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All-round Improvements in Performances with Satisfactory Progress In Business Expansion

in financial results amid recovery of consumer market
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by 26.5% to RMB1,293.1 mn and net profit up by 25.9% to RMB34
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Earnings per share up by 27.2% to RMB28.5 cents
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Maintaining High Dividend Payout
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Final dividends

Interim dividend HKI6 cents per share and
special interim dividend  HKY cents per share
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FINANCIAL REVIEW



Revenue and Gross Margin
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Robust Revenue Growth

o0 “LILANZ” revenue increased by 27.0% to RMB1,279.9 million

0 By product category, sales of accessories jumped to over 15% of
revenue

o) LILANZ 27.0% 1,279.9
0 15%
Lower Gross Margin # 7|

o The Group’s strategy is to offer consumers products of excellent
value-for-the-money so as to gain market

o Lower GP margin for the smart casual collection
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SD & A Expenses

Advertising and
Promotional Expenses

|
9.7% 9.5%

1H 2017 1H 2018

Other Selling and
Distribution Expenses
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Administrative
Expenses

(RMB mn)

5.1%
3.6%

517 46.7

1H 2017 1H 2018

0 higher advertising expenses
O more renovation subsidies as 253 stores
with larger average area were opened

0] 253

0 S&D expenses other than advertising
and renovation subsidies controlled at
stable level

0 The 2017 figure included AR provision of
RMB9.2 million

o 2017 920
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Profit & Margin Trend

Gross Profit
& Margin
i #

42.7% 41.9%

1H 2017 1H 2018

Operating Profit

& Margin
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(RMB mn)
29.0% 29.5%
3814
296.6
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Net Profit
& Margin
[ # [ #

_ (RMB mn)

26.5% 26.3%

40.7

1H 2017 1H 2018

0 The Group’s strategy is to offer consumers
products of excellent value-for-the-money
so as to gain market

0 Lower GP margin for the smart casual
collection

0 Operating profit margin improved
mainly due to the lower SD & A
expenses ratios as revenue increased

o Effective tax rate increased by 3.5
percentage points to 19.1%

0] 35
19.1%
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Working Capital Cycle

Average Trade
Receivables Turnover Days
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Average Inventory
Turnover Days

(Day)

57
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Average Trade
Payables Turnover Days
0
(Day)
78 89 90 87 81

IH2016 FY2016 1H2017 FY2017 1H 2018

0 AR balance up by 22.3% as compared to interim period
last year, reflecting increase in sales during the period

0 AR balance up by RMB146.3 mn to RMB 783.3 mn
compared to 2017 y.e.

0 Asin previous years, extended credit terms have been
granted during the peak delivery period from June to

September
o] 22.3%
o] 2017 146.3
783.3
(o] 6-9

o Inventory balance up by RMB 101.8 mn to
RMB325.5 mn as compared to interim period last
year mainly reflecting increases in trade fair orders
for the 2018 autumn and winter collections

o Inventory balance also included consignment
inventories of the smart casual collection

o] 101.8

3255 2018

0 Average trade payables turnover days reduced as
early payments were made to certain suppliers to
secure better prices for raw materials for the winter
collection.
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Cash Flow
RMB mn

“H

7

1H2018

196.3 ‘ mn to RMB783.3 million over the period
Net cash used in investing activities :
F O

Net cash generated from operating activities

0 Major reconciling item with net profit for the period: Increase in AR balance by RMB146.3
0 AR balance up by 22.3% as compared to interim period last year as sales increased during
the period
0 As in previous years, extended credit terms granted to distributors during the peak delivery
period from June to Sept
(282.0) o
ob pr # h ' P v 146.3 ‘H . 783.3
\\ "H
- : Voo 0 " o T I:223%
Net cash used in financing activities 953 5 Lo . 69 -
- ? \ ‘\
. ' Investing cash outflow F
Net decrease in cash and cash equivalents (339.2) !
i E ¢ r ’ ' o Increase in fixed deposits with maturity over 3 months by RMB200.0 mn
\ o CAPEX of RMB120.9 mn
Cash and cash equivalents as at 1 Jan Voo LR R v, 200.0 * "H
w 1,823.3 ) 120.9 H
gl 1 [ E '
Effect of foreign exchange rate changes 0.8 * Financing cash outflow 7
T - .
o0 Payment of 2017 final dividends RMB252.7mn
Cash and cash equivalents at 30 Jun 1.484.0 o 02017 ‘ 252.7
G 6 30 1 E O o
(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

oy
(1) 3
(2
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Healthy & Strong Cash Position

Total Cash and Bank Balance
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* Secured by pledged bank deposits
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BUSINESS &
OPERATIONAL
REVIEW
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otal 2,410 253 2,512

al Retail Floor Space 309,600 344,900

(+11.4%)
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Sales Channel Management (Con’t)

Except the flagship stores in the headquarters, all retail stores are operated by distributors

-

ub G T No

Over 10 years of business relationship with all LILANZ distributors

1,259 stores LILANZ W Ne 10 3F7
~ 150" — -

74
(+2)

853 sub- distributors 1,252 stores
(- 45) H  Ne © 48

Channel upgrade: over 430 stores in shopping malls
1 ° 430

Increase in number of stores operated by 1° tier Ongoing measures enhancing sales channel management:
distributors due to

O Growing foothold in Ist and 2nd tier markets O ERP system monitoring all stand-alone stores; healthy channel inventory and
O Result of continuous upgrade of retail management, phasing out satisfactory retail discount levels
sub-distributors with sub-optimal management standards O Continue to provide training to distributors
0] O ERP
0] (@)
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Product Design & Development

N

0 International and local R&D team totalling about 0 300
300 people, showing talents in the R & D of
products with excellent value-for-the-money and
meet consumers’ preferences

0  Added a production line for leisure footwear in
Wauli Plant 0

o  Construction work of new headquarters in Fujian 2019
has been completed and it is expected to be ready o
for use in 2H 2019 after refurbishment 2018

0  The design and operation center for the smart
casual collection in Shanghai will be put into use
in 2H 2018 as scheduled

LIELANZ




Marketing & Promotion
Advertising and promotion through advertising signs in EMU and EMU stations, Jingxin Square in BJ, Nasdaqg Tower in New York, the US as well as

soft-sell advertising in newspapers and magazines
Held lucky draw for VIP shoppers to win free trips to Russia to watch the World Cup
Promotion activities via WeChat account

Advertising on CCTV in May when
“LILANZ” was listed among the AN

CCTV series “The Making of a Great Brand ;ﬁ-?-m ggﬁ i
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LILANZ 3) CCTV

CCTV
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Encouraging Trends of Trade Fair Orders

I - 5> Strong order growth in 2018

trade fairs

- EEge 2018
B - 21%

2017 Winte ﬁ + Low double digit
- + High single digit
- - High single digit

- * Low double digit

-20% -10% 0% 10% 20% 30% 40%

Onsite at the Winter trade fair
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Cautiously Optimistic, Continue Expansion Plan in 2H 2018

2018

Retail channel
expansion and
upgrade

1
n,

New Retail
Development
0

R&D and production
enhancement

= L

0 1

O O

O O

Continue the market expansion plan, target to add not less than 200 stores in 2018;
102 added in 1H 2018
To further increase the number of stores in shopping malls

. . vb 6200 ' 20183 A v 102

€1
<

To launch new retail business in 2H 2018 with the smart casual collection

201844 ¥ F oL F 3k

Continue with the strategy of offering consumers with products of excellent value-for-the-money to gain a
larger share in market

Continue to improve product range and increase the proportion of season-neutral products to drive sales
growth

The design and operation centre for the smart casual collection in Shanghai will be put into use in 2H 2018
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Operating Targets for 2H 2018

0 SSSG of no less than high single-digit

0 2019 SS trade fair order like-to-like growth no less than 2018 SS trade fair order growth
2019 2018
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DISCLAIMER

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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