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Group revenue up by 29.8% to RMB3,167.9 mn with LILANZ revenue grew 30.7%
Lö
��f�• �:	w 2 9.8 %8#�ê"A�1 3, 167 .9 ,®�7�s �È LI LANZ 
ñ(|�f�•�Î�Ð 30.7%

Net profit up by 22.9% to RMB7 51.2 mn ; EPS up by 2 3.7 % to RMB 6 2 .74 ce nts
�ð�Y#Ö�:	w 22.9% 8#�ê"A�1 7 51.2,®�7�s �×!ÿ6Ñ,ø�Y�j�ê"A�1 6 2.74 �6�È�Î�Ð 23.7%

A net addition of 260 retail stores, exceeding the full year target
M&�^L��Ç�k� �Î�Ð 260 �æ�ÈCµNÍ�¼�@�˜�¤-��7

H igh single -digit or better average SSS growth for four cons ec utive quarters with 
chan nel inventory of the core coll ec tion remains healthy
�£
w 
<�ÇK0�^ F�5� 4 �Z�“�Ö �…�ÇQ�	…�}�  �F���: ,´�ÎK¯�È �k3+�G,´$PFƒ�ˆCW
�
�1�•�ç

Continued to devel op new retail busin es s, with online stores for the sma rt casual 
coll ec tion officia ll y commencing busin es s and the design and operation centre in 
Shanghai for the sma rt casual coll ec tion commencing operation in 4Q 2018 

�àM&�^�J�Ñ 5�5��ØF� �ÈE«�v�Ñ5•�:�ÇK* �¾1\
��“�Ö�0�û!“�? :U�J �È�}�¾�:#§,´E«
�v�Ñ3+�GAîAÑ	ú:UF��]�ó�Ö�"�Å�•F��Œ

Both Revenue and Profit Hit Record Highs, and Saw Their Fastest Growth in 7 Years
�f�•
¼�Y#Ö�K�àQ��È�Î)à 7�¤�0���ÎK¯
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Maintaining High Dividend Payout Ratio �
�1Q�#n�Ÿ"�)·
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Divi dend s per share

!ÿ6Ñ#n�Ÿ

�]�O6Ñ�Ÿ I nterim Dividends �[�O6Ñ�Ÿ Final dividends

▪ Fina l divide nd H K 21cents per share and spec ial fina l divide nd H K 10cents per share 

▪ �[�O6Ñ�Ÿ!ÿ6Ñ 21$_�		ú(©�[�[�O6Ñ�Ÿ!ÿ6Ñ 10$_�	
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2,441.1

3,167.9

41.5%41.0%

20172018

Revenue Gross Margin "��Y)·

o LILANZ revenue growth reac hed 30%
o S tr ong order growth at all trade fair s for 2018, with some produc t 

categor ies saw additiona l orders
o Stor e expa nsion and encour a ging SSS G driv ing sales growth
o Sa les of accessor ies recorded signif icant growth of almost 90% and 

compri sed 13.1% of LILANZ revenue, in par tic ula r,sales of footwear 
produc ts incr eased by more tha n 1.4 times 

o LILANZ �f�•�ÎK¯Eî 30%
o 2018
4�“�ÖAÒCW�JAÒ	…�j�â�ÎK¯�È �Z�[�×
ñ 2«�…�Ç>•	…
o �ÇK*�™�P	úE³�j,´
<�ÇK0�^�ÎK¯�È�V�ØK0�^�:	w
o G}�&K0�^�W�u�ÎK¯�ÕF� 90% �È	• LILANZ �f�• 13.1%�È�T�¦�_ M»2«

�×
ñK0�^�Î �ÐCµE÷1.4�=

o Gross mar gin down by 0.5 % point
o �,�Q���O�L�Q�H���Z�L�W�K���W�K�H���*�U�R�X�S�·�V���V�W�U�D�W�H�J�\���R�I���R�I�I�H�U�L�Q�J���F�R�Q�V�X�P�H�U�V��produc ts of

exc ellent va lue -for -money so as to gain mar ket

o "��Y)·�;L} 0.5 �Z,®�6&é
o 1V
8Lö
����Ë(™Cµ�p�l�×
ñ���¹
��2
j,´1†+•

Revenue and Gross Margin �f�•	ú"��Y)·

+29.8%

Robust Revenue Growth �f�• �j�â�ÎK¯

Lower Gross Margin "��Y)·�;L}

RM B mn

7

LILANZ Revenue �k
ñ(|�f�•

2,413.9

2017

3 ,154.7

2018

RM B mn



253.8

330.7

10.4%10.4%

20172018

Advertising and 
Promotional Expenses

�¯
z	ú�Ø�¯�0�_

SD & A Expenses K0�^�Ã�6K0	ú>|�o�0�_

57.3 65.6

2.3% 2.1%

20172018

Other Selling and 
Distribution Expenses

�¦��K0�^	ú�6K0�0�_

90.0 92.2

3.7%
2.9%

20172018

Administrative
Expenses

>|�o�0�_

o Hi gher a dver tising expenses
o Incr eased renova tion subsidies as 590 stores 

with lar ger aver a ge area were opened

o �¯
z Ci+X�Î�Ð
o �à�0 5 90 �æ�Ç�È�£
wM’0� �ÖE³�W�È�Î�Ð>õ

��>•CdCi+X

o Expenses incr eased as business expanded  

o Ci+X
��Ä�J�Ñ�™�P6<�9�p�Î�Ð

o A dmi nistr a tive expenses contr olled at 
stable level

o >|�o�0�_�×�f
X0c�Ê"d�£

RM B mn RM B mn RM B mn
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Profit & Margin ,ø�Y	ú�Y#Ö)·

668.9

881.9

27.4% 27.8%

20172018

Operating Profit 
& Margin

4ÿ:U�Y#Ö	ú4ÿ:U�Y#Ö)·

611.0
751.2

25.0% 23.7%

20172018

Net Profit 
& Margin

�ð�Y#Ö	ú�ð�Y#Ö)·

o Gross mar gin dropped by 0.5 % pt
o �,�Q���O�L�Q�H���Z�L�W�K���W�K�H���*�U�R�X�S�·�V���V�W�U�D�W�H�J�\���R�I��

off eri ng consumers produc ts of exc ellent 
va lue -for -money so as to gain mar ket

o "��Y)·�;L} 0.5 �Z,®�6&é
o 1V
8Lö
����Ë(™Cµ�p�l�×
ñ���¹
��2


j,´1†+•

o Opera ting profit ma rgin improved 
ma inly due to the lower SD & A 
expenses ratios as revenue incr eased

o 4ÿ:U�Y#Ö)·�:	w�È�k?±+a�¾�f�•�Î�Ð
��K0�^�Ã�6K0	ú>|�o�0�_Ci+X)·�;L}

o Effective income tax ra te incr eased by
5.2 % pts to 20.5%

o �p�Ç0>�9�x0>)·�Î�Ð 5.2 �Z,®�6&é8#
20.5 %

1,013.8

1,298.1

41.5%41.0%

20172018

Gross Profit
& Margin

"��Y	ú"��Y)·

RM B mn RM B mn RM B mn
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Working Capital Cycle :UF�CtH�
˜Eœ�Y� 

10392 99
83 85

72

1H 2016FY 20161H 2017FY 20171H 2018FY 2018

Average Trade 
Receivables Turnover Days 

�£
w�Ä�fCh�C CV!n
˜Eœ�Y� 

57
76 80 79 78

98

1H 2016FY 20161H 2017FY 20171H 2018FY 2018

Average Inventory
Turnover Days

�£
w�ˆCW
˜Eœ�Y� 

78 89 90 87 8192

1H 2016FY 20161H 2017FY 20171H 2018FY 2018

Average Trade
Payables Turnover Days

�£
w�Ä��Ch�CCV!n
˜Eœ�Y� 

o AR balance up by 29.1% as sales increas ed
o AR balance up by RMB185.5 mn to RMB 822.5 mn
o Channel inventories and liquidity of distributors at 

healthy lev el   

o �Ä�fCh�CCV!n�Î�Ð 29.1%�È	ý�PK0�^�Î�Ð
o �Ä�fCh�CCV!n�Î�Ð�ê"A�1 185.5,®�7�s8#�ê"A�1

822.5 ,®�7�s
o $PFƒ�Ã�ˆ��	ú�6K0�v)àH�#q
X�•�ç"d�£

o I nve ntory balance up by RMB3 53.1 mn to RMB676.4 
mn :

o I ncreas e in inve ntories for smart casu al 
collection as it was conve rted to cons ignm ent 
model in 2018 and also due to delay s in 
opening of stores and rollout of online stores.

o I ncreas es 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 
whe n more proces s outs ourcing 
was used

o Lowe red pre -order ratio for smart casu al collection 
starting from 2019 autumn trade fair to control 
inve ntory lev el

o �ˆ CW�‰NÍ�Î�Ð�ê"A�1353.1,®�7�s8#�ê"A�1 676.4 ,®
�7�s :

o E«�v�Ñ
X 2018�¤�i+X��K0 Q�?�È��	ú�0�Ç
	ú5•�Ç,´�Ø�*�&F��È�¯�Ã�ˆ�9�p�Î�Ð

o 2019�U�?�“AÒCW�JAÒ	…�ÎK¯
o �Î�Ð�¯+X�6	5�Ð���È�$�J	Ï�€�É
X+O�×�}

�7�ˆ
X�6	5��	²�È�¯	Ï�€�É�‰NÍ�Î�Ð�ê"A
�1 77.9 ,®�7�s

o 2019�¤/û�“AÒCW�J�0�û�"B3�~E«�v�ÑN´AÒ"��»��
�×�f�Ã�ˆ

o AP balance up by RMB2 70.6 mn to RMB607.1 mn
as inventories increas ed

o L¿-p�Ã�ˆ�Î�Ð�È�Ä��Ch�CCV!n�‰NÍ�Î�Ð�ê"A�1
270.6 ,®�7�s8#�ê"A�1 607.1,®�7�s

Day Day Day
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RMB mn �ê"A�1,®�7�s F Y 20 18

Net cash genera ted from oper a ting activ ities
4ÿ:U#k�Ø)àH�#q�•

445.6

Net cash inflows from investing activ ities 

�ÅCt#k�Ø)àH�#q�• (1)
68.5

Net cash used in fina nc ing activ ities
=½Ct#k�Ø)àH�#q�*

(497.4 )

Net increase in cash and cash equivalents
)àH�	ú)àH�1y�'(™ �Î�Ð �ðNÍ

16.7

Ca sh and cash equiv alents as at 1 Jan 
�¾1�8 1��)àH�	ú)àH�1y�'(™

1,823.3

Effec t of forei gn exc ha nge rate c ha nges
�F�1"w)·
��Ø,´�¡
ý

2.9

Cash and cash equivalents at 31 Dec
�¾12�8 31��)àH�	ú)àH�1y�'(™ (2) 1,842.9

Cash Flows )àH�#qGÿ

(1)	5���`�O��CµE÷ 3 �Z�8,´�Ê�O�ˆ!n	ú�å�ìK&>|�ˆ!n
(2) �=	5��
XK&>|�`�O��CµE÷ 3 �Z�8,´�Ê�O�ˆ!n	ú�å�ìK&>|�ˆ!n

(1)Include plac e me nts of time dep os its and pledge d bank depo sits with maturity ove r 3 months
(2) Exc lude time de po sits and ple dge d bank dep os its with maturity ove r 3 months

o De creas e in fixed depos its with maturity over 3 months by RMB188.0 mn
o I nteres t income receiv ed RMB71.6 mn
o Le s s : CAPEX of RMB192.1 mn

o �`�O���j�9�Z�8���:,´�Ê�O�ˆ!n�ÿ�A�ê"A�1 188.0,®�7�s
o �f
��Y�Ÿ�ê"A�1 71.6,®�7�s
o �“L”�ÖCt�\�0�_�ê"A�1 192.1,®�7�s

o M ajor reconciling item s with net profit for the year:
o AR up by RMB185.5 mn as sale s increas ed
o I nve ntories up by RMB3 53.1 mn due to increas es in inve ntories for smart 

casu al collection , 2019 SS trade fair order growth and als o raw materials hel d 
by sub -contractors

o A P up by RMB2 70.6 mn as inve ntories increas ed

o �>�¤�Ö�ð�Y#Ö�k?±B38²N©-��Ö
o K0�^�Î�Ð8$�¯�Ä�fCh�CCV!n�:	w�ê"A�1 185.5,®�7�s
o E«�v�Ñ�Ã�ˆ�Î�Ð�Ã 2019�U�?�“AÒCW�JAÒ	…�Î�Ð�Ã��	ú�6	5�v�p�1	Ï�€�É

�Î�Ð�È�¯�Ã�ˆ�:	w�ê"A�1 353.1,®�7�s
o �Ä��Ch�CCV!n
��Ã�ˆ�Î�Ð6<�:	w�ê"A�1 270.6 ,®�7�s

Operating cash inflows 4ÿ:U)àH�#q�•

o Paym ents of 2017 final dividends and 2018 interim dividendstotalled RM B494.6mn
o �_�� 2017�[�O 6Ñ�Ÿ	ú 2018�]�O6Ñ�Ÿ
8�¡�ê"A�1 494.6 ,®�7�s

Investing cash inflows �ÅCt)àH�#q�•

Financing cash out



Healthy & Strong Cash Position 0c�•,´)àH�"d�£

477. 3*

2,046.3 2,018.1
1,874.11,842.9

0

500

1000

1500

2000

2500

2017.6.302017.12.312018.6.302018.12.31

To tal Cash and Bank Balance

K&>|	ú)àH� �k 5��‰

Bank Loans

K&>|Cg!n*
Net Cash Balance

�ð)àH�5��‰

No outstanding bank 
loans  

��K
&

>
|C

g!
n

* Secured by pledged bank depos its ���"�å�ìK&>|�ˆ!n�õ�


No outstanding bank 
loans  

��K
&

>
|C

g!
n

No outstanding bank 
loans  

��K
&

>
|C

g!
n

RM B mn
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Business & Operational Review �J�Ñ	ú:UF�
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Sales Channel Management (�&�R�Q�·�W) K0�^$PFƒ1Ñ*6(5��Å

Promote Sales Channel Management Upgrade:

�‡ T he per c enta ge of stor es oper a ted by distr ibutor s incr eased to 
over 50%, while selected sub -distr ibutor s with sub -optim a l 
mana gement standa r ds were phased out

�‡ Over 600 stores in shopping malls
�‡ Continue to provide training to distr ibutor s
�‡ ER P system monitor ing all stand -alone stor es; healthy cha nnel 

inventor y and satisfa ctor y reta il disc ount levels 

Over 600 stores in shopping malls

XC](™�v
j�ÇK*�"CµE÷ 600�æ

E x c ept the fla g sh ip store in the hea dqua rt ers, all ret a il stores are opera t ed by 
dist ribu t ors 
L”�¶�}�¾Lö
��kG�,´��8`�Ç�F�È�¦��L��ÇG-+a�6K0�v4ÿ:U

�Ø�ØK0�^$PFƒ1Ñ*6	w4×:

�‡ +a�04×�6K0�v4ÿ:U,´L��Ç"�Gý�Î�Ð8#CµE÷ 50% �È6<G��61Ñ*6"d
�£E³��,´�¼4×�6K0�v�I>Û$�" 

�‡ 
XC](™�v
j�ÇK*�"CµE÷ 600 �æ
�‡ 5�5��j�6K0�v���Ë�)AÝ
�‡ ER P 3+5��ÕF��p�9)�0û�ÇK*�Ö$PFƒ�Ã�ˆ�•�ç�ÈM&�^�È�“5$�1*6

�#"d�£

77
D istributors
�04×�6K0�v
( �n 5 )

808
Sub -
distributors
�¼4×�6K0�v
( �p 90 )

1,470
Stores L��Ç

(�n361)

1,199
Stores L��Ç
(�p101)

To launch a pilot of our 7th-generateion store image in 2H 2019
AÑ�B�¾2019�¤�;	z�¤B�&é�Ø�*1\�3�� �ÇK*�’B‘

E«�v�Ñ�:#§L��Ç LILANZ C](™�v
j�Ç



Product Design & Development �×
ñAîAÑ	ú�0
�

o An international and domes tic R&D team compris ing 390 staff working on 
areas including product des ign and material developm ent 

o C ontinue to enrich our product range, in particular by adding more young and 
fashionable products to cater to cons ume r dem and in 1st - and 2 n d - markets and 
s hopping malls

o I ncreas e the proportion of seas on -neutral products 

o Added 2 production lines for leis ure footwear at our Wuli Plant

o The des ign and operation center for the smart casu al collection, located in 
Shanghai, comm enced operation in 4Q 2018

o 390
= 
ˆ��,´ 
-Lu�>�\
`.D
�
�LO , 
X�×
ñ.D
�	ú(™�É�0
�1y�éM’���Œ
o 5�5��`�ü�×
ñ,´ 5��´ �È�Î�Ð�¤E«�&�J,´�×
ñ��%�Cã�0�Ã�¼4ï�2
j	úC](™�v


j�Ò�g5Ô,´M0"r
o �Î�ÐMŽ�“8²�W�×
ñ,´"��»
o 
X�ÄGü	²�o$+5ž�¶ 2�‘�AL"M»,´+O�×4ï
o �}�¾�:#§,´E«�v�Ñ3+�GAîAÑ	ú:UF��]�ó�Ö�"�¾ 2018�¤1\
��“�Å�•�¯+X

65% 68% 70% 70%

30%
36%

45%
50%

201620172018Target -��7

45%
of original des ign products 
�D�G�R�S�W�H�G���W�K�H���*�U�R�X�S�·�V���S�U�R�S�U�L�H�W�D�U�\��
fabrics  

	Ï�K �×
ñ�Ä+X8�>|�0
�)��9M’
�É,´"��»

% of o riginal des ign products (by 
styl e) out of total 

	Ï�K�×
ñ (�9!n�? )	•�×
ñ "��»

70%
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Marketing & Promotion :UK0�>�Ó�P

▪ Enha nc e bra nd awar eness by opening lar ge -scale stor es alongside tar geted bra nd adver tising and 
promotion campai gns

▪ Inc r eased adver tising and soft artic le promotion on online platform s such as Wech a t a nd 
Mic r oblog in 2H 2018, and began colla bor a tion with www.bai du.com (,®�Ö) in late 2018, 
directing customer traff ic to our online stor es. 

▪ Continued to plac e soft adver tisements in traditiona l print media outlets and more 
adver tisements were plac ed using va r ious types of media on high -speed rail cha nnels

▪ 5�5����0�W�Ç��	w
ñ(|�Ë�È�½G}
8J¸�)�W,´
ñ(|�Ó�P
¼�Ø�¯#k�Ø
▪ J¸�)�àM&�^,´�Ø�* 
X 2018�;	z�¤ �Ð�j
X �É�Þ�� �Ê�Ã�É�Þ	Š �Ê1y5•5��£
 �:,´�¯
z�Ó�P��	ú

EŸ�·�Ø�¯�È�Ö�¾�¤�Å�…�0�> �É,®�Ö�Ê
8�Œ�È�Ð�j�E#q�`Lö
�,´5•�Ç
▪ Lö
��Ö5�5�
X�P5�4è�Â��EŸ�·�Ó�P�È�¦�¾�¤�µ�Î�Ð�¶�¾Q�Jñ
42«�Â�ƒ,´�¯
z�Å�n
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Strong Trade Fair Orders Growth AÒCW�JAÒ	…�ÎK¯�j�â

2018 
Winter

collection

+33%
2018�Ü�“

2018 
Autumn
collection

+31%
2018/û�“

2018 
Spring/Summer  

collections

+21%
2018�U�?�“

2019
Spring/Summer  

collections

+23%
2019�U�?�“

2018 2019

18

2019
Autumn
collection

+21%
2019/û�“



Outlook & Strategy

�}�Ÿ�>1†+•
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Cautiously Optimistic, Continue to Expand in 2019 Prudently
�Ñ�~�€?ò�È 2019�¤ 5�5�0c�•�™�P

20

Channel expansion and upgrade =È_û2�.È#r"ïNO

▪ Continue with market expa n sion in stea d y pace, targeting to add about 200 
stores in 2019
▪ Core collec tion : prima rily add ing new stores in 3rd - and 4th -tier markets
▪ Sma rt casua l collection: C on tin ue to adopt the con signm ent mod el , 

focusin g on expa n d ing in Beijin g and Shan gha i, while con tin uin g to 
d evelop 1st- and 2nd -�P�D�U�N�H�W�V���L�Q���4�L�Q�J�G�D�R�����7�L�D�Q�M�L�Q�����=�K�H�Q�J�]�K�R�X�����;�L�·�D�Q�����+�H�I�H�L��
a n d Zhej ian g area s

▪ Continue to upgra d e our sa les chan n el and add more stores in shopping malls
▪ To laun c h a pilot of our 7 th -genera tion store image in 2H 2019

▪ 5�5�0c!•�ØF��2
j�™�…�È�˜�¤AÑ�B�ð�0�Ç4Ö 200 �æ
▪ �k3+�G�Ö�k�Ë
X�9�Ã
�4ï�2
j�0�Ç
▪ E«�v�Ñ3+�G�Ö5�5��Y+X��K0 Q�?�k�k	G�Ü
¼�:#§�2
j�È�¦5�5��$$!�•


��…M‚�Ë�Ã�Y#U�ÃG����Ã?¯�¹�Ã
86Õ
¼#‰"•1y
`	j,´�0�Ã�¼4ï�2
j
▪ 5�5��Ø�Ø$PFƒ	w4×�È�Î�Ð
XC](™�v
j�0�Ç
▪ AÑ�B�¾2019�¤�;	z�¤B�&é�Ø�*1\�3�� �ÇK*�’B‘

Advance new retail development 



Cautiously Optimistic, Continue to Expand in 2019 Prudently
�Ñ�~�€?ò�È 2019�¤ 5�5�0c�•�™�P

21

R&D and product enhancement G¼#y#r3x"ï�O$i"C

▪ Continue the miss ion of offering con sumers prod ucts of excellent value -for -mon ey
▪ Contin ue to enrich product ran ge an d increas e the proportion of season -neutral products

▪ 5�5����j#¸Ci65���Ë(™Cµ�p�l,´�×
ñ�j-��7
▪ 5�5��—>|�×
ñ5��´,´�iM™�È�Î�ÐMŽ�“8²�W�×
ñ,´"��»

Positive operating targets ;�g
SÍ_xF–7¯

▪ FY2019 target SSSGof no less than high single -digit
▪ 2019 autumn trad e fair con c luded in early March 2019, and record ed 21% growth in tota l 

ord ers

▪ 2019�¤
<�ÇK0�^-��7 �j�=�~�¾ Q�	…�}� ,´�ÎK¯
▪ 2019�¤/û�“AÒCW�J�"�¾ 2019�¤ 3 �8�M5��•�È�kAÒ	…�…�Ç 21%,´�ÎK¯

Lilang Creative Park !Ñ`v!Ã0·&•

▪ �7�K�H���*�U�R�X�S�·�V���Q�H�Z���K�H�D�G�T�X�D�U�W�H�U�V���H�[�S�H�F�W�H�G���W�R���R�I�I�L�F�L�D�O�O�\���O�D�X�Q�F�K���L�Q�����+����������
▪ Usher new era for all Group opera tion s - from prod uct resea rch and developmen t, to design, 

prod uction and sa les
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�:[F��c�ù Design and operation center for the smart casual collection in Shanghai
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