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Jollibee net earnings up nearly threefold to P2.8B
JOLLIBEE Foods Corp. (JFC) re-
corded a surge in its attributable 
net income to P2.79 billion in the 
second quarter, almost triple last 
year’s P976.71 million, after booking 
“record-high” system-wide sales, it 
said on Thursday.

“We are pleased with our strong 
top line growth led by our Philip-
pine business which delivered 
better-than-expected sales for the 
second quarter and got back to its 
pre-pandemic sales level,” JFC Chief 
Executive Officer Ernesto Tanman-
tiong said in a press release.

During the April-June period, rev-
enues rose by 41.9% to P52.05 billion 
while system-wide sales, which cover 

company-owned and franchised stores, 
were up by 44.8% to P73.15 billion.

Growth of same-store sales was 
placed at 32.6%, new stores at 7.2%, 
and new acquisitions at 5% amid a fa-
vorable foreign exchange translation.

The JFC group’s operating 
income reached P3.05 billion dur-
ing the second quarter, more than 
double last year’s P1.38 billion.

Its international business posted 
an increase of 6.9% despite register-
ing a decline of 29.5% in same-store 
sales in China attributed to restric-
tions related to coronavirus disease 
2019 (COVID-19).

The company said, “practically 
all brands registered strong double-

digit growth” as demand bounced 
back with the easing of pandemic-
related restrictions in many parts of 
the country.

In the first half, the company’s 
attributable net income hit P5.1 bil-
lion, more than four times the previ-
ous year’s P1.13 billion.

Meanwhile, its first-semester 
topline climbed by 33% to P94.91 
billion from P71.37 billion last year.

Operating income reached P5.04 
billion in the first six months, higher 
by 76% than the P2.86 billion re-
corded last year.

In the first semester alone, the 
company opened 230 new stores 
mostly in the Philippines, and 

closed a total of 130 stores mostly 
abroad.

The JFC group has 18 brands in 34 
countries, namely: Jollibee, Green-
wich, Chowking, Yong He King, Red 
Ribbon, Hong Zhuang Yuan, Mang 
Inasal, Burger King, Highlands Cof-
fee, Pho24, Dunkin’ Donuts, Smash-
burger, Tortazo, Tim Ho Wan, The 
Coffee Bean & Tea Leaf, Panda Ex-
press, Yoshinoya, and Milksha.

As of June 30, the company was 
operating 6,297 stores worldwide: 
3,239 in the Philippines and 3,058 
abroad.

On Thursday, JFC shares soared 
by P15 or 6.88% to P233 apiece. — 
Justine Irish D. Tabile

Cebu Air net loss down to
P1.89B as revenues jump

Retailers upbeat 
on growth despite 
surging prices

CEBU Air, Inc., the listed opera-
tor of budget carrier Cebu Pa-
cific, announced on Thursday 
that it narrowed its net loss for 
the second quarter of the year to 
P1.89 billion from a loss of P6.49 
billion previously.

The company saw its revenues 
for the period jump 336.6% to 
P13.97 billion from P3.2 billion 
in the second quarter of 2021, its 
second-quarter financial perfor-
mance results showed.

“During the second quarter of 
2022, most parts of the country 
remained to be classified under 
the more relaxed alert level clas-
sification,” Cebu Air said.

“As a result, the group restored 
almost the same level of its pre-
pandemic system-wide capacity 
following the continuous ramp-
up of its domestic and interna-
tional routes,” it added.

Expenses for the second quar-
ter increased 85.3% to P16.79 bil-
lion from P9.06 billion previously.

For the first half of the year, Cebu 
Air’s net loss amounted to P9.5 bil-
lion, 31.1% lower than the P13.79-
billion net loss sustained for the six 
months ended on June 30, 2021.

Cebu Air’s revenues for the 
first six months reached P20.682 
billion, 250.3% higher than the 

P5.9-billion revenues generated 
in the same period in 2021.

“The overall increase in rev-
enues was primarily driven by 
significant increase in passenger 
volume, cargo services and flight 
activities as the COVID-19 (coro-
navirus disease 2019) restrictions 
already eased by March 2022,” 
the company said.

Cebu Air expects that the level 
of demand will increase further 
for airline services not just within 
the Philippines but even abroad.

“The positive development has 
not only allowed the group to carry 
more passengers, but also boosted 
the group’s cargo services,” it said.

Cebu Air’s passenger revenues 
went up 474.5% to P11.67 bil-
lion for the first six months from 
P2.03 billion earned in the six 
months last year.

Meanwhile, cargo revenues 
grew 26.8% to P3.57 billion for 
the period from P2.815 billion for 
the six months of 2021.

It incurred operating expenses 
of P28.84 billion for the first half, 
higher by 55.1% compared with 
the P18.59-billion operating ex-
penses recorded previously.

Cebu Air shares closed 5.12% 
higher at P45.20 apiece on Thurs-
day. — Arjay L. Balinbin

THE Philippine Retailers Association (PRA) remains positive that 
the local retail sector’s growth trajectory will continue despite the 
country’s rising inflation rate, its top official said on Thursday.

“I think it (retail sector’s growth) will continue given that 
there is inflation because we saw the excitement of people as we 
go back outside. But of course, I am still very positive that we 
will achieve even more,” PRA President Rosemarie B. Ong told 
reporters on the sidelines of the 28th National Retail Conference 
and Stores Asia Expo in Pasay City.

“With the opening up of the economy, the easing of restric-
tions, it really paved the way for more mobility. Everybody is 
mobile now,” she added.

Preliminary data recently released by the Philippine Statistics 
Authority revealed that the country’s headline inflation rose 
6.4% in July, up from 6.1% in June. It said the higher inflation was 
due to the increasing prices of food and non-alcoholic beverages, 
transport, and restaurant services.

According to Ms. Ong, some retailers have posted double-digit 
growth after coming from a low base last year due to the effects of 
the coronavirus disease 2019 (COVID-19) pandemic.

She added that the growth drivers for the retail sector this year 
include maintaining mobility and safety.

“By and large, some of the retailers have experienced double-digit 
growth. The challenges we faced such as the Delta (variant) surge. 
We saw revenge shopping. Growth drivers for the rest of the year 
[include] mobility. It is important to remain cautious,” Ms. Ong said.

“Some sectors were really challenged. Tourism is slowly going 
back. Because of the challenges of inflation, the challenges of 
supply chain disruption, many were really [affected], but by large, 
retail we’re all good. We see people going back to the physical 
format. They are going back to face to face now,” she added.

The retail conference is the PRA’s flagship program and involves 
top retailers, shopping center developers, and suppliers. The event, 
which is from Aug. 11 to 12, provides an avenue to allow partner-
ships among industry players to push for the retail sector’s recov-
ery from the COVID-19 pandemic. — Revin Mikhael D. Ochave
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