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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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Improving Financial Performance & Strengthening Competitiveness

MERIALE TRABREFA

Competitiveness strengthened as products’ originality and value-for-money
significantly enhanced following the successful implementation of “improving
product quality without raising the price” strategy

Retail channel management improved and channel remained at healthy state;
store operating efficiency improved, SSSG accelerated during 2H to about 10%
in Q4

Smart casual collection making good progress, adopting consignment sales
model in 2H to speed up store opening to grasp market opportunities

Improved results with net profit growth at 13.2% to RMB611.0 mn, and net
margin up to 25.0%
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Maintaining High Dividend Payout {r#F5ik R EL 3

(HKD)

44

40

~

+10%

2017 Final DividendsAK Bt B

Proposed final dividend
HKI18 cents per share and
special final dividend
HKS cents per share
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K
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2013 2014 2015 2016 2017

Interim dividends per share Final dividends per share

(incl. special dividend per share) (incl. special dividend per share)
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Revenue and Gross Margin Y \ BLE Fi| Z

mmm TOTAL REVENUES B =—Gross marginEF] % BN LILANZ REVENUE Ht A
(RMB mn) (%) (RMB mn)
[0)
3.000.0 48.0% 3.000.0
+1.2% 46.0% +7.9%

2,500.0 44.0% 2,500.0 .

2.000.0 42.0% 2.000.0
40.0%
1,500.0 38.0% 1,500.0
1,000.0 36.0% 1,000.0
500.0 o 500.0
' 32.0% '
0.0 30.0% 0.0
2016 2017 2016 2017

* Total revenue included 1.2’s revenue of Improved 2017 fall and winter orders
RMB27.2 mn (2016: RMBI73.6 mn) Sales contribution from smart casual
* Gross margin maintained stable collection launched in 2H2016

2017 FEFITRKE
20165FE T FHN Z RS RIITHE

BBRASLLEAARM27.2BA T
(2016: ART173. 6B L)
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SD & A Expenses $HE. 7 RITHHA X

Advertising and promotional Other selling and distribution Administrative expenses

expenses E1% izt I3 expenses HAt84E &I ITBURSZ
(RMB mn) (%) (RMB mn) (%) (RMB mn) (%)
300 129% 300 10% 300 10%
10.49
9.8%  9.7% 5 9% 9%
250 10% 250 sy 20 -
8.09% 0 0
200 8% 200 200 o
6% 0%
150 6% 150 5% 150 43% 42% 4710, 42% 5%
0,
4% ~7% 40
0
100 o100 2.5% 22% 2.3% 25% 239 3% 100 3%
—— —_— o o
50 2% 50 2 50 2%
1% 1%
224.9 192.5 572 W 544 W 62.4 W 59.9 57.3
0 0% 0 0% 0 . 0%
2013 2014 2015 2016 2017 2013% 2014™ 2015 2016 2017 2013 2014 2015 2016 2017
* A&P expenses included renovation S&D expenses other than * Lower administrative
subsidies to distributors. Amount advertising and renovation expenses in 2017 after
increased in 2017 as more stores were subsidies controlled at stable level L2 discontinued

renovated

- EREHIGHE A SEREETF o 12 &RIHS20175F

SRR RIEHMG. 2017528 A T

Bl s EE Y 3 Bt _EFH
[ | * Excludes AR provision / (provision reversal)
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Profit & Margin Trend & F) 5 2R EH

Gross profit & margin Operating profit & margin

A= HE R =T

T J B =

Net profit & margin
A RE R

(RMB mn) (%) (RMB mn) (%) (RMB mn) (%)
1100 41‘300 41.300 500/0 1000 27.53/6 27 4(%1 300/0 1000 ZS.UU/O 300/0
22.4Y%
1000 40% 800 25% 800 - e 25%
o)
30% 600 20% 600 20%
900 15% 15%
0,
N 20% 400 o5 400 0%
10% 200 0 200
' 663.4 668.9 % 539.9 611.0 %
700 0% 0 0% 0 0%
2016 2017 2016 2017 2016 2017

Lower government grants and higher
renovation expenses offset effect of
2016 AR provision for L2

Higher proportion of original design
products and better supply chain
management helped lower cost of sales

BT AN D R S AS AN GBI, #R0H
20165FL2 R ST i & B9 2

5-YEAR PROFITABILITY TREND

Lower effective tax rate in 2017

Gross margin Operating margin

426%  42.6%  425%  413%  41.5% 2530  280%  293% 2750  27.4%

===

2013 2014 2015 2016 2017 2013 2014 2015 2016 2017

201 7EBHBE T
Net margin

225%  22.8%  232% 2249  2>0%
2013 2014 2015 2016 2017



Working Capital Cycle EIE R &BEXE

e Average trade receivables turnover e Average inventory e Average trade payables
days turnover days turnover days
P21 2R 5T 5 M A R A T A B B R E P YA 5T 5 A A R A
103 99
92 89 90
\ Ng 76 80 79 78 o
—

57/'

1H2016 FY2016 1H2017 FY2017 1H2016 FY2016 1H2017 FY2017 1H2016 FY2016 1H2017 FY2017
Trade Receivables MU R 5 2K Inventories f7 5t
* Improved AR ageing and turnover days * LILANZ inventory balance up by RMB51.1 mn to RMB308.6 mn:
* LILANZ AR balance decreased by 1.2% to * Increase in 2018 spring and summer orders
RMB630.5 mn despite sales increase of * Balance included consignment inventories of smart casual collection
winter products * L2 inventory net of provision reduced to RMBI14.7 mn
* L2 AR balance net of provision dropped to
RMB6.5 mn - LILANZ FEFE I AR TIS11E I e E A RMi308.6 5 /i 7t:

« 2018F B T ¥ n
o MIER 5 WER K 8 & B R B - BESREER
« LILANZ BRAF=REEMM, MKRS RBEEZEEFREANRTI4.78 AT
MK A& BHA1.2% 2 AR H630.5 A5G
« 12 BR&EMBEIKZBEANRT65H T

Trade Payables MU % 5 X

*+ Average turnover days similar to 2016 level.
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Cash Flow & RE

Operating cash inflow 2B BERA

* Cash generated from operations of
RMB677.7 mn Cash used in financing activities
« Net of tax payment RMBI9LS5 mn, A B

including dividend W/H tax of Payments of dividends 2 SA
RMB74.4 mn .
Net repayment of bank loans ~ fHIE8R 1T &K

- BEVHEFENSANRTOT7.7B AT Share buy-back [ B i 47
. HBXHBRARTIOLSEAT, & e PHyTAes et

EREREBART7445 770 v

A 4
(RMB mn)

(4.4)

Investing cash inflow HEIMNEHRA

* Decreases in pledged bank deposits and
fixed deposits totalling RMB860.9 mn
* Net of CAPEX of RMB224.9 mn

- RITHE K e HFERDE AR T860. 9H /T
. HBRTEAFIZART224.9H /T

Cash and cash equivalents Operating Investing Financing Forex
/ NERIMEZENY activities activities (1) activities effect
Asat 1 Jan

(1) Include placements of time deposits and pledged bank deposits with maturity over 3 months
BLAE I H B 34~ A 1 5E A7 K S AR ERAT 73K
(2) Exclude time deposits and pledged bank deposits with maturity over 3 months

LI AN R T I 3 0 5 A SR 724

RMB420.4 mn
RMB493.5 mn
RMB60.2 mn

Cash and cash equivalents
NERMEFNY
As at 31 Dec (2)




Healthy & Strong Cash Position 2 {£RIIT & 7K

® Bank loans fR17HT#K * W net cash balance (#3445 &

(RMB mn)

460.0 493.5 4773

2016.6.30 2016.12.31 2017.6.30 2017.12.31
VN

* No outstanding bank loans at 31
December 2017

/\ « F20174E12H 31 H HERITHEK

LILANZ * Secured by pledged bank deposits PA CLHFHERAT A7 5K HH LR
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Sales Channel Management $HERIGEIE

®  Work with distributors to plan the distribution, location and number of the store network to enhance store efficiency
®  Continue to open stores in shopping malls; over 300 such stores by year end, over 10% of total store count
®  Smart casual collection well received by market, supporting expansion to 89 stores
° 2,410 stores nationwide with total floor area of 309,600 sq.m., up 6.8%
®  Unified brand image, renovated or partially upgraded about 400 stores with the 6 generation store image
* BB SRR EIFTE R M AL BRI, RTHER R E
* REEIRVITIZEE, TGN ERCEIE3005, (4R EEEII0%
*  EREBRINWMHRIERL, FIEHEE8OR
*  EB2A0KFHIE, HIEEIHTR300,600°F 70K, #116.8%
*  JEHIERG—, FNERENEB RN R IRTIAI4005K
LILANZ 2016
Revenue by region £ XA
N I I .
Northern China North Eastern China Eastern China Central and Southern South Western China North Western China
b At IR China PEFE Bl
R
Store count by region % [X JE%{
2016.12.31 238 245 615 569 503 230
”’ +42 +38 +127 +131 +59 +46
-35 -62 -103 -100 -92 -41
2017.12.31 245 221 639 600 470 235

LILANZ




Sales Channel Management (Con’t) $HEREEIE (45

Operated by
distributors

DHHALE

898
sub- distributors

RO

72 distributors

SrAHTE

Operating £ Operating &2
L1109 stores 1,300 stores

M5 95
- Distributors direct retail stores increased due

to:
ISR EEEL B ER M, FH.

increasing presence in 1st and 2nd tier markets

Result of continuous upgrade of retail management,

phasing out sub-distributors with substandard
management skill

. :é&'l‘lj%f”%ﬂifi‘ﬂﬂ

SNSRI NN

ASANEENRN

Over 10 years of business relationship with all LILANZ first tier
distributors

ERP system monitoring all stand-alone stores; healthy channel
inventory and satisfactory retail discount levels

Continued to provide training to distributors

Started building professional team to launch new retail
business in 2018
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Product Design & Development =it B %

,j

~68%

Original design products
by style, and medium to long

. In-house fabric development center to allow flexibility and ensure product
quality and better cost control

. Operates state-approved fabric testing center to ensure fabrics used are in term target at ~70%
compliance with national standards
. Stabllje and flexible relationship with suppliers SR Hﬁ—@ Jﬁ_‘%\’ AZI68%,
HrazE B AR£I70%
. International and local designers worked closely together, and newly set up
separate design team for smart casual collection
. Fujian’s new headquarters to complete construction in 2H 2018; Shanghai’s
design and operational center of the smart casual collection will be put into use 0
in 2H 2018 | ~36 /O
. sl N \ S ~ =] = . e f igi 1 i t
 RRENE R, WMFEREE, BREREE AR O g Procacts
- REERATHERMLEL, BRERENBETAERRE S sictary fabrios,
- 51#&%?;@%%5%%%1?*% and target at 50%
n R E > [FIBA & T ¥ ML 22 < AR ML EF
%BT?fimﬁﬁ‘kﬂAn«E?—lfmj, ?Fiﬁllﬁ?ﬁ\lLE’]E:ﬁﬁ%}ﬁﬁ'{% . 21369% B8 7= i R
" EEMSESAUT2018E TR ERRET; D8REFRITAREEFID AT REE TR,

2018 R EHNIE K37 H #52150% -



Marketing & Promotion E$§ 5 5%

= QOperating main collection and smart casual collection under

.\ “LILANZ” brand to target different customer needs

» Advertising and promotion through advertising signs in EMU
and EMU stations, airports, roadside billboards as well as soft-
sell advertising in newspaper and magazines

= Sponsored the Chinese Football Association Cup Final

= Promotion activities via WeChat account

» Conducted a nationwide promotion campaign - “Stylish Man”
contest for online voting by WeChat users

= LU TLILANZ ] RIEZETRIIMBEERY, SRR

FHEZE
» HEEFEESERESE. Y0 5 B RERE
W55k
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Encouraging Trends of LILANZ Trade Fair Orders
HEaRSHEES AHHE

2014W 2015SS  2015F  2015W  2016SS | 2016F  2016W 20178 2017F  20I7W  2018SS

2014 Winer4& pi 15 07 % High single digit
Spring/Summer#: & piid 151 HUA 2 High single digit
Fall®k gt XU %L Low double digit

2015 Winterg 14 15 - 17%
Spring/Summer#: & gic XU %L Low double digit
Fallfk Tk 13 - 18%

2016 Winer& Wk 13 - 18%

g
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POSITIVE OUTLOOK B IEH

the price” strategy

The design and operation centre for the smart casual collection in
Shanghai and the new headquarters in Fujian would be put into
operation this and next year respectively; the entire operation of the
Group will advance to a new stage by then, laying a more solid
foundation for sustainable and faster growth of China Lilang

7. FY2018 target SSSG no less than high single-digit

8. Autumn 2018 trade fair commenced on 3 Mar, expecting order growth
no less than low double-digit

LIEANZ

Corporate mission to offer consumers with products of excellent value-
for-money, advancing from “improving product quality without raising

M THRRAEN | REEHARBIZEE
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