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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.
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— 2015 Operating environment full of challenges

—F-REL BRI

Operating environment of China’s retail sector remained challenging

[ A B A AE R Kkl

Operating environment of China’s menswear industry remained difficult
and consumer confidence weak

i B AT\ B T DU PR R AE, T SRS L 5

Sluggish retail sales performance and serious retail discounts in Q4

FBNEETERHERE. fTIENE

— China Lilang outperformed rivals and improved competitiveness

o L B S IR B T FE . B2 3E 4 13RIt

Higher sales proportion of original design products

JEL B i 2 58 5 LS T

Better value-for-money of products

P A AR

Product designs are more individuated to give distinctive brand image
P BT 8RR T 5B e B

Channel inventory monitoring capability enhanced as retail channel
management improved

TR A7 A% AE T BE 265 JRAE 10 8 PR T 1T e

Same-store sales growth remained positive
FETEREHERFFIE K

Trade fair results on an uptrend for 2015

20154F1] Te &1 s G Aidr 2t LA
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FINANCIAL HIGHLIGHTS V4555 /5

FY2015 FY2014 Change /
RMB’000 RMB’000 225
Revenue AT AL 2,689.1 2,433.0 +10.5%
Gross profit EH 1,142.8 1,035.7 +10.3%
Operating profit 22 EFIH 794.1 680.8 +16.6%
Net profit AAIE 625.2 554.9 +12.7%
Earnings per share (SEicZcpl|
- Basic (RMB cents) - AR (ARTD) 51.83 46.17 +12.3%
- Diluted (RMB cents) - #E (NRmr) 51.77 46.06 +12.4%
Final dividend per share FRREAR S
(HK cents) & 17.0 17.0
Special final dividend per share &R B AR HAR: &
(HK cents) G 7.0 6.0
Gross profit margin SSIES 42.5% 42.6% -0.1p.p.
Operating profit margin 2= | E 29.5% 28.0% +1.5p.p.
Net profit margin HFRIYE 23.2% 22.8% +0.4p.p.
Return on average IR IR
shareholders’ equity e~ =1k 22.3% 21.3% +1.0p.p.
Effective tax rate BHRFEE 27.6% 27.6% -
Advertising and promotional T EREEFS
expenses and renovation K SEAEHME 0 0 )
subsidies (as % of revenue) (HUZ A E5TER) 8.3% 75 LD
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Total Revenue & Revenue By Brand

53 i

ELLANZ ®mL2 mOthers ] Sales of LILANZ up by 11.4% to RMB2,450.1 million,
accounting for about 91.1% of total revenue

(RMB mn) 0 LILANZ {48850 EF+11.4% 2 A\ R f124.50127G,
yf’/"' Lot B EAAI91.1%
2,433.0 :

. Sales of L2 up by 3.7% to RMB232.0 million,
accounting for about 8.6% of total revenue
L2 58 &EH_ET13.7% 2 N R i2.3212 78,
BB L EZ18.6%

9.7

. Sales performance of LILANZ outperformed rivals due to
the Group’s implementation of the strategy of “improving
product quality without raising the price” which improved
overall competitiveness of products

[$RBANIRYT | RIS A LILANZ 7 fh i
BARTES RREARTE, MERIILT A

. Sales of L2 products grew more slowly than
expected and there were fewer replenishment
orders this year than in prior years

L2 KB TUIZ218, 20154F AP B e BB 4R/

. Trade fair results on an uptrend for 2015,
FY2014 FY2015 and delivery on schedule
20155 T BT g diiie s BT, itz
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Cost of Sales & Percentage Breakdown = The Group continued to implement the policy of “improving

%E&M product quality without raising the price”
LG EEHAT TR | KR

1,546.2 = Relatively stable raw material prices and the higher proportion
(RMB mn) 1,397.3 of original design products helped to control production cost
0.4% JEATRH RS AR RS  BREU™ dh L T, A B oA
11.8%

= Cost of in-house production, including subcontracting charges,
accounted for 55.5% of total cost of sales, up by 2.7p.p.
Hr A (AR RAD SR EsA B2 7 a0 R E
55.5%

8.7%

43.7%

44.1% = Total R&D costs increased by 12.6% to RMB91.4 million

WF R A I112.6% % A 119,140 /5 7t

= Gross profit margin was slightly down by 0.1 p.p. to 42.5%
EHEE0ANF 7F HE42.5%

47.2% 44.1% Gross marginFEF[=

42.6% 42.6% 42.5%

FY2014 FY2015

m Inventory write-off FE{Fk £

= Process outsourcing costs 53-8 1L

m Other self-production costs E At H {74~
= OEM purchases ¥MaI 47

FY2010 FY2011 FY2012 FY2013 FY2014 FY2015
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Total SD&A Expenses SD&A as % of Revenue
VA L=
HE. 2 RATBUT X B8 WE. 78 RATBUF X S LB %
(RMB mn) e Administrative expenses{TIE 2
450 === (Qther selling and distribution expenses E {45 K& 538 =%
400 === Advertising and promotional expenses % K iiipHE T2
350
300
9.8% 0
250 54.4 62.4 o ° SR
8.8% '
200 8.2% 8.3%
275.6 285.7
150
100 235.7 223.3
50
43% 4.2%
0 2145 3.9% 3.7% . 1%
3.3%
e 25%  2.5%
FY2014 FY2015 21% 100y e 22%  23%
1 Administrative expenses{TE{ 5% \/
AR provision N Uik E k7
Other selling and distribution expensesE-Atl 44 EE K, 4384 FF 57
Advertising and promotional expensesE {% K itz 2 FY2010 FY2011 FY2012 FY2013 FY2014 FY2015

[ Total selling and distribution expenses = 55 & K 4345 157
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(RMB mn)

Gross profit & margin EBITDA & EBITDA margin
B BB EBITDAMIEBITDA L%
o 30 6%
42.6% 42.5% 2 A’
: [
FY2014 FY2015 FY2014 l FY2015
Operating profit & margin Net profit & margin
ZERHEREEEE ez MEYSEE IR
29596
28:)—/1 22.8% 23. 2%

-}

FY2014 FY2015 FY2014 FY2015
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Turnover days &5 X%

e=¢==Average trade receivables turnover days
SRR R B R
=== Average inventory turnover days
SPITE T S R AT
=== Average trade payables turnover days
SEENL B AR e R
80 80 79

76

FY2013 1H2014 FY2014 1H2015 FY2015

By
. 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/ T35 N2HSC 57 5 Kk Jo e RS T Hi140) S 1R 2 UL 52 Tk
SERIFEBER MO CRAERERD |, PR LA N REL

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/ “F-$4 47
B JA e RS T WA B AT AR D AR T S B AR 5 A, T3 LA R B 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/ T35 A K 0 Fa) e RS T 3940 B AR S 38057 5 % R 5 A+ SR AR A ) -3
BB A B s, TR LA SR A R AL

¢ Trade receivables NI F B kR

Trade receivables balance increased by
RMB153.0 million to RMB756.7 million
due to:

-Mid-teen percentage growth in winter
trade fair orders year-on-year

-Extended credit terms to distributors due
to the sluggish retail performance in the
final quarter.

Provision for doubtful debts of
RMB10.1 million as at 31.12.2015,
no movement during the year.

MR Z k38 n A\ IR 1153.0
A E NRM756.7H Fi T,
JR A :

AT RS K — R
RIS P R R BUNE, 1
K4 R 7

T20154E12 A31H, MUK ZX
K& RBNANRT10.1H Ji G,
ENRBBA AR D)

B Inventory 77
Finished goods inventory balance slightly
increased by RMB3.6 million.

Raw material inventory balance increased
by RMB37.2 million as the Group increased
the proportion of original design products
and used more process outsourcing to
reduce OEM purchases.

il B A R I N R T 3.6 F
JiTGo

52 A0 SR A= B o B, SR
2 380N T L/ OEMR W,

BRI S A 8 A A 0 N B
37.2HJiJt

A Trade payables {5 5K

Trade payables balance increased by
RMB73.3 million to RMB342.7 million due
to:

-Growth in trade fair orders for the past
two seasons

-Change in suppliers’ mix

MNAT R Bk k3 in AR 73.3 5
HENRT342.75 Hot, &
Al

-SRI RS R
RN R H A AR B
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Cash and cash equivalents 31 & &I E&EZEMY)

(RMB mn)
3,000
2,500 (279.7)
(74.3) 18
2,000
1,500
1,000
500
0
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
T1IHIHNHE KEFESE KGN R BTSSR changes Dec T12H31H#Y
FIEZEN A5 IR A0 (1) IR A SRR S A&

LI RIEENY (2)

(1) Include placements of time deposits and pledged bank deposits with maturity over 3 months
B35 7€ HIAE K S B H il 34 H AR ERAT A7

(2) Excluded fixed deposits held at banks with maturity over 3 months and bank deposits pledged as security for bank loans
AFEAEARAT BIH Bl 34~ e AF K, FIPE 9 ERAT BTG CR R AR AT Bk




- .\ " P& 1] (§ HEALTHY AND STRONG CASH POSITION % {25l 4 KF

Total cash and bank balance {17 X & 454
(Mfr: NRMHE L)

Secured by pledged bank deposits Cash position remained healthy and strong

DA A RIT AR Bl /KP4 Rr g B

Bank loans {762k  mnet cash balance %Pl 4454
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- || .\, P& ]z § NATIONWIDE DISTRIBUTION NETWORK 4= [ {44 M

2015

Revenue by Region
RMB million (% of revenue]

865.3 (32.2%)

669.1(24.9%)

571.6 (21.2%)

266.2(9.9%)

156.3 (5.8%) -
sssts [

Eastern China

Central and Southern China

South Western China

North Western China

Northern China

North Eastern China

2014

MB million l% of revenuel

815.5 (33.5%)

— 581.6 (23.9%)
D 5023 206%)
S 297003%)

C 1326(55%)

141.7 (5.8%)

7.0 (0.3%) . Others . 9.6 (0.4%)
Group store count As at LILANZ No. of stores
SEHEHEEE Asat2015.01.01 2015.12.31 Net change Er!éeﬁglgated
H
Northern China {E]f; 295 285 -10 B
North Eastern China 751 305 302 -3 2012 280
Eastern China 1BZ5 850 805 -45 2013 750
Central and Southern China H &g 740 726 -14 2014 630
South Western Chinap§gg 615 588 -27
1H2015 200
North Western China 7§k, 274 279 45
3,079 2,985 -94 2H2015 80
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r— Traditional Channel LG IEE

SALES CHANNEL MANAGEMENT 4#4&EESE

Continued to expand retail area, total

retail area of stores increased by
1.4% to 338,700 sq. m.
FEMRFFEEY K, S5 mARY
JN1.4%22338,700°F /7 K

Provided 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
AREN— R T B PRI B IR fit
BN, N o B NIRIE TR,
Wik, LR EERRAT,
55 Rt — B Inam A IR IE ) B

Continued to monitor channel
inventories through ERP systems
connecting to all stand-alone stores.

A S I B BT MOT ) H FVERP 2

994
directly operated
by 81 distributors

SN LN 5
Operated by 817 h%i%ﬁ?&;%

distributors =
éj\%ﬁﬁiﬁé_%ﬁ 1'664

operated by sub-
distributors

— RS R

2,660
LILANZ retail stores
LILANZ EEJE

Operated by the 2
Group self-operated
ERFgE flagship stores

B EHEAS

Total area & H#:
302,500sq. m.
(+0.4%)

216
directly operated
by 24 distributors
280 RH P EL

br=—
=

PP
L=

325 Operated by
L2 retail stores distributors
L2 ZEE
109
operated by sub-
distributors
Total area & E: — AR
36,200sq. m.

(+11.0%)




I [ .\, P4 1:§ SALES CHANNEL MANAGEMENT &6 2
— E-Channel #§_H 18

XIB THALLCOM [ Lruan

FIER

102649 FIRBETT RS
(P

U iz
i 100075 L TmEARH
S5 AV
i '- 0 e 4

BRE% it ITEE BREGER P/ B /0ET ..

25 LILANZ

FETIDE PIE T L TN ¥ CI¥sme O 28 O fin ®5 || @ nkE =18 < > kG
¥339.00 ¥336.00 ¥428.00

M 14

. Actively explored ways and directions to promote sales through e-channels and formulated development strategy for 2016
IR 1755 T SR BER & 7V, I 201658 1 K SR JE T i

. Exploring WeChat platform for customers’ online product selection. Products selected will then be delivered to selected stores
for fitting, thereby increasing the customer traffic of the brick-and-mortar stores and improving store efficiency; new service is
expected to be launched in 2ZH2016
MHARMAREF &, REE R I EAT S S BRSNS s i % P N S 3R TS Rkt s B3 IRss
FE20165F N PAEHEH

. Continue to 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

ezt e & e TLILANZ] & [L2] F2fh, BRIEZZEFZ5A6, P2 i e 5 sk 268 5 — 2

im Bl i

L ANZ #M




- || .\, 4 ]:{§ PRODUCT DESIGN & DEVELOPMENT 7= 5 # i & I &

0 Promote individuation in its product designs and further . T AT, IsE S
differentiate its products from market peers £

0 Increased proportion of original design products * JEL B i LG A5 5

. Among all 2015 products, products of original designs ‘ 2015 EFE M, FRAI mL) 5
accounted for about 60%, and about 25% of those products 60%, H.A N A BT AR B L) G
adopted the Group’s proprietary fabrics 25%

. Intends to raise the proportion of original design productsin ~ * QAR TR SR B i o5 iR T &2
the total product mix to 70% in the medium to long term, and 70%, T R A TR o B H
50% of such original design products will adopt its P75 &50%
proprietary fabrics 2 B 5T I 20144 H0 N [ Rt &

. An accessory designer joined the international design team in BN, At B 8 B A3 T e
2014, promoting the sales and gross profit margin of GIES
accessories e WAE [ULANZ] ByHh— 258 &t

. Designated one of “LILANZ” foreign designers as “L2” chief I TL2] Bt Im, A 5t
designer, and the 2016 spring and summer collections would [L2] 20164F3F & P it it

be his debut complete collection for “L2”

gL ZNV=I1=

19
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. Continue to engage Mr. Chen Dao Ming ([%:i& ), as the
spokesperson for “LILANZ”

. Placed 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 was
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

o HESTBEPFIEHSEAT [LILANZ] ST A

o RIS, RORIET

o FEZMEARE ELUBMES S EEAR

. fEE+ZAMIHER) S

o BEISER FEAAE LEEATN2015 [ AR B
BLEARKIE, FHRONRE a8 (i — AR 228 S PR Ik

o T2015%6 H I B3 N Z8AT T — Ik B4 IR i
SARKF, FHRART [RERFEH] K &5

20
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Spring/Summer 2016 trade fair orders commenced delivery in January 2016

2016FEF /BT R4 B T20164E1 H Hafifis

Autumn Winter

Spring/ . Spring/ Autumn Winter Spring/
2013 2013 Summer ‘;\‘(;tl‘;“%)‘(‘ NS Summer 2015 2015 Summer
£k £ 2014 FE = 2015%E Bk £ 2016H5H
- Low single + Mid + High single + High single + Low + Low
-26% -16% digit single digit digit digit double digit +15-17%  double digit
- R & + tR BT E + = R + BB+ E R + (B &L
+ Low single + High single + Low double + Low double + Low + Mid
Flat 3573 digit digit +10-15% digit digit double digit  + 10-13% single digit
+ R ER A &Y + T ERArEL + B %5 +EXEL AL + HHEAfiTE

=
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Operating environment still uncertain 2 & 3SR A BH B
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Global economic environment will continue to affect consumer confidence

SR AT BRI A A B B E AR O

Recovery of China’s menswear industry still lacks momentum and market
consolidation continues

o [ 5 AT [BI R  FEATIRAN A, AT SEBE G

Competitiveness of a menswear brand hinges on its capability to transform and
innovate as well as the value for money of its products

FA I SE 4 TR R T H R QR e 77 LUK A B

Continue to adopt the strategy of “improving product quality without raising
the price” and focus on store efficiency improvement

B [REAEN |  RERFEFM

Further raise original designs proportion and enhance value for money of its products
BE— DRI RGN S EC B 7 AN

Increase products’ and brands’ competitiveness$& Ft 7= i Al i Ji () 55 5+ 77

Launch small line of womenswear for each season starting from 2016 fall season to tap
into new market while enhancing sales efficiency of large stores

20164E KT IR R HE — /N R B 4™, BEINRE R i RIS, 7R ] DA
7]

Plan to launch new services for customers to select products through WeChat platform
in 2H 2016, aiming to increase store customer traffic and efficiency
THRI20165F T 44 2 P R A5 1 B 1B i R IR ST, H A 1 s 4 % P IR B
PEIE

Prudent in 2016 store opening: small number of additions of “LILANZ” stores and keep
the existing number of “L2” stores

20167FJETHRI4ERF S 1H: [LILANZ | JEGHRSHE . TL2) Z4ERFH A% H

2016 autumn trade fair started on 26 February, trade fair orders affected by higher
channel inventories of 2015 fall products

2016FEMZTT e B T2A26H MR, T 8T 2 2 = 19201 5 5 AK 2= FE A7 52 )
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AND OTHER COMPREHENSIVE INCOME

FY2015 FY2014 Change /225
RMB’000 RMB’000 (%)
Revenue WA 2,689,093 2,432,956 +10.5%
Cost of sales FHERAR (1,546,244) (1,397,304)
Gross profit E=V S| 1,142,849 1,035,652 +10.3%
Other net income HAth AU s 54,309 27,562
Selling and distribution expenses HE RIS (285,671) (275,588)
Administrative expenses T (109,506) (103,050)
Other operating expenses HAnE (7,838) (3,816)
Profit from operations ERR 794,143 680,760 +16.6%
Net finance income RIS A 69,441 85,912
Profit before taxation ERBERTAERA 863,584 766,762
Income tax FREFH (238,419) (211,764)
Profit for the year SEREREF] 625,165 554,908 +12.7%
Other comprehensive income for the 52
Othe e TS e
Item that may be reclassified HEMsEFTEEMRBZTE -
subsequently to profit or loss:
Exchange differences on translation of i@%?}j{%ﬁ%ﬁﬁﬁﬁamﬁ %
financial statements of subsidiaries outside REFBAC A0
the mainland of the PRC (10,012) (11,467)
;:atl?l comprehensive income for the AR RE S TS SR 615,153 543,441
Earnings per share (SEZenll
Diluted (RMB cents) . MO D 51.77 46.06 +12.4%




L I .\ "<& 1l:§ CONSOLIDATED BALANCE SHEET

At 31 December 2015

_ 30.06.2015
RMB ‘000 31.12.2015 31.12.2014
( ) ARMBTIT) (unaudited)
Non-current assets BRI BT
Property, plant and equipment Yl - T BRI 276,774 275,352 284,154
Lease prepayments FHE TR 101,145 102,298 34,976
Intangible assets T & 4,033 4922 5,242
Deposits for purchases of fixed . e N
assets and land use rights TSI E 537 M - LA <22 4,490 3,647 66,216
Deferred tax assets 26 AER I B 25,013 23,088 23,426
411,455 409,307 414,014
Current assets Niisiih i
Inventories ey 291,465 196,545 248,845
Trade and other receivables N US55 W S s JECA R LA SR I 807,149 698,013 669,501
Pledged bank deposits AR T 1,053,852 863,438 846,131
Fixed deposits held at banks with FTARATmERIH A =1 H L
maturity over three months HYE B 30,000 30,000 100,000
Cash and cash equivalents W& B MEZEMY) 2,161,712 1,996,851 1,845,179
4,344,178 3,784,847 3,709,656
Current liabilities k=LAl
Bank loans FRATOGK 1,004,017 904,423 854,590
Trade and other payables IV RS & N/ eil 603,062 376,173 416,961
Current tax payable A~ BIVEAR T 198,638 100,469 87,981
1,805,717 1,381,065 1,359,532
Net current assets = AE 2,538,461 2,403,782 2,350,124
[rotalassets less current HBEP AR 2,949,916 2,813,089 2,764,138
Non-current liabilities FERENI TR
Deferred tax liabilities 2 AERA T O (iR 38,718 56,529 66,269
Net assets WA E 2,911,198 2,756,560 2,697,869



