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1
Johnson Group



集團沿革

1975-1979
Early Years

JHT was established in 
1975 in Taichung, 
Taiwan.Cooperated
with IVANKO to 
produce weightlifting 
equipment, and 
became the largest 
supplier in the world 
within 3 years 

1980-1995
Fitness Manufacturing 

Grew OEM & ODM 
fitness business with 
leading industry 
partners like Ross, 
Universal, Tunturi, 
Schwinn, True, Omron 
and Mizuno.

2020

Acquisition of 
Japan's leading 
massage chair 
brand company 
Fujiiryoki

1996-2024
Brand / Market 
Development

Developed core 
competencies in 
international 
manufacturing, R&D, 
global branding, 
channel development 
and management

2024

Merged into the 
third-largest 
global Home 
Use brand 
BowFlex



WHOLLY OWNED SUBSIDIARIES
40 SBUs in 34 countries

DISTRIBUTORS in more than 60 countries

40 SBUs Around the World
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Taiwan - 78
China - 78
Thailand - 60

Malaysia - 11
Vietnam - 3
Pilippines - 4

Asia (234)

Italy - 2
Greece- 2
Germany – 3 

Europe (7)

USA - 105
Brazil - 1

America (106)

Retail Stores around the world 
Total 347 Stores



JHTNAM, 
Wisc., USA

JIS – II, 
Shanghai, 
China

JVN, 
Bac Ninh, 
Vietnam

JHT, 
Taichung, 
Taiwan

JIS – I, 
Shanghai, 
China

Osaka, 
Japan

Global Manufacturing
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Commercial

Vertical Market

Sporting Goods and Mass Market 

Fitness Brands



按摩椅品牌Massage Chair Brand
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MARKET OVERVIEW



IWF SHANGHAI 2.29-3.02
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TaiSPO 03.06-03.09 Taipei, Taiwan
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IHRSA 03.06-03.08 LA, USA _Matrix
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IHRSA 03.06-03.08 LA, USA _Vision
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FIBO 04.11- 04.14 Cologne, Germany
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Total :1,506 clubs      3,000 – 3,500 clubs









Outlook
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Quarterly Profit & Loss

amt  ％  amt  ％  amt  ％  amt  ％  amt  ％  amt  ％ 

Net Sale 103.1 100 80.3 100 70.35 100 86.36 100 96.76 100 127.2 100

Cost of Goods Sold 50.7     49.2 40.1 49.9 37.65 53.5 45.45 52.6 49.55 51.2 63.78 50.1

Gross Margin 52.4     50.8 40.2 50.1 32.7 46.5 40.92 47.4 47.21 48.8 63.44 49.9

Selling Expenses 25.6     24.9 18.5 23.1 15.88 22.6 18.04 20.9 21.69 22.4 28.13 22.1

Admin Expenses 20.0     19.4 22.1 27.5 19.91 28.3 19.18 22.2 18.16 18.8 19.04 15

R&D Expenses 2.5       2.5 2.9 3.61 2.41 3.43 2.65 3.07 2.35 2.43 3.21 2.52

Expected credit loss 0.1       0.1 0.0 0.01 0.39 0.56 0.16 0.18 0.4 0.41 0.43 0.33

Operating Expenses 48.3     46.9 43.5 54.2 38.6 54.9 40.03 46.3 42.6 44 50.81 39.9

Operating Income            4.1       4.0 -3.3 -4.13 -5.9 -8.4 0.89 1.03 4.61 4.76 12.63 9.93

Net non-operating Income            0.6       0.6 2.8 3.51 -1.3 -1.8 3.95 4.57 1 1.04 -2.57 -2

Profit(Loss) before Tax            4.7       4.6 -0.5 -0.62 -7.2 -10 4.84 5.6 5.61 5.8 10.06 7.91

Income Tax            1.8       1.7 0.9 1.1 -0.7 -1 1.5 1.74 1.92 1.98 3.52 2.77

Net income after tax            2.9       2.8 -1.38 -1.72 -6.5 -9.2 3.33 3.86 3.7 3.82 6.54 5.14

EPS (NT$) 0.96 -2.14-0.46

(NT$ mn)

1.1 1.22 2.16

2024Q1 2023Q1 2023Q2 2023Q3 2023Q42024Q2



Expand the commercial market 
with new products/new channels



ONXY SERIES



VISION SERIES



Revenue Growth Stabilized
• Commercial new products injecting Full-Channel development
• Implementation of multi-brand strategy for Home use products, enhancing brand 

influence

Gross Profit and Operating Profit Increase
• Optimization of product manufacturing base allocation, increased capacity 

utilization rate of each manufacturing plant, reduced production costs
• Expansion of procurement scale, enhanced negotiation capability increase in the 

proportion of high-gross margin models

OUTLOOK




