 Science Museumn Road,

Tsim Sha Tsui East, Kowloon

Ru. Do De Pwu,.. BPwp o=

B IUEBC PEES

PUEBSC RS FEEC IDEC IR

PH B

PEBC FABS

P B

PR E

2425121
24804617

ExaER
Type Of
Business

]
Brand
MName

info@wingwahmetal com

39702822
3970 2889

christylam@winox.com

www.winox.com

2959311 BEE —

29593328 Nj\

28147417 N —

24167528 —

2411 4080 —

wintechcn@hotmail.com

2187 2300 =

21857444 —

yo.chen@bestpowerhk.com hk

2381777 IE

concierge@wristcheck com

https://www.wristcheck.

com

2489 9881 Chevalier,

24804721 % Crevoisier,

wyldar@wyldar.com hk Imada

www.wyldar.com.hk E’aan:I'C

ra, v

Mahr,
MNikon,
Peacock,
SK, 5T,
Sylvac,
Wasino

2384 4854 p—

2626 0854 IE

23273 @[

hanson_lam@hanson.com_hk

24191388 =

24191375 @[

info@yingkee.com

2577 8008 @t i B

— ),

weilingaa@163.com ¥gﬂ:

— ik
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CORPORATE MEMBERS

ATER REA bk L dosiri
Company Name Representative Address B?‘Ee 2
usiness
B BIERY Mo R &5 LR EIET 4444529 J 28189202 ﬁf -
YU HING MFG CO. SIMON CHAN EEH1HKAEIAD & 28182738 I
WAI HING 7A-D, Hong Kong Ind. Bldg, g simon.chan@yuhing.com.hk
444-452 Des Voeux Rd. West, HongKong  ®  www.yuhing.com.hk
HEEEARAR s FUREL O 0E I BE 91 -93%EHh T J 23690620 IE ROLEX,
S ZURICH WATCH CO. C.H.LEE, JAMES G/F, 91-93 Nathan Road, Tsim Sha Tsui, @ 23113846 TUDOR,
LTD. Kowloon &  info@zurich-watch.com PATEK
A — PHILIPPE,
PIAGET,
OMEGA,
BAUME &
MERCIER,
IWC,
EBEL,
HEUER,
GUCCI

184 35 € & Corporate Members
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PERSONAL MEMBERS

KEA

Representative

BRIERR

2 CHAN CHING YAN, DANIEL

CHAN CHUNG CHING

n =

=9 CHAN KAM

Em =

" CHAN KIN

L]
CHAMN MING CHOR

G m =

‘ CHAN WANG

"®

) mups
=9 CHENG SHU SHING

G40 EEE
CHEUNG KWONG KAY

b Suble
‘ CHEUNG PING KWONG

e
wa CHEUNG SE PUI
A

3 & K
. CHOI SHEU

s
CHONG HOT-HOQI, BOB

i
CHONG KAM CHUEN

@ nen

‘ CHOY TAK MOU

@ e=x

, CHUIYIN PONG
“RA

itk
Address

EETIEEEES AT
1/F, 32A Li Po Lung Path, Kenndy Town, Hong Kong

TUEE AT S5 2HA480E 1912 BE
19B., No.48, Phase 2, Mei Foo Sun Chuen, Kowloon

MBS A SIR43ETE

WEZERHREZ 17032
Rm.1703,5un Man House, Oi Estate, Kowloon

NEEHE 17 S BT EAEATIEAE
Flat A, 4/F, Cheong Shing Ind. Bldg., 17 Walnut Street,
Kowloon

EHAEESILIRRE-23RFH PO 18GE
Flat G, 11/F, Seabright Plaza, No.9-23 Shell Street,
North Paint, Hong Kong

JLEEEBUE 2B R BB R 125G
Block G, 12/F, Tun Shing Mansion,28 Jordan Road,
Kowlocn

ERLAERE{E26-28BEE K E20iE HEE
Flat H,20/F, Odeon Building,26-28B Shu Kut Street,
North Point, Hong Kong

EE LR ETE2-124E B s 020022
Rm 2002, Aricn Comm. Bldg., 2-12 Qureen's Road
West, Hong Kong

Room 1108, Block 43, Heng Fa Chuen, Chai Wan

57 A P R E 501 4R

EREREE R AE20E
20/F., Chung Nam Building, No.1, Lockhart Road,
Hong Kong

EFEPREELFIL FE-SRRERENE
Rm. 801, Hung Kei Building, 5-8 Queen Victoria Street,
Central, Hong Kong

AR R 701
701 Tung Fai House, Tai Hang Tung Estate, Kowloon

B BS B B B B

B B Bt

B BY BV BY B BS

B BS

2890 4620

2817 0698

2423 6034

2771 2682

2714 3468

2393 5195

2518 8070

27300911
2317 1186

25625723
25167775

2341 7133
2345 5732

2898 9681

2549 2032

2604 0363

2477 77
24741061

2529 6111
28650331

2529 6111
2529 4374

25231320
2810 6206

2776 4935

R o hg

Type Of Brand
Business MName

& -

B & & B B
|

B & B Bk BB B B
|
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PERSONA

KEA

Representative

iR
CHUNG MO KAY

@ #Ak

=Y FONG YUET KWAI

RS
FU MIN CHEONG

(50 R
HO CHI LAM

& mex

'“ U KIN MAN

&) mn=

KWAN KIN HONG
B

@z =z

- KWOK CHUEN

& =x=
1Y

LAI WING WOOMN

&R =R
LAl YAU CHEUN

]

=

LAM CHAM HING, HARRY

@ 3%

=9 LAU H.T,, PETER

& zu=

Y LEE IN HO

@& =tw

S LEE SAI NAM

@)= =
BTN

LEE TAT

FFE
LEE TSE FONG

E= 3
LEE YIN MAMN

RN

=9 LEUNG CHOR

G 2R

s LEUNG HOK YUEN

LEUNG HUNG TO

@2

- LEUNG KWONG

=g

LI FU KEUNG

186 fEAAEE Personal Members

L MEMBERS

itk
Address

NEEAHEE EE E 32 CE
Flat C, 24/F, Block 3, Bayview Garden,
2 Wing Ting Road, Ngau Chi Wan, Kowloon

SBEEE RN R R

NEBTEELEHRBERIEREI10FTEA2
A2, 10/FL, Mount Trio Court, Hor Yu Lane,
Waterloo Road Hhill, Kowloon

SRR AT 174 1 1 ARE
Flat A, 10/F, 1-7 Wing Lung Strest, Kowloon

H SV HE B 27101 CE
Flat C, 10/F, Blk 27, City One, Shatin, New Territories

NEEFTEANEEIEEEEEB14 3
B14, 3/F, Shun Chi Court, Shun Cheung House,
New Clear Water Bay Road, Kowloon

Eigdn A L EO6RNE R+ 28 FE R 168 B
Flat B, 16/F, Hong Shing Court, Healthy Village,
Phase 2, 668 King's Road, North Point, Hong Kong

Shops 244-245, 2/F Prince’s Building, 10 Chater Road,
Central, Hong Kong

FUHE R I T 2A- PR Y 1) — #E30E
Rm. 30, 1/F, Hung Kwong Shopping Arcade, 2A-P,
Tung Choi Street, Kowloon

TR AR R 1 T 1 1R TR R E 6 B
Flat B, &/F, Kam Shing Ind., Building,
1-11 Kwai Wing Rd., Kwai Chung, New Territories

AT 5T R R SRR A S R 348309
Flat 9, 3/F, Shan Lam House, Hong Lam Court, Siu Lek
Yuen, Shatin, New Territories

E TR EILET ORI
9/F, 76 Morrison Hill Road, Wan Chai, Hong Kong

ERMRBEGTEEGE2004E
Rm. 2004, Block G, Kornhill, Quarry Bay, Hong Kong

SRR IR R 218102
Flat 10, 2/F, Shun Fai House, Shun Chi Court, Kowloon

B

B BV BY BS Be B BS

B

B B Be B

B BY B

B B BV BSY B

2345 4838
2343 5438

2367 2369

2793 0607

2714 2953
2789 3467

23599129
23599117

2361 6882/9668 5450
X

2649 9354

23890838

2561 9266

2521 0471
2868 4992

2264 8382
2782 2586

98666938

2422 2345
2489 8412

2521 5115
2521 7987

2574 2010
2574 2085

2546 6460
2559 4470

2886 5152

2357 0823

ExER
Type Of
Business

B

B

B

B & %?}% & BB BB BB 22 BB O

B

g
Brand
MName



KERA

Representative

@) mam

F Y LO KWOK PIU

B
Y LUI'YU LIN

R
LUN TIN PO

) mEw

2 MA HOMN CHIN

(50 =iRE
MAK CHUN KUI

& amm

Y NG KIU WAI

) EeE
PAK KWONG HING

s
n PONG WAI HUNG

G Bz

.’ POON KWOK LAN

KE
POON WING WOOD

HEH
5.5.SIEH

6 =

“ SUNG PUI FONG

@D wmn

"‘ TAM TAK SUM

= =

Y TAMYIU

SR
TO WING KOK

@ BER

“' TONG SUI SAT

& Era

‘ TONG WAI LEUNG

i ERE
4 TONG WAI MING

Address

EHMEERRE10-12EEREAETB

17/F, Flat B, Arbuthnot House, 10-14 Arbuthnot Road,

Heong Keng

FhElAasLERREREFFE

18/F, Flat C3, Wing Tak Buiding, 275 Wanchai Road,

Hong Keng

Flat C, 5/F, Block 32, Parc Versailles,
3 Mui Shu Hang Rd., Tai Po, New Territories
AR ESEERNTAEDT

FURERE A RE ISR E A5 TEE S 17 108 KE

ERE[EMIE126-1304E 10882

B2, 10/F, Grand View Tower, 126-130 Kennedy Road,

Hong Keng

TR B BRI = 10i#BE
Flat B, 10/F Tower 3, Park Royale,
No. 38 Town Park Road, Yuen Long, N.T.

A SR RS 250 35 AR

Block 35, 3/F, Parc Versailles 2, Mui Hang Road,
Tai Po, New Territories

FRERE AT E ST E 141 28KE

N EERE AR ATOE 1248
11/F, 93 Tung Choi Street, MongKok, Kowloon

EeltAAREREEN2E1MRAE

BB EIET369-37 S EREMEPLAE4102E
Rm.4102, 41/F, H.K. Comm. Centre,
369-375 Des Voeux Road W.,, Hong Kong

A SR B S FE N R CIE 297 4R 168 =2
FUREL BRI B TR SRR 1 518 1504

Rm.1504, Tai Tung House, Tung Tau Estate,
Kowloon City, Kowloon

B BY BY BSY BY B BY BV B B

B B B B B B B

B

B B

25432714

2508 0207

2591 6178

2651 0303

2719 2517

2542 3681

2722 6868
2739 8648

2722 6868
2739 8648

2771 2763

25721333

2522 9091

27117026
X
2395 1506
X
2744 2018
2785 1406
X
2975 8050
2880 9591
X
2548 4293
X

2340 3011/94666343

23827440

BxEn [l
Type Of Brand

Business MName

BB & B B BB B
|
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FERSUNAL MEMBERS

Representative Address

i 37
=Y TSE WAI SUN

) 2w

‘.‘ TSE YUI KWAN

() mme

o TSUI PO HING
eh

€D n=m

'.TUKUEIYU

ERE
YAM YIU TING, BENNY

G mEs
. YANG KAN SUN

G s

‘ YAU YUN POON

() meme

‘ YIM WAI KWONG

fER
YING SING SHUI

& mmm

=y YIU YING YIN

G5 s
YUEN YIM WAH

188 {EA®E Personal Members

SEEE R L s e R R 2307 2

Rm 2307, 23/F, Lung Wu House, Lung Poon Court,

Diamond Hill, Kowloon

EFERRERPEAEISE
18/F, Chung Nam Building, 1 Lockhart Road,
Wanchai, Hong Kong

c/o China Gun Club, 2/F, Futura Plaza,
111 to 113 How Ming Street, Kuwn Tong, Kowloon

NEEEILE KA AR RS TR EOFEAE
Flat A, 9/F, Tai Cheong Fty, Building,
3 Wing Ming Street, Sham Shui Po, Kowloon

BEPRETHEEPOREL T
G/F, 62 Connaught Road C., Hong Kong

S ECE S HE 98B
19/F, Flat B, Hoi Po Mansion Riviera Garden,
Tsuen Wan, New Territories

EAE IR EI008EBE 2

B BY B B B BS B B

B BS

B

Rm B, 11/F, 100 Lockhart Road, Wan Chai, Hong Kong &

2384 0788
27701392

2327 3760

2381 8564

2459 2280

2529 6111
2865 6527

2833 5678

2381 0430

27457133
2745 4266

2571 6143

2541 1399
2543 0968

2407 0987

2861 2717

B B & B B & & 74

7

B

=



Holly Diamond Ltd.

Tel: (852) 2367 5008 Fax: (852) 2367 5126
Address: Unit A, 7/F., Southgate Comm. Centre,
29 Granville Road, T.S.T. Kowloon, Hong Kong
E-mail: holly.diamond.ltd@gmail.com
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ADVERTISING TNDEX

REHERERAR BE &S ERERAT EERE)

Jebsen Consumer Products Company Limited (Casio).............. HEAE-P1 Hong Kong Guoxin Finance Limited (Rossini)...........cc.......... 61
RARBHESTERAT La Reine De Luxe (La Reine) ....c.cocevevveeveeceecereeeeeeeeeennnnn. 63
Chow Tai Fook Jewellery Co., Ltd.......coooovvvvercrririenriirrinirnns 11 EHEREERAT (BX)

AFGREERAR Time Watch Investments Limited (Balco) ........c...ccccovcvuennenn. 65
Prince Jewellery & Watch Company .........coo..oreveveerrcrernnnens 13 EECEEERAR (5E)

REEFHE BHERLAT Tsinlien Sea Gull Co., Ltd. (Sea-Gull).........ccooveerivciirrirrinnnn 70
Emperor Watch & Jewellery (HK) Co., Ltd......coocoocrerrceereenns 17 EEBBAT

EBETESERAT MontresSaltd: ... .o T ALLL L 79
Fine Asia Watch (Hong Kong) Company Limited.................. 19 ERREABERAT

FEERSE Chi Luen Watch Dial Watch Limited .....oocooooovciiieccrinn... 81
TR et o e R 0 T A | PEERERAT (#S)

BH EEOMMERCELIR: . it ot bt e et 23 Chung Nam Watch Co., Ltd. (Roamer).........cccvceoveeveerecerrienr. 85
IR E(EBRRAR FEhEBRMEEFRAR

Ming Watch Channel (HK) Limited..........ccoooorrrrmrrevevecrciecennn 25 Confi Metal Finishing Co., Ltd........cco.cccccvomnnrrvcmmriccrscrrceniencrs 99
REZBRERAR BNMERRERERAR

Tic Tac International Co., Ltd....c.eoveeeeeeeeeeee e 27 Guangzhou Hongtai Watch Industry Co., Ltd................... 101
RESBRRAR HHF) HEFESBERERAT

United Wealth Holdings Limited (Skechers)..........c..cccccoe.... 29 Hang Yip Watch & Metal Products Ltd. ........ccoevevvvrerreeens 111
EZR ITEERAR EEEEHRBERAR

Dayton Industrial Co., Ltd. (Marvin x Link2care).................... 31 Hanson Metal Factory Ltd................ccccocoosmmrsienecnrrinnneee. 112-113
REEREABRAR A RS AR AR

Swissam Products Ltd. (Movado)........coocceeemeemeeoreeeensrirensinenns 33 Hip Shing Leather Watch Straps Mfy, Ltd. ...........cccccc...... 117
BNKREREZERAR BECLIERAR

Guangzhou Tianyuan Watch Co., Ltd. (Carnival) .................. 37 Pino Aliprandini (HK) Ltd. ...oocooooerrirereseennennecesinirrinnns 125
FEREBRAR TEEFRBRAR

Sun International Concepts Limited (Ciga Design) .............. 41 Ting Fungilntermational Co., lta. sddif i fninia 129
AR R EERAR KESBH MR

Shenzhen Leqi Cronusart Technology Co., Ltd. (Cronus Art)......43 Wintech Metal Manufactory .........cccovvoereeeeiecenrionniiensens 131
BILTRAREERAR RAXRTERAHR

Foshan Shi Fang Watch Indus’[ryr Co., Ltd. (Dalkommy)......... 45 Griental WatchiGoliltds e 1
ALVIA Company Ltd. (JUVEL) .....covereerrnreneesesieenrsseennens 47 BERXEFBRAT EEX)

EMFKBEREERAT Boderry Watch Co., Limited (Boderry)..........ccooceveenrvvnrennen 145
Guangzhou Tianyuan Watch Co., Ltd. (Louis Schwab)......... 49 =HEXBRAR

2 EESERAT 3 Wells Watch Industries Ltd.............cccourevecerencmeeiensceeeraeces 155
Shenzhen Kedu Trading Co., Ltd. (Mandetbrote)................. 51 AR ERRAT

BRBEHERAT lispire Workshepiltd, ... 157
Memorigin Watch Company Limited (Memoire) .................. 53 Helly Dlamendklibe ) ... 189
Outbound Sports Co., Ltd. (Qutbound).........cccc.cervvrrrreernnnn. B3 7 2 9 R

BEERAR/AT Sun Hing Electro-Plating Factory .........cc..ccoocvevvevenncn 192-193
Bridgestone Watch Limited (Sunrex) ............ccooccevvenirenreennnns 57 B ERERAR BLIR)

ENBEEELERAT Thong Sia Watch Co., Ltd. (SeIko).....vvveerreeerreerrreerrreenenn 5 JEE

Guangzhou Zbioland Watch Industry Co., Ltd. (Zbioland)......... 59
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The Federation of Hong Kong Watch Trades & Industries Ltd.

Application Form

NEFNE (ch)

Company Name

(Eng)

(eSS

Business Registration No

RERAMS

Name of Representative (=)

(Eng)

2413

Position

(4)

(Eng)

EHEEE

Nature of Business

T N
Company Address in HK

B2

D Manufacture Trade

(4)

DWholesaIe DRelall D

Hith
Other

(Eng)

.
ESh
Tel No

BRI AR

Name of Contact Person

BE
Fax No

FIRELE
Mobile Phone

EH

E-mail

NEIHEE
Company Website

Em
Product

KEAREREE

Representative
Signature and Seal

1 EBAZE

Referee Signature

2 HEBARE

Referee Signature

Date

b2

Name

b2

Name

1. B ARFEERMEGCH AR BT E(AE: 'EBERXEEERAE.

HpaF—REZ AGHEHKS2,000R 8 EEHHKS1,800)
2. MEHRARERS L8, REaERtheEEEBFE

3. RN ASEAT FEPREFKETO8-625 R AEO04=

4. BHREE MERMQ/NE - EFE:2523 3232

ERFZEHKS3,800 -
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Since 1983

1

Sun Hing Electro Plating Factory

- ?nnovaﬁv&
#1?4 lechno logy_
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7

LEARNING ENTERPRISE
AWARD
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‘I«Eﬁif'Laboratory

_:__:. =% : W = ‘:N_!T_'H_K_
L Tel: (852)2416- _68 Fax (852)2411 -*’n’ . =2
- Email: sunhing@sunhingep.com
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Keep Going Forward

‘.. »
PrROSPEX
?» é" de £k - www.seikawatches.com #SPB519.

. oW W B FE X3 /
Lt % THONG SIA WATCH O, , LTD. @am i SINQBoutique
MESFEM: (852) 2736 0235 4l : www.seikowatches.com/hk-zh ; ?
FATETFRAME {B# APM852-3148 9056 d30IR WAAIN 852-2722 6995 15[ SP4lTHRHA=H) 852-2470 1327

'i WD MTH f@‘ SEIOHK ﬁ s'a‘ﬂ'munngnnng B SEIKO WL SAEH

=i

g
£




	001
	002
	003
	004
	005
	006
	007
	008
	009
	010
	011
	012
	013
	014
	015
	016
	017
	018
	019
	020
	021
	022
	023
	024
	025
	026
	027
	028
	029
	030
	031
	032
	033
	034
	035
	036
	037
	038
	039
	040
	041
	042
	043
	044
	045
	046
	047
	048
	049
	050
	051
	052
	053
	055
	056
	057
	058
	059
	060
	061
	062
	063
	064
	065
	066
	067
	068
	069
	070
	071
	072
	073
	074
	075
	076
	077
	078
	079
	080
	081
	082
	083
	084
	085
	086
	087
	088
	089
	090
	091
	092
	093
	095
	096
	097
	098
	099
	100
	101
	102
	103
	104
	105
	106
	107
	108
	109
	110
	111
	112
	113
	114
	115
	116
	117
	118
	119
	120
	121
	122
	123
	124
	125
	126
	127
	128
	129
	130
	131
	132
	133
	134
	135
	136
	137
	138
	139
	140
	141
	142
	143
	144
	145
	146
	147
	148
	149
	150
	151
	152
	153
	154
	155
	156
	157
	158
	159
	160
	161
	162
	163
	164
	165
	166
	167
	168
	169
	170
	171
	172
	173
	174
	175
	176
	177
	178
	179
	180
	181
	182
	183
	184
	185
	186
	187
	188
	189
	190
	191
	192
	193
	194
	195
	196
	197
	198

