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DISCLAIMER LILANZ #ER
G T

The information contained in this presentation is intended solely for your personal reference. Such
information is subject to change without notice, its accuracy is not guaranteed and it may not contain all
material information concerning China Lilang Limited (the “Company”). The Company makes no
representation regarding, and assumes no responsibility or liability for, the accuracy or completeness of,
or any errors or omissions in, any information contained herein.

In addition, the information contains projections and forward-looking statements that reflect the
Company’s current views with respect to future events and financial performance. These views are
based on current assumptions which are subject to various risks and which may change over time. No
assurance can be given that future events will occur, that projections will be achieved, or that the
Company’s assumptions are correct. It is not the intention to provide, and you may not rely on this
presentation as providing, a complete or comprehensive analysis of the Company's financial or trading
position or prospects.

This presentation does not constitute an offer or invitation to purchase or subscribe for any securities or
financial instruments or to provide any investment service or investment advice, and no part of it shall
form the basis of or be relied upon in connection with any contract, commitment or investment
decision in relation thereto.



AGENDA LILLANZ #IER
WE
45 /A Results Highlights

455 R B [A i Financial Review

b 5 T 552 [ i Business and Operational
- * Review

AR 5 M kg Outlook and Strategy

0] Z- 5 [A] Open Forum



LILANZ #ER

Results
Highlights

_I_k J\J_Lun\




OUTPERFORMED INDUSTRY PEERS

RIB LA

Brand
building
#or
Supply i
chain

manage-
ment {EM

HEH

Product
R&D =
R

Sales’

Sales
channel
manage-

ment 5
BiEEHE

LILLANZ H#ER

Operating environment for retail sector full of challenges in 1H2015

—F-hF L ETREEENTRH L

= QOperating environment of China’s retail sector remained challenging
o 5 48 AR K Pk

= QOperating environment of China’s menswear industry is better than last year
Hh [ B3 AT B 1 L U

= Channel inventory has improved
IRIEF IS LA o

= Recovery is slow

China Lilang continued to outperform rivals

o ] B ) % TR IR 4R SR A T

=  Sales proportion of original products increased
JR B i 2 A5 6 EL 3 T

=  Products are better value for money
7= i Z MET LR T

=  Product designs are more individuated to give distinctive brand image
7 pita 58 EAH AT i R 1 B £ B

=  Completed nation-wide store network restructuring, store closing cycle ended
G5 58 A I B I AR, O 5 TR

=  Consistent acceleration of same-store sales growth
FETE A5 SR K

= Continuous growth in trade fair order value
T B S R K

= Consistently healthy level of channel inventory

I B SRIEAT D 4 R



FINANCIAL HIGHLIGHTS

SRR

For the six months ended 30 June - unaudited

LILLANZ H#ER

1H 2015 1H 2014 Change /
RMB’000 RMB’000 237
Revenue PN 1,188.4 1,090.5 +9.0%
Gross profit E=vall 488.1 445.8 +9.5%
Operating profit e 343.4 295.0 +16.4%
Net profit K 277.0 248.1 +11.6%
Earnings per share GRS B
- Basic (RMB cents) - EX (ANEMmT) 23.0 20.7 +11.1%
- Diluted (RMB cents) - WEE (AERMT) 22.9 20.6 +11.2%
Interim dividend per share (HK cents) R AR GBI 13.0 12.0 +8.3%
Special interim dividend per share (HK cents) ISR AR S GBI 6.0 5.0 +20.0%
Gross profit margin FFH 41.1% 40.9% +0.2p.p.
Operating profit margin 2 u=w | NEpES 28.9% 27.1% +1.8p.p.
Net profit margin R FIE 23.3% 22.7% +0.6p.p.
Return on average shareholders’ equity SRS TR AN 25 O] FR 10.2% 9.8% +0.4p.p.
Effective tax rate B 28.6% 26.6% +2.0p.p.
Advertising and promotional expenses and & K B S E4ME 7.6% 9.0% -1.4p.p.
renovation subsidies (as % of revenue) (HWAB"DER)
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REVENUE ANALYSIS LIL.ANZ FIER

Oy is

Total Revenue & Revenue By Brand
SN B 3% i R SR

(RMB mn)

ELILANZ mL2 mHAR

1,083.2 1052 1,188.4
12014 %3735 1,090.5
0.0 200.0 400.0 600.0 800.0 1,000.0 1,200.0

Sales of core brand “LILANZ” up by 9.2% to
RMB1,083.2 million, accounting for about 91.1% of
total revenue

Sales of sub-brand “L2” up by 10.4% to RMB105.2
million, accounting for about 8.9% of total revenue
“Improving product quality without raising the price”
strategy made the “LILANZ” products more attractive
and enabled the Group to win the market and improve
sales performance at retail stores

Sales of “L2” products grew more slowly than
expected

Trade fair results on an uptrend during 2015, and
delivery on schedule

FE A TULANZ ] I8 EE ETH9.2% %
AR M1,083.2H fige, & E WAL
91.1%

AR 2] MEES EFA10.4% 2 AR
M105.2H 376, g Ei£18.9%
RS [HRBARN ] PRI )E, f#
LILANZF= i FR)BARI 5| 77 R KR$ET, M
gu#&ﬁﬂﬁ%,M%%ﬁ@F&%
L2 P 4 5 1A I L P 2242

20154E T TR &S] e WFrst L7, 9
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COST OF SALES

HE A
B OEM purchases #MNaL 4B
Process outsourcing costs 4381111 T.
(RMB mn)
B AR EL 5119
1H2015

49.4%

LILLANZ H#ER

m Inventory write-off FE{F1k &
| U EE 1% |

346.3 231.1 122.5

33.0% 17.5%

1H2014 ) 342.5 230.5 80.7

-1.4% 53.1%

——Gross marginFFl3&

40.9% - 41.1%
.

39.79% " 40.0%

/o

36.4%
1H2011 1H2012 1H2013 1H2014 1H2015

35.8% 12.5%

The Group continued to implement the policy of “improving product quality

without raising the price”

LR EEPAT [RIFATRYT | AR

Other self-production costs HAth 5174~

700.3

- 58.9%

644.7

- 59.1%

Relatively stable raw material prices and the higher proportion of original

design products helped to control production cost

JEAT M A AR RE BN i EE BT, A B A

Cost of in-house production, including subcontracting charges, accounted

for 50.5% of total cost of sales, up by 2.2p.p.

HrelA (AR S EHERA ET2.214 A4 E50.5%

Total R&D costs increased by 13.1% to RMB40.0 million

Wk A n13.1% 2 N R T140.0H /3 76

Gross profit margin was up 0.2 p.p. to 41.1%
BAE ETH0.24 A7 HE41.1%



SD&A EXPENSES
W DERATEITX

Total SD&A Expenses
HE. 8 ATBIT LA

(RMB mn)

180

47.3

44.3
130

80

109.6 122.5

30

-20

1H2014

1H2015

Administrative expenses{TIEL %
AR provision MU ek 7
Other selling and distribution expenses EL{{1 55 & K7 4758 <2
m Advertising and promotional expenses 5 1% & itz e 2
O Total selling and distribution expenses 458 & 785 7T %

LILLANZ H#ER

SD&A as % of Revenue
HE. 7 RATBOT X SN B l%

e A\dministrative expenses{T I 7
Other selling and distribution expenses FL 44 € & 43857 57
Advertising and promotional expenses 5 (& K iz F 7

9.8% 9.7%
9.0%
8.3%
7.6%
4.1% 4.3% 4.1% 4.2% 4.0%
o)
2.3% 2.5% 2.4% 2.2% 27%
1H2013  FY2013  1H2014  FY2014  1H2015

10



INCREASED PROFIT & MARGIN LILANZ #liER

I B A 218
Unit: RMB million
Gross profit & margin EBITDA & EBITDA margin
e EvIES EBITDAFIEBITDA HL.%
41.1% 30 3%
40.9% - 7%
1H2014 1H2015 1H2014 1H2015
Operating profit & margin Net profit & margin
ZENEREEFEE ez NEPSEE I Pk

23.3%

o,
27 1% 28 9% zz-b‘

J l - N

1H2014 1H2015 1H2014 1H2015

1



WORKING CAPITAL CYCLE
BRREAERE

Turnover days &% K%

(Days K)

— =— Average trade receivables
turnover days

SR NS Z R e KA

Average inventory turnover days

SPASTE SRR

Average trade payables turnover

days

PN A SRR e KA

FY2013 1H2014

80
\76\70/

LILLANZ H#ER

80

FY2014 1H2015

Trade
receivables

R Bk ak

Extended credit terms granted to distributors
- during peak period of fall and winter products delivery
- also to encourage them to open large-scale stores in shopping malls

Provision for doubtful debts of RMB10.1 million as at 30 June 2015, no
movement during the period.

JE A 73 7o T 3
KT i R B R
-UL R SR N 3T K

T2015%56 430 H , SN HUKFIR & RAUNA R
M10.1F 376, WINARBUA 25

Finished goods inventory balance reduced by RMB83.6 m as production
scheduling of outsourcing plants improved.

Raw material inventory balance increased by RMB28.9 m as the Group
reduces OEM purchases and uses more process outsourcing to increase
proportion of original designs

BT WA He G, AEH R AR N R
M83.6 1 JiJTs

LR/ DOEMERIE ,  FF R A B 22 060 i 1 DAY hn Ji
B~ S b b, R S AR A R A i N R TR
28.9H JiJt

B

B R

Trade payables turnover days based on period end balance was 57
days, similar level as in 2014.

IR REBTE, NATKEEERECS7TR, 5
20144 KPR

Average trade receivables turnover days is equal to the average of the beginning and closing trade receivables balance divided by the revenue (including value-added tax) and multiplied by the number of days in the period/ *F

I S e RS TSI B AR SIS BR 5 TR 45 A (K TP S0 5 LA (BB E D) TRl DA SR N R %

Average inventory turnover days is equal to the average of the beginning and closing inventory balance divided by the cost of sales and multiplied by the number of days in the period/ 3447 £ i 4% R B 55T W47 K 3 A T4
TF AR5 DL B A, PRl LA SGH A R4
Average trade payables turnover days is equal to the average of the beginning and closing trade and trade bills payables balance divided by cost of sales and multiplied by the number of days in the period/ T4 i fs} ik i J& %

REEE T I BIAART-42 52 5 2 52 5 A 40 AR ) T S0 550 i DA 6 AR, 7390 A SR3 9 R 3
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CASH FLOW LILANZ FIER
HehE

Cash and cash equivalents Il & KN &EZE M)
(RMB mn)

2,200

0
2,000
1,800
1,600
Cash and cash Net cash from Net cash usedin  Net cash used in Effect of foreign Cash and cash
equivalents at 1 Jan operating activities investing activities financing activities  exchange rate equivalents at 31
T1IHIHNME LEESMRE KEUESIRTH Rl BTSSR A changes Dec T-6 H30HHY
FAREE N <450 IR <B4 (1) S eIl SR e/l

THHs RIS ENY) (2)
(1) Include placements of time deposits and pledged bank deposits with maturity over 3 months
A3 € JAAF K B B H 34 H R AR AT 73K
(2) Excluded fixed deposits held at banks with maturity over 3 months and bank deposits pledged as security for bank loans

AEFEERAT 21 H B 3 H B IR, AR 9 ERAT R 4E AR IR AR AT B2k
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HEALTHY AND STRONG CASH POSITION ~ =1E-ANZ REL

LR G

Total cash and bank balance BT ENEE S
(. N HE JIu)

Secured by pledged bank deposits Cash position remained healthy and strong

PAE A RIT R IER &K 4ERT R B

2015.6.30 904.4

2014.12.31 854.6

<

2014.6.30 778.8

W Bank loans 4RfTH13k  m net cash balance #¥ & 4545

14
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NATIONWIDE DISTRIBUTION NETWORK &=l1:=ANZ #Ef
2 EHHEEM %

January to June 2015 Revenue by region January to June 2014 Revenue by region
6.1% 5.8% Northern China 61.6
Northern China 72.7 North Eastern China 69.0

6.7% North Eastern China 72.8

32.5%
Eastern China 354.2

10.1% 30.8% 23.7%

North Western Total Eastern China 366.6 Central and

China 119.6 1 1 88 4 Southern China 258.3

, | |

20.3%

22.2% South Western China

South Western China 25.0% 2209

264.0 | Central and Southern China 296.5 10.9%North Western China 119.2
0.3% Other35

No. of stores renovated

Group store count Change JEG R ¥ B
. 30.06.2015 01.01.2015 -

£AEHHEE 253

Eastern China £ % 833 850 -17 2012 280
Central and southern China F1Fg 725 740 -15 2013 750
South Western China 7t 630 615 +15

North Eastern China %1t 301 305 -4 2014 680
North Western China PGt 291 274 +17

Total store count Ji5 il 5.5 3,080 3,079 +1 2H2015 80




SALES CHANNEL MANAGEMENT EILANZ #IER
HERESH
|— Traditional Channel {24 IRiE

Provide training for distributors’ management team, covering direct retailing and channel development, market expansion
and experience sharing on direct retailing so as to strengthen retail channel management

RS — R T L E BRI AR I, NSRS e MIRIETT K, Friimae, IREERKACR, FRit—
AN R TE ) PR

. Continue to expand retail area, total retail area of stores increased by 2.8% to 343,200 sg. m.

TRy Tk, S5 G A h12.8%42343,200°F /7 K

1,027
directly operated

by distributors 21

o directly operated
Operated by SR EREE Wy e
distributors by distributors

Jag = SR EEAE
YR E 1,738 312 Operated by '
operated by sub- L2 retail stores distributors
distributors L2 EEE STRERELE
TRy E 3
operated by
subdistributors

2,768
LILANZ retail stores

LILANZ B &5

Operated by the 3 Total area A #A: R ERRE
Total area = E#: Group self-operated 34,600sq. m.
T EZS=¢ flagship stores Y o
308,600sq. m. R S

S +6.1%
(+2.4%) EEBAE ( o)

|— E-Channel P_FIR1E

Pay close attention to the potential of e-business channel and make good use of it as an important marketing channel
MEEFY) T T HEREN KT ), I8 A ARy EZE R Rl

. Sell “LILANZ” and “L2” products through online sales platforms, offering same products and at same prices as in brick-and-

mortar stores, except for out-of-the-season products
Gzl N B HER T TLULANZ] & TL2] SR8, B 7IESZT~mit, MW EEEF &R mAinig S
ST A5

. The Group does not expand online sales aggressively for the time being

RIS B KAk M _ B4



PRODUCT DESIGN & DEVELOPMENT

P BT BRI R

Promote individuation in its product designs and
further differentiate its products from market peers
Provide more choices for its customers with newer
fabrics

Increase proportion of original products

Among all 2015 products, products of original
designs accounted for about 60%, and about 25% of
those products adopted the Group’s proprietary
fabrics

An accessory designer joined the international
design team last year, promoting the sales and gross
profit margin of accessories

Designated one of “LILANZ” foreign designers as “L2"
chief designer, and the 2015 winter collections
would contain some of his work

LILLANZ H#ER

PRI AEARE T,  namrE S 2
?ﬂ%&%%%ﬁ%,%mgﬁﬁﬁzﬁ%%ﬁ
%

BB 7 i e A

2015 R = i, AN 2 5 60%, N
A B R A2 15 25%

e A v I T 25 55 0N B BRafe A 41BN, 75 Bl gt
BC A ()8 B AN PR TR 1 B 2R

T ZHERIFE TULANZ | I H P — 4 4585
A T2 Bt im, (2] fI20154FE4ZF R
WAL 3 T MR I K

LILANZHlER

i<
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MARKETING & PROMOTION
BEWHE5EME

LILLANZ H#ER

Continue to engage Mr. Chen Dao Ming (P& H), as the
spokesperson for “LILANZ”

Place advertisements in the stadium of World Cup
preliminaries and saw positive effect

Put soft-sell advertisements in magazines and newspapers
Set up billboards in more than a dozen of airports in China
Sponsored “Van Gogh Alive — The Experience”, a multi-
sensory art exhibition in Shanghai in 2Q2015, and became
the sole apparel partner of this travelling exhibition in
China

Held a marvellous fashion & art show in the exhibition
venue, and released its special collections “Salute to the
Artist”, which featured the classic works of Van Gogh the
artist

kSR PEEIE AT TLILANZ ) SR E A

e S TR BRI ) . AR IETH
TGRSR E A%

EaE+Z MW &R

RS %ffiﬁﬁﬁMNﬁfTﬁmM* ik
Eaﬁﬁ% TR A AE w0 P — PR e 2 ﬁﬁm
TAE6 H I R B SN ZAT T — Ik R 418 IR i
EARKFE, HERT TRERKEHE] FH &5
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IMPROVING TRADE FAIR RESULTS EILANZ #ER
T RESBRSRENE

The 2015 fall and winter trade fairs were respectively held in 1Q2015 and 2Q2015. The continuous
improvements in trade fair orders indicated a relatively healthy level of channel inventory and also the
distributors’ confidence in the Group’s products

—E - NFERKEME T RSO0 THFEE T RLREEZAT, IR ENEE, LRI R
T8 AT 8] SR AR K DA K 0 T R B T 7 el A 0

Winter 2015 trade fair orders will commence delivery in

August 2015 & ZT &K T8 H TRl iE

Autumn 2015 trader fair orders commenced delivery in June

2015FEK BT RS ET6 A iHfTiE

v
I ™ N B OB .l_
.

Autumn Winter Spring/Summer Autumn Winter Spring/Summer Autumn Winter
2013 2013 2014 2014 2014 2015 2015 2015
% & RH ® 2 EE &% &
- Low + Mid + High single | + Highsingle | + Low double
= LILANZ -26% -16% single digit single digit digiti= Bafiz | digit/=Bafir digit +15-17%
{EREAAr &L B fir % 44 44 XA £
+ Low single + High single + Low double | + Low double | + Low double
=2 Flat 3537 digit digit/ = B +10-15% digit digit digit +10-13%
AR ArEL 44 BRI %7 XA % X fir %

20
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PRUDENT AND FLEXIBLE OPERATION LILANZ #ER
STRATEGY

) VB 4R ____ Operating environment is still uncertain
= Recovery of China’s menswear industry still w1 [EH B AEATM R R BE S AT
lacks momentum IRA L
=  |nthe short run, consumer confidence and w HHEEEEOLE TR
sentiment will still be affected by the economic 11552 B 28 55 A BH BH R &= P
uncertainty #
Brand =  Competitiveness of a menswear brand hinges w BRI ES R R T H
building on its capability to transform and innovate as EERIGIHTRE 17 DL B = i i
ST well as the value for money of its products ikt
Supply o e Sales
chain channel
manage- manage- —— Continue to adopt the strategy of “improving product quality without raising the price”
ment {5 ment 5 B/ [REARY
e USRS
=  Further raise original designs proportion and o H— TR W B
enhance value for money of its products 7= i B
Product = Increase products and brands competitiveness = $&F77 AL ) RS T
R&D 7= 5 » 2016 spring & summer trade fair will be heldin =  £:[F2016FHEEIT R4 T8
L8 mid- and late August.; the management is HY FaZT, BEESE
3?135 . confident to continue order value growth D RELEL] B it K3 7a 1Y
”i”jr’ »  Continue to improve store efficiency and aim to 3l
i achieve a high single-digit SSSG in 2H2015  ARERIRTHERL, FRELEH
»  Store opening plan for the year Hbr 2 28] e sL il =) B
= Maintain “LILANZ” current store number; add AL EH R A B K
20-30 “L2” stores = ERFF)E TR
= Open 20-30 large-scale stores in shopping = [LILANZ| JER§%CH F5°F;
malls in provincial capitals and prefecture- [L2 ] 1538 020-30% )ik 4
level cities = TR S FHb 2 T I v
= Complete renovating remaining “LILANZ” F K JE20-30%
stores = SEAA T TLILANZ] T35/
RBE G TAE

22
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CONSOLIDATED STATEMENT OF PROFIT OR LOSS AND

OTHER COMPREHENSIVE INCOME

For the six months ended 30 June - unaudited

1H 2015 1H2014  Change /%3
RMB’000 RMB’000 (%)
Revenue PN 1,188,364 1,090,520 +9.0%
Cost of sales HERA (700,299) (644,714)
Gross profit ER 488,065 445,806 +9.5%
Other net income Hfth i as 32,611 3,241
Selling and distribution expenses EE R (122,540) (109,581)
Administrative expenses TETFZ (47,308) (44,313)
Other operating expenses HAth2E % (7,388) (105)
Profit from operations e 343,440 295,048 +16.4%
Net finance income Bl A A& 44,342 43,179
Profit before taxation B3 A S ) 387,782 338,227
Income tax T (110,817) (90,136)
Profit for the period BN EA 276,965 248,091 +11.6%
Other comprehensive income for the S
beriod SV St 2 s
Item that may be reclassified HEvgEEHTREHEZIE
subsequently to profit or loss:
Exchange differences on translation of B o [ [ERS N e A B 5545
financial statements of subsidiaries U L=
outside the mainland of the PRC (784) (13,763)
Total comprehensive income for the 3¢ 04
period N2 HE WS S 276,181 234,328
Earnings per share SRR
Basic (RMB cents) A AR 23.0 20.7 +11.1%
22.9 20.6 +11.2%

Diluted (RMB cents)

s (NRM)
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CONSOLIDATED BALANCE SHEET

At 30 June - unaudited

(RMB ‘000) (ANRTTT) 30.06.2015 31.12. 2014 31.06.2014
Non-current assets e AT
Property, plant and equipment Y~ TR R g 275,352 284,154 292,797
Lease payments FHEE PR 102,298 34,976 35,383
Intangible assets iy Al 4,922 5,242 5,504
Deposits for purchases of fixed assets Mg SKIEITE B e ZHUFE AT 2 3,647 66,216 66,613
and land use rights
Deferred tax assets HERE I BT 23,088 23,426 18,245
409,307 414,014 418,542
Current assets mahgEre
Inventories Py 196,545 248,845 224,666
Trade and other receivable N USER 2 s s LAt N LSRR T 698,013 669,501 682,071
Pledged bank deposits ERFER TR 863,438 846,131 819,501
Fixed deposits held at banks with FRTHRTmMEEIH A= DAL B E 30,000 100,000 170,000
maturity over three months HA{7ax
Cash and cash equivalents & RIEE MY 1,996,851 1,845,179 1,456,249
3,784,847 3,709,656 3,352,487
Current liabilities BN AR
Bank loans RITETEK 904,423 854,590 778,837
Trade and other payables NI 57 5 e ik B LAt WA~ 32K 3T 376,173 416,961 328,435
Current tax payable A BITHAFE T 100,469 87,981 56,603
1,381,065 1,359,532 1,163,875
Net current assets ShE=AE 2,403,782 2,350,124 2,188,612
Total assets less current liabilities BB Rt 2,813,089 2,764,138 2,607,154
Non-current liabilities IEFR B AR
Deferred tax liabilities 56 AEFR T 71 {5 56,529 66,269 60,774
Retention payables INERYTAE A - - 910
56,529 66,269 61,684
Net assets B A{E 2,756,560 2,697,869 2,545,470
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