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Both Revenue and Profit Hit Record Highs, and Saw Their Fastest Growth in 7 Years

WAFIFEEFT R, EITFERRGK

Group revenue up by 29.8% to RMB3,167.9 mn with LILANZ revenue grew 30.7%
RN £T129.8% 2 AR M3,167.97 /78, LILANZ g RS A I H130.7%

Net profit up by 22.9% to RMB751.2 mn; EPS up by 23.7% to RMB62.74 cents
AR EF22.9% 2 NRM75128 /5ot s BERERIAANKT62.745, #IN23.7%

A net addition of 260 retail stores, exceeding the full year target
FTENESBOG 260K, @ 5E AT H s
|

High single-digit or better average SSS growth for four consecutive quarters with
channel inventory of the core collection remains healthy
135 [F) A B LR L AT = AL DL BRI, ARSI RIE A BT
TR {2 R

\

Continued to develop new retail business, with online stores for the smart casual
collection officially commencing business and the design and operation centre in
Shanghai for the smart casual collection commencing operation in 4Q 2018
WG L sk andidt, Fer oM LB TR UFEImIEUENL, T B
i 95 By etk g e L IR BRI




Maintaining High Dividend Payout Ratio fr¥FEJKE L&

= Final dividend HK21 cents per share and special final dividend HKI10 cents per share
= RIS BER AL SRS A AR I i S B 10

Dividends per share
) HK cents ##1 Eﬁ- i}ﬁ 4%~
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| 1% B Interim Dividends i AR HAA% B Final dividends
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Revenue and Gross Margin A & FBF| 2

41.0%

41.5%
RMB mn

2,4411

3,167.9
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LIL ANZ Revenue E KA

Y °

2017
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Robust Revenue Growth Y& A\ 5&EhHE K

o LILANZ revenue growth reached 30%

o Strong order growth at all trade fairs for 2018, with some product
categories saw additional orders

o Store expansion and encouraging SSSG driving sales growth

o Sales of accessories recorded significant growth of almost 90% and
comprised 13.19% of LILANZ revenue, in particular, sales of footwear
products increased by more than 1.4 times

LILANZW AN KK 30%

2018 % ZEEVT TR VT BB BN K, Nl = hh SRS Hh
IR LRI E S E K, Wi E BT

B8 B R HE K423 90%, (HLILANZYRAI3.1%, JoH 2 s
PR R I L4 6E

Lower Gross Margin EH|Z T [%

o Gross margin down by 0.5 % point
o Inline with the Group’s strategy of offering consumers products of
excellent value-for-money so as to gain market

o O O O

o BAFFEOSNH A
o FrESERIRMYIEHTE R bt LS U377 1 S



SD & A Expenses 58 8 KITEIF X

Advertising and Other Selling and Administrative
Promotional Expenses Distribution Expenses Expenses
TR HAHE R #HIF X TBUT X
> RMB mn RMB mn > RMB mn
10.4% 10.4%

3.7%

0
23% 2.1% 2.9%
2017 2018 2017 2018 2017 2018
o Higher advertising expenses o Expenses increased as business expanded o Administrative expenses controlled at
o Increased renovation subsidies as 590 stores stable level
with larger average area were opened o BRSSP 5K A B in

o ATBUF L IEHIER E K

o [ H AN

o IS0 KIE, “FIMHIRIRER, Hhhndk
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Profit & Margin & | & F|HZR

Gross Profit
& Margin
EF LEBHE
> RMB mn

41.5% 41.0%

2017 2018

Operating Profit
& Margin
ZEMHEEEENHR

RMB mn

27.4% 27.8%

2017 2018

)

Net Profit
& Margin

15 FE R 15 2

RMB mn

25.0%

23.7%

2017

2018

Gross margin dropped by 0.5 % pt

In line with the Group’s strategy of
offering consumers products of excellent
value-for-money so as to gain market
BRI TSN E ) =

75 5 BB A BT (e ™ b LS BT
Yy B A

Operating profit margin improved
mainly due to the lower SD & A
expenses ratios as revenue increased
e E AR ETE, FEH TR
D D BATBUT SRR

Effective income tax rate increased by
5.2 % pts to 20.5%
FHEBUE BB IS 24 A0 R &

20.5%




Working Capital Cycle B iz % & A # R

Average Trade
Receivables Turnover Days

227 W B 5 T sk R R B
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Average Inventory
Turnover Days

PR AR

Day
76 80 79 -
78
-

IH2016 FY 2016 1H2017 FY 2017 1H 2018 FY 2018

Average Trade
Payables Turnover Days

P2 AT B 5 R e R B

Day

78 89 90 ]7 81 92

—

IH2016 FY 2016 1H2017 FY 2017 1H 2018 FY 2018

o AR balance up by 29.1% as sales increased
o AR balance up by RMBI85.5 mn to RMB 822.5 mn
o  Channel inventories and liquidity of distributors at

healthy level

o UL 5 MK ERIEN29.1%, S MRas B N

o MU ZKHEIMARMISS.SH it NR T
822.5H JiJt

o YEIEFEAE A A3 v I E I AE A B /KT

(@]

o

Inventory balance up by RMB353.1 mn to RMB676.4
mn:

o Increase in inventories for smart casual
collection as it was converted to consignment
model in 2018 and also due to delays in
opening of stores and rollout of online stores.

o Increases in trade fair orders for 2019 SS
collections

o  Raw materials up by RMB77.9 mn as more
raw materials were placed with sub-
contractors ahead of production schedule
when more process outsourcing
was used

Lowered pre-order ratio for smart casual collection
starting from 2019 autumn trade fair to control
inventory level

o AP balance up by RMB270.6 mn to RMB607.1 mn
as inventories increased

o BEHE AL, NATH 5 RBHE A KT
270.6 °H Fic 2 NI T607.1H Fi 7T

o TERAHMMARTIS3IE I LENRT676.4H
Ji7t:
o RS IE0ISFEM RN, PAEIFIE
Je WX I HE SR, 8 EEAE AT BT HG 0
o 2019FHEFITHRLSITHIEK
o MMMERSEINT, T2 JEMREA AR
BT, M EM R REE A K
7798 ot
o 2019FEFKZAT 07 & T 4h LR i 45 TT k5] DA
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Cash Flows Il &R &
RMBmn ARTHA

FY 2018
Net cash generated from operating activities

+ Operating cash inflows Z2EHEHMA
LEENMERAN

k o Major reconciling items with net profit for the year:
445.6

o AR up by RMBI85.5 mn as sales increased
o Inventories up by RMB353.1 mn due to increases in inventories for smart
Net cash inflows from investing activities
B EESN A TRAD

casual collection, 2019 SS trade fair order growth and also raw materials held
by sub-contractors

o AP up by RMB270.6 mn as inventories increased
Net cash used in financing activities

L o SRR A
(497.4) o G INEAE MY FE S KAk EIH NR T185.5F J5 T
Rl V% S I e i ' v o BESSEEMAIEI. 2019F AT Bt 1T igin. BB E sk
LY R, (EPEAE E T AR T3531E 1
- - ) Vo o AT SR 5y WKAR R A7 B9 n i BT+ N RS i270.6 F1 7376
Net increase in cash and cash equivalents 16.7 oL
4 T4y inve ' i Investing cash inflows B R IEWA
i\ o Decrease in fixed deposits with maturity over 3 months by RMBI88.0 mn
Cash and cash equivalents as at 1 Jan 18233 o Interest income received RMB71.6 mn
TFIAIHI S RS0 T |

o Less: CAPEX of RMBI192.1 mn
Effect of foreign exchange rate changes

“.‘ o FIMIH A=A H UL BRI E BAE > N R T188.0H /I 7t
S 79 oo WHCRLE A I7L6E /1Tt
5T SR - x

o HRR: WAL ARMINIH Jijt

Cash and cash equivalents at 31 Dec

' Financing cash outflows @l % Bl & H
1,842.9
(@) ’
TRAIHRE R EFNY o Payments of 2017 final dividends and 2018 interim dividends totalled RMB494.6mn
o A2017 AR B L2018 M R A 3L AR T494.6 5 75 7T
(1) Include placements of time deposits and pledged bank deposits with maturity over 3 months
(2) Exclude time deposits and pledged bank deposits with maturity over 3 months

(1) L3 2 H 34 A B Ik AR R AT 773K
(2) ANEAEAEARAT B H BRI 34N 52 AF 3K S AR ERAT 73K



Healthy & Strong Cash Position 22 F1E &K F

> RMB mn
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Total Cash and Bank Balance
AT M4 A ah 4

No outstanding bank loans JoH47 57X 7K
No outstanding bank loans JE#47 583K

2017.12.31 2018.6.30

@ Bank Loans ® Net Cash Balance
HRAT R a4

No outstanding bank loans JEH1T H¥ 3Kk

2018.12.31

* Secured by pledged bank deposits PA C G ERAT 17 3K FH 7
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Sales Channel Management 448 118 & #

Sales by region & X 44 Store Count by Region & X JE&% B
RMB mn
2018- Open Close 2018-
1045.7 1-1 VAL F<)E 12-31
Eastern China
e 639 205 80 764
813.7 816.5 :
(q:je%:ral & Southern China 600 140 63 677
613.4 615.1 S W Chi
outh-Western China 470 - 60 482
476.9 fitke7]
%ojrlzh/Western China 535 63 36 262
197. 6265 < 25 168.2 Northern Chi
II 171.2 II Ll g 245 81 48 278
ijo;lgh/Eastern China 1 29 43 207
Eastern  Central & South- North- Northern North/ X
China Southern  Western  Western China Eastern Total 5.2 2,410 590 330 2,670
7 China China China £k China :
il 7 L %t Total Retail Floor Space 309,600 379,900
S5 T AR (+22.7%)
mFY 2017 WFY2018 (sqm “FJ77K)




Sales Channel Management (Con’t) $5& IRIEH H (42)

Promote Sales Channel Management Upgrade: #3145 EREETEALK:

*  The percentage of stores operated by distributors increased to . LRV A B L I ZE AT 500%, T A B A
over 50%, while selected sub-distributors with sub-optimal B % i — 2B % % 25 3 ] K
management standards were phased out . ZENGMITS %}’E B LA L\i 600K
*  Over 600 stores in shopping malls R QL; g A R T A
»  Continue to provide training to distributors e ERPAGHEE A My . IR, T
*  ERP system monitoring all stand-alone stores; healthy channel FEKF

inventory and satisfactory retail discount levels

Over 600 stores in shopping malls

\ Y37 )5 5 E';%Eli600%
1470 @ 7 808 1,199
\ Distributors Sub- .
Stores [ 1/& “gpvins | distributors Stores [ 1)&
(1361) (15) RO (¥101)
\ (490)

Except the flagship store in the headquarters, all retail stores are operated by
distributors To launch a pilot of our 7*'-generateion store image in 2H 2019

B 7 AL T RSB REME S, HA TSR H A s HRI 20104 F R4 R SIS BAESH S




Product Design & Development f= @ % v+ K &

SRR, FUBBIZHIMEIPA
FRpEEEHBE RN A EAFIF R

TR T LT
TEFIRT S EHE B B it

R R BRI BRI, B0
SRLANBEDS, FSEER.

% of original design products (by
style) out of total

An international and domestic R&D team comprising 390 staff working on
areas including product design and material development

Continue to enrich our product range, in particular by adding more young and
fashionable products to cater to consumer demand in 1% and 2"4- markets and
shopping malls

Increase the proportion of season-neutral products

Added 2 production lines for leisure footwear at our Wuli Plant

The design and operation center for the smart casual collection, located in
Shanghai, commenced operation in 4Q 2018

3904 5 T M FEI 3 55 AH I A HELIA, 757° h BF % B 4257 8 T A
PR PR RSN, RS M= S D — . i B
Yo% P RE 7R

S A2 g

e BRE T 2R B

BT L3 MU 4 RV BB A0 78 B F 201 842 5 P H A fi

JE B it (K)o 7 it LA

65% 68%

459

70 O/ O 30% 30%

2016 2017

70% 70% " )
of original design products
50% adopted the Group’s proprietary
5% fabrics

JEL 817 i N B AT R A T
B )

2018 Target H #7



Marketing & Promotion &5 BE1%&

»  Enhance brand awareness by opening large-scale stores alongside targeted brand advertising and
promotion campaigns

»  Increased advertising and soft article promotion on online platforms such as Wechat and
Microblog in 2H 2018, and began collaboration with www.baidu.com ([ ) in late 2018,
directing customer traffic to our online stores.

=  Continued to place soft advertisements in traditional print media outlets and more
advertisements were placed using various types of media on high-speed rail channels

h}fﬁ %¥f | LILANZFIE

- URSEDIIFRRERRTI AT, TR A LA R ) B

ORI 2018 RN () | ) SRGTE BRI
BOCHE, R TERIEIRIFS (FRED) ArfE, WIS RIS i R 4 ke iy

o RBRREAE SRR, TR R T T Bk I IO 4 .

e
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I?IL:)LANEY ’ s gl
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Strong Trade Fair Orders Growth 1] 52 & 1] H.IE K553

2018

Spring/Summer Autumn Winter
collections collection collection

+21% +31% +33%

2018F R 2= 20185k 20184&Z=

Spring/Summer
collections

+)39%

2019FE =

Autumn
collection

+21%

20198k =E




Outlook & Strategy
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Cautiously Optimistic, Continue to Expand in 2019 Prudently

BESAM, 20194F 48455 (Y 7k

Channel expansion and upgrade ZE#&EY 7§ & F-2%

Continue with market expansion in steady pace, targeting to add about 200
stores in 2019
= Core collection: primarily adding new stores in 3rd- and 4th-tier markets
= Smart casual collection: Continue to adopt the consignment model,
focusing on expanding in Beijing and Shanghai, while continuing to
develop 1st- and 2nd-markets in Qingdao, Tianjin, Zhengzhou, Xi’an, Hefei
and Zhejiang areas
Continue to upgrade our sales channel and add more stores in shopping malls
To launch a pilot of our 7"-generation store image in 2H 2019

MEALPHEB T Y R, EERIFIFE 22005

= BRI =, LIPS

= RRES RS dReR AR E B SORN EifE i, JRARELE RN
RIETE By REE ML 192, SIEMELEMX K —. —Zhiy

MEHESIRIET I, BINET IR T s

THRI 20195 R P il e 2B -EAUE ST R

Advance new retail development {3 BELE

Continue to increase brand promotion activities, particularly to improve the
online brand awareness of LILANZ, and invest more in increasing traffic to
online stores

ARSI b AR S, JUHEHE N TLILANZ | 72 RI2%_E R St AN 42
FEINRBNTETE A 513




Cautiously Optimistic, Continue to Expand in 2019 Prudently

BESAM, 20194F 48455 (Y 7k

R&D and product enhancement #}& AT ]

=  Continue the mission of offering consumers products of excellent value-for-money
=  Continue to enrich product range and increase the proportion of season-neutral products

)

= ZREEDUNTH S E SR P E R d O B AR
= BREEPAT AR AR, IR R A L A

Positive operating targets IEH'E iz H i

= FY20I9 target SSSG of no less than high single-digit
= 2019 autumn trade fair concluded in early March 2019, and recorded 21% growth in total
orders

)

- 20106 L BFRAME TR SR
. 0FHTF AT T0IFI ARG A, BT B TEAPME K

Lilang Creative Park F[E3 Q=7

= The Group’s new headquarters expected to officially launch in 2H 2019
= Usher new era for all Group operations - from product research and development, to design,
production and sales

)

= ML ST T 2019 R IR VR, RN R . B RIS ek g, K
SRIPEAFEH

LiERREREH &I RE T L Design and operation center for the smart casual collection in Shanghai




DISCILAIMER %% 75 B

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.




