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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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‘ Results Highlights

Outlook and Strategy

Open Forum
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| .\, P& ][ {§ OUTPERFORMED INDUSTRY PEERS

— 2015 Operating environment full of challenges

Brand
building

channel
manage-
ment

Product
R&D

Sales
network

Supply
chain
manage-

ment/

Operating environment of China’s retail sector remained challenging

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

Sluggish retail sales performance and serious retail discounts in Q4

— China Lilang outperformed rivals and improved competitiveness

Higher sales proportion of original design products
Better value-for-money of products
Product designs are more individuated to give distinctive brand image

Channel inventory monitoring capability enhanced as retail channel
management improved

Same-store sales growth remained positive

Trade fair results on an uptrend for 2015
2015
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FY2015 FY2014 Change/
RMB'000 RMB’000

Revenue 2,689.1 2,433.0 +10.5%
Gross profit 1,142.8 1,035.7 +10.3%
Operating profit 794.1 680.8 +16.6%
Net profit 625.2 554.9 +12.7%
Earnings per share

- Basic (RMB cents) - ( ) 51.83 46.17 +12.3%

- Diluted (RMB cents) - ( ) 51.77 46.06 +12.4%
Final dividend per share

(HK cents) ( ) 17.0 17.0
Special final dividend per share

(HK cents) ( ) 7.0 6.0
Gross profit margin 42.5% 42.6% -0.1p.p.
Operating profit margin 29.5% 28.0% +1.5p.p.
Net profit margin 23.2% 22.8% +0.4p.p.
Return on average

shareholders’ equity 22.3% 21.3% +1.0p.p.
Effective tax rate 27.6% 27.6% -

Advertising and promotional
expenses and renovation

0, 0, -
subsidies (as % of revenue) ( ) 8.3% 9.7% L4p.p.
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Total Revenue & Revenue By Brand

mLILANZ mL2 mOthers

(RME mn) 2.689.1
2.433.0 I
9.7

FY2014 FY2015
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Cost of Sales & Percentage Breakdown

1546.2
(RMB mn) 1,397.3

0.4%

11.8%
8.7%
44.1% 43.7%
47.2% 44.1%

FY2014 FY2015

m Inventory write-off

= Process outsourcing costs
m Other self-production costs
m OEM purchases

The Group continued to implement the policy of “improving
product quality without raising the price”

Relatively stable raw material prices and the higher proportion
of original design products helped to control production cost

Cost of in-house production, including subcontracting charges,
accounted for 55.5% of total cost of sales, up by 2.7p.p.

2.7
55.5%

Total R&D costs increased by 12.6% to RMB91.4 million
12.6% 9,140

Gross profit margin was slightly down by 0.1 p.p. to 42.5%
0.1 42.5%

Gross margin

426% 426% 425%

FY2010 FY2011 FY2012 FY2013 FY2014 FY2015
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Total SD&A Expenses SD&A as % of Revenue
%
(RMB mn) === Administrative expenses
450 «===Qther selling and distribution expenses
400 === Advertising and promotional expenses
350
300
9.8%
8.8% '
200 8.2% 8.3%
275. 285.7
150 2
100 235.1 2233
50
4.3% 4.2%
3.3%
-50

2.5% 2.5%

FY2014 FY2015 2,1%\19%/ 2.2% 2.3%

= Administrative expenses
AR provision

Other selling and distribution expenses

Advertising and promotional expenses FY2010 FY2011 FY2012 FY2013 FY2014 FY2015
[0 Total selling and distribution expenses
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(RMB mn)
Gross profit & margin EBITDA & EBITDA margin
EBITDA EBITDA

29 4%

1 R

FY2014 FY2015 FY2014 FY2015

30 6%

42.6% 42.5%
—

Operating profit & margin Net profit & margin
28.0% 29 20
i 22.8% 25

I - N}

FY2014 FY2015 FY2014 FY2015
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¢ Trade receivables

Turnover d ays Trade receive_lb_les balance increasgd_by 153.0
RMB153.0 million to RMB756.7 million 756.7

==g==Average trade receivables turnover days du? to: . )
-Mid-teen percentage growth in winter

== Average inventory turnover days GRS order_s year-on-ye_ar - i
-Extended credit terms to distributors due =
to the sluggish retail performance in the

==fe==Average trade payables turnover days final quarter.

80 80 79 Provision for doubtful debts of 2015 12 31
RMB10.1 millionas at 31.12.2015, 10.1
no movement during the year.
H Inventory
Finished goods inventory balance slightly 3.6
increased by RMB3.6 million.
Raw material inventory balance increased
by RMB37.2 million as the Group increased OEM
the proportion of original design products
and used more process outsourcing to 37.2
reduce OEM purchases.
FY2013 1H2014 FY2014 1H2015 FY2015 ATrade payables
- Average trade receivables turnover days is equal to the average of the beginning and closing Trade payables balance increased by 73.3
trade receivables balance divided by the revenue (including value-added tax) and multiplied by RMB73.3 m|II|0n to RMB342.7 mllllon due 342.7

the number of days in the period/

to:

Average inventory turnover days is equal to the average of the beginning and closing inventory q .

balance divided by the cost of sales and multiplied by the number of days in the period/ -Growth in trade fair orders for the paSt -
two seasons =

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/

-Change in suppliers’ mix
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Cash and cash equivalents

(RMB mn)

3,000
(74.3) 18
2,000
1,500
1,000
500
0
Cash and cash Net cash from Net cashusedin  Netcashusedin  Effect of foreign Cash and cash
equivalents at 1 Jan operating activities investing activities financing activities  exchange rate equivalents at 31
11 changes Dec 12 31

(1)
@)

(1) Include placements of time deposits and pledged bank deposits with maturity over 3 months
3
(2) Excluded fixed deposits held at banks with maturity over 3 months and bank deposits pledged as security for bank loans
3
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Total cash and bank balance
( )

Secured by pledged bank deposits Cash position remained healthy and strong

Bank loans m net cash balance
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2015 2014

Revenue by Region
RMB million (% of revenue] RMB million I% of revenuel

Eastern China 815.5 (33.5%)

865.3 (32.2%)

581.6 (23.9%)

669.1 (24.9%) Central and Southern China

571.6 (21.2%) South Western China _ 502.3 (20.6%)
266.2(9.9%) North Western:Ghina S 2970103%
156.3 (5.8%) Northern China - 132.6 (5.5%)

LILANZ No. of stores
renovated
2012 280
2013 750
2014 680
1H2015 200
2H2015 80
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— Traditional Channel

994
. Continued to expand retail area, total directly operated
retail area of stores increased by sby 81 distributors
1.4% to 338,700 sqg. m. Operated by 1
distributors
1.4% 338,700 1,664
operated by sub-
. . o sy distributors
«  Provided training for distributors’ L'LSFiNfgta" stores
management team, covering direct
retailing and channel development, Operated by the B
marl_<et expansion ano_l experience Total area : Group fTeIf-ﬁ_perated
sharing on direct retailing so as to 302,500sq. m. AUl
strengthen retail channel (+0.4%0)
management
216
directly operated
by 24 distributors
24
325 Operated by
. Continued to monitor channel L2 retail stores distributors
inventories through ERP systems L2 108
connecting to all stand-alone stores. S
ERP distributors
Total area :
36,200sg. m.
(+11.0%0)
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— E-Channel
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. Actively explored ways and directions to promote sales through e-channels and formulated development strategy for 2016
2016
. 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 2H2016

2016
. 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
LILANZ L2

I ]
]l 18
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. Promote individuation in its product designs and further .
differentiate its products from market peers

. Increased proportion of original design products y

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

. Intends to raise the proportion of original design productsin  °
the total product mix to 70% in the medium to long term, and 70%
50% of such original design products will adopt its 50%
proprietary fabrics . 2014

. An accessory designer joined the international design team in

2014, promoting the sales and gross profit margin of

accessories . LILANZ
. Designated one of “LILANZ” foreign designers as “L2” chief L2
designer, and the 2016 spring and summer collections would L2 2016

be his debut complete collection for “L2”
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. Continue to engage Mr. Chen Dao Ming ( ), 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

. LILANZ

g 2015

2015 6




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

2016 /

2016 1
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Autumn Winter
2013 2013
-26% -16%

+ Low single
Flat digit
+

Spring/
Summer
2014

- Low single
digit

+ High single
digit

+

Autumn
2014

+ Mid

single digit
+

+10-15%

Winter
2014

+ High single
digit
+
+ Low double
digit
+

Spring/
Summer
2015

+ High single
digit
+
+ Low double
digit
+

Autumn
2015

+ Low

double digit
+

+ Low
double digit
+

Winter Spring/
2015 Summer
2016
+ Low
+15-17%  double digit
+
+ Mid
+10-13% single digit

+
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- I | Y.\ " "4 1]]:]{§ PRUDENT AND FLEXIBLE OPERATION STRATEGY

Operating environment still uncertain

] Global economic environment will continue to affect consumer confidence

Brand
building =  Recovery of China’s menswear industry still lacks momentum and market

consolidation continues

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

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

channel

manage- = Further raise original designs proportion and enhance value for money of its products

ment

= Increase products’ and brands’ competitiveness
Product =  Launch small line of womenswear for each season starting from 2016 fall season to tap
R&D into new market while enhancing sales efficiency of large stores
2016
Sales »=  Plan to launch new services for customers to select products through WeChat platform
network in 2H 2016, aiming to increase store customer traffic and efficiency
2016

Supply
chain

*  Prudentin 2016 store opening: small number of additions of “LILANZ” stores and keep

mr?]r;an%e' the existing number of “L2” stores
2016 . LILANZ L2
/ = 2016 autumn trade fair started on 26 February, trade fair orders affected by higher
channel inventories of 2015 fall products
2016 2 26 2015
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At 31 December 2015
30.06.2015
RMB * 1.12.201 . 1.12.2014
( 000) ( ) 3 015 (unaudited) 3 0
Non-current assets
Property, plant and equipment 276,774 275,352 284,154
Lease prepayments 101,145 102,298 34,976
Intangible assets 4,033 4,922 5,242
Deposits for purchases of fixed
assets and land use rights el 3647 66216
Deferred tax assets 25,013 23,088 23,426
411,455 409,307 414,014
Current assets
Inventories 291,465 196,545 248,845
Trade and other receivables 807,149 698,013 669,501
Pledged bank deposits 1,053,852 863,438 846,131
Fixed deposits held at banks with
maturity over three months 30,000 30,000 100,000
Cash and cash equivalents 2,161,712 1,996,851 1,845,179
4,344,178 3,784,847 3,709,656
Current liabilities
Bank loans 1,004,017 904,423 854,590
Trade and other payables 603,062 376,173 416,961
Current tax payable 198,638 100,469 87,981
1,805,717 1,381,065 1,359,532
Net current assets 2,538,461 2,403,782 2,350,124
Total assets less current
liabilities 2,949,916 2,813,089 2,764,138
Non-current liabilities
Deferred tax liabilities 38,718 56,529 66,269
Net assets 2,911,198 2,756,560 2,697,869




