
March 2019, Hong Kong

Annual Results
全年业绩

2018

1



�ƒResults Highlights
�J5��Þ&é

�ƒFinancial Review 
CR�Ñ>˜)à
�N®

�ƒBusiness and Operational 
Review
�J�Ñ	ú:UF�
�N®

�ƒOutlook and Strategy 
�}�Ÿ	ú1†+•

�ƒOpen Forum
1„L��&L$

Agenda AÞ0;

2



Results Highlights �J5��Þ&é

3



Group revenue up by 29.8% to RMB3,167.9 mnwith LILANZ revenue grew 30.7%
Lö
��f�• �:	w 29.8%8#�ê"A�1 3,167.9,®�7�s �È LILANZ
ñ(|�f�•�Î�Ð 30.7%

Net profit up by 22.9% to RMB751.2 mn; EPS up by 23.7% to RMB62.74cents
�ð�Y#Ö�:	w 22.9%8#�ê"A�1 751.2,®�7�s �×!ÿ6Ñ,ø�Y�j�ê"A�1 62.74�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

High single-digit or better average SSS growth for four consecutive quarters with 
channel inventory of the core collection remains healthy
�£
w 
<�ÇK0�^ F�5� 4�Z�“�Ö �…�ÇQ�	…�}�  �F���: ,´�ÎK¯�È �k3+�G,´$PFƒ�ˆCW
�
�1�•�ç

Continued to develop new retail business, with online stores for the smart casual 
collection officially commencing business and the design and operation centre in 
Shanghai for the smart casual collection 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"�)·

17 19 18 18 23

23 24 22 26

31

2014 2015 2016 2017 2018

Dividendsper share
!ÿ6Ñ#n�Ÿ

�]�O6Ñ�Ÿ Interim Dividends �[�O6Ñ�Ÿ Final dividends

�ƒ Final dividendHK21cents per share and special final dividendHK10cents per share 

�ƒ �[�O6Ñ�Ÿ!ÿ6Ñ 21$_�		ú(©�[�[�O6Ñ�Ÿ!ÿ6Ñ 10$_�	

40
43 40 44

54

HK cents $_�	
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Financial Review
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2,441.1

3,167.9

41.5% 41.0%

2017 2018

Revenue Gross Margin"��Y)·

o LILANZ revenue growth reached 30%
o Strong order growth at all trade fairs for 2018, with some product 

categories saw additional orders
o Store expansion and encouraging SSSG driving sales growth
o Sales of accessories recorded significant growth of almost 90% and 

comprised 13.1% of LILANZ revenue, in particular,sales of footwear 
products increased by more than 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 margin 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��products of

excellent value-for-money so as to gain market

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}

RMB mn
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LILANZ Revenue �k
ñ(|�f�•

2,413.9

2017

3,154.7

2018

RMB mn



253.8

330.7

10.4% 10.4%

2017 2018

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%

2017 2018

Other Selling and 
Distribution Expenses

�¦��K0�^	ú�6K0�0�_

90.0 92.2

3.7%
2.9%

2017 2018

Administrative
Expenses

>|�o�0�_

o Higheradvertising expenses
o Increased renovation subsidies as 590 stores 

with larger average area were opened

o �¯
z Ci+X�Î�Ð
o �à�0 590�æ�Ç�È�£
wM’0� �ÖE³�W�È�Î�Ð>õ

��>•CdCi+X

o Expenses increased as business expanded  

o Ci+X
��Ä�J�Ñ�™�P6<�9�p�Î�Ð

o Administrative expenses controlled at 
stable level

o >|�o�0�_�×�f
X0c�Ê"d�£

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

668.9

881.9

27.4% 27.8%

2017 2018

Operating Profit 
& Margin

4ÿ:U�Y#Ö	ú4ÿ:U�Y#Ö)·

611.0
751.2

25.0% 23.7%

2017 2018

Net Profit 
& Margin

�ð�Y#Ö	ú�ð�Y#Ö)·

o Gross margin 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��

offering consumers products of excellent 
value-for-money so as to gain market

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


j,´1†+•

o Operatingprofit marginimproved 
mainly due to the lower SD & A 
expenses ratios as revenue increased

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 rate increased by
5.2% ptsto 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%

2017 2018

Gross Profit
& Margin

"��Y	ú"��Y)·

RMB mn RMB mn RMB mn
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Working Capital Cycle :UF�CtH�
˜Eœ�Y� 

103 92 99
83 85 72

1H 2016 FY 2016 1H 2017 FY 2017 1H 2018 FY 2018

Average Trade 
Receivables Turnover Days 

�£
w�Ä�fCh�C CV!n
˜Eœ�Y� 

57
76 80 79 78

98

1H 2016 FY 2016 1H 2017 FY 2017 1H 2018 FY 2018

Average Inventory
Turnover Days

�£
w�ˆCW
˜Eœ�Y� 

78 89 90 87 81 92

1H 2016 FY 2016 1H 2017 FY 2017 1H 2018 FY 2018

Average Trade
Payables Turnover Days

�£
w�Ä��Ch�CCV!n
˜Eœ�Y� 

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

healthy level   

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 Inventory balance up by RMB353.1 mnto RMB676.4 
mn:

o Increase in inventories for smart casual 
collection as it was converted to consignment 
model in 2018 and also due to delays in 
opening of stores and rollout of online stores.

o Increases in trade fair orders for 2019 SS 
collections

o Raw materials up by RMB77.9 mnas more 
raw materials were placed with sub-
contractors ahead of production schedule 
when more process outsourcing 
was used

o Lowered pre-order ratio for smart casual collection 
starting from 2019 autumn trade fair to control 
inventory level

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

o E«�v�Ñ
X2018�¤�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 RMB270.6 mnto RMB607.1 mn
as inventories increased

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 FY 2018

Net cash generated from operating activities
4ÿ:U#k�Ø)àH�#q�•

445.6

Net cash inflows from investing activities 
�ÅCt#k�Ø)àH�#q�• (1)

68.5

Net cash used in financing activities
=½Ct#k�Ø)àH�#q�*

(497.4)

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

16.7

Cash and cash equivalents as at 1 Jan 
�¾1�8 1��)àH�	ú)àH�1y�'(™

1,823.3

Effect of foreign exchange ratechanges
�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 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

o Decrease in fixed deposits with maturity over 3 months by RMB188.0 mn
o Interest income received RMB71.6 mn
o Less: 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 Major reconciling items with net profit for the year:
o AR up by RMB185.5 mnas sales increased
o Inventories up by RMB353.1 mndue to increases in inventories for smart 

casual collection, 2019 SS trade fair order growth and also raw materials held 
by sub-contractors

o APup by RMB270.6 mnas inventories increased

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 Payments of 2017 final dividends and 2018 interim dividendstotalledRMB494.6mn
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

out



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

477.3*

2,046.3 2,018.1
1,874.1 1,842.9

0

500

1000

1500

2000

2500

2017.6.30 2017.12.31 2018.6.30 2018.12.31

Total Cash and Bank Balance
K&>|	ú)àH� �k 5��‰

Bank Loans
K&>|Cg!n*

Net Cash Balance
�ð)àH�5��‰
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* Secured by pledged bank deposits ���"�å�ìK&>|�ˆ!n�õ�
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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:

�‡ The percentage of stores operated by distributors increased to 
over 50%, while selected sub-distributors with sub-optimal 
management standards were phased out

�‡ Over 600 stores in shopping malls
�‡ Continue to provide training to distributors
�‡ ERP system monitoring all stand-alone stores; healthy channel 

inventory and satisfactory retail discount levels 

Over 600 stores in shopping malls

XC](™�v
j�ÇK*�"CµE÷ 600�æ

Except the flagship store in the headquarters, all retail stores are operated by 
distributors 
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
�‡ ERP3+5��ÕF��p�9)�0û�ÇK*�Ö$PFƒ�Ã�ˆ�•�ç�ÈM&�^�È�“5$�1*6

�#"d�£

77
Distributors
�04×�6K0�v
( �n5 )

808
Sub-
distributors
�¼4×�6K0�v
( �p90 )

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 domestic R&D team comprising 390 staff working on 
areas including product design and material development 

o Continue to enrich our product range, in particular by adding more young and 
fashionable products to cater to consumer demand in 1st- and 2nd- markets and 
shopping malls

o Increase the proportion of season-neutral products 
o Added 2 production lines for leisure footwear at our Wuli Plant
o The design and operation center for the smart casual collection, located in 

Shanghai, commenced 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%

2016 2017 2018 Target-��7

45%
of original design 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 original design products (by 
style) out of total 

	Ï�K�×
ñ (�9!n�? )	•�×
ñ "��»

70%
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Marketing & Promotion :UK0�>�Ó�P

�ƒ Enhance brand awareness by opening large-scale stores alongside targeted brand advertising and 
promotion campaigns

�ƒ Increased advertising and soft article promotion on online platforms such as Wechatand 
Microblog in 2H 2018, and began collaboration with www.baidu.com (,®�Ö) in late 2018, 
directing customer traffic to our online stores. 

�ƒ Continued to place soft advertisements in traditional print media outlets and more 
advertisements were placed using various types of media on high-speed rail channels

�ƒ 5�5����0�W�Ç��	w
ñ(|�Ë�È�½G}
8J¸�)�W,´
ñ(|�Ó�P
¼�Ø�¯#k�Ø
�ƒ J¸�)�àM&�^,´�Ø�* 
X2018�;	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
�ƒ 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

�ƒ Continue with market expansion in steady pace, targeting to add about 200 
stores in 2019

�ƒ Core collection: primarily adding new stores in 3rd- and 4th-tier markets
�ƒ Smart casual collection: Continue to adopt the consignment model, 

focusing on expanding in Beijing and Shanghai, while continuing to 
develop 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��
and Zhejiang areas

�ƒ Continue to upgrade our sales channel and add more stores in shopping malls
�ƒ To launch a pilot of our 7th-generation store image in 2H 2019

�ƒ 5�5�0c!•�ØF��2
j�™�…�È�˜�¤AÑ�B�ð�0�Ç4Ö 200�æ
�ƒ �k3+�G�Ö�k�Ë
X�9�Ã
�4ï�2
j�0�Ç
�ƒ 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
�ƒ 5�5��Ø�Ø$PFƒ	w4×�È�Î�Ð
XC](™�v
j�0�Ç
�ƒ 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
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R&D and product enhancement G¼#y#r3x"ï�O$i"C

�ƒ Continue the mission of offering consumers products of excellent value-for-money
�ƒ Continue to enrich product range and increase the proportion of season-neutral products

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

Positive operating targets ;�g
SÍ_xF–7¯

�ƒ FY2019 target SSSGof no less than high single-digit
�ƒ 2019 autumn trade fair concluded in early March 2019, and recorded 21% growth in total 

orders

�ƒ 2019�¤
<�ÇK0�^-��7 �j�=�~�¾ Q�	…�}� ,´�ÎK¯
�ƒ 2019�¤/û�“AÒCW�J�"�¾ 2019�¤ 3�8�M5��•�È�kAÒ	…�…�Ç21%,´�ÎK¯

Lilang Creative Park !Ñ`v!Ã0·&•

�ƒ �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�����+����������
�ƒ Usher new era for all Group operations - from product research and development, to design, 

production and sales

�ƒ Lö
� �à�kG�N´AÑ�¾2019�;	z�¤!“�?
_+X�ÈLö
��þ.D
�AîAÑ�Ã+O�×�`K0�^,´�˜4ï�J�Ñ�È�6
�J��	w8#�0�Z�à
 Lf

�@#­,ºE±�|�×AôA×
�:[F��c�ù Design and operation center for the smart casual collection in Shanghai
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