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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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3 1. Financial Highlights 2. Business and Operational Review 3. Prospects and Strategies 4. Open Forum 



Turnover of “LILANZ” up 0.3% to RMB2,586.7 million, contributing 92.6% of the 
Group’s total 

A final dividend of HK19 cents per share and a special final dividend of HK6 cents 
per share were proposed 

We aim to strengthen our position as one of the leading  
business casual menswear enterprises in the PRC 
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Operating Profit and Operating Margin 

EBITDA and EBITDA Margin 

Net Profit and Net Margin 

(RMB million) 
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 Reduced the use of bills which have longer 
repayment terms to obtain more favorable prices 
from suppliers since late 2011 
 

(1) Calculated as average of beginning and ending inventory balance divided by cost of sales and multiplied by 366 days 
(2) Calculated as average of beginning and ending trade and bills receivables balance divided by revenue (including value-added tax) and multiplied by 366 days 
(3) Calculated as average of beginning and ending trade and bills payables balance divided by cost of sales and multiplied by 366 days  
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Bank loans Net cash balance 

1,816.7 

 Cash and bank balance includes time deposits with maturity over 3 months and 
pledged bank deposits totalling RMB100.0 million and RMB470.0 million 
respectively 

 At 31 December 2012, the Group had bank loans totalling RMB443.7 million (30 
June 2012: RMB304.5 million) which were fully secured by pledged bank 
deposits. 

(RMB million) 

Total Cash and Bank Balance 
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• Regular promotions and advertising activities: advertising 
on CCTV, magazines and online, and billboards at 
Shanghai Hongqiao Airport 

• Billboard placement at the Bangkok airport targeting 
outbound-travelling consumers with high spending power 

• Increased spending on advertising on CCTV during UEFA 
Eurocup in June  and Olympic Games in July/August 

• Produced new television commercial featuring Chen Dao 
Ming for “LILANZ” in New York 

• Renewed contract with Chen Dao Ming as spokesperson 
for “LILANZ” 
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Northern China( �À from 6.0% in 2011)( �¿  L2 %  �ÀEastern China( �À from ( �¿ 53)( �¿ ( �¿ 60)South Western China( �¿ from ( �¿ 62)North Western China%  ( �¿ �¿28)



• Consolidated store network and closed some underperforming stores in 
Northern China and North Eastern China 

• Reconsolidated the sales network of “L2” and focused on 4 high-potential 
provinces: Henan, Shaanxi, Hunan, Hubei 

• Strengthened channel control by developing ERP system for accessing the sales 
and inventory records of individual stores 

• All stand-alone stores were connected by the end of 2012 

• Conducted intensive training for the distributors and their management teams 

• Training programs: retail management , franchise and chain stores business 
management, methods of coping with the dynamics of the changing market 
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The Group’s overriding objectives in 2013 are to 
enhance its competitive edges and ensure its sales 
channel remained healthy.  Measures to be adopted: 

Cautiously expand store network –  (1) Target to 
open 200-300 “LILANZ” stores in 2013, and expect 
to shut down about 200 inefficient stores;  
(2) Continue to adjust its “L2” store network and 
focus on 4 provinces  (Henan, Shaanxi, Hunan and 
Hubei) with growth potential; (3) Target to open 
70-90 “L2” stores in 2013, and expect to shut 
down about 50 inefficient stores. 

Upgrade store image – Continue to adopt the new 
third-generation store image in another 700-800 
“LILANZ” stores in 2013.  

 Enhance retail management – Continue to 
arrange training on retail management for 
distributors. 

 Invest in product innovation and offer more value 
for money – (1) Allocate more resources to 
product and fabric research and development; and 
(2) require more OEM suppliers to use designated 
fabric suppliers. 

 

 

 

 

 

 

 

 

 

 

Upcoming trade fairs –  The Group continue to 
encourage distributors to speed up their destocking 
process, we expect the sales for 2013 will be 
affected by the relatively high channel inventory for 
the spring, summer and autumn of 2012. The total 
order value of the autumn trade fair to be held 
during mid-March to early April 2013 is expected to 
decrease year-on-year. However, we are confident 
that the situation for the 2013 winter collection will 
stabilize. 
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Order value 
Delivery of order to 

start in 

2012 Fall +61% June 2012 

2012 Winter +40.5% August 2012 

2013 Spring and Summer  +17% January 2013 

Order value 
Delivery of order to 

start in 

2012 Fall +16% June 2012 

2012 Winter +11.5% August 2012 

2013 Spring and Summer -9% January 2013 


