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China Lilang Announces 2012 Annual Results  

Net Profit for the Year Amounted to RMB627 million 
Enhance Brand Competitiveness and  

Ensure Sales Channels Remained Healthy 
 

Financial Highlights: 

RMB million For the year ended 31 December 

 2012 2011 Change 

Turnover  2,793.4 2,708.0 +3.2% 

Gross profit 1,124.0 1,055.5 +6.5% 

Gross profit margin 40.2%  39.0% +1.2 p.p. 

Profit attributable to shareholders 626.8 623.1 +0.6% 

Basic earnings per share (RMB cents) 52.2 51.9 +0.6% 

Dividend per share    

- Final dividend HK19 cents HK19 cents - 

- Special final dividend HK6 cents HK6 cents - 
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Sluggish economic conditions and bad weather caused the deceleration in sales of the 

Group’s products. Because of this, turnover remained generally stable throughout the 

year. To ensure that the channel was in a healthy position, the Group cancelled part of the 

winter orders which were worth approximately RMB140.0 million in sales value. In 

addition, because Chinese New Year was in February in 2013, more winter orders had 

been delivered in January 2013, which affected the sales for the second half of 2012. For 
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During 2012, to cope with challenges posed by the economy and industry conditions in 

China, the Group scaled back the plan for opening new shops and reconsolidated retail 

outlets which had low efficiency. The Group has made steady progress in opening mega 

stores. During the year, a total of six mega stores were opened. The self-operated flagship 

stores in Xian and Zhengzhou had begun pilot operation in late 2012. 

 

As of 31 December 2012, there were 64 distributors and 1,472 sub-distributors for the   

“LILANZ” brand, operating a total of 3,227 retail outlets. The total area of “LILANZ” retail 

outlets was approximately 359,000 square meters, representing an increase of 10% for 

the year. As for the “L2” brand, there were 41 distributors and 68 sub-distributors 

operating a total of 252 retail outlets. The total area of “L2” retail outlets was 

approximately 26,700 square meters, representing an increase of 6% for the year. 

Moreover, the latest third-generation design for the Group’s “LILANZ” retail stores was 

launched in the second half of 2012. The Group finished renovating about 280 retail 

outlets in the second half of 2012. 

 

As at 31 December 2012, the Group’s working capital turnover ratio was maintained at a 

healthy level. For the period, the Group’s average inventory days was 55 days; average 

trade receivables turnover days was 74 days, and average trade payables turnover days 

was 47 days. 

 

Chairman Wang Dong Xing concluded, “While the business environment still remains 

challenging, as one of the leading menswear companies in China, China Lilang continues 

to implement a prudent and flexible business strategy. Our overriding objectives are to 

enhance our competitiveness and ensure the sales channels remained healthy. We will 

continue to strengthen our brand image, product design, as well as the management of 

retail channels and inventories. This year we will continue to upgrade about 700-800 

‘LILANZ’ stores to the third-generation store image. At the same time, we will provide 

training programmes to distributors on retail management in order to strengthen the 

management of retail sales channels. In addition, we will not aggressively roll out stores 

until the economy sees signs of revival. For the time being, we target to open 200-300 

new ‘LILANZ’ stores, but will also shut down about 200 underperforming stores. As for ‘L2’, 

we will continue to optimise our store network and focus on the four key provinces with 

higher growth potential, where we target to open about 70-90 stores. However, we will 

also close down 50 underperforming ‘L2’ stores. In 2013, China Lilang will focus on 

sharpening its competitive edges in order to pursue more business opportunities and 

embrace the challenges ahead.” 

 

- End - 
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About China Lilang 

 

China Lilang is one of the leading PRC menswear enterprises. As an integrated fashion 

enterprise, the Group designs, sources, manufactures and sells high-quality business 

casual and fashion casual menswear. Its products are sold across an extensive 

distribution network, covering 31 provinces, autonomous regions and municipalities in 

the PRC under its core brand “LILANZ” and sub-brand “L2”. Its menswear products 

include suits, jackets, shirts, trousers, sweaters and accessories.  

 

 

For further inquiries, please contact: 

iPR Ogilvy Ltd. 

Natalie Tam/ Charis Yau/ Veronica Hui/ Winnie Yiu 

Tel:  (852) 2136 6182/ 2136 6183/ 3170 6752/ 3920 7645 

Fax:  (852) 3170 6606 

Email: lilang@iprogilvy.com 

 

 

 


