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IMPORTANT

If you are in any doubt about any of the contents of this prospectus, you should obtain independent professional
advice.
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120,000,000 Shares (subject to adjustment
and the Over-allotment Option)
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Number of International Offer Shares : 108,000,000 Shares (subject to adjustment
and the Over-allotment Option)

Maximum Offer Price : not more than HK$4.40 per Offer Share
payable in full on application subject to
refund on final pricing, plus brokerage of
1%, Stock Exchange trading fee of 0.005%
and SFC transaction levy of 0.003 %

Nominal Value : HK$0.01 per Share
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Hong Kong Exchanges and Clearing Limited, The Stock Exchange of Hong Kong Limited and Hong Kong Securities Clearing Company Limited take no
responsibility for the contents of this prospectus, make no representation as to its accuracy or completeness, and expressly disclaim any liability
whatsoever for any loss howsoever arising from or in reliance upon the whole or any part of the contents of this prospectus.

A copy of this prospectus, having attached thereto the documents specified in Appendix VII “Documents delivered to the Registrar of Companies and
Available for Inspection” to this prospectus, has been registered by the Registrar of Companies in Hong Kong as required by section 342C of the Companies
(Winding Up and Miscellaneous Provisions) Ordinance of Hong Kong (Chapter 32 of the Laws of Hong Kong). The Securities and Futures Commission
and the Registrar of Companies in Hong Kong take no responsibility for the contents of this prospectus or any other document referred to above.

The Offer Price is expected to be fixed by agreement between the Sole Global Coordinator (on behalf of the Underwriters) and us on the Price
Determination Date. The Price Determination Date is expected to be on or about July 9, 2014 and, in any event, not later than July 14, 2014. The Offer
Price will be not more than HK$4.40 and is currently expected to be not less than HK$3.35. Applicants for Hong Kong Offer Shares are required to pay,
on application, the maximum offer price of HK$4.40 for each Hong Kong Offer Share together with brokerage of 1%, SFC transaction levy of 0.003%
and Stock Exchange trading fee of 0.005%, subject to refund if the Offer Price should be lower than HK$4.40. If applications for Hong Kong Offer Shares
have been submitted prior to the day which is the last day for lodging applications under the Hong Kong Public Offer, then such applications can be
subsequently withdrawn if the number of Offer Shares and/or the indicative Offer Price range is so reduced.

The Sole Global Coordinator (on behalf of the Underwriters, and with our consent) may reduce the number of Offer Shares and/or the indicative offer
price range that stated in this prospectus at any time prior to the morning of the last day for lodging applications under the Hong Kong Public Offering.
In such a case, a notice of the reduction in the number of Offer Shares and/or the indicative offer price range will be published in the South China Morning
Post (in English) and Hong Kong Economic Times (in Chinese) not later than the morning of the last day for lodging applications under the Hong Kong
Public Offering. Further details are set forth in the sections entitled “Structure of the Global Offering — Conditions of the Hong Kong Public Offering”
and “How to Apply for Hong Kong Offer Shares” in this prospectus.

If, for any reason, the Sole Global Coordinator (on behalf of the Underwriters) and us are unable to reach an agreement on the Offer Price, the Global
Offering will not proceed and will lapse.

The obligations of the Hong Kong Underwriters under the Hong Kong Underwriting Agreement to subscribe for, and to procure applicants for the
subscription for, the Hong Kong Offer Shares, are subject to termination by the Sole Global Coordinator (on behalf of the Hong Kong Underwriters) if
certain grounds arise prior to 8:00 a.m. on the day that trading in the Shares commences on the Stock Exchange. Such grounds are set out in the section
entitled “Underwriting — Underwriting Arrangements and Expenses — Hong Kong Public Offering — Grounds for Termination” in this prospectus. It is
important that you refer to that section for further details.

Prior to making an investment decision, prospective investors should consider carefully all the information set forth in this prospectus, including but not
limited to the risk factors set forth in the section entitled “Risk Factors” in this prospectus.

The Offer Shares have not been, and will not be, registered under the U.S. Securities Act or any state securities laws of the United States and may not
be offered, sold, pledged or transferred within the United States, except pursuant to an exemption from, or in a transaction not subject to, the registration
requirements of the U.S. Securities Act. The Offer Shares may only be offered, sold or delivered outside the United States in offshore transactions in
reliance on Regulation S under U.S. Securities Act.

June 30, 2014



EXPECTED TIMETABLE®

If there is any change in the following expected timetable of the Hong Kong Public Offering, we
will issue an announcement in Hong Kong to be published in English in the South China Morning Post
and in Chinese in the Hong Kong Economic Times and on the websites of the Company and the Stock
Exchange.

Latest time to complete electronic applications
under White Form eIPO service through the

designated website www.eipo.com.hk™® . .. ... ... ... .. L 11:30 a.m. on July 9, 2014
Application lists open'® . ... .. ... ... .. .. ... 11:45 a.m. on July 9, 2014
Latest time to lodge WHITE and YELLOW Application Forms ... .. 12:00 noon on July 9, 2014

Latest time to give electronic application instructions to HKSCC® . 12:00 noon on July 9, 2014

Latest time to complete payment of White Form eIPO
applications by effecting internet banking transfer(s)

or PPS payment transfer(s) . .. ......... .. .. .. .. . . . ... 12:00 noon on July 9, 2014
Application lists close . .. ... . 12:00 noon on July 9, 2014
Expected Price Determination Date™ . ... ... ... ... .. .. ... ... ............. July 9, 2014

(1) Announcement of

° the Offer Price;

° the level of applications in the Hong Kong Public Offering;

° the level of indications of interest in the International Offering; and
° the basis of allotment of the Hong Kong Offer Shares,

to be published in South China Morning Post (in English) and
Hong Kong Economic Times (in Chinese) on or before .................. July 15, 2014

(2) Results of allocations of the Hong Kong Public Offering
(including successful applicants’ identification document
numbers, where appropriate) to be available through a variety
of channels (see section entitled “How to Apply for Hong Kong
Offer Shares — Publication of Results” in this prospectus) from ........... July 15, 2014

(3) A full announcement of the Hong Kong Public Offering
containing (1) and (2) above will be published on the website
of the Hong Kong Stock Exchange at www.hkexnews.hk

and our Company’s website at www.fordoo.cn from .. ................... July 15, 2014

Results of allocations in the Hong Kong Public Offering
will be available at www.iporesults.com.hk
with a “search by ID” function ........ ... . .. .. .. .. .. . . . . July 15, 2014




EXPECTED TIMETABLE®

Dispatch of White Form e-Refund payment

instructions/refund cheques on or before®*® . ... ... ... .. July 15, 2014
Dispatch of share certificates on or before”*® . . .. . .. .. ... ... ... ... ... July 15, 2014
Dealings in Shares on the Stock Exchange expected to commence on . ........... July 16, 2014

The application for the Offer Shares will commence on Monday, June 30, 2014 up to Wednesday,
July 9, 2014 for eight days, being slightly longer than normal market practice of four days. The
application monies (including the brokerages, SFC transaction levies and Stock Exchange trading
fees) will be held by the receiving bank on behalf of the Company and the refund monies, if any, will
be returned to the applicants without interest on Tuesday, July 15, 2014. Investors should be aware

that the dealings in the Shares on the Stock Exchange are expected to commence on Wednesday, July
16, 2014.

Notes:

1. All times refer to Hong Kong local time, except as otherwise stated.

2. If there is a “black” rainstorm warning or a tropical cyclone warning signal number 8 or above in force at any time
between 9:00 a.m. and 12:00 noon on July 9, 2014, the application lists will not open on that day. Further information
is set out in the section entitled “How to Apply for Hong Kong Offer Shares — Effect of Bad Weather on the Opening
of the Application Lists” in this prospectus. If the application lists do not open on July 9, 2014, the dates mentioned in
this section entitled “Expected Timetable” may be affected. We will make a press announcement in such event.

3. If you apply by giving electronic application instructions to HKSCC, you should refer to the section entitled “How to
Apply for Hong Kong Offer Shares — Applying by Giving Electronic Application Instructions to HKSCC via CCASS”
in this prospectus.

4. You will not be permitted to submit your application through the designated website at www.eipo.com.hk after 11:30
a.m. on the last day for submitting applications. If you have already submitted your application and obtained an
application reference number from the designated website prior to 11:30 a.m., you will be permitted to continue the
application process (by completing payment of application monies) until 12:00 noon on the last day for submitting
applications, when the application lists close.

5. The Price Determination Date, being the date on which the Offer Price is to be determined, is expected to be on or around
July 9, 2014 and, in any event, not later than July 14, 2014. If, for any reason, the Offer Price is not agreed between
the Sole Global Coordinator (on behalf of the Underwriters) and us by July 14, 2014, the Global Offering will not proceed
and will lapse.

6. We will issue a refund to you if your application is wholly or partially unsuccessful pursuant to the Hong Kong Public
Offering or if the Offer Price is less than the price per Offer Share payable on application. Part of the applicant’s Hong
Kong identity card number or passport number, or, if the application is made by joint applicants, part of the Hong Kong
identity card number or passport number of the first named applicant provided by the applicant(s) may be printed on the
refund cheque, if any. Such data would also be transferred to a third-party for refund purpose. Banks may require
verification of an applicant’s Hong Kong identity card number or passport number before cashing the refund cheque.
Inaccurate completion of an applicant’s Hong Kong identity card number or passport number may lead to delay in
encashment of or may invalidate the refund cheque. We will dispatch share certificates and refund cheques by ordinary
post to you at your own risk to the address you specified in your Application Form unless you have elected for personal
collection.



EXPECTED TIMETABLE®

Share certificates for the Hong Kong Offer Shares will only become valid certificates of title provided that (i) the Global
Offering has become unconditional in all respects; and (ii) the Underwriting Agreements have not been terminated in
accordance with their terms before 8:00 a.m. on the date on which our Shares are first listed and from which dealing
therein are permitted to take place on the Stock Exchange, or the Listing Date, which is expected to be July 16, 2014.
Investors who trade Shares on the basis of publicly available allocation details prior to the receipt of Share certificates
or prior to the Share certificates becoming valid do so entirely at their own risk. If the Global Offering does not become
unconditional or the Underwriting Agreements are terminated in accordance with their terms, we will make an

announcement as soon as possible.

Applicants who have applied on WHITE Application Forms or through White Form eIPO service for 1,000,000 or more
Hong Kong Offer Shares under the Hong Kong Public Offering and have provided all required information in their
applications may collect any refund cheques (where applicable) and share certificates in person may do so from our Hong
Kong Share Registrar, Computershare Hong Kong Investor Services Limited at Shops 1712-1716, 17th Floor, Hopewell
Centre, 183 Queen’s Road East, Wanchai, Hong Kong between 9:00 a.m. to 1:00 p.m. on July 15, 2014. Applicants being
individuals who opt for personal collection must not authorize any other person to make collection on their behalf.
Applicants being corporations who opt for personal collection must attend by their authorized representatives bearing
letters of authorization from their corporation stamped with the corporation’s chop. Both individuals and representatives
of corporations must produce, at the time of collection, identification and (where applicable) documents acceptable to
our Hong Kong Share Registrar at the time of collection. Applications who have applied using YELLOW Application
Forms for 1,000,000 or more Hong Kong Offer Shares under the Hong Kong Public Offering may collect their refund
cheques, if any, in person but may not elect to collect their share certificates which will be deposited into CCASS for
the credit of their designated CCASS Participants’ stock accounts or CCASS Investor Participant stock accounts, as
appropriate. The procedures for collection of refund cheques for YELLOW Application Form applicants are the same
as those for WHITE Application Form applications. Applicants who apply for Hong Kong Offer Shares by giving
electronic application instructions to HKSCC should refer to the section entitled “How to Apply for Hong Kong Offer
Shares — Applying by Giving Electronic Application Instructions to HKSCC via CCASS” in this prospectus for details.

For details of the structure of the Global Offering, including its conditions, you should refer

to the section entitled “Structure of the Global Offering.”

— iii —
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SUMMARY

This summary aims to give you an overview of the information contained in this prospectus.
As this is a summary, it does not contain all the information that may be important to you. You
should read this prospectus in its entirety before you decide to invest in the Offer Shares. There
are risks associated with any investment. Some of the particular risks in investing in the Offer
Shares are set out in the section entitled “Risk Factors” in this prospectus. You should read that

section carefully before you decide to invest in the Offer Shares.

BUSINESS OVERVIEW

FORDOQO is a reputable menswear brand in the PRC. We are positioned in the middle-upper
menswear segment, which is the largest and fastest growing menswear segment in the PRC according
to the Frost & Sullivan Report. We were ranked sixth with a market share of 2.9% in the middle-upper
menswear market, which accounted for 30.4% of the overall menswear market in the PRC; we were
ranked fifth in both the middle-upper business casual menswear segment with a market share of 4.0%
and the middle-upper business formal menswear segment with a market share of 2.9%; and we were
ranked second in the men’s trousers category with a market share of 3.0%, all of which were in terms
of retail sales in 2013, according to the Frost & Sullivan Report. We primarily target middle class men
aged 30 to 60. We seek to promote an independent, successful and elite lifestyle through our brand.
We manage and operate our business through a strategically integrated model, comprising brand
management and marketing, design and product development, ordering process, procurement of raw

materials, self-production and outsourced production and sales and distribution.

Our brand’s history dates back to the early 1990’s, when Mr. Kwok, our founder and Chairman,
started manufacturing and marketing trousers. We have gradually established our reputation as a
national domestic menswear brand offering comfortable, high quality and aesthetically pleasing
trousers. Our strong brand recognition is evidenced by our numerous industry awards, including
“Quality Award” by the China National Garment Association (FEIRZEH)€) in 2014, “Top 10
(Industry) Most Credible Brand in Asia” and “Top 500 Asia Brand” by Asia Brand Ceremony (5
i WS BL) in 2012, “Top 10 Menswear Brand” by the Brand China Industry Union (/i i H [ 2 3£
%) in 2010, “Well-known Trademark of China” by SAIC since January 2010, “Top 500 Most
Competitive Textile and Garment Enterprise” by the National Textile and Apparel Council in 2009,
“Customer Satisfaction” by the China Association for Quality (*[# 2 & #} %) in 2009 and “China Top
Brand” by the General Administration of Quality Supervision, Inspection and Quarantine ([ % E &

BB BR AR 42 J5)) in 2007,
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BUSINESS MODEL

The following diagram illustrates our business model:

Brand Management and Marketing

Design and Product

Ordering Process

Procurement and

Sales and Distribution

Development Production
Retail
Raw material Self- outlets
Product Distributors procurement production Wholesale
Design & Product introduction || order follow
Research Development at sales after sales Online
fairs fairs platform

Outsourced production

Self-operated
retail outlets

Note: Unshaded components of our business model diagram represent those aspects of the value chain controlled by us, while

shaded components represent those not controlled by us.

OUR COMPETITIVE STRENGTHS

We believe that our success and potential for future growth are attributable to the following

competitive strengths:

reputable brand in China’s middle-upper menswear market;
strong design and product development capabilities;

nationwide and strategically managed distribution network supported by our long-standing

distributor relationships;

strategically integrated business model with advanced, efficient and flexible manufacturing
capabilities; and

dedicated and highly experienced management team.

OUR BUSINESS STRATEGIES

Our principal goals are to strengthen our positions in the middle-upper menswear and the
menswear trousers markets in the PRC, enhance our control over distributors and sub-distributors and
strengthen our design and product development capabilities. We believe the pursuit of the following
strategies will allow us to achieve our goals, drive sustainable growth and create long-term value for

our key stakeholders:

strengthen our supply chain management and distribution network;
continue to invest in multi-channel marketing and branding activities to enhance our brand

awareness;

continue to invest in research, product development and design; and

expand and diversify our product offering.




SUMMARY

SALES AND DISTRIBUTION

Our products are primarily distributed through our network of third-party distributors who
operate an extensive retail distribution network in the PRC. We primarily sell our products on a
wholesale basis to our third-party distributors, who then sell the products to end customers through
retail outlets operated by themselves or resell the products to their sub-distributors, who in turn sell
the products to end customers through retail outlets operated by those sub-distributors. As of
December 31, 2013, our distribution network comprised 45 distributors and 177 sub-distributors who
operated 1,298 retail outlets, spanning over 240 cities and 31 provinces, autonomous regions and
central government-administered municipalities in the PRC. We sell a small quantity of our products
to our online distributor, who then sells our products to end customers through different third-party
online platforms. For the years ended December 31, 2011, 2012 and 2013, sales to our distributors
accounted for approximately 99.4%, 99.5% and 99.6%, respectively, of our total turnover. We also sell
a small portion of our products directly to end customers through our two self-operated retail outlets
in Quanzhou, Fujian Province, which are model stores to showcase our expectation and standards of
a store environment to our distributors and their sub-distributors.

The following diagram illustrates our distribution model as of December 31, 2013:

Two self-
operated stores in >
Quanzhou

\4

One online
distributor

\

860 End
retail outlets customers
> operated by
distributors and
44 distributors 177 subs 438 retail outlets

- ™ distributors operated by sub- >
distributors

Our
Group

\

We organize bi-annual sales fairs every year to display our upcoming products for the
spring/summer and autumn/winter collections to our existing and potential distributors and their
sub-distributors. We derive substantially all of our orders from the sales fairs. We grant our
distributors credit terms ranging from 90 to 180 days, taking into account various factors. Our
distributors are required to bear delivery costs of their purchase from our production facilities to their
respective designation. We do not set minimum purchase requirements or policies for our distributors
or allows for sales rebate, inventory repurchase or inventory swap between our distributors and us and,
thus, our distributors typically place their orders according to their needs. Excessive orders are
discouraged as they may expose our distributors to financial risks.

We enter into distribution agreements with our distributors, typically for a term of one year. The
distribution agreements generally require our distributors to comply with our requirements in respect
of, among other things, designated geographic coverage area, return of goods and promotion and
advertising. To strengthen our management of our distributors, starting from January 2014, we have
entered into distribution agreements based on a revised form, which requires, among other things, that
our distributors provide us with sales reports on a quarterly basis and enter into sub-distribution



SUMMARY

agreement with their sub-distributors, that are on substantially the same terms and conditions of the
sub-distribution agreement template provided by us. For details on the distribution agreements and
updated distribution agreements since January 2014, see the section entitled “Business — Sales and
Distribution — Our Distributors — Distribution agreements with our distributors” on page 128 of this
prospectus.

To facilitate our management over our distributors and retail outlets, we divide our distribution
network into four regions in the PRC. We set a regional management team, responsible for soliciting
and selecting potential distributor candidates, supervising and communicating with our distributors
and monitoring and conducting on-site inspections of retail outlets. We provide training, guidance and
support to our distributors including supporting the opening of new stores and incentivizing them to
engage in effective marketing activities. We engage third-party contractors at our own cost for
storefront decoration of the retail outlets that meet our requirements to ensure a unified retail outlet
layout. To ensure a preferred location and to prevent cannibalization, our distributors and their
sub-distributors are required to obtain our prior approval to open new retail outlets. In addition, we
require our distributors and their sub-distributors to obtain approval for the closure of their retail
outlets. We also conduct on-site inspections of the retail outlets operated by our distributors and their
sub-distributors from time to time to ensure compliance with our brand and retail outlet guidelines.

For the years ended December 31, 2011, 2012 and 2013, sales attributable to our five largest
customers were approximately RMB256.5 million, RMB374.2 million and RMB454.0 million,
respectively, accounted for approximately 31.3%, 33.7% and 31.3%, respectively, of our turnover for
the corresponding periods. Sales to our largest customer accounted for approximately 9.6%‘",
13.7%® and 12.9%®, respectively, of our turnover for the years ended December 31, 2011, 2012 and

2013.
DESIGN AND PRODUCT DEVELOPMENT

Our design and product development efforts primarily focus on improving our products and
developing new production techniques. We have a dedicated and experienced in-house design and
product development team, which, as of December 31, 2013, consisted of 124 members, including
designers, production technicians as well as other supporting staff. The key team members, who plan,
implement, supervise and manage our design and development efforts, have an average of 10 years of
experience in the fashion industry. We offer a diversified product portfolio and we believe our ability
and commitment to providing products of high quality and comfort has been integral to our success.
We introduced 933 SKUs at our sales fair in March 2013 for our upcoming autumn/winter collection
and 755 SKUs at our sales fair in September 2013 for our upcoming spring/summer collection. We
have engaged a third-party consultant, Shanghai Biaoding, a leading Shanghai apparel design

(1)  Our largest customer for the year ended December 31, 2011 consisted of two of our distributors, the majority equity

interests of which were owned by the same shareholder.

(2)  Our largest customer for the years ended December 31, 2012 and 2013 consisted of three of our distributors, the majority

equity interests of which were owned by the same shareholder.
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company, since May 2011 as our fashion consultant to conduct industry research for us. We also work
closely with our distributors to study and monitor fashion trends and focus on product features that
are considered important to end customers. Generally, our design and product development process
comprises four steps, including research, design and product development proposal, sample creation
and sample selection. For details on those four steps, see the section entitled “Business — Design and
Product Development” on page 140 of this prospectus. We have developed several advanced patented
technologies in the design and manufacture of menswear products, such as the eight-centimeter crotch
curves standard (8cmA#& T.25), “trousers promoting health and wellness” (“f& FE %! FGH), “trousers
using new zipper sewing technology” (“—MiZ 4 1) and an automatic infrared fly front sewing
machine (—fEALME B B FRK/NIEEH). As of December 31, 2013, we had obtained 15 patents for
trousers, tops and molding devices. We have also successfully developed 11 advanced technical
processes that we apply in the production of men’s trousers, enabling us to offer trousers that combine

comfort, functionality, style and quality.
PRODUCT PRICING

We implement a uniform pricing policy and sell each SKU at the same wholesale price to all our
distributors. Our pricing policy also involves setting different wholesale price points for different
products and providing retail price guidance to our distributors and sub-distributors. We conduct
regular review of our pricing strategy and wholesale pricing for different products. Our assessment
takes into account the prevailing market condition, brand positioning, product design, cost of raw
materials and production costs as well as competition. While we do not fix retail prices for our
distributors and sub-distributors, we guide them towards selling our products at three to five times the
wholesale price, which provides our distributors with the flexibility to adjust retail price within a
suggested price range depending on retail market dynamics, competition as well as customer demands
in the regions which they operate. We believe our wholesale price as a percentage of our suggested
retail price is relatively low, which allows our distributors and their sub-distributors to make a
relatively high profit for each product they sell. We believe our wholesale pricing strategy has been

one of the growth drivers to our strong sales performance during the Track Record Period.
MARKETING

Our marketing and promotional strategy targets to enhance our brand image and to increase
consumer awareness of our products in our markets. We execute on a multi-channel marketing
strategy, which involves leveraging the look of our stores to promote our “FORDOQO” brand and
engaging in other marketing activities on a national and regional level to reinforce our brand image.
We invest in multiple media channels, such as commercials on selected CCTV channels and rolling
advertising in airports. We also incentivize and encourage our distributors to pursue effective

marketing activities.



SUMMARY

PRODUCTION AND OUTSOURCED PRODUCTION

Our products are produced either in our own manufacturing facilities or by third-party OEM
contractors. While we manufacture a large portion of our products at our own manufacturing facilities
located in Quanzhou, Fujian Province, we also work with OEM contractors as we continue to expand
and diversify our product offering. For the year ended December 31, 2013, cost of self-production and
cost of outsourced production accounted for approximately 69.0% and 29.6%, respectively, of our
total cost of sales (include other taxes and levies). We use our in-house manufacturing facilities to
produce most of our core products in order to maintain our product quality and protect our intellectual
property. We outsource production of all accessory and certain apparel products as we believe it
enhances cost efficiency. As of December 31, 2013, we engaged 39 OEM contractors. We believe our
flexible manufacturing process has enabled us to enhance our competitiveness while maintaining the
quality of our products and has also allowed us to focus on design and product development as well
as brand management. Upon completion of product planning, design and development processes, we
display product samples at our seasonal sales fairs to our distributors and their sub-distributors. We
obtain and confirm orders from our distributors after the sales fairs and place orders thereafter with
raw material suppliers and OEM contractors. For products manufactured at our own manufacturing
facilities and OEM products, final products will be dispatched to our distributors after our final quality

inspection.

For the years ended December 31, 2011, 2012 and 2013, purchases from our five largest OEM
contractors accounted for approximately 63.6%, 65.8% and 41.5%, respectively, of our total purchases
from OEM contractors; and purchases from our largest OEM contractor accounted for approximately
21.1%, 28.6% and 13.8%, respectively, of our total purchases from OEM contractors for the
corresponding periods.
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SUMMARY

SUMMARY FINANCIAL INFORMATION

Summary of Combined Statements of Profit or Loss and Other Comprehensive Income

For the year ended December 31,

2011 2012 2013

(RMB in thousands)

TUrnoOvVer ..o 818,477 1,108,977 1,452,811
Cost Of SAlES couiviiniiii e (584,920) (746,496) (955,859)
Gross profit ............oooiiiiiii 233,557 362,481 496,952
Other reVenuUe .......ooiviririiiieeeeec e 2,581 2,827 2,178
Other Nnet INCOME ....vvviriniiieiee e, 5,673 305 6,368
Selling and distribution eXpenses.. .......c..cc.c.ueene. (50,140) (69,566) (86,832)
Administrative and other operating expenses...... (49,226) (63,344) (73,331)
Profit from operations.......................coooininn. 142,445 232,703 345,335
Finance COSES cuiuiiiiiiiiit i (21,579) (26,055) (24,749)
Profit before taxation.......................ocovvviiinn.n. 120,866 206,648 320,586
Income tax eXPenSe.....coceuviuurienriinneniiinineiineninenan. (15,074) (53,728) (82,042)

Profit and total comprehensive income for
the Year ........ooooiviiiiiiiiiiii e 105,792 152,920 238,544

Summary of Combined Balance Sheets

As of December 31,

2011 2012 2013

(RMB in thousands)

NON-CUrrent asSets ......oevviniriniririririreieeieeenanannn. 743,616 721,839 579,492
CUTTENT ASSEES wiuiniiritiiet ettt eneneas 456,435 467,591 759,505
Current labilitieS.......cooevveiiiiiieiiii e, 885,206 718,778 627,422
Net current (liabilities)/assets........ccoeevvveinninnnnnn. (428,771) (251,187) 132,083
Non-current liability .........cooooviiiiiiiiininn. 129,758 129,784 129,175
INEE ASSELS tevvnirnniieiiieeiieeiieei et e e e e eaieereereeeaeeanns 185,087 340,868 582,400
Total EQUILY c.unereieeiiieeei e 185,087 340,868 582,400
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Summary of Combined Cash Flows Statements

For the year ended December 31,

2011 2012 2013

(RMB in thousands)

Net cash generated from operating activities...... 97,703 204,904 73,447
Net cash (used in)/generated from investing

ACTIVIEIES . vttt (128,104) 45,408 100,480
Net cash generated from/(used in) financing

ACTIVITIES ..t 33,593 (226,464) (167,230)
Net increase in cash and cash equivalents....... 3,192 23,848 6,697
Cash and cash equivalents at January 1 ......... 29,294 32,486 56,334
Cash and cash equivalents at December 31..... 32,486 56,334 63,031

KEY FINANCIAL RATIOS

The following table sets out a summary of certain financial ratios for the periods or as of the

dates indicated:

As of December 31,

2011 2012 2013
CULTeNT TALIO tevvtiiteiie e e et 0.52 0.65 1.21
QUICK TAtiO ..oeiiiiiiiiiii e 0.43 0.56 1.13
Net debt-to-equity ratio.........ccoveerveenienniirnnennnennn. 427.5% 169.0% 72.7%
Gearing ratio......c.oveuniiuneiieie e 445.0% 185.5% 83.5%

For the year ended December 31,

2011 2012 2013
Return on equity ...c.oveeeviiiiiiiiiiiiiiinece e, 57.2% 44.9% 41.0%
Return on assets......cooeevviiiiiiiiiiiiiiinnen 8.8% 12.9% 17.8%
Net profit Margin ......oeeuvenviniiiiiiiieineneneeanens 12.9% 13.8% 16.4%
Interest coverage ratio ..........ccoveevveenieinnennnennnennn. 4.6 6.7 14.0



SUMMARY

RECENT DEVELOPMENTS

Our recent developments subsequent to December 31, 2013 and up to the Latest Practicable Date
were as follows:

Our distribution network further expanded to 52 distributors, 178 sub-distributors and 1,319
retail outlets (excluding our two self-operated retail outlets) as of April 30, 2014. For the four months
ended April 30, 2014, we appointed 11 new distributors, out of whom four were sub-distributors prior
to the appointment, three were newly selected as our distributor to further strengthen our market
penetration, one replaced one distributor with whom we terminated our business relationship, and
three replaced another distributor with whom we terminated our business relationship by dividing its
original geographic area into three in the same period. In addition to these two distributors that were
replaced, during the same period, we also terminated business relationships with another two
distributors due to their change of business plans or unsatisfactory performance. For the four months
ended April 30, 2014, five new sub-distributors were added into our distribution network and four
sub-distributors were selected as our distributors. During the same period, 29 retail outlets operated
by our distributors or their sub-distributors were newly opened and eight retail outlets were closed due
to their locations, increases in rent or termination of lease agreements.

We recorded unaudited turnover of approximately RMB351.4 million for the three months ended
March 31, 2014, decreased by 5.3% from RMB371.1 million for the corresponding period in 2013.
Turnover for the three months ended March 31, 2014 and March 31, 2013 disclosed above are
extracted from the Company’s unaudited interim financial statements as of and for the three months
ended March 31, 2014, which have been reviewed by our reporting accountants in accordance with the
Hong Kong Standard on Review Engagements 2410 “Review of Interim Financial Information
Performed by the Independent Auditor of the Entity”. The comparative financial information as of and
for the three months ended March 31, 2013 has not been reviewed by our reporting accountants. Our
gross profit margin remained relatively stable as compared to that in 2013. The unaudited financial
statements for the three months ended March 31, 2014 should not be taken as an indication of the
expected results of operations and financial position of us for the 12 months ending December 31,
2014. As of the Latest Practicable Date, purchase orders after our sales fair in September 2013 for our
2014 spring/summer collection had increased by approximately 5.8% compared with the purchase
orders placed for our 2013 spring/summer collection and purchase orders after sales fair in March
2014 for our 2014 autumn/winter collection had increased by approximately 24.0% compared with the
purchase orders placed for our 2013 autumn/winter collection, leading to a combined growth rate of
approximately 15.9% in the purchase orders for our 2014 spring/summer and autumn/winter
collections as compared to that for our 2013 spring/summer and autumn/winter collections. Although
purchase orders for our 2014 spring/summer collection increased by 5.8%, our turnover for the three
months ended March 31, 2014 was affected by a shift of delivery schedule driven by a slightly longer
production lead time, which we believe is reasonable and in line with the ordinary course of business.

As of April 30, 2014, we had bank borrowings of RMB459.2 million, including bank borrowings
of USD16.5 million (approximately RMB102.2 million) to repay a part of the amount due to our
Controlling Shareholder, Mr. Kwok (which amount was categorized as non-current liabilities under
our combined balance sheet) and expenses in connection with our Listing.

— 10 —
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Starting from January 2014, we have entered into distribution agreements with our distributors
based on a revised form, which contains additional terms, including, among other things, that our
distributors are required to provide us with quarterly sales reports and our distributors are required to
enter into sub-distribution agreements with their sub-distributors, that are on substantially the same
terms and conditions of the sub-distribution agreement template provided by us. For further details on
the provisions, see the section entitled “Business — Sales and Distribution — Our Distributors —

Distribution agreements with our distributors” on page 128 of this prospectus.

To strengthen our research and product development capabilities, in January 2014, we entered
into a three-year cooperation agreement with the CNIS, an institute directly under the China General
Administration of Quality Supervision, Inspection and Quarantine (5 5B & B A% B0 A% 1% 48 )5)).
Under the cooperation agreement, the research and development center in Hui’an, Fujian Province has
been designated as the center dedicated to establishing industry standards for the menswear industry
in the PRC (H #6173 (JB#F) ML WFEE+.0>) in January 2014. For further details on the cooperation
agreement, see the section entitled “Business — Business Strategies — Continue to invest in research,
product development and design” on page 115 of this prospectus.

Our Directors confirm that, save as disclosed in this prospectus, up to the date of this prospectus,
there has not been any material adverse change in our financial, operational and/or trading position

or the prospects of our Company since December 31, 2013.
LISTING EXPENSES

We expect the total listing expenses will be approximately RMB58.6 million. By December 31,
2013, approximately RMB18.0 million of our listing expenses have been charged to our administrative
and other operating expenses and approximately RMB3.2 million of our listing expenses will be
deducted from share premium upon listing. We expect to incur additional listing expenses of RMB37.4
million in connection with the Global Offering subsequent to the Track Record Period, of which
RMB16.7 million is expected to be charged to our administrative and other operating expenses and
RMB20.7 million to be deducted from share premium. We do not expect such listing expenses to have

a material impact on our results of operations for the year ending December 31, 2014.
PROFIT FORECAST

We believe that on the basis and assumptions set forth in Appendix III of this prospectus and in
the absence of unforeseen circumstances, our forecasted consolidated profit attributable to the equity
shareholders of the Company for the year ending December 31, 2014 is expected to be not less than
RMB257.3 million.
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APPLICATION FOR THE OFFER SHARES

The application for the Offer Shares will commence on Monday, June 30, 2014 up to Wednesday,
July 9, 2014 for eight days, being slightly longer than normal market practice of four days. The
application monies (including the brokerages, SFC transaction levies and Stock Exchange trading
fees) will be held by the receiving bank on behalf of the Company and the refund monies, if any, will
be returned to the applicants without interest on Tuesday, July 15, 2014. Investors should be aware that
the dealings in the Shares on the Stock Exchange are expected to commence on Wednesday, July 16,
2014.

GLOBAL OFFERING STATISTICS

We have prepared the following offer statistics on the basis of hypothetical Offer Prices without
taking into account the 1% brokerage fee, 0.003% SFC transaction levy and 0.005% Stock Exchange
trading fee.

Based on Offer Based on Offer

Price per Share of Price per Share of

HK$3.35 HK$4.40
Market capitalization of our Shares..........c.ccoeeeiiireiiineiiiineiienennn. HK$1,608.0 HK$2,112.0
million million
Unaudited pro forma adjusted combined net tangible asset value
PO SHATC ..ttt HK$2.28 HK$2.53

The calculation of our market capitalization upon completion of the Global Offering is based on
480,000,000 Shares expected to be issued and outstanding following the completion of the Global
Offering.

DIVIDEND POLICY

As of December 31, 2013, the distributable reserves of the companies now comprising our Group
amounted to approximately RMB21.3 million.

During the Track Record Period, we did not distribute any dividends to our shareholders. Future
dividend payments will depend on payments made from our PRC subsidiaries. Certain payments from
our PRC subsidiaries are subject to PRC taxes, statutory reserve requirements and other legal
restrictions. Our Board currently intends, subject to the aforementioned limitations, and in the absence
of any circumstances which might reduce the amount of available distributable reserves, whether by
losses or otherwise, to distribute to our Shareholders 50% of any distributable profit (excluding
changes in fair value of investment properties and the impact of related deferred tax) for the year
ending December 31, 2014 and for each financial year after our Global Offering. However, we will
reevaluate our dividend policy annually. Our Board has the absolute discretion to decide whether to
declare or distribute dividends in any year. There is no assurance that dividends of such amount or any
amount will be declared or distributed each year or in any year. For further information, see the section
entitled “Financial Information — Dividends and Distributable Reserves” on page 242 of this
prospectus.
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SHARE OPTION SCHEME

We have adopted the Share Option Scheme. For details of the Share Option Scheme, see the
paragraph entitled “F. Share Option Scheme” in Appendix VI to this prospectus.

SHAREHOLDER INFORMATION
Controlling Shareholders

Immediately after the completion of Capitalization Issue (assuming that the Over-allotment
Option is not exercised) and the Global Offering, Everkept will control approximately 51% voting
rights in the general meeting of our Company. Mr. Kwok owns 70% of the issued share capital of
Everkept. For further details, see the section entitled “Relationship with Controlling Shareholders” on
page 173 of this prospectus.

FUTURE PLANS AND USE OF PROCEEDS

The net proceeds of the Global Offering we expect to receive (after deduction of underwriting
fees and estimated expenses payable by us in relation to the Global Offering) are estimated to be
approximately HK$452.0 million, assuming an Offer Price of HK$4.40 per Share, or HK$330.4
million, assuming an Offer Price of HK$3.35 per Share.

Assuming an Offer Price of HK$3.88 per Offer Share, being the midpoint of the stated Offer
Price range of HK$3.35 to HK$4.40 per Offer Share, the net proceeds of the Global Offering would
be approximately HK$391.2 million which we presently plan to use as follows:

° approximately 27%, or HK$105.7 million, is expected to be used primarily for brand
promotion and marketing, such as advertising through CCTV channels. We also plan to
increase the number of airports in which we place rolling advertisements. In addition to
advertising activities, we plan to further improve in-store design and layout by refurbishing
some of our existing retail outlets in 2014;

° approximately 20%, or HK$78.2 million, is expected to be used primarily for enhancing our
research, design and product development capabilities through (i) strengthening our
cooperation with reputable design institutes, such as Shanghai Biaoding, (ii) engaging
experienced and reputable designers, (iii) enhancing communication with end customers by
sending market surveys through our retail outlets to obtain feedback from end customers,
and (iv) continuing to invest in research and development of production technology,
materials and samples;

° approximately 20%, or HK$78.2 million, is expected to be used to repay a portion of our
bank borrowings”, which include the balance of the additional bank borrowings of
approximately US$19.4 million (approximately HK$150.4 million) that are expected to be
raised prior to the Listing for the repayment of the amounts due to our Controlling
Shareholder, Mr. Kwok;

— 13 —
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° approximately 13%, or HK$50.9 million, is expected to be used to expand our distribution
network and provide storefront decoration at our own cost for our distributors and their
sub-distributors. We currently expect our distributors to add approximately 200 retail
outlets in the PRC by December 31, 2014;

° approximately 10%, or HK$39.1 million, is expected to be used primarily for installing an
ERP system, for which we have started negotiating with certain ERP system providers; and

° the remaining approximately 10%, or HK$39.1 million, is expected to be used for our
working capital and other general corporate purposes.

Note:

(1)  The bank borrowings include a one-year term loan of US$6.8 million bearing an interest rate of 1.7% per annum
over three month LIBOR payable in two installments in January 2015 and February 2015, respectively, and a
one-year term loan of US$12.6 million bearing an interest rate of 1.95%, 2.1%, 2.7% and 2.4% per annum over
three month LIBOR payable in four installments in February 2015, March 2015, April 2015 and June 2015,

respectively.

If the Offer Price is fixed at HK$4.40, being the high end of the stated Offer Share range, our
net proceeds will increase by approximately HK$60.8 million, as compared to the net proceeds that
we would receive with the Offer Price fixed at the mid-point of the indicative range. We intend to
allocate such additional proceeds to our use of proceeds proportionately as earmarked.

If the Offer Price is fixed at HK$3.35, being the low end of the stated Offer Price range, our net
proceeds will instead decrease by approximately HK$60.8 million, as compared to the net proceeds
that we would receive with the Offer Price fixed at the mid-point of the indicative range. In this case,
we intend to reduce our use of proceeds proportionately as earmarked.

To the extent that the net proceeds to us from the Global Offering are not immediately applied
to the above purposes, we will deposit the net proceeds into short-term demand deposits and/or money
market instruments.

The Company will not receive the net proceeds of any exercise of the Over-allotment Option.
Only the Selling Shareholders will receive such proceeds from any exercise of the Over-allotment
Option.

RISK FACTORS

There are certain risks relating to investment in the Offer Shares. Some of the particular risks
in investing in the Offer Shares are further described in the section entitled “Risk Factors” beginning
on page 29 of this prospectus. These can be categorized into (i) risks relating to our business; (ii) risks
relating to our industry; (iii) risks relating to the PRC; and (iv) risks relating to our Global Offering.

— 14 —
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We believe a few of the more significant risks relating to our business include:

Failure to successfully maintain and promote our brand may materially and adversely affect

our business, financial condition, results of operations and prospects.

We rely on third-party distributors for the sale of our products, and hence failure to
maintain relationships with our existing distributors or to attract new distributors could
materially and adversely affect our business, financial condition, results of operations and

prospects.

We have limited control over the actions and practices of our distributors and their
sub-distributors and our reputation and business may be adversely affected if our
distributors fail to perform their obligations under the distribution agreements entered into

with us or fail to comply with relevant law and regulations.

We may not be able to effectively monitor and accurately track the inventory levels and

sales at our distributors.

Our business may be negatively affected if our distributors or their sub-distributors fail to

follow our retail price guidance.

— 15 —



DEFINITIONS

following meanings:

In this prospectus, unless the context otherwise requires, the following expressions have the

“Application Form(s)”

“Articles of Association”

“associate”

“Bigtime Global”

“Board” or “Board of Directors”

“business day”

‘EBVI?’
“CAGR”

“Capitalization Issue”

“CCASS”

“CCASS Clearing Participant”

“CCASS Custodian Participant”

“CCASS Investor Participant”

WHITE application form(s), YELLOW application form(s)
and GREEN application form(s), or where the context so
requires, any of them that is used in connection with the Hong
Kong Public Offering

the articles of association of our Company conditionally
adopted on June 9, 2014 and as amended from time to time,
a summary of which is set out in Appendix V to this
prospectus

has the meaning ascribed thereto under the Listing Rules

Bigtime Global Limited GEZRIRIKA ML/ H]), an investment
holding company incorporated under the laws of the BVI with
limited liability on June 6, 2013 and a direct wholly-owned
subsidiary of our Company

the board of Directors

any day (other than a Saturday, Sunday or public holiday) on
which banks in Hong Kong are generally open for business

British Virgin Islands
compound annual growth rate

the issue of Shares to be made upon capitalization of the share
premium account of our Company as referred to in the section
entitled “A. Further information about our Company — 4.
Written resolutions of our Shareholders passed on June 9,
2014” in Appendix VI to this prospectus

the Central Clearing and Settlement System established and
operated by HKSCC

a person admitted to participate in CCASS as a direct
participant or a general clearing participant

a person admitted to participate in CCASS as a custodian
participant

a person admitted to participate in CCASS as an investor
participant who may be an individual or joint individuals or a
corporation

— 16 —
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“CCASS Participant”

“China” or “PRC”

“Chinese government” or “PRC
government”

“CNIS”

“Co-lead Manager

“Companies Law”

“Companies Ordinance”

“Companies (Winding Up and
Miscellaneous Provisions)
Ordinance”

9 <

“Company,” “Group,” “our,” “us
and “we”

a CCASS Clearing Participant or a CCASS Custodian
Participant or a CCASS Investor Participant

the People’s Republic of China and, except where the context
otherwise requires and only for the purpose of this
prospectus, references in this prospectus to China or the PRC
exclude Hong Kong, Macau and Taiwan

the central government of the PRC and all governmental
subdivisions (including provincial, municipal and other
regional or local government entities) and instrumentalities
thereof or, where the context requires, any of them

China National Institute of Standardization (' [52 #E{L fff 5%
FE), an institute directly under the China General
Administration of Quality Supervision, Inspection and
Quarantine (|5 %8 & ¥ B 48 58 48 %% #8/7)) and an Independent
Third Party

RHB OSK Securities Hong Kong Limited

the Companies Law, Cap 22 (Law 3 of 1961, as consolidated
and revised) of the Cayman Islands

the Companies Ordinance (Chapter 622 of the Laws of Hong
Kong) which took effect from 3 March 2014, as amended,
supplemented or otherwise modified from time to time

the Companies (Winding Up and Miscellaneous Provisions)
Ordinance (Chapter 32 of the Laws of Hong Kong), as
amended, supplemented or otherwise modified from time to
time

China Fordoo Holdings Limited (H[H JE#0#E A R A,
incorporated as an exempted company with limited liability in
the Cayman Islands on December 23, 2013, and, unless the
context otherwise requires, all of its subsidiaries, or where the
context refers to any time prior to its incorporation, the
business in which the predecessors of its present subsidiaries
were engaged and which were subsequently assumed by such
subsidiaries pursuant to the Reorganization

- 17 —
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“Controlling Shareholder(s)”

“Corporate Reorganization”

“Covenantors”

“Deed of Indemnity”

“Deed of Non-competition”

“Director(s)”

“EIT Law”

“Equal Plus”

“ERP”

has the meaning ascribed thereto in the Listing Rules and
unless the context requires otherwise, refers to Everkept,
which controls approximately 51% voting rights in the
general meeting of our Company immediately after the Global
Offering and the Capitalization Issue (assuming the
Over-allotment Option is not exercised) and its beneficial
owner, Mr. Kwok, who owns 70% of the issued share capital
of Everkept

the corporate reorganization of our Group conducted in
preparation for the Listing, details of which are set out in the
paragraph headed “Corporate Reorganization” under the
section entitled “History and Development” in this prospectus

Mr. Kwok, Everkept, Mr. Kwok Hon Fung and Equal Plus

a deed of indemnity dated June 9, 2014 entered into between
the Controlling Shareholders and our Company as referred to
in Appendix VI of this prospectus

a deed of non-competition undertaking dated June 9, 2014
entered into by the Controlling shareholders in favor of our
Company, details of which are disclosed in the section
entitled “Relationship with Controlling Shareholders” in this
prospectus

director(s) of our Company from time to time

the PRC Enterprise Income Tax Law (H#E A R AL E 1 2
Fri5®iik)), enacted by the NPC in March 2007 and effective
on January 1, 2008 and its implementation rules

Equal Plus Limited (¥3A R/A7]), an investment holding
company incorporated under the laws of the BVI with limited
liability on June 3, 2013, and is wholly-owned by Mr. Kwok
Hon Fung ($87§%), the elder son of Mr. Kwok and Ms. Wong
Tung Yam, and the brother of Mr. Kwok Hon Pan (ZR{£H#)
and Ms. Kwok Sha Lee (¥87#]). Equal Plus will hold
approximately 10.5% of the Shares upon the Listing

enterprises resource planning
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“Everkept”

“First-tier cities”

“Fordoo Clothing”

“Fourth-tier cities”

“Frost & Sullivan”

“Frost & Sullivan Report”

6‘GDP’7
“Global Offering”

“GREEN Application Form(s)”

“HK$” or “Hong Kong dollars”
or “HK dollars”

“HKFRS”
“HKSCC”

“HKSCC Nominees”

“Hong Kong”

Everkept Limited (fR/KABRZA ), an investment holding
company incorporated under the laws of the BVI with limited
liability on June 6, 2013, and is held as to 70% by Mr. Kwok
and 30% by Ms. Wong Tung Yam (# #15), the spouse of Mr.
Kwok. Everkept will hold approximately 51% of the Shares
upon the Listing (assuming the Over-allotment Option is not
exercised)

Beijing, Shanghai, Shenzhen and Guangzhou, according to
the Frost & Sullivan Report

Fordoo (China) Men’s Clothing Ltd., Co. (JE#B () B 44
FRZN 7)), a limited liability company established under the
laws of the PRC on February 14, 2007 and an indirect
wholly-owned subsidiary of our Company

county-level and other township-level cities, according to the
Frost & Sullivan Report

Frost & Sullivan (Beijing) Inc., Shanghai Branch Co., our
industry consultant, which is an independent third party

the report we commissioned from Frost & Sullivan in respect
of the PRC menswear market

gross domestic product
the Hong Kong Public Offering and the International Offering

the application form(s) to be completed by White Form eIPO
Service Provider, Computershare Hong Kong Investor
Services Limited

Hong Kong dollars, the lawful currency of Hong Kong

Hong Kong Financial Reporting Standards
Hong Kong Securities Clearing Company Limited

HKSCC Nominees Limited, a wholly owned subsidiary of
HKSCC

the Hong Kong Special Administrative Region of the People’s
Republic of China

— 19 —
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“Hong Kong Offer Shares”

“Hong Kong Public Offering”

“Hong Kong Share Registrar”

“Hong Kong Underwriters”

“Hong Kong Underwriting
Agreement”

“Independent Third Party(ies)”

“International Offer Shares”

“International Offering”

“International Underwriters”

12,000,000 Offer Shares being initially offered by us pursuant
to the Hong Kong Public Offering, subject to reallocation as
described in the section entitled “Structure of the Global
Offering” on page 259 of this prospectus

the offer for subscription or for sale of Offer Shares to the
public in Hong Kong at the Offer Price (plus brokerage fee of
1%, SFC transaction levy of 0.003% and Stock Exchange
trading fee of 0.005%) and on and subject to the terms and
conditions described in this prospectus and the Application
Forms, as further described in the section entitled “Structure
of the Global Offering” in this prospectus

Computershare Hong Kong Investor Services Limited

the underwriters of the Hong Kong Public Offering, whose
names are set out in the section entitled “Underwriting —
Hong Kong Underwriters” on page 249 of this prospectus

the underwriting agreement dated June 27, 2014 relating to
the Hong Kong Public Offering entered into among our
Company, the Covenantors, the Sole Sponsor, the Sole Global
Coordinator and the Hong Kong Underwriters, particulars of
which are set forth in the section entitled “Underwriting” in
this prospectus

individuals or company(ies) not connected with (within the
meaning of the Listing Rules) any directors, chief executive
or substantial shareholders of our Company, its subsidiaries
or any of their respective associates

108,000,000 Offer Shares being initially offered by us
pursuant to the International Offering, together with any
additional Shares offered pursuant to any exercise of the
Over-allotment Option, subject to reallocation as described
beginning in the section entitled “Structure of the Global
Offering” on page 259 of this prospectus

the offer of International Offer Shares outside the United
States to institutional and professional investors in offshore
transactions as defined in and in accordance with Regulation
S, as further described in the section entitled “Structure of the
Global Offering” on page 259 of this prospectus

the underwriters of the International Offering and parties to
the International Underwriting Agreement as described in the
section entitled “Underwriting — International Offering” on
page 256 of the prospectus
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“International Underwriting
Agreement”

“Joint Bookrunners”

“Joint Lead Managers”

“Key Tide”

“Latest Practicable Date”

“Listing”

“Listing Date”

“Listing Rules”

“Main Board”

“Memorandum” or “Memorandum
of Association”

“MOFCOM”

the underwriting agreement relating to the International
Offering, which is expected to be entered into among our
Company, the Convenantors, the Sole Global Coordinator and
the International Underwriters on or around July 9, 2014

Barclays Bank PLC and CCB International Capital Limited

Barclays Bank PLC, CCB International Capital Limited and
DBS Asia Capital Limited

Key Tide Limited (ZEZAFE/AF]), an investment holding
company incorporated under the laws of the BVI with limited
liability on May 31, 2013, and is wholly owned by Mr. Kwok
Hon Pan (5¢##), the younger son of Mr. Kwok and Ms.
Wong Tung Yam (# 3 ), and the brother of Mr. Kwok Hon
Fung (¥ %) and Ms. Kwok Sha Lee (387/#1). Key Tide
will hold approximately 9.50% of the Shares upon the Listing

June 23, 2014, being the latest practicable date for purpose of
ascertaining certain information in this prospectus prior to its
publication

the listing of the Shares on the Main Board

the date, expected to be on or about July 16, 2014, on which
our Shares are listed and dealings in our Shares first
commence on the Stock Exchange

the Rules Governing the Listing of Securities on The Stock
Exchange of Hong Kong Limited, as amended, supplemented
or otherwise modified from time to time

the stock exchange (excluding the option market) operated by
the Stock Exchange, which is independent from and operates
in parallel with the Growth Enterprise Market of the Stock
Exchange, and, for the avoidance of doubt, the Main Board
exclude the Growth Enterprise Market

the memorandum of association of our Company, adopted on
June 9, 2014, as supplemented, amended or otherwise
modified from time to time

PRC Ministry of Commerce (3 A [0 B /5 55 1)
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“Mr. Kwok”

“NPC”

“OEM”

“Offer Price”

“Offer Shares”

>

“Over-allotment Option’

“PBOC”

“PRC Company Law”

“predecessor Companies
Ordinance”

Kwok Kin Sun (#8%#), the spouse of Ms. Wong Tung Yam
(FEZH ), and the father of Ms. Kwok Sha Lee (¥8¥41), Mr.
Kwok Hon Fung (¥57#%%) and Mr. Kwok Hon Pan (ZBi£H)

PRC National People’s Congress (H#E A 3t F1 B 2 B A R
fRFE K E) and its Standing Committee

acronym for original equipment manufacturer, a business that
manufactures goods or equipment for branding and resale by
others

the final price per Offer Share in Hong Kong dollars
(exclusive of brokerage of 1%, SFC transaction levy of
0.003% and the Stock Exchange trading fee of 0.005%) at
which the Offer Shares are to be subscribed for and issued
pursuant to the Global Offering, to be determined as further
described in the section entitled “Structure of the Global
Offering — Pricing and Allocation” on page 265 of this
prospectus

the Hong Kong Offer Shares and the International Offer
Shares

the option to be granted by the ZHFA and Everkept to the
International Underwriters exercisable by Sole Global
Coordinator on behalf of the International Underwriters under
the International Underwriting Agreement, to require each of
ZHFA and Everkept to sell up to 6% and 9%, respectively of
the aggregate of the total number of Shares initially available
under the Global Offering at the Offer Price under the
International Offering to, among other things, cover
over-allocations in the International Offering, if any

the People’s Bank of China ({8 A [R#R4T), the central bank
of the PRC

PRC Company Law ({# NRILFEI L F]EL)), enacted by
the NPC on December 29, 1993 and effective on July 1, 1994,
as amended, supplemented or otherwise modified from time to
time

the predecessor Companies Ordinance (Chapter 32 of the
Laws of Hong Kong), which was in operation before the
implementation of the current Companies Ordinance
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Lt}

“Price Determination Date

“Regulation S”
“RMB” or “Renminbi”

“SAFE”

“SAIC”

“SAT”

“Second-tier cities”

“Selling Shareholders”

“SFC”

“SFO”

“Shanghai Biaoding”

“Shanghai Zhonghui”

“Share(s)”

“Shareholders”

the date, expected to be on or around July 9, 2014 but no later
than July 14, 2014, on which the Offer Price is to be fixed by
agreement between us and the Sole Global Coordinator (on
behalf of the Underwriters) for the purposes of the Global
Offering

Regulation S under the U.S. Securities Act
Renminbi, the lawful currency of the PRC

PRC State Administration of Foreign Exchange (% A R4t
i [ % A I A L)) )

PRC State Administration for Industry and Commerce (%
N B B (B R TP AT B B AR

PRC State Administration of Taxation (773 A B LA B B K
i 55 48 =)

the capitals of provinces in the PRC (excluding Guangzhou),
municipalities under the direct administration of the PRC
central government (excluding Shanghai and Beijing), and the
capitals of the autonomous regions in the PRC, according to
the Frost & Sullivan Report

ZHFA and Everkept
the Securities and Futures Commission of Hong Kong

the Securities and Futures Ordinance (Chapter 571 of the
Laws of Hong Kong), as amended, supplemented or otherwise
modified from time to time

Shanghai Biaoding Apparel Company Limited (- ¥ % TE i fifi
A B2 7)), an Independent Third Party

Shanghai Zhonghui Financial Consultancy Services Co., Ltd.
( bV RARE BABS B A BRZA 7)), a limited liability company
established under the laws of the PRC on July 8, 2010.
Shanghai Zhonghui, an Independent Third Party, has provided
certain consultancy service to our Group for shares in our
Company

ordinary share(s) of HK$0.01 each in the issued share capital
of our Company

holders of our Shares
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“Share Option Scheme”

“S KU”

“Sole Global Coordinator”
“Sole Sponsor”
“Stabilizing Manager”

“State Council”

“Stock Borrowing Agreement

“Stock Exchange”

“subsidiary(ies)”

“substantial shareholder(s)”

“Third-tier cities”

“Tiger Capital HK”

“Tiger Capital Fashion”

“Tiger Capital Technology”

“Track Record Period”

the share option scheme conditionally adopted by our
Company on June 9, 2014, the principal terms of which are
summarized under the paragraph entitled “F. Share Option
Scheme” in Appendix VI to this prospectus

acronym for stock keeping unit, a unique identifier for each
distinct product and service that can be purchased

Barclays Bank PLC
Barclays Capital Asia Limited
Barclays Bank PLC

PRC State Council (3 A F& A1 5 5 % B )

a stock borrowing agreement expected to be entered into on or
about July 9, 2014 between Everkept and Barclays Bank PLC

The Stock Exchange of Hong Kong Limited
has the meaning ascribed to it under the Listing Rules
has the meaning ascribed to it under the Listing Rules

prefecture-level cities in the PRC, excluding any First- and
Second-tier cities, according to the Frost & Sullivan Report

Tiger Capital Fashion (Holdings) Company Limited
(B RABEE A FR/A ), formerly known as Tiger Capital
Fashion (Holdings) Company Limited (J% &Rk fifi 5 [ A R A
A]), a limited liability company incorporated in Hong Kong
on May 7, 1996 and an indirect wholly-owned subsidiary of
our Company

Tiger Capital (China) Fashion Co., Ltd. (JE#F () il fifi 5
FRZvH]), a limited liability company established under the
laws of the PRC on March 2, 2004 and an indirect
wholly-owned subsidiary of our Company

Hui’an Tiger Capital Technology Company Limited* (% g
HFE A PR A A, formerly known as Weizu Investment
Management Company Limited* (% & Bk & & A R
/v H)) and Weizu Zhiye Company Limited* (#f 2 Bk B ¥ A
FRZ\ 7)), a company established in the PRC on July 28, 2006
and an indirect wholly-owned subsidiary of our Company

the period comprising the financial years ended December 31,
2011, 2012 and 2013
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“Underwriters”

“Underwriting Agreements”

“United States” or “U.S.”

“Upright Victor”

“U.S. dollars” or “US$”

“U.S. Exchange Act”

“U.S. Securities Act”

“Weizu Century”

“WFOE”

“White Form eIPO”

“White Form eIPO Service
Provider”

the Hong Kong Underwriters and the International
Underwriters

the Hong Kong Underwriting Agreement and the International
Underwriting Agreement

the United States of America, its territories and possessions,
and all areas subject to its jurisdiction

Upright Victor Limited (EMAM/AF), an investment
holding company incorporated under the laws of the BVI with
limited liability on May 30, 2013, and is wholly owned by Ms.
Kwok Sha Lee (¥575#7), the daughter of Mr. Kwok and Ms.
Wong Tung Yam (# ##5), and the sister of Mr. Kwok Hon
Fung (¥8{%£#) and Mr. Kwok Hon Pan (3F#A#). Upright
Victor will hold approximately 2.50% of the Shares upon the
Listing

United States dollars, the lawful currency of the United States

the United States Securities Exchange Act of 1934, as
amended, and the rules and regulations promulgated
thereunder

the United States Securities Act of 1933, as amended, and the
rules and regulations promulgated thereunder

Weizu Century Environmental Engineering Limited
Company* (fEE R AR R TRARAA), a company
established in the PRC on November 4, 2003, and is wholly
owned by Hong Kong Sai Kee Environmental Engineering

Company Limited (7 45 Bl I 50 ER OR TAREATFR 2 7)
wholly foreign-owned enterprise

the application for Hong Kong Offer Shares to be issued in the
applicant’s own name by submitting applications online
through the designated website of White Form eIPO
www.eipo.com.hk

Computershare Hong Kong Investor Services Limited
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“Yindu Fashion” Yindu (Fujian) Fashion Company Limited* (B #B (ff &) ik fifi
A B2 F]), a limited liability company established under the
laws of the PRC on November 27, 2008 and is held as to 55%
by Tiger Capital Fashion, and as to 45% by two individuals,
both being Independent Third Parties other than being a
shareholder of Yindu Fashion, prior to its deregistration on
April 9, 2014

“ZHFA” Zhong Hui Financial Advisory Co., Ltd. (A% RE B % [#] A R
/N H]), an investment holding company incorporated under the
laws of the BVI with limited liability on January 18, 2011,
and is held as to 50% by Mr. Li Ho Tan and 50% by Mr.
Johnny Chen who are Independent Third Parties. ZHFA was
nominated by Shanghai Zhonghui to hold shares in our
Company and will hold approximately 1.50% of the Shares
upon the Listing (assuming the Over-allotment Option is not
exercised)

Certain amounts and percentage figures included in this prospectus have been subject to
rounding adjustments. Accordingly, figures shown as totals in certain tables may not be an arithmetic

aggregation of the figures preceding them.

If there is any inconsistency between the Chinese names of entities or enterprises established in
China and their English translations, the Chinese names shall prevail. The English translation of
company names in Chinese or another language which are marked with “*” and the Chinese

translation of company names in English which are marked with “*” is for identification purpose only.

Unless otherwise specified, all relevant information in this prospectus assumes no exercise of the

Over-allotment Option.
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FORWARD-LOOKING STATEMENTS

We have included in this prospectus forward-looking statements that are not historical facts but
relate to our intentions, beliefs, expectations or predictions for future events and conditions which
may not occur. Even though these statements have been made by our Directors after due and careful
consideration and on basis and assumptions fair and reasonable at the time, they nevertheless involve
known and unknown risks, uncertainties and other factors which may cause our performance or
achievements to be materially different from any future performance or achievements expressed or
implied by the forward-looking statements. Some of the risks are listed in the section entitled “Risk

Factors” and elsewhere in this prospectus. In some cases, you can identify these forward-looking

EEINT3 LEINT3 99 e

statements by words such as “aim,” “anticipate,” “believe,” “continue,” “could,” “expect,” “intend,”

“may,” “might,” “plan,” “potential,” “predict,” “project,” “propose,” “seek,” “should,” “will,”
“would” or similar expressions, or their negatives. These forward-looking statements include, without

limitation, statements relating to:

° our goals and strategies;

° expected growth of and changes in the PRC menswear industry;

° our ability to maintain a strong relationship with our major distributors or suppliers or
customers;

° the future competitive environment for the PRC menswear industry;

° determination of the fair value of our Shares;

° any government policies regarding foreign investment; and

° risks identified under the section entitled “Risk Factors” on page 29 of this prospectus.

This prospectus also contains data relating to the menswear markets in the several countries,
including China. Such market data, including data from Frost & Sullivan, include projections that are
based on a number of assumptions. The markets may not grow at the rates projected by the market
data, or at all. The failure of the markets to grow at the projected rates may materially and adversely
affect our business and the market price of our Shares. In addition, due to the rapidly changing nature
of the PRC economy and the menswear industry, projections or estimates relating to the growth
prospects or future conditions of the markets are subject to significant uncertainties. Accordingly, such
statements are not a guarantee of future performance and you should not place undue reliance on these

forward-looking statements.
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FORWARD-LOOKING STATEMENTS

We do not guarantee that the transactions and events described in the forward-looking statements
in this prospectus will happen as described, or at all. Actual outcomes may differ materially from the
information contained in the forward-looking statements as a result of a number of factors, including,
without limitation, the risks and uncertainties set forth in the section entitled “Risk Factors.” You
should read this prospectus in its entirety and with the understanding that actual future results may be
materially different from what we expect. The forward-looking statements made in this prospectus
relate only to events as of the date on which the statements are made or, if obtained from third-party
studies or reports, the dates of the respective studies or reports. Since we operate in an evolving
environment where new risks and uncertainties may emerge from time to time, you should not rely
upon forward-looking statements as predictions of future events. We undertake no obligation, beyond
what is required by law, to update any forward-looking statement to reflect events or circumstances

after the date on which the statement is made, even when our situation may have changed.
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RISK FACTORS

An investment in our Shares involves various risks. You should carefully consider the
following information about risks, together with the other information contained in this
prospectus, including our combined financial statement and related notes, before you decide to
purchase our Shares. If any of the circumstances or events described below actually arises or
occurs, our business, financial conditions and prospects would likely suffer. In any such case,
the market price of our Shares could decline, and you may lose all or part of your investment.
This prospectus also contains forward-looking information that involves risks and uncertainties.
Factors that could cause or contribute to certain differences include the risks described below
and elsewhere in this prospectus.

RISKS RELATING TO OUR BUSINESS

Failure to successfully maintain and promote our brand may materially and adversely affect our
business, financial condition, results of operations and prospects.

Brand image is a key factor for customers when making decisions to purchase menswear
products. We sell all of our products under our “FORDOOQO” brand. We seek to maintain and strengthen
our brand identity through, among other things, national television and print media advertising and
placing advertisements within several major airports in the PRC. We also support our distributors’
local advertising efforts and require them to follow our uniform store decoration and layout
requirement to ensure a consistent presentation of our products and brand. However, our marketing
and promotion efforts may not be successful. If we are unable to successfully maintain and promote
our brand, our business, financial condition, results of operations and prospects may be materially and
adversely affected. In addition, any negative publicity on us could adversely affect our operations and
financial results or reduce our market share.

We rely on third-party distributors for the sale of our products, and hence failure to maintain
relationships with our existing distributors or to attract new distributors could materially and
adversely affect our business, financial condition, result of operations and prospects.

We primarily sell our products on a wholesale basis to our third-party distributors, who then sell
the products to end customers through retail outlets operated by themselves or resell the products to
their sub-distributors, who in turn sell the products to end customers through retail outlets operated
by those sub-distributors. We sell a small quantity of our products to our online distributor and our
two self-operated retail outlets primarily as model stores to showcase our expectation and standards
of a store environment to our distributors and their sub-distributors. Therefore, our success depends
on our ability to retain existing and attract new distributors. As of December 31, 2011, 2012 and 2013,
we had 42, 44 and 45 distributors, respectively, and 147, 164 and 177 sub-distributors, respectively.
During the Track Record Period, sales to our five largest customers accounted for 31.3%, 33.7% and
31.3%, respectively, of our turnover; while sales to our largest customer accounted for 9.6%",
13.7%® and 12.9%®, respectively, of our turnover during the same periods.

(1) Our largest customer for the year ended December 31, 2011 consisted of two of our distributors, the majority equity
interests of which were owned by the same shareholder.

(2)  Our largest customer for the years ended December 31, 2012 and 2013 consisted of three of our distributors, the majority
equity interests of which were owned by the same shareholder.
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RISK FACTORS

We do not have ownership or direct management control over our distributors. We enter into
distribution agreements with our distributors and rely on our distributors to manage sub-distributors.
Our distribution agreements with our distributors are generally for a term of one year, renewable
annually if certain conditions are satisfied. There is no assurance that we will be able to successfully
renew our existing distribution agreements upon their expiration on favorable terms, or at all.
Furthermore, if we fail to maintain our relationships with our existing distributors and are unable to
attract new distributors, or if we elect to terminate the relationships with one or more of our
distributors as a result of their breach of our distribution agreements, our ability to effectively sell our
products in a given region could be negatively impacted. In such cases, our results of operations and
brand image may be materially and adversely affected. If a significant number of our distributors cease
to purchase our products or our major distributors cease to place orders at their historical levels, and
we are unable to find suitable replacement for them, our business, financial condition, results of
operations and prospects would be materially and adversely affected.

We have limited control over the actions and practices of our distributors and their
sub-distributors and our reputation and business may be adversely affected if our distributors
fail to perform their obligations under the distribution agreements entered into with us or fail
to comply with relevant law and regulations.

Our products are sold through the network of our distributors and their sub-distributors. As of
December 31, 2013, our distribution network comprised 45 distributors, including one online
distributor, and 177 sub-distributors in the PRC. Except for our two self-operated retail outlets in
Quanzhou, Fujian Province, all of our retail outlets are operated by our distributors and their
sub-distributors. While we have direct contractual relationships with, and can exercise some control
over all of our distributors, we do not have ownership over them, and cannot oversee their day-to-day
operations. Accordingly, we cannot control many factors related to their business operations, and
therefore, we rely heavily on the cooperation of our distributors. We review our distributors’ sales
performance and their compliance with the terms of our distribution agreements to determine whether
we need to add or terminate any distributors. See the section entitled “Business — Sales and
Distribution — Our Distributors — Management of Our Distributors” in this prospectus. However, our
ability to monitor and control the activities of our distributors is limited. We have no direct mechanism
to control the way our products are sold by our distributors and their sub-distributors at their retail
outlets. We cannot assure you that our distributors and their sub-distributors always comply with
appropriate retail policies which are consistent with our brand image. In the event that any
non-compliance occurs, we may not be able to identify problems or take actions in a timely manner
and our brand image and business could be adversely affected. We may receive remedies under the
terms of the distribution agreements, but there is no assurance that such remedy is sufficient to cover
all losses we may incur.

In addition, since we do not have contractual relationships with the sub-distributors, we rely on
our distributors to oversee their sub-distributors. Starting from January 1, 2014, we have required our
distributors to enter into sub-distribution agreements with their sub-distributors on substantially the
same terms and conditions of the agreement template provided by us. We require our distributors to
be fully responsible for the business activities of sub-distributors and to undertake joint and several
liability for sub-distributors’ infringement of our trademarks, sales of counterfeit and other
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requirements under the sub-distribution agreement. However, our sub-distributors may not comply
with all of our requirements, and our distributors may fail to identify non-compliance of their
sub-distributors, in which case, our brand image, business, financial condition, results of operations

and prospects may be materially and adversely affected.

Furthermore, our distributors and their operation of retail outlets need to comply with relevant
PRC laws and regulations. If any of our distributors or retail outlets is required to suspend or cease
its business operations as a result of its non-compliance with relevant PRC law and regulations, our
results of operation, market share, geographical coverage and brand image may be materially and

adversely affected.

We may not be able to effectively monitor and accurately track the inventory levels and sales of
our distributors.

Our control over the ultimate sales and inventory level at our distributors, their sub-distributors
as well as the retail outlets operated by them is limited. We do not set minimum purchase requirements
on our distributors and allow them to place their orders according to their needs. We review the orders
placed by our distributors during our sales fairs, to avoid any excessive accumulation of inventory at
our distributor level. Starting from October 2013, we require our distributors to provide us quarterly
reports so that we are able to effectively monitor their inventory levels. Also, we plan to upgrade our
operational system by installing and implementing an ERP system to achieve better inventory control
over our distributors and their sub-distributors. See the section entitled “Business — Sales and
Distribution — Our Distributors — Management of Our Distributors” in the prospectus for further
details on our inventory monitoring policies. However, these measures may not be as effective as we
expect in tracking and monitoring the inventory levels of our distributors. In addition, as we do not
make direct sales to sub-distributors, our ability to monitor and accurately track the inventory levels
and sales of our products at the sub-distributor level is limited. Furthermore, we may not be able to
install the ERP system at all of the retail outlets selling our products. For those retail outlets at which
we are unable to install the ERP system, we can only rely on the information provided by our
distributors and our distributors may be unable or unwilling to provide us with accurate information
in relation to their inventory levels and sales in a timely manner, or at all. As a result, we may not
be able to accurately monitor the inventory levels at all of the retail outlets operated by our
distributors and their sub-distributors, or to identify or prevent any excessive inventory at these retail

outlets, in a timely manner.

Also, our sales to distributors may not be reflective of actual sales trends to end consumers and
we may not be able to timely gather sufficient information and data regarding the market acceptance
of our products and customers’ preferences in relation to our products. Failure to effectively monitor
and accurately track inventory levels and sales of our distributors or gather timely market information
may cause us to incorrectly predict sales trends and impede our ability to quickly realign our
marketing and product strategies to respond to market changes, which in turn, could materially and

adversely affect our business, financial condition, results of operations and prospects.
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Our business may be negatively affected if our distributors or their sub-distributors fail to follow

our retail price guidance.

Substantially all of our products are sold to end customers through retail outlets operated by our
distributors and their sub-distributors. Our suggested retail price is three to five times of the wholesale
price that we offer to our distributors, who decide their retail prices according to market conditions,
the local competitive landscape and disposable income within the regions in which they operate. We
generally recommend our distributors not to offer more than 20% discount to the suggested retail price
in the beginning of the season. However, we provide guidance only and we do not contractually
require our distributors to follow this guidance. If our distributors or their sub-distributors fail to
follow our retail price guidance or if there is any price competition between distributors, our brand
value and the public perception of our brand positioning could be negatively affected. As a result, our
business, financial condition, results of operations and prospects may be materially and adversely
affected.

We may not be able to identify or offer attractive and popular products to meet changing trends
and consumer demands, or we may not be able to gain market acceptance of our new products.

Fashion trends, consumer demands and preferences in the markets where we operate frequently
change and depend upon various factors, including, among other things, global fashion and lifestyle
trends, consumption patterns, disposable income and other factors that are beyond our control. We
believe that our ability to anticipate, identify and respond to those trends in a timely manner is critical
to our success. We may fail to accurately anticipate the shifts in customer preference, or fail to timely
offer products that meet those changing trends. To broaden our product portfolio, we plan to continue
introducing new products under our existing series, including business formal and business casual
series, and in the meantime, to develop new product series. We cannot assure you that our design and
product development will accurately reflect the prevailing fashion trends or customer preferences at
any given time, or that the new products we launch will be well received by the market or achieve the
expected sales level. If our new products fail to gain market acceptance, our brand image, business,

financial condition, results of operations and prospects will be adversely affected.

Our efforts to develop and launch new product series may be unsuccessful, which may adversely

affect our future performance.

We plan to develop new product series with younger and more trendy styles, targeting male
customers aged 18 to 30. Our success in launching the new collections depends on our ability to offer
products that appeal to the target customers, our marketing strategy and customer perception. As this
represents a new business area for us, we cannot assure you that our efforts to develop, launch and
market this new product series will be successful or completed within our anticipated timeframe.
Unsuccessful development and launch of our new product series could adversely affect our brand

image, business, financial condition, results of operations and prospects.
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We may not be able to maintain our historical growth rate or execute our growth strategy.

During the Track Record Period, we experienced rapid growth in turnover and profitability. For
the years ended December 31, 2011, 2012 and 2013, our turnover amounted to RMB818.5 million,
RMB1,109.0 million and RMB1,452.8 million, respectively, and our gross profit amounted to
RMB233.6 million, RMB362.5 million and RMB497.0 million, respectively. We cannot assure you
that we will be able to maintain a similar rate of growth in the future.

We intend to expand our distribution network in the PRC through expanding our geographical
coverage and developing new distributorships. As of December 31, 2013, our distribution network
included 968 department store concessions and retail outlets located in shopping malls, and 330
stand-alone stores operated by our distributors and their sub-distributors. We also have two
self-operated retail outlets. The expansion of our distribution network will require significant capital
expenditure as well as management resources. We cannot assure you that we can successfully
implement our market expansion strategy or that such market expansion can successfully improve our
profitability. In addition, to the extent that our distribution network reaches certain penetration levels
we may not be able to sustain our historical growth rate.

In addition, as the scale of our operations grows, we will have to continually improve our
management, operational and financial systems and strengthen our internal procedures and controls.
The expansion of our business operations may also require us to establish and develop new
relationships with our distributors, suppliers, OEM contractors and other third parties. Our expansion
plans may be affected by a number of factors that may be beyond our control. These factors include
fluctuations in domestic demand for our products, changes in consumer taste and preference,
increasing competition in the industry and our ability to obtain sufficient financing for our expansion
efforts. If we fail to implement our expansion plans or in the event of insufficient demand for our
products notwithstanding our expansion effort, our business, results of operations, financial position
and prospects will be materially and adversely affected.

A material disruption to the operation of our production facilities could materially and adversely
affect our financial condition and results of operations.

The cost of products we produced ourselves accounted for approximately 90.0%, 76.2% and
69.0%, respectively, of our total cost of sales for the years ended December 31, 2011, 2012 and 2013.
Our production facilities are all located in Quanzhou, Fujian Province. We cannot assure you that there
will be no disruption to the operations of our production facilities in the future. If operations at any
of our facilities are materially disrupted as a result of fires, equipment failure, natural disasters, work
stoppages, power outages, explosions, adverse weather conditions or other factors, our financial
condition and results of operations could be adversely affected. The occurrence of any of these events
could also require us to make significant unanticipated capital expenditures. Interruptions in
production could increase our costs and delay our delivery of products. Production capacity limits
caused by such disruptions could cause a reduction or delay in sales efforts. Lost sales or increased
costs arising from such disruption of operations may not be recoverable under our existing insurance
policies, and prolonged business disruption could result in a loss of customers. If any one or more of
the above risks were to materialize, our business, financial condition, results of operations and
prospects may be adversely affected.
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We depend on OEM contractors to manufacture a portion of our products. Our brand image and
business may be negatively affected by the performance of or disruption in supply of our OEM
contractors.

We engage independent third-party manufacturers in the PRC to produce all accessory products
and certain apparel products for us on an OEM basis. Such products are manufactured in the factories
of our OEM contractors with our technical supervision, and the final products are sold under our
“FORDOO” brand. For the years ended December 31, 2011, 2012 and 2013, the cost of outsourced
products represented approximately 8.9%, 22.6% and 29.6%, respectively, of our total cost of sales.
We select our OEM contractors based on stringent criteria, and all of our OEM contractors are subject
to annual evaluation. See the section entitled “Business — Production — Outsourced Production” in
this prospectus. However, we cannot assure you that the products manufactured by any of our OEM
contractors will be delivered to us in a timely manner or are of satisfactory quality. If the performance
of any of our OEM contractors is not satisfactory or an OEM contractor decides to substantially reduce
its volume of supply to us, substantially increase the sales prices of its products or terminate its
business relationship with us, we may need to replace that OEM contractor or take other remedial
actions, which could increase the cost and lengthen the time required to dispatch our products to our
customers, if at all. As we do not enter into long-term contracts with our OEM contractors, they may
decide not to accept our future orders on the same or similar terms, or at all. In addition, we cannot
ensure that our OEM contractors will adhere to our quality control policies and guidelines all the time.
Any defect in the products manufactured by our OEM contractors could subject us to product liability
or damage our reputation and reduce demand for our products. Furthermore, we cannot ensure that our
OEM contractors will fully comply with the applicable laws and regulations, such as labor law and
environmental law, in which case, our brand image may be damaged if there is any negative publicity
regarding such non-compliance.

We also provide the designs of our products to our OEM contractors. As we do not have direct
control over our OEM contractors, if any of them is involved in unauthorized production of products
using our design or our brands, which may have lower quality and be sold at lower prices on the
market, our reputation, financial condition, result of operations may be adversely affected. In addition,
we expect to increase outsourced production in the future. We may not be able to secure additional
OEM contractors. As a result, we may not be able to duly execute our growth strategy.

Any of these factors above could have a material adverse effect on our reputation, business,
results of operations, financial condition and prospects.

We mainly purchase from a number of suppliers, and any disruption in their supply may have
a material adverse effect on our business and results of operations.

For the years ended December 31, 2011, 2012 and 2013, purchases from our five largest raw
material suppliers accounted for approximately 50.6%, 43.0% and 29.3%, respectively, of our total
purchase of raw materials, and our largest raw material supplier accounted for approximately 24.1%,
18.0% and 9.9%, respectively, of our total purchases of raw materials for the corresponding periods.
We have established working relationship with most of our raw material suppliers for more than 10
years, with the longest period of relationship being 18 years. However, we do not have long-term
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contracts with our raw material suppliers. If there is any decrease or disruption in supply or an
increase in cost by one or more of our major suppliers and we fail to find replacement suppliers on
similar or favorable terms, or at all, our business and results of operations may be materially and

adversely affected.

We recorded net current liabilities as of December 31, 2011 and 2012. We cannot assure you that
we will not experience net current liabilities in the future, which could expose us to liquidity

risks.

As of December 31, 2011 and 2012, we recorded net current liabilities of RMB428.8 million and
RMB251.2 million, respectively, primarily due to our use of short-term bank borrowings, borrowings
from our Controlling Shareholder, Mr. Kwok (which amount was categorized as trade and other
payables as current liabilities in our combined financial statements and fully settled in June 2013) and
cash generated from operations to primarily fund the construction of our Hui’an research and
development center, the construction of our staff dormitories, and the construction and renovation of
the industrial park in Quanzhou, Fujian Province. See the section entitled “Financial Information —
Description of Selected Items of Combined Balance Sheets” in this prospectus. We recorded net
current assets of RMB132.1 million as of December 31, 2013.

We cannot assure you that we will not experience net current liabilities in the future. A net
current liabilities position exposes us to liquidity risks. Our future liquidity, the payment of trade and
other payables and repayment of debt financing will primarily depend on our ability to generate
adequate cash inflows from our operating activities. If we are unable to maintain sufficient working
capital, our business, financial position, results of operation and prospects would be materially and

adversely affected.

We may be unable to obtain external financing on favorable terms, or at all, to fund our ongoing
operations and expansions, or additional funds we raise could impose restrictive covenants to us
under the debt obligations or dilute your equity interests.

To fund our ongoing operations, existing and future capital expenditure requirements, investment
plans and other financing requirements, we need sufficient internal sources of liquidity or access to
additional financing from external sources. We principally fund our operations from a combination of
cash generated from our business operations, borrowings from banks and funds provided by our
Controlling Shareholder, Mr. Kwok. Our ability to obtain external financing in the future depends on
a number of factors that are beyond our control, including market conditions, lenders’ perception of
our creditworthiness, the PRC economy and the PRC regulations that affect the availability and costs
of financing. Additional funding from debt financings may make it more difficult for us to operate our
business because we would need to make interest payments on the indebtedness and may be obligated
to abide by restrictive covenants contained in the debt financing agreements, which may, among other
things, limit our ability to make business and operational decisions and pay dividends. Furthermore,
equity financing may have a dilutive effect on our Shareholders. If adequate funding is not available
to us on favorable terms, or at all, it may materially and adversely affect our ability to fund our

ongoing operations, or to develop or expand our business.
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We maintain a certain level of indebtedness, and any default under any of our loan arrangements
could result in enforcement against the security we have granted, which could materially and
adversely affect our ability to continue our operations.

We maintain a certain level of indebtedness to finance our operations, a substantial portion of
which is generally secured by assets of our Group, including property, plant and equipment, and
prepayments for leasehold land. As of December 31, 2011, 2012 and 2013, our aggregate outstanding
bank borrowings were RMB519.0 million, RMB406.0 million and RMB357.0 million, respectively.
Some of our bank loan agreements contain cross default clauses. As of December 31, 2011, 2012 and
2013, our outstanding bank borrowings were secured by our assets with an aggregate carrying value
of RMB422.4 million, RMB363.7 million and RMB340.5 million, respectively. If any material cross
default occurs, these banks are entitled to stop issuing loans, or ask for additional restrictions or
payment conditions, or accelerate payment of all or any part of the indebtedness under all the loan
agreements, or to enforce all or any of the security for such indebtedness, or terminate the bank loan
agreements. In addition, certain of our bank borrowings are subject to a number of customary
restrictive covenants, including, among others, covenants that our relevant PRC operating subsidiaries
may not enter into any merger, joint venture or restructuring, or decrease their registered capital,
transfer material assets, liquidate, change their shareholding, or distribute dividends, without the
relevant lenders’ prior written consent or unless they first fully settle the amounts outstanding under
the relevant loan agreements. See the section entitled “Financial Information — Indebtedness and
Contingent Liabilities — Bank Borrowings” in this prospectus for further information.

If we are unable to make scheduled payments in connection with our debt payment obligations
as they become due, we may need to renegotiate the terms and conditions of such obligations or to
obtain additional equity or debt financing. We cannot assure you that our renegotiation efforts would
be successful or timely or that we would be able to refinance our obligations on acceptable terms, or
at all. If financial institutions decline to lend additional funds to us or to refinance our existing loans
when they mature or if we fail to raise financing through other means, our financial position, cash flow
position and business prospects may be materially and adversely affected.

We are exposed to the credit risk of our distributors.

We offer our distributors credit terms ranging from 90 days to 180 days, taking into account their
capital, order size, credit history, financial capability, operational scale and relationship with us. As
of December 31, 2011, 2012 and 2013, our trade receivables amounted to approximately RMB276.3
million, RMB335.5 million and RMB615.6 million, respectively. For the years ended December 31,
2011, 2012 and 2013, our average trade receivable turnover days were 93, 86 and 102 days,
respectively. We did not make any provisions for bad and doubtful debts during the Track Record
Period. However, there is no assurance that we will be able to fully recover our receivables from our
distributors, or that they will be settled on a timely basis. In the event that settlements from our
distributors are not made in full nor on a timely basis, our business, financial position results of
operations and prospect may be materially and adversely affected.

An increase in the prices of raw materials could adversely affect our profitability.

The raw materials used in our production include clothing fabrics (such as cotton fabrics and
synthetic fabrics), textile auxiliaries and other accessory materials including button, zippers and
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labels. Our profitability depends on our ability to secure a sufficient and stable supply of these raw
materials at an acceptable price level. We obtain our raw materials through purchases from third-party
suppliers. For the years ended December 31, 2011, 2012 and 2013, raw materials accounted for
approximately 72.6%, 73.1% and 74.8%, respectively, of our total cost of sales of our self-production.
We do not maintain long-term contracts with suppliers of our raw materials, and the prices of these
raw materials are determined principally by supply and demand in the international and domestic
commodity markets. Such prices fluctuate with market conditions and may be highly volatile, with the
timing of changes in the market prices of these raw materials being largely unpredictable. According
to the Frost & Sullivan Report, between 2011 to 2013, the purchasing price per meter of cotton fabrics
and synthetic fabrics had increased by approximately 6.0% and 7.0%, respectively, or with a CAGR
of 3.0% and 3.4%, respectively. See the section entitled “Industry Overview — History and Projected
Price Trend of Key Raw Materials” in this prospectus. If we are not able to timely pass on increases
in the market price of these raw materials to our customers or offset fully the effects of cost increases,
our profitability may decline, which, in turn, may have a material adverse effect on our business,

financial position, results of operations and cash flows.

Any labor shortages, increased labor costs or other factors affecting labor force for our in-house
production and outsourced manufacturing may adversely affect our business, financial condition,

results of operations and prospects.

To support the growth of our business, we will need to increase our workforce of experienced
management, skilled labor and other employees to implement our growth plans. For the years ended
December 31, 2011, 2012 and 2013, our direct labor costs amounted to approximately RMBS85.3
million, RMB91.3 million and RMB103.1 million, respectively, representing approximately 14.6%,
12.2% and 10.8%, respectively, of our total cost of sales. In the event of labor shortages, we may have
difficulties recruiting or retaining employees or may cause us to incur additional costs and result in

delays or disruption to our production.

Any failure to attract qualified personnel at reasonable cost and in a timely manner could reduce
our competitive advantages relative to our competitors and undermine our ability to expand. To sustain
our operations, we may need to increase the wages of our employees to attract and retain them. In
addition, we do not maintain long-term contracts with our OEM contractors, and price we pay for such
outsourced products may increase due to increased labor costs. If we are not able to pass through the
increased labor costs, our financial performance may be adversely affected. Certain companies
operating in the PRC, including Fujian Province, have experienced labor unrest and strikes in recent
years. We cannot assure you that labor disputes, work stoppages or strikes will not arise in the future.
Increases in our labor costs and future dispute with our workers could adversely affect our business,

financial condition, results of operations and prospects.

Seasonality or unfavorable weather conditions may affect our sales.

Like many menswear retailers, our business is subject to seasonal fluctuations. We generally

record higher turnover for our winter and autumn collections, where products generally carry higher



RISK FACTORS

selling prices relative to spring and summer collections. Due to seasonal fluctuations, comparisons of
sales and operating results between different periods within a single financial year, or between
different periods in different financial years, are not necessarily meaningful and cannot be relied on
as indicators of our performance.

We believe our business is also susceptible to extreme or unfavorable weather conditions. For
example, extended periods of unusual warm temperatures during the winter season or cool weather
during the summer season could render a portion of our distributors’ or their sub-distributors’
inventory incompatible with such unfavorable conditions and affect the sales of our products, which
in turn could have a material adverse effect on their future orders of our products.

Our distributors and their sub-distributors may not be able to secure prime locations for retail
outlets or identify suitable locations on commercially acceptable terms, if at all.

We believe our performance depends, to a large extent, on the location of retail outlets operated
by our distributors and their sub-distributors. We have helped place our retail outlets operated by our
distributors and their sub-distributors in prime locations in several of China’s department stores
through strategic alliance with them. We have also assisted in securing stand-alone stores in
high-traffic areas in major cities of the PRC. We plan to continue to increase the number of our retail
outlets, as our business grows. However, as the supply of prime retail locations is limited, we cannot
assure you that our distributors and their sub-distributors will be able to identify and lease suitable
locations on terms commercially acceptable to them. In addition, rental or concession rates of our
existing retail outlets may increase, and as a result, the retail outlets may not be commercially viable
for our distributors and their sub-distributors or at all. In the event that our distributors and their
sub-distributors encounter difficulties in securing suitable sites on commercially acceptable terms for
retail outlets, they may reduce the amount of orders from us.

We may not be able to adequately protect our intellectual property rights, which could harm our
brand and our business.

We believe our trademarks and other intellectual property rights are crucial to our success. Our
principal intellectual property rights include our trademarks for the “FORDOQO” brand. Although we
rely on the registration of trademarks and applicable laws to protect our intellectual property rights,
these measures may not be sufficient to prevent any misappropriation of our intellectual property
rights. There is no assurance that third parties will not infringe our intellectual property rights. Our
efforts to enforce or defend our intellectual property rights may not be adequate and may require
significant attention from our management and may be costly. We may have to initiate legal
proceedings to defend the ownership of our trademarks or brand against any infringement by third
parties, which may be costly and time-consuming and we might be required to devote substantial
management time and resources in an attempt to achieve a favorable outcome. Furthermore, the
outcome of any legal actions to protect our intellectual property rights may be uncertain. If we are
unable to adequately protect or safeguard our intellectual property rights, our brand image, business,
financial condition, results of operations and prospects may be adversely affected.

In addition, it is possible that third parties may register or use trademarks which may look similar
to our registered trademarks under certain circumstances, which may cause confusion among
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consumers. We may not be able to prevent third parties from using trademarks that are similar to ours
and our consumers may confuse our products with lower quality third-party products with similar
trademarks. In such case, the goodwill and value of our trademarks and our brand image may be
adversely affected by the inferior quality of the products and services provided by third parties who
use trademarks similar to ours. As a result, our business, financial condition, results of operations and
prospects will be materially and adversely affected.

Our business could be adversely affected by claims by third parties for possible infringement of
their intellectual property rights.

We may face claims from time to time that our products infringe upon the intellectual property
rights of third parties, including our competitors. Defending such claims may require significant
attention from our management and may be costly. If any legal proceedings against us for infringement
of intellectual property rights are successful, we may be ordered to be responsible for the losses
incurred by the claiming parties due to our infringement of their intellectual property rights. Further,
if we are unable to obtain a license for the usage of such intellectual property rights on acceptable
terms, or at all, or unable to design around such intellectual property rights, we may be prohibited
from manufacturing or selling products which are dependent on the usage of such intellectual property
rights. In such cases, we may experience a material and adverse effect on our business and reputation,
and these types of proceedings and their consequences could divert management’s attention from our
business, all of which could have a material and adverse effect on our business, financial condition,
results of operations and prospects.

We face increasing competition from online retailers of menswear in China. If we fail to develop
an e-commerce channel or expand our online retail business efficiently, our business may be
adversely affected.

In the past decade, e-commerce has developed rapidly in China. There are currently a large
number of online sales platforms and online retailers offering a wide range of product categories.
Many menswear brands have online sales channels, which typically sell the same products at
discounted prices. Substantially all of our products are sold through retail outlets operated by our
distributors and their sub-distributors as well as through our two self-operated retail outlets in
Quanzhou, Fujian Province. We face increasing competition from online retailers of menswear. While
we believe that our end customers are attracted by our brand and in-store experience, we cannot assure
you that our customers would not choose online retailers. Although we had one distributor as of
December 31, 2013 to sell certain products online, if we fail to develop an e-commerce channel or
expand our online retail business efficiently, our business may be adversely affected.

We may be subject to product liability claims relating to our defective products and, as a result,
our reputation and operating results may be adversely affected.

According to the applicable PRC laws and regulations, manufacturers, suppliers and retailers
who produce or sell defective goods in the PRC shall be liable for the damage or personal injury
caused by such products. This renders us liable for loss or injury arising from defective products we
sell, including products sold through our distributors and their sub-distributors. In the event of any
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product liability claim brought against us, we will have to spend significant financial and managerial
resources to defend against such claims. We cannot assure you that our business, financial condition,
results of operations and prospects will not be materially and adversely affected by a successful
product liability claim against us.

We have not maintained any insurance for product liability or any third-party liability insurance
against claims for property damage, personal injury or environmental liabilities. In addition, if we are
found to be responsible for damage caused by defective products, our reputation may be adversely
affected, which could lead to a loss of consumer confidence in us and corresponding reduction in our
sales. Such an event is likely to have an adverse effect on our business, financial condition and results
of operations.

We may be subject to fines or penalties due to the commencement of construction work prior to
obtaining the relevant construction work commencement permits.

During the Track Record Period, we commenced construction work for our research and
development center on two parcels of land in Hui’an, Fujian Province before obtaining the
construction work commencement permits. Pursuant to the relevant PRC laws and regulations, the
relevant governmental authority may impose a fine on us, require us to stop construction work on the
land or demolish the buildings on the land or confiscate proceeds rising from the construction, if
applicable. Due to the changed city planning involving the two parcels of land, the Hui’an Municipal
Land Resources Bureau (# % [ + & f ) decided to change the original use of one parcel of the land
and reclaim the other parcel of the land. As of the Latest Practicable Date, we suspended our
construction work on the land, awaiting the new land use right certificate and the construction work
commencement permit to be issued from the relevant governmental authority. In February 2014, we
received confirmation letters from the relevant governmental authorities, confirming the plan to
change the original use in relation to the land and that no penalty or fines in relation to this
non-compliance would be imposed on us. For further details, see the section entitled “Business —
Compliance — Non-Compliance” in this prospectus. However, we cannot assure you that we will
obtain the construction work commencement permit within the expected time frame, or at all. We also
cannot assure you that no penalty or fines will be imposed on us in the future if any governmental
authority has a different interpretation of the relevant PRC laws. If any such case takes place, our
business and results of operations may be adversely affected.

We may be required to make up any unpaid contribution to social insurance and housing
provident funds.

Under the relevant PRC laws and regulations, our PRC subsidiaries are required to contribute to
social insurance and housing provident funds for our employees who are eligible for such benefits.
During the Track Record Period, our PRC subsidiaries, including Fordoo Clothing and Tiger Capital
Fashion, did not make the requisite contributions to the social insurance and housing provident funds
for some of their employees due to relatively high employee turnover rate, some employees’
preference in a cash payment in lieu of their contribution to social insurance or housing provident
funds, and the inconsistency in implementation or interpretation of the relevant PRC laws and
regulations among governmental authorities in the PRC. For details, see the section entitled “Business
— Compliance — Non-compliance” in this prospectus.
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According to the relevant PRC laws and regulations, our failure in making requisite social
insurance or housing provident funds contribution may result in a fine imposed on us or us being
required to rectify the non-compliance by any relevant governmental authorities. For further details,
see the section entitled “Business — Compliance — Non-Compliance” in this prospectus. As of
December 31, 2013, we had made provisions for unsubscribed contribution in the aggregate amount
of approximately RMB48.6 million. We also received confirmation letters from the relevant
governmental authorities, confirming our compliance with the relevant laws and regulations.

We cannot assure you that we will not be subject to any order to rectify non-compliance in the
future, nor can we assure you that there are no, or will not be any, employee complaints regarding
payment of the social insurance or housing provident funds against us, or that we will not receive any
claims in respect of social insurance contributions under national laws and regulation. In addition, we
may incur additional expenses to comply with such laws and regulations by the PRC government or
relevant local authorities.

Our success depends upon our key management personnel. Our inability to attract, retain and
motivate qualified personnel could adversely affect our growth and business prospects.

We believe our business depends, to a significant extent, on the capability, expertise and
continued service of our senior management team members, including our executive directors and
other members of our management who have operational experience in the menswear business. In
particular, we rely on Mr. Kwok, our founder and Chairman, who has more than 20 years of experience
in the menswear industry. If Mr. Kwok or any other of our senior management team members are
unable or unwilling to continue in their present positions, we may not be able to identify and recruit
suitable replacements in a timely manner or at an acceptable cost, or at all, and the implementation
of our business strategies may be affected, which could materially and adversely affect our operations.

We also rely on our employees, who include qualified design and product development,
administrative, customer services, sales and marketing and management personnel, for our daily
operations and business expansion. We cannot assure you that we will be able to continue to attract
and retain sufficient skilled and experienced employees in the future. If we fail to recruit, retain or
train skilled employees, our growth and business prospects could be adversely affected.

The interests of our Controlling Shareholder may conflict with the interests of the public
shareholders.

Immediately after the completion of the Capitalization Issue and the Global Offering, our
Controlling Shareholder, Mr. Kwok, will beneficially own approximately 51% of our issued share
capital (assuming the Over-allotment Option is not exercised). Subject to our Memorandum and
Article of Association and applicable law and regulations, our Controlling Shareholder will continue
to have the ability to exercise a controlling influence on our management, policies and business by
controlling the composition of our Board, determining the timing and amount of our dividend
payments, approving significant corporate transactions including mergers and acquisitions, and
approving our annual budgets. We cannot assure you that our Controlling Shareholder will not cause
us to enter into transactions or take, or fail to take, other actions or make decisions that will conflict
with the best interest of public shareholders.
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RISKS RELATING TO OUR INDUSTRY

Our growth and profitability depend on the level of consumer confidence and spending in the
PRC.

All of our turnover is derived from sales of products in the PRC. Our results of operations are
sensitive to changes in overall economic and political conditions that affect our consumer spending
in the PRC. The retail industry, in particular, is very sensitive to broad economic changes, retail
purchases tend to decline during economic downturns. There are a number of factors that are beyond
our control, including interest rates; recession, inflation and deflation; consumer credit availability
and terms; consumer confidence; tax rates and policy and unemployment trends influencing consumer
confidence and spending. The domestic and international political environment, including military
conflicts and political instability, may also affect consumer confidence and spending and may lead to
a general reduction in the level of consumer spending which could, in turn, materially and adversely
affect our growth and profitability.

We operate in a highly competitive market and may face increasing competition.

The menswear market in the PRC is highly fragmented and competitive. We face competition
from domestic and international menswear brands. Industry players compete with one another based
on, among other things, brand loyalty and store image, the variety, design, price and quality of
products, the breadth of retail network and retail outlet location, the quality of customer service and
the ability to understand and respond to customer demand in a timely manner.

Some of our competitors may have greater financial and managerial resources, broader name
recognition, better operational and financial track records and greater coverage in the regions than we
do. The resources of our competitors may increase due to mergers, consolidations and alliances, and
we may face new competitors in the future. Please refer to the sections entitled “Industry Overview”
and “Business — Competition” of this prospectus. To the extent that we fail to compete successfully
with other domestic or foreign brands, and we are unable to increase our products sales or to maintain
our past levels of sales and profit margins, we may be forced to, among others, to reduce product
prices and increase advertising expenditures which may in turn materially and adversely affect our
business, financial conditions, results of operations and prospect.

RISKS RELATING TO THE PRC

Changes in the PRC’s political, economic and social conditions, laws, regulations and policies
could have an adverse effect on our business, financial condition, results of operations and
prospects.

Substantially all of our assets are located in the PRC and all of our sales and profit are derived
from our operations in the PRC. Accordingly, our business, financial condition, results of operations
and prospects are subject, to a significant extent, to economic, political and legal developments in the
PRC. China’s economy differs from the economies of most other countries in many respects, including
but not limited to the extent of government intervention in the economy, government control of foreign
exchange, the general level of economic development and growth rates.
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Before its adoption of reform and open door policies beginning in 1978, the PRC was primarily
a planned economy. Since that time, the PRC Government has been reforming the PRC economic
system, and has also begun reforming the government structure in recent years. These reforms have
resulted in significant economic growth and social progress. Although the PRC Government still owns
a significant portion of the productive assets in the PRC, economic reform policies since the late 1970s
have emphasized autonomous enterprises and the utilization of market mechanisms, especially where
these policies apply to businesses such as ours. Although we believe these reforms will have a positive
effect on our overall and long-term development, we cannot predict whether changes in the PRC’s
political, economic and social conditions, laws, regulations and policies will have any material
adverse effect on our future business, financial condition and results of operations.

Our ability to continue to expand our business is dependent on a number of factors, including
general economic and capital market conditions and credit availability from banks or other lenders.
Recently, the PRC Government has articulated a need to contain the build-up of a property bubble and
may tighten its bank lending policies, including increasing interest rates on bank loans and deposits
and tightening the money supply to control growth in lending. Stricter lending policies may, among
other things, affect our and our distributors’ ability to obtain financing which may in turn adversely
affect our growth and financial condition. We cannot give any assurances that further measures to
control growth in lending will not be implemented in a manner that may adversely affect our growth
and profitability over time. In addition, the global economic recession and market volatility that
persisted in the past two years may continue and therefore we may not be able to sustain the growth
rate we have historically achieved.

We may be deemed as a PRC resident enterprise under the EIT Law and be subject to PRC
taxation on our worldwide income, which could result in unfavorable tax consequences to us and
our non-PRC Shareholders.

Under the EIT Law, the profits of a foreign invested enterprise arising in or after 2008 and which
are later distributed to its immediate holding company outside the PRC will be subject to a
withholding tax rate of 10% if the immediate holding company is determined by the PRC tax authority
to be a non-resident enterprise for PRC tax purposes, unless there is an applicable tax treaty with the
PRC that provides for a different withholding arrangement. Pursuant to a special arrangement between
Hong Kong and the PRC, such rate is lowered to 5% if a Hong Kong resident enterprise owns over
25% of a PRC company. However, according to the Circular on State Administration of Taxation on
Printing and Issuing the Administrative Measures for Non-resident Individuals and Enterprises to
Enjoy the Treatment under Taxation Treaties, which became effective on October 1, 2009, the 5% tax
rate does not automatically apply. Approvals from competent local tax authorities are required before
an enterprise can enjoy the relevant tax treatments relating to dividends under relevant taxation
treaties. In addition, under the EIT Law, enterprises established under the laws of jurisdictions outside
of the PRC with their “de facto management bodies” located within the PRC may be considered to be
PRC resident enterprises for tax purposes. The “de facto management bodies” are defined on those
which exercise substantial and overall management and control over the manufacturing and business
operations, personnel, accounting, properties and other aspects of an enterprise.

Furthermore, if we were treated as a PRC “resident enterprise”, capital gains realized from sales
of our Shares by certain “non-resident enterprise” shareholders may be treated as income derived from
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sources within the PRC and be subject to a 10% PRC withholding tax, or a lower rate for shareholders
who qualify for the benefits of a double-taxation treaty with the PRC. In addition to the uncertainty
as to the application of the new “resident enterprise” classification, there can be no assurance that the
PRC government will not amend or revise the taxation laws, rules and regulations to impose stricter
tax requirements, higher tax rates or apply the EIT Law, or any subsequent changes in PRC tax laws,
rules or regulations retroactively. As there may be different applications of the EIT Law and any
amendments or revisions, comparisons between our past financial results may not be meaningful and
should not be relied upon as indicators of our future performance. If such changes occur and/or if such
changes are applied retroactively, such changes could materially and adversely affect our results of
operations and financial condition.

Uncertainties with respect to the PRC legal system could have an adverse effect on our
operations.

The PRC legal system is based on written statutes. Unlike under common law systems, decided
legal cases have little value as precedents in subsequent legal proceedings. In 1979, the PRC
government began to promulgate a comprehensive system of laws and regulations governing economic
matters in general, and forms of foreign investment (including wholly foreign-owned enterprises and
joint ventures). These laws, regulations and legal requirements are relatively new and are often
changing, and their interpretation and enforcement involve significant uncertainties that could limit
the reliability of the legal protections available to us. For example, we may have to resort to
administrative and judicial proceedings in order to enforce the legal protections that we enjoy either
by law or contract. As PRC administrative and judicial authorities have significant discretion in
interpreting and implementing statutory and contractual terms, it may be more difficult to evaluate the
outcomes of administrative and judicial proceedings and the level of legal protections we enjoy. These
uncertainties may impede our ability to enforce the contracts into which we have entered with our
business partners, distributors, customers and suppliers. In addition, we cannot predict the effects of
future developments in the PRC legal system. We may be required in the future to procure additional
permits, authorizations and approvals for our existing and future operations, which may not be
obtainable in a timely manner, or at all. An inability to obtain such permits or authorizations may have
an adverse effect on our financial condition and results of operations.

Governmental control over currency conversion may limit our ability to utilize our cash
effectively.

The PRC government imposes controls on the convertibility of the Renminbi into foreign
currencies and, in certain cases, the remittance of currency out of the PRC. We receive the majority
of our turnover in Renminbi. As a Cayman Islands holding company, we may rely on dividend
payments from our PRC subsidiaries to fund any cash and financing requirements we may have. Under
existing PRC foreign exchange regulations, payments of current account items, including profit
distributions and trade and service-related foreign exchange transactions, can be made in foreign
currencies without prior approval from the SAFE by complying with certain procedural requirements.
Therefore, our PRC subsidiaries are able to pay dividends in foreign currencies to us without prior
approval from the SAFE. But approval from or registration with appropriate government authorities
is required where Renminbi is to be converted into foreign currency and remitted out of China to pay
capital expenses such as the repayment of loans denominated in foreign currencies. This could affect
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the ability of our PRC subsidiaries to obtain foreign exchange through debt or equity financing,
including by means of loans or capital contributions from us. The PRC government may also at its
discretion restrict access in the future to foreign currencies for current account transactions. In
addition, we cannot assure you that the PRC regulatory authorities will not issue new regulations or
further interpretations of other current PRC laws and regulations that may require our beneficial
owners who are domestic residents file or amend their registration with the local SAFE branch. A
failure of the aforesaid shareholders or beneficial owners of our shares to comply with these
regulations and rules in the future could subject us to fines or legal sanctions, including restrictions
on our PRC subsidiaries’ ability to pay dividends or make distributions to, or obtain
foreign-currency-dominated loans from us, and our ability to increase our investment in China. As a
result, our business and results of operations and our ability to distribute profits to you could be
adversely affected.

The net proceeds to be received by us from the Global Offering will be in Hong Kong dollars.
These net proceeds will be used to finance our business strategies and carrying out our future plans
in the manner set out in the section entitled “Future Plans and Use of Proceeds — Use of Proceeds”
in this prospectus, which, we expect, will involve capital expenditures and expenses to be settled in
Renminbi. Any appreciation in the value of Renminbi against Hong Kong dollars may increase our
costs for achieving our business strategies and carrying out our future plans, and may thereby affect
our future development and profitability.

Our operations and financial performance could be adversely affected by labor shortage,
increase in labor costs, other labor issues relating to implementation of or changes to the PRC
labor-related law and regulations.

The PRC Labor Contract Law became effective on January 1, 2008, and it was amended on
December 28, 2012, which has taken effect on July 1, 2013. The current PRC Labor Contract has
imposed greater liabilities on employers and significantly affects the cost of an employer’s decision
to reduce its workforce. Furthermore, it requires certain terminations to be based upon seniority and
not merit. In the event that we decide to significantly change or decrease our workforce, the PRC
Labor Contract Law could adversely affect our financial condition and results of operations. In
addition, the PRC government has continued to introduce various new labor-related regulations after
the promulgation of the PRC Labor Contract Law. Among other things, the paid annual provisions
require that paid annual leaves ranging from five to fifteen days be available to nearly all employees
and further require that employers compensate an employee for any annual leave days the employee
is unable to take in the amount of three times of such employee’s daily salary, subject to certain
exceptions.

On October 28, 2010, the NPC promulgated the PRC Social Insurance Law. According to the
PRC Social Insurance Law, employees will participate in pension insurance, work-related injury
insurance, medical insurance, unemployment insurance and maternity insurance and the employers
must, together with their employees or separately, pay for the social insurance premiums for such
employers.

As a result of the implementation of these and any future rules and regulations designed to
enhance the standard for labor protection, our labor costs may continue to increase. Furthermore, as
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the interpretation and implementation of these new laws and regulations are still evolving, we cannot
assure you that our employment practice will at all times be deemed fully in compliance, which may
cause us to face labor disputes or governmental investigation. If we are deemed in violation of such
labor law and regulations, we could be subject to penalties, compensations to the employees and loss
of reputation, and as a result, our business, financial condition and results of operations could be

13

materially and adversely affected. See “— Risks relating to our business — Any labor shortages,
increased labor costs or other factors affecting labor force for our in-house production and outsourced
contracted manufacturing may adversely affect our business, financial condition, results of operations

and prospects.”

It may be difficult to serve process within the PRC or to enforce any judgment obtained from
non-PRC courts against us or our Directors.

Our operating subsidiaries are incorporated in the PRC, substantially all of our Directors
currently reside within the PRC and substantially all of our assets are located within the PRC. The
PRC does not currently have treaties providing for the reciprocal recognition or enforcement of civil
and commercial judgments of courts located in the United States, the United Kingdom, Singapore,
Japan and most other western countries. An Arrangement between the PRC and Hong Kong on
Reciprocal Recognition and Enforcement of Judgments of Civil and Commercial Cases under the
Jurisdictions as Agreed to by the Parties Concerned was signed on July 14, 2006 and came into effect
on August 1, 2008, subject to many restrictions on such arrangement. As a result, it may not be
possible for investors to effect service of process upon our subsidiaries or our Directors resident in
the PRC pursuant to the authority of non-PRC courts. Further, the recognition and enforcement in the

PRC of judgments of courts outside the PRC might be difficult or impossible.

The PRC regulations of loans and investments by offshore holding companies to the PRC entities
may hinder us from using the net proceeds of the Global Offering to fund our business operations
in the PRC.

Any capital contributions or loans that our offshore holding companies make to our operating
subsidiaries in the PRC are subject to PRC laws and regulations. In particular, any of our loans to our
PRC subsidiaries cannot exceed the difference between the total amount of investment our PRC
subsidiaries are approved to make under relevant PRC laws and the registered capital of our PRC
subsidiaries, and such loans must be registered with the local branch of SAFE. In addition, our capital
contributions to our PRC subsidiaries must be approved by MOFCOM or its local counterpart. We
cannot guarantee that we would be able to complete all the relevant necessary government
registrations or obtain all required government approvals on a timely basis. Should we fail to complete
such registrations and obtain such approvals, our ability to utilize the net proceeds from the Global
Offering to capitalize our PRC subsidiaries or otherwise fund our business operations in the PRC in
the manner described in the section entitled “Future Plans and Use of Proceeds” in this prospectus may
be adversely affected, which could in turn adversely affect the liquidity of our PRC subsidiaries, our
ability to expand through our PRC subsidiaries’ operation and its financial position and results of

operation.
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The PRC national economy and economies in different regions of the PRC may be adversely
affected by natural disasters, acts of God, and occurrence of epidemics.

Our business is subject to general economic and social conditions in the PRC, in particular, in
regions where our production bases are located. Natural disasters, epidemics and other acts of God
which are beyond our control may adversely affect the economy, infrastructure and livelihood of the
people in the PRC. Some regions in the PRC, including certain cities where we operate and where our
distributors and sub-distributors operate, are under the threat of flood, earthquake, sandstorm,
snowstorm, fire, drought, or epidemics such as Severe Acute Respiratory Syndrome, or SARS, H5N1
avian flu or the human swine flu, also known as Influenza A (HINI1). For instance, a serious
earthquake and its successive aftershocks hit Sichuan Province in May 2008 and in April 2013, another
earthquake and aftershocks struck Sichuan Province, both resulting in tremendous mortality, injury
and destruction of assets in the region. In addition, past occurrences of epidemics, depending on their
scale, have caused different degrees of damage to the national and local economies in the PRC. In
April 2013, there were reports of cases of H7N9 avian flu in southeast China, including deaths in
Shanghai and Jiangsu, Zhejiang and Anhui Provinces. A recurrence of SARS or an outbreak of any
other epidemics in the PRC, such as the HSN1 avian flu or the human swine flu, especially in the cities
where we have operations, may result in material disruptions to our sales, which in turn may adversely
affect our business, financial condition and results of operations.

RISKS RELATING TO THE GLOBAL OFFERING

An active trading market in our Shares may not develop, which could have a material adverse
effect on our Share price and on your ability to sell your Shares.

Prior to the completion of the Global Offering, no public market has existed for our Shares. The
Offer Price for our Offer Shares will be determined by us and the Sole Global Coordinator (on behalf
of the Underwriters) and may differ significantly from the market price for our Shares following the
completion of the Global Offering. We have applied to the Stock Exchange for the listing of, and
permission to deal in, our Shares. However, we cannot assure you that the Global Offering will result
in the development of an active and liquid public trading market for our Shares. If an active public
market for our Shares does not develop, the Shares could trade at a price lower than their initial

offering price and you may not be able to resell your Shares for an extended period of time, or at all.

The trading volume and market price of our Shares may be volatile, which could result in
substantial losses for investors who purchase our Shares in the Global Offering.

The price and trading volume of our Shares may be highly volatile. Factors, some of which are
beyond our control, such as variations in our revenue, earnings and cash flow, changes in our pricing
policy as a result of competition, the emergence of new technologies, strategic alliances or
acquisitions, industrial or environmental accidents we may suffer, addition or departure of key
personnel, changes in ratings by financial analysts and credit rating agencies, litigation or fluctuations

in the market prices and demand for our products or the raw materials we use could cause large and
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sudden changes in the volume and price at which our Shares will trade. In addition, the Stock
Exchange and other securities markets have, from time to time, experienced significant price and
volume fluctuations that are not related to the operating performance of any particular company. These

fluctuations may also materially and adversely affect the market price of our Shares.

You may experience immediate dilution and may experience further dilution if we issue

additional Shares in the future.

The Offer Price of our Shares is higher than the net tangible asset value per Share immediately
prior to the Global Offering. Therefore, you and other purchasers of our Shares in the Global Offering
will experience an immediate dilution in unaudited pro forma adjusted combined net tangible asset
value of approximately HK$2.53 per Share, based on the maximum Offer Price of HK$4.40. In order
to expand our business, we may consider offering and issuing additional Shares or equity-linked
securities in the future. You and other purchasers of our Shares may experience further dilution in the
net tangible assets book value per Share if we issue additional Shares at a price lower than the net

tangible assets book value per Share at the time of their issue.

Future offerings or sales of our Shares could adversely affect the prevailing market price of our
Shares and result in dilution.

Future offerings or sales of our Shares by us or our Controlling Shareholder, or other
shareholders in the public market, or the perception that such offerings or sales could occur, may cause
the market price of our Shares to decline. Please refer to the section entitled “Underwriting —
Underwriting Arrangements and Expenses — Hong Kong Public Offering” of this prospectus for
details of restrictions that may apply to future sales of our Shares. After these restrictions lapse, the
market price of our Shares may decline as a result of future sales of substantial amounts of our Shares
or other securities relating to our Shares in the public market, the issuance of new Shares or other
securities relating to our Shares (including the issuance of new Shares pursuant to the exercise of share
options granted by us) or the perception that such sales or issuances may occur. This could also have
a material adverse effect on our ability to raise capital in the future at a time and at a price deemed
appropriate. In addition, if we issue additional Shares or share options in the future, you may

experience further dilution.

Due to a gap of up to five business days between pricing and commencement of trading of the
Offer Shares, the initial trading price could be lower than the Offer Price.

The Offer Price will be the result of negotiations between us and the Sole Global Coordinator
(on behalf of the Underwriters), determined on the Price Determination Day. Our Offer Shares,
however, will not commence trading until the Listing Date, which is expected to be up to five business
days after the Price Determination Date. The market price of our Offer Shares could fall during such
period, due to market conditions or other reasons, and therefore the initial trade price of our Offer
Shares may be lower than the Offer Price. Because you will be unable to sell or otherwise deal in our

Offer Shares prior to the commencement of trading, you are subject to the risk of such price decline.
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We may be unable to pay any dividend on our Shares.

Our Company is a holding company incorporated with limited liability under the laws of Cayman
Islands with production subsidiaries in the PRC. Therefore, the availability of funds to us to pay
dividends to our Shareholders and to service our indebtedness will depend heavily upon dividends
received from our operating subsidiaries in the PRC. If these subsidiaries incur debt or losses, such
indebtedness or losses may impair their ability to pay dividends or other distributions to us. As a
result, our ability to pay dividends and to service our indebtedness will be restricted. For further
information regarding our declaration and payment of dividends, please refer to the section entitled
“Financial Information — Dividends and Distributable Reserves” of this prospectus. Our ability to
declare dividends in relation to our Shares will also depend on our future financial performance, which
in turn depends on our success in implementing our business strategy and expansion plans and on
financial, competitive, regulatory, and other factors, general economic conditions, demand for and
prices of our services, costs of supplies and other factors specific to our industry, many of which are
beyond our control. The receipt of dividends from our operating subsidiaries may also be affected by
the passage of new laws, adoption of new regulations or changes to, or in the interpretation or
implementation of, existing laws and regulations, and other events out of our control. PRC law
requires that dividends be paid only out of net profit calculated according to PRC accounting
principles, which differ in many aspects from generally accepted accounting principles in other
jurisdictions. In addition, restrictive covenants in our credit facilities or other agreements that we may
enter into in the future may also restrict the ability of our operating subsidiaries to make distributions
to us. Therefore, these restrictions on the availability and usage of our major source of funding may

affect our ability to pay dividends to our Shareholders.

We cannot guarantee the accuracy of facts, forecasts and other statistics derived from various
official government publications and the Frost & Sullivan Report contained in this prospectus.

Facts, forecasts and other statistics in this prospectus relating to China, the PRC economy and
certain industries have been derived from various official government publications and the Frost &
Sullivan Report. However, we cannot guarantee the quality or reliability of the source materials. They
have not been prepared or independently verified by us, the Sole Global Coordinator and the
Underwriters or any of our or their respective affiliates or advisors and, therefore, we make no
representation as to the accuracy of such facts, forecasts and statistics, which may not be consistent
with other information compiled within or outside China. We have, however, exercised reasonable care
in the reproduction and extraction of such facts, forecasts and statistics from the relevant official
government publications and the Frost & Sullivan Report for the purpose of inclusion in this
prospectus. Due to possibly flawed or ineffective collection methods or discrepancies between
published information and market practice and other problems, the facts, forecasts and statistics in this
prospectus may be inaccurate or may not be comparable to facts, forecasts and statistics produced with
respect to other economies. Furthermore, we cannot assure you that they are stated or compiled on the
same basis or with the same degree of accuracy as may be the case elsewhere. Our Directors have
reviewed and considered these uncertainties to the facts, forecasts and other statistics contained in this
prospectus. Accordingly, you should not unduly rely upon the facts, forecasts and statistics with

respect to China, the PRC economy and the industries contained in this prospectus.
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This prospectus contains forward-looking statements relating to our plans, objectives,
expectations and intentions, which may not represent our overall performance for periods of time
to which such statements relate.

This prospectus contains certain forward-looking statements and information relating to us and
our subsidiaries that are based on the beliefs of our management as well as assumptions made by and
information currently available to our management. When used in this prospectus, the words “aim,”

9 EEINT3

“anticipate,” “believe,” “can,” “continue,

9% 9 9

could,” “estimate,” “expect,” “going forward,” “intend,”

3

“ought to,” “may,” “might,” “plan,” “potential,” “predict,” “project,” “seek,” “should,” “will,”
“would” and similar expressions, as they relate to us or our management, are intended to identify
forward-looking statements. Such statements reflect the current views of our management with respect
to future events, operations, liquidity and capital resources, some of which may not materialize or may
change. These statements are subject to certain risks, uncertainties and assumptions, including the
other risk factors as described in this prospectus. You are strongly cautioned that reliance on any
forward-looking statements involves known and unknown risks and uncertainties. The risks and
uncertainties facing us which could affect the accuracy of forward-looking statements include, but are

not limited to, the following:

° our business prospects;

° our future debt levels and capital needs;

° future developments, trends and conditions in the markets in which we operate;

° our strategies, plans, objectives and goals;
° general economic conditions;
° changes to regulatory or operating conditions in the markets in which we operate;

° our ability to reduce costs;

° our dividend policy;

° our capital expenditure plans;

° the amount and nature of, and potential for, future development of our business;

° capital market developments;

° the actions and developments of our competitors;

° certain statements in “Financial Information” with respect to trends in prices, volumes,
operations, margins, overall market trends, risk management and exchange rates; and

° other statements in this prospectus that are not historical facts.
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Subject to the requirements of the Listing Rules, we do not intend to publicly update or otherwise
revise the forward-looking statements in this prospectus, whether as a result of new information,
future events or otherwise. As a result of these and other risks, uncertainties and assumptions, the
forward-looking events and circumstances discussed in this prospectus might not occur in the way we
expect, or at all. Accordingly, you should not place undue reliance on any forward-looking
information. All forward-looking statements in this prospectus are qualified by reference to this

cautionary statement.

You should rely on this prospectus, and not place any reliance on any information contained in

press articles or other media, in making your investment decision.

You should rely only on the information contained in this prospectus and the Application Forms
to make your investment decision. We have not authorized anyone to provide you with information
that is not contained in, or is different from what is contained in, this prospectus. Prior or subsequent
to the publication of this prospectus, there has been or may be press and media coverage regarding us
and the Global Offering, in addition to marketing materials published by us in compliance with the
Listing Rules. We have not authorized any such press and media reports, and the financial information,
financial projections, valuations and other information purportedly about us contained in such
unauthorized press and media coverage may be untrue and may not reflect what is disclosed in this
prospectus. We make no representation as to the appropriateness, accuracy, completeness, or
reliability of any such information or publication, and accordingly do not accept any responsibility for
any such press or media coverage or the inaccuracy or incompleteness of any such information. To the
extent that any such information appearing in the press and media is inconsistent or conflicts with the
information contained in this prospectus, we disclaim it, and accordingly you should not rely on any
such information. In making your decision as to whether to purchase our Shares, you should rely only

on the information included in this prospectus.
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DIRECTORS’ RESPONSIBILITY FOR THE CONTENTS OF THIS PROSPECTUS

This prospectus, for which the Directors collectively and individually accept full responsibility,
contains particulars given in compliance with the Companies (Winding Up and Miscellaneous
Provisions) Ordinance, the Securities and Futures (Stock Market Listing) Rules (subsidiary legislation
571V of the SFO) and the Listing Rules for the purpose of giving information with regard to our
Company. The Directors, having made all reasonable enquiries, confirm that to the best of their
knowledge and belief, the information contained in this prospectus is accurate and complete in all
material respects and not misleading or deceptive, and there are no other matters the omission of
which would make any statement herein or this prospectus misleading.

INFORMATION ON THE GLOBAL OFFERING

The Offer Shares are offered for subscription and sale solely on the basis of the information
contained and representations made in this prospectus and the Application Forms and on the terms and
subject to the conditions set out herein and therein. No person is authorized to give any information
in connection with the Global Offering or to make any representation not contained in this prospectus,
and any information or representation not contained herein must not be relied upon as having been
authorized by us, the Sole Global Coordinator, the Sole Sponsor, any of the Underwriters, any of our
or their respective directors, agents, employees or advisors or any other parties involved in the Global
Offering. Neither the delivery of this prospectus nor any subscription or acquisition made under it
shall, under any circumstances, create any implication that there has been no change in our affairs
since the date of this prospectus or that the information in this prospectus is correct as of any
subsequent time.

UNDERWRITING

The Global Offering comprises the International Offering and the Hong Kong Public Offering.
A total of 120,000,000 Offer Shares will initially be made available under the Global Offering, of
which 108,000,000 Offer Shares, representing 90% of the total number of Offer Shares will initially
be placed with professional and institutional investors and to the extent permitted by applicable laws,
other investors in Hong Kong and elsewhere, at the Offer Price under the International Offering. The
remaining 12,000,000 Offer Shares, representing 10% of the Offer Shares will be offered in Hong
Kong to the public for subscription at the Offer Price under the Hong Kong Public Offering. The
number of Shares offered for subscription and purchase under the Global Offering will be subject to
re-allocation and the Over-allotment Option. Details of the structure of the Global Offering are
described in “Structure of the Global Offering”.

This prospectus is published solely in connection with the Hong Kong Public Offering, which
forms part of the Global Offering. This prospectus and the Application Forms set out the terms and
conditions of the Hong Kong Public Offering. The listing of the Shares on the Stock Exchange is
sponsored by the Sole Sponsor. The Hong Kong Public Offering is fully underwritten by the Hong
Kong Underwriters under the terms of the Hong Kong Underwriting Agreement on a conditional basis.
One of the conditions is that we and the Sole Global Coordinator (on behalf of the Underwriters) have
agreed on the Offer Price. For applicants under the Hong Kong Public Offering, this prospectus and
the Application Forms set out the terms and conditions of the Hong Kong Public Offering. The
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International Offering will be fully underwritten by the International Underwriters under the terms of
the International Underwriting Agreement, which is expected to be entered into on or about the Price
Determination Date, subject to agreement on the Offer Price between the Sole Global Coordinator (on
behalf of the Underwriters) and us. The Global Offering is managed by the Sole Global Coordinator.

The Offer Price is expected to be determined by agreement between the Sole Global Coordinator
(on behalf of the Underwriters) and us on the Price Determination Date. The Price Determination Date
is expected to be on or around July 9, 2014 and, in any event, not later than July 14, 2014. If, for any
reason, the Offer Price is not agreed between the Sole Global Coordinator (on behalf of the
Underwriters) and us, the Global Offering will not proceed. For full information about the
Underwriters and the underwriting arrangements, please see the section entitled “Underwriting” of
this prospectus.

RESTRICTIONS ON SALE OF OFFER SHARES

Each person acquiring the Hong Kong Offer Shares under the Hong Kong Public Offering will
be required to, or be deemed by his acquisition of Offer Shares to, confirm that he is aware of the
restrictions on offers of the Offer Shares described in this prospectus and that he is not acquiring, and
has not been offered, any Offer Shares in circumstances that contravene any such restrictions.

No action has been taken in any jurisdiction other than Hong Kong to permit a public offering
of the Offer Shares or the distribution of this prospectus. Accordingly, this prospectus may not be used
for the purpose of, and does not constitute, an offer or invitation in any jurisdiction or in any
circumstances in which such an offer or invitation is not authorized or to any person to whom it is
unlawful to make such an offer or invitation. The distribution of this prospectus and the offering and
sales of the Offer Shares in other jurisdictions are subject to restrictions and may not be made except
as permitted under the applicable securities laws of such jurisdictions pursuant to registration with or
authorization by the relevant securities regulatory authorities or an exemption therefrom.

APPLICATION FOR LISTING ON THE STOCK EXCHANGE

We have applied to the Listing Committee of the Stock Exchange for the listing of, and
permission to deal in, on the Main Board, our Shares in issue and to be issued pursuant to the
Capitalization Issue and the Global Offering (including any Shares which may be sold under the
Over-allotment Option and any additional Shares which may fall to be issued upon the exercise of any
options to be granted under the Share Option Scheme). None of our Shares or loan capital of our
Company is listed on or dealt in on any other stock exchange. At present, we are not seeking or
proposing to seek such listing or permission to deal in our Shares on any other stock exchange.

OUR SHARES WILL BE ELIGIBLE FOR ADMISSION INTO CCASS

Subject to the Stock Exchange granting the listing of, and permission to deal in, our Shares on
the Stock Exchange and our compliance with the stock admission requirements of HKSCC, our Shares
will be accepted as eligible securities by HKSCC for deposit, clearance and settlement in CCASS with
effect from the date of commencement of dealings in our Shares on the Stock Exchange or any other
date as determined by HKSCC.
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Settlement of transactions between participants of the Stock Exchange is required to take place
in CCASS on the second business day after any trading day. You should seek advice from your
stockbroker or other professional advisors for details of such settlement arrangements as such
arrangements will affect your rights and interests.

We have made all necessary arrangements for our Shares to be admitted into CCASS. All
activities under CCASS are subject to the General Rules of CCASS and CCASS Operational
Procedures in effect from time to time.

PROFESSIONAL TAX ADVICE RECOMMENDED

You should consult your professional advisors if you are in any doubt as to the taxation
implications of subscribing for, purchasing, holding or disposing of, and dealing in our Shares (or
exercising rights attaching to them) under the laws of Hong Kong and the place of your operations,
domicile, residence, citizenship or incorporation. We emphasize that none of the Sole Global
Coordinator, the Joint Bookrunners, the Sole Sponsor, Underwriters, us, any of our or their respective
directors or any other person or party involved in the Global Offering accepts responsibility for your
tax effects or liabilities resulting from your subscription for, purchasing, holding or disposing of, or
dealing in our Shares or your exercise of any rights attaching to our Shares.

HONG KONG REGISTER OF MEMBERS AND STAMP DUTY

Our Company’s principal register of members will be maintained in our Company’s principal
share registrar Royal Bank of Canada Trust Company (Cayman) Limited in the Cayman Islands. Our
Company’s Hong Kong register of members will be maintained by our Hong Kong Share Registrar,
Computershare Hong Kong Investor Services Limited, in Hong Kong. All Shares issued by us pursuant
to applications made in the Hong Kong Public Offering and the International Offering will be
registered on our register of members to be maintained in Hong Kong.

Dealings in the Shares registered in our Company’s register of members of our Company
maintained in Hong Kong will be subject to Hong Kong stamp duty. The current rate of stamp duty
in Hong Kong is 0.2% of the consideration or, if higher, the market value of the Shares being sold or
transferred.

Unless we determine otherwise, dividends payable in HK dollars in respect of our Shares will be
paid to the Shareholders listed on our Hong Kong register of members, by ordinary post, at the
Shareholders’ risk, to the registered address of each Shareholder.

EXCHANGE RATE CONVERSION

Unless otherwise specified, amounts denominated in HK$ has been translated, for illustration
purposes only, into RMB in this prospectus at the following rate:

HKS$1 : RMBO0.79415 (RMB1 : HK$1.25921)
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The exchange rate between HK$ and RMB was set by PBOC for foreign exchange transactions
prevailing as at the Latest Practicable Date. No representation is made that any amounts in RMB or
HKS$ can be or could have been at the relevant dates converted at the above rates or any other rates,

or at all.

Certain amounts and percentage figures included in this prospectus have been subject to
rounding adjustments/are rounded to one decimal place. Any discrepancies in any table or chart
between the total shown and the sum of the amounts listed are due to rounding.

PROCEDURE FOR APPLICATION FOR HONG KONG OFFER SHARES

The procedure for applying for Hong Kong Offer Shares is set out in the section entitled “How
to Apply for Hong Kong Offer Shares” of this prospectus and on the Application Forms.

STRUCTURE OF THE GLOBAL OFFERING

Details of the structure of the Global Offering, including its conditions, are set out in the section
entitled “Structure of the Global Offering” in this prospectus.

ROUNDING

Any discrepancies in any table between totals and sums of amounts and percentages listed therein

are due to rounding.
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DIRECTORS

Name

Address

Nationality

Executive Directors

Mr. Kwok Kin Sun
(R EEHT)

Mr. Kwok Hon Fung
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Ms. Yuan Mei Rong
(HES)

No. 31 Quanxiu Villa
Quanxiu Road
Fengze District
Quanzhou City
Fujian Province

PRC

No. 31 Quanxiu Villa
Quanxiu Road
Fengze District
Quanzhou City
Fujian Province

PRC
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No. 93 Tianhuai Road
Fengze District
Quanzhou City

Fujian Province

PRC

Independent non-executive Directors

Mr. Kwauk Teh-Ming Walter
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Mr. Zhang Longgen
(IR HEMR)

Mr. Zhang Zhaodong
(R B

56 MacDonnell Road

Flat 18-B Greenland Court

Hong Kong

No. 302, Unit 1 Block 1

No. 25 Guangqu Road
Chaoyang District
Beijing

PRC

Unit 604
Wu Zhou Building

No. 372, Hexiang West Road

Xiamen City
Fujian Province
PRC

Chinese
(Hong Kong)

Chinese
(Hong Kong)

Chinese

Canadian

American

Chinese

For further information, please refer to the section entitled “Directors and Senior Management”

in this prospectus.
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PARTIES INVOLVED IN THE GLOBAL OFFERING

Sole Global Coordinator

Sole Sponsor

Joint Bookrunners

Joint Lead Managers

Barclays Bank PLC

5 The North Colonnade
Canary Wharf

London E14 4BB
United Kingdom

Barclays Capital Asia Limited
41/F, Cheung Kong Center

2 Queen’s Road Central

Hong Kong

For Hong Kong Public Offering:
Barclays Bank PLC, Hong Kong Branch
41/F, Cheung Kong Center

2 Queen’s Road Central

Hong Kong

CCB International Capital Limited
12/F., CCB Tower

3 Connaught Road Central
Central, Hong Kong

For International Offering:
Barclays Bank PLC

5 The North Colonnade
Canary Wharf

London E14 4BB

United Kingdom

CCB International Capital Limited
12/F., CCB Tower

3 Connaught Road Central
Central, Hong Kong

For Hong Kong Public Offering:
Barclays Bank PLC, Hong Kong Branch
41/F, Cheung Kong Center

2 Queen’s Road Central

Hong Kong

CCB International Capital Limited
12/E., CCB Tower

3 Connaught Road Central
Central, Hong Kong
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Co-lead Manager

Legal advisors to our Company

DBS Asia Capital Limited
17th Floor, The Center

99 Queen’s Road Central
Hong Kong

For International Offering:
Barclays Bank PLC

5 The North Colonnade
Canary Wharf

London E14 4BB

United Kingdom

CCB International Capital Limited
12/F., CCB Tower

3 Connaught Road Central
Central, Hong Kong

DBS Asia Capital Limited
17th Floor, The Center

99 Queen’s Road Central
Hong Kong

For Hong Kong Public Offering:

RHB OSK Securities Hong Kong Limited
12/F, World-wide House

19 Des Voeux Road Central

Hong Kong

As to Hong Kong law:

Orrick, Herrington & Sutcliffe
43/F, Gloucester Tower

The Landmark

15 Queen’s Road Central
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Certain facts, information, statistics and data relating to China’s economy and the industry
in which we operate that are presented in this section and elsewhere in this prospectus are
derived from publicly available government official sources (including various publications
issued by PRC government entities) as well as a report we commissioned from Frost & Sullivan.
See “— Sources of Information” below. We believe that such sources are appropriate sources and
statistics below, including forward-looking information for future periods as identified have been
extracted and reproduced after reasonable care has been taken. The information from official
government publications and Frost & Sullivan may not be consistent with other information and
statistics complied within or outside China. We have no reason to believe that such information
is false or misleading in any material respect or that any fact has been omitted that would render
such information false or misleading in any material respect. The information has not been
independently verified by us, or any of our respective directors, officers, representatives or
affiliates, the Sole Sponsor, Sole Global Coordinator, Joint Bookrunners and Joint Lead
Managers, the Underwriters, any of our or their respective affiliates or advisors, or any other
party involved in the Global Offering and no representation is given as to its accuracy or

correctness and accordingly it should not be unduly relied on.

SOURCES OF INFORMATION

In connection with the Global Offering, we have commissioned a research report from Frost &
Sullivan, or the Frost & Sullivan Report, for use in part in this prospectus to provide prospective
investors with necessary information on the economy of the PRC, the industry and market segments
in which we operate and our competitive position, including forward-looking information. Frost &
Sullivan has charged us a fee of approximately RMB1.45 million for the preparation of the Frost &
Sullivan Report, which we believe is in line with the market rate for such a report.

Frost & Sullivan is an independent global researcher and consulting advisor offering a range of
services including technology research, market research, economic research, corporate best practices
advising, training, customer research, competitive intelligence and corporate strategy. Founded in
1961, it has 35 global offices with more than 1,800 industry consultants, market research analysts,
technology analysts and economists. Frost & Sullivan’s independent research was undertaken through
both primary and secondary research obtained from various sources within the PRC menswear
industry. Primary research involved interviewing leading industry participants including branded
menswear companies, menswear distributors, industry experts and manufacturers. Secondary research
involved reviewing company reports, independent research reports and data based on Frost &
Sullivan’s research database. In preparing the research report, Frost & Sullivan used secondary
research as an initial research platform with reference to results derived from primary research.

Frost & Sullivan has also adopted the following assumptions when making projections on the
macroeconomic environment, overall menswear market as well as the middle-upper menswear market
in the PRC:

° GDP, disposable income per capita and middle class population in the PRC are forecasted
to grow at a steady rate, mainly supported by, among other factors, favorable government
policies, urbanization, as well as a global economic recovery,
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° Specific industry growth drivers and trends in the menswear, middle-upper menswear and
trousers markets in the PRC in addition to macroeconomic factors during the forecast
period include, but are not limited to, male consumers’ increasing sophistication, local
companies’ increasing investment in brand building, product development, and
development of distribution channels in the PRC; and

° Relatively high inventory levels in the menswear market are likely to remain a short term
issue and it is expected to ease driven by strong demand for menswear products.

ECONOMIC GROWTH IN THE PRC

Nominal GDP Growth in the PRC

The PRC economy has experienced rapid growth in the past 30 years and economic stimulus
policies recently implemented by the Chinese government have continued to boost economic growth.
According to the National Bureau of Statistics of China (“NBSC”), from 2009 to 2013, China’s
nominal GDP grew at a CAGR of 13.7%, which represented growth from approximately RMB34,090.3
billion in 2009 to approximately RMB56,884.5 billion in 2013. Nominal GDP per capita in the PRC
grew at a CAGR of 13.0%, from approximately RMB25,608.0 in 2009 to approximately RMB41,804.7
in 2013. According to the International Monetary Fund, it is projected that the PRC’s nominal GDP
will increase to approximately RMB90,684.6 billion by 2018, representing a CAGR of 9.8% from
2013 to 2018. Nominal GDP per capita in the PRC is projected to reach RMB65,012.3 by 2018,
representing a CAGR of 9.2% from 2013 to 2018.

The following table sets forth the historical GDP and annual growth rate in the PRC for the
period indicated:

Nominal GDP in the PRC (2009A to 2013A)

2009A 2010A 2011A 2012A 2013A
Nominal GDP (RMB billion)................... 34,090 40,151 47,310 51,894 56,885
Nominal GDP growth rate (%) ................ 17.8 17.8 9.7 9.6
Real GDP growth rate (%) ......cccovevvennenne. 10.4 9.3 7.7 7.7

Source: NBSC (2013 Statistics Yearbook of China) for historical data from 2009A to 2013A

Note: “A” denotes actual data
Urbanization Trend

Rapid economic growth has been accompanied by accelerating urbanization in the PRC.
According to the NBSC, while total population in the PRC increased by 26.2 million, representing a
CAGR of 0.5% from 2009 to 2013, China’s urbanization rate increased from approximately 48.3% to
approximately 53.7% during the same period. Frost & Sullivan estimates urban population growth in
the PRC will maintain at a CAGR of 3.2% from 2013 to 2018 while the urbanization rate is projected
to reach approximately 61.3% by 2018.

— 64 —
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Growth in Disposable Income of Urban Population

According to the NBSC, per capita annual disposable income of the PRC’s urban population in
2013 stood at approximately RMB26,955.0, 44.9% higher than per capita annual disposable income
of the total population in the same year. From 2009 to 2013, per capita annual disposable income grew
from approximately RMB17,174.7 to approximately RMB26,955.0 in 2013, representing a CAGR of
11.9%. Per capita GDP growth, increase in social welfare spending and minimum wages have
historically and will continue to drive growth of disposable income of urban population. The
announcement of the Chinese government’s plan to double China’s national income by 2020 and
Premier Li’s emphasis on domestic demand as a priority for national growth are also expected to
further promote consumption spending in China. Per capita annual disposable income of urban
population in the PRC is projected to reach approximately RMB45,854.8 by 2018, representing a
CAGR of 11.2% from 2013 to 2018.

The following chart sets forth the historical and projected per capita annual disposable income
of urban households and total households in the PRC for the period indicated:

Disposable Income Per Capita in the PRC (2009A to 2018E)

RMB
50,000
458548 Per Capita Annual Total Urban
40,000 L Disposable Income CAGR Population Population
295395%4’280'4 2009A-2013A 14.1% 11.9%
30,000 26,9559 — 2013A-2018E 13.0% 112%
20,953.5
20000 —ZA747 18,599.1 |
10,964.4
10,000 ] —
0 /AVI 'AV/
2009A 2013A 2014E 2018E

B Per Capita Annual Disposable Income of Total Population
Per Capita Annual Disposable Income of Urban Population

Source: NBSC (2013 Statistics Yearbook of China) for historical data from 2009A to 2013A and Frost & Sullivan estimates
from 2014E to 2018E.

Note: “A” denotes actual data and “E” denotes estimates.

As disposable income rises, the middle class in the PRC, characterized by their relatively higher
purchasing power and education qualifications, has also been growing in significance. According to
Frost & Sullivan, the middle class and wealthy individuals as a percentage of total population
increased rapidly from 16.6% to 28.2% between 2009 and 2013. They will continue to play an
important role in the development of the PRC’s economy and by 2018, are expected to account for

44.7% of the total population.
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Growth in Discretionary Spending

Urbanization trend, disposable income growth and the burgeoning middle class population are
expected to fuel domestic consumption and discretionary spending in the PRC. According to Frost &
Sullivan, the change in demographics and growing purchasing power are likely to be followed by a
shift in consumption patterns, as middle class consumers are often less price sensitive, and have a
growing preference for quality products as well as differentiated shopping experiences. Discretionary
spending growth has historically outpaced retail sales of consumer goods and macroeconomic policies
in the PRC are expected to support this trend. In 2013, consumer discretionary spending in the PRC
stood at RMBS5,702.0 billion and historically grew at a CAGR of 15.9% from 2009 to 2013, exceeding
overall retail sales of growth of 15.7% CAGR during the same period. From 2013 to 2018, retail sales
of discretionary items is forecasted to grow at a CAGR of 14.2% while overall retail sales, is
forecasted to grow at a CAGR of 12.8% in the same period.

The following chart illustrates the total retail sales of consumer discretionary items in the PRC

for the period indicated:

Retail Sales of Consumer Discretionary Items in the PRC (2009A to 2018E)

CAGR: 15.9% CAGR: 14.2%
A A
14 Vo A}
12,000.0 H-694-9
9,798.8
10,000.0 8.619.8 B
7,568.3 |
8,000.0 66113
5,702.0
6,000.0 4927 [
43215
40000 1163 3,699.8 [
2,000.0 — -
0.0
2009A 2010A 2011A 2012A 2013A 2014E 2015E 2016E 2017E 2018E

Source: NBSC (2013 Statistics Yearbook of China) for historical data from 2009A to 2013A and Frost & Sullivan estimates from
2014E to 2018E.

Note: “A” denotes actual data and “E” denotes estimates.
OVERVIEW OF THE MENSWEAR MARKET IN THE PRC

The menswear market in the PRC has witnessed strong growth and rapid development
historically. According to Frost & Sullivan, total retail revenue of the menswear market in the PRC
increased from approximately RMB300.3 billion in 2009 to approximately RMB515.6 billion in 2013,
representing a CAGR of 14.5%. Despite strong historical growth, per capita spending in China’s
menswear market remains low compared to other developed countries. Menswear spending per capita
in the PRC in 2012 stood at approximately US$128.2 per annum, which is approximately six times less
than the average per capita spending in the U.S. and the European Union and is also significantly
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lower than other developed countries in Asia, such as South Korea and Singapore. Going forward,
Frost & Sullivan estimates retail revenue from the menswear market in the PRC to grow at a CAGR
of 14.8% from 2013 to 2018 and reach approximately RMB1,026.8 billion by 2018, underpinned by

favorable macroeconomic and demographic trends.

The following charts illustrate the total retail revenue of the menswear market in the PRC and

per capita spending on menswear in the PRC, respectively, for the period indicated:

PRC’s Menswear Market Size Menswear Consumption Per Capita
(2009A to 2018E) Comparison (2012A)
Retail Revenue (RMB billion) USD
CAGR: 14.5% CAGR: 14.8% 1,000
A A 846.9
I Ve N 805.6
1,026.8 708.9
1.000 8906 - 750 I
770.9
669.4 458.5 ST
584.1 500 _— = — -
46735156
408 9 -
500 3480 - OEE B B 264.7
300.3 250
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Source: Frost & Sullivan.

Note: “A” denotes actual data and “E” denotes estimates.

OVERVIEW OF MIDDLE-UPPER MENSWEAR SEGMENT IN THE PRC

Growing Dominance of Middle-upper Menswear Segment

The PRC menswear market can be categorized into four segments: high end, middle-upper end,
mid end and low end. According to the Frost & Sullivan Report, in addition to the strong link between
product pricing and brand classification, brand classification is also a reflection of other factors,
including brand proposition, target customers, store image and location, product offering and
distribution channel strategy. To illustrate one of the key basis for brand classification, the table below

sets forth the price range of menswear for the four segments:

(Unit: RMB) High-end Middle-upper end Mid-end Low-end
Suits per set ....... >4,000 2,000-4,000 800-2,000 <800
One men’s shirt... >1,000 500-1,000 250-500 <250
One pair of

men’s trousers.. >800 400-800 200-400 <200
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The middle-upper menswear segment, which targets the growing middle class in the PRC, is the
largest category with a 30.4% market share of the menswear market in 2013 and has also been the
fastest growing segment historically. According to the Frost & Sullivan Report, total retail revenue
generated from the middle-upper menswear segment in the PRC increased from approximately
RMBS82.7 billion in 2009 to approximately RMB156.8 billion in 2013, representing a CAGR of 17.4%
during that period. Dominance of the middle-upper segment is expected to continue supported by the

following reasons set out below:

i. Rising middle class and affluent consumers

The growing middle class in the PRC is expected to increase the customer base for the
middle-upper menswear market. These customers are generally less sensitive to price and may seek

to purchase increasingly more discretionary items.

ii.  Growing consumer preference for high quality, branded menswear products

As male consumers in the PRC become more educated and sophisticated about menswear
fashion, they have become more focused on product quality, branding and design when making their
purchasing decisions. Driven by an increasing number of social and business occasions as well as
ongoing brand education, menswear products have also generally transitioned from solely being a

necessity to an expression of individuality in public occasions.

iii. Continuous branding and investments made by middle-upper menswear companies

To capture growth opportunities in the middle-upper menswear market, local companies have
continued to invest in branding and product design in order to elevate their brand status and improve
penetration into higher-end distribution channels. As consumers become increasingly receptive
towards local brands positioned in the middle-upper menswear segment, local brands are expected to

gain popularity, especially in the lower tier cities.

Supported by the reasons set out above, the middle-upper end menswear market is forecasted to
be the highest growth price segment during the forecasted period. Frost & Sullivan projects retail
revenue of the middle-upper menswear segment in the PRC to grow at a CAGR of 17.9% from 2013
and 2018 to reach approximately RMB356.7 billion in 2018.
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The following chart illustrates the total retail revenue of menswear in the PRC by price tier for

the period indicated:

Menswear Market by Price Tier in the PRC (2009A to 2018E)

CAGR Low Mid Middle-upper High
2009A - 2013A 10.6% 16.0% 17.4% 14.3%
2013A-2018E 9.7% 16.0% 17.9% 14.6%

Retail Revenue (RMB Billion)

1,200 10263
890.6
770.9
800 i 69+
467.3
408.9
400 300.3 348.0
] — 3567
301.3
e Bam EER 253.9
memn  Emmm TR U557 isep 1823 2146
0
As 2 % of total 2009A 2010A 2011A 2012A 2013A 2014E 2015E 2016E 2017E 2018E
» High-end 18.2% 18.4% 18.5% 18.6% 18.1% 17.9% 17.8% 17.9% 17.9% 18.0%
Middle-upper  27.5% 28.2% 28.9% 29.7% 30.4% 31.2% 32.1% 32.9% 33.8% 34.7%
= Mid-end 22.9% 23.2% 23.5% 23.9% 24.1% 24.4% 24.7% 25.0% 25.2% 25.5%
Low-end 31.4% 30.2% 29.0% 27.8% 27.3% 26.5% 25.5% 24.2% 23.0% 21.8%

Source: Frost & Sullivan.

Note: “A” denotes actual data and “E” denotes estimates.
Key Distribution Channels for Middle-upper Menswear Products

Key distribution channels for middle-upper menswear market mainly comprise of, among others,
(i) in-shop stores, (ii) street stores, and (iii) internet.

In-shop stores are defined as stores located within department stores and shopping malls. It is
an important distribution channel in the middle-upper menswear market and currently constitutes
approximately 45.7% of the middle-upper menswear market in 2013. Department stores generate the
majority of revenue that arises from in-shop stores as shopping malls are still at a relatively early stage
of development in the PRC. The total number of department stores amounted to approximately 8,800
in the PRC in 2013, up from approximately 5,900 in 2008. Due to the relative underdevelopment of
commercial real estate in most cities in the PRC, department stores and shopping malls have
historically been and will continue to be an important growth avenue for middle-upper menswear
brands as the in-shop store channel allows brand owners to achieve growth and tap into new markets
by expanding through the department store and shopping mall network, in particular in Third-tier
cities and Fourth-tier cities. Despite rapid expansion of department stores and shopping malls
historically, it is expected that favorable macroeconomic factors, mostly pertaining to urbanization
and rising disposable income of urban households, will sustain the expansion of department stores and
shopping malls in lower tier cities. Retail revenue of the middle-upper end menswear market from
in-shop stores is forecasted to grow at a CAGR of 18.6% from 2013 to 2018 to approximately
RMB168.4 billion in 2018, making it one of the highest growth distribution channels. As of the end
of 2013, approximately 74.5% of Fordoo’s stores were located in department stores or shopping malls
and according to the Frost & Sullivan Report, Fordoo has a higher ratio of in-shop stores than other
reputable middle-upper menswear brands, such as Septwolves, Joeone and Lilanz.
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Street stores are defined as street-level retail stores and are the primary distribution channel for
middle-upper end menswear products with a 47.7% market share in 2013. Street stores typically have
relatively larger shopping areas and an enhanced in-store experience, and are considered to be positive

to brand building. However, customer traffic is largely dependent on the store’s location.

Internet sales of middle-upper end menswear has witnessed strong growth historically. According
to the Frost & Sullivan Report, total retail revenue from internet sales grew from RMB3.0 billion in
2009 to RMB6.5 billion in 2013, representing a CAGR of 21.4% during that period. Although internet
sales only constitute approximately 4.1% of total middle-upper menswear retail sales, the segment is
expected to experience rapid growth at a CAGR of 20.8% from 2013 to 2018 and reach approximately

RMB16.7 billion in retail sales by 2018.

Other distribution channels include supermarkets, hypermarkets and wholesale stores. Sales from

other distribution channels accounted for approximately 2.5% of middle-upper menswear retail sales

in 2013.

The following chart illustrates retail revenue of each distribution channel for middle-upper

menswear in the PRC as of the period indicated:

Middle-upper Menswear Market by Distribution Channel in the PRC (2009A to 2018E)

Retail Revenue (RMB Billion)

375 356.7
167 Street In-shop Internet
CAGR Store  Store  Sales Others
250 X723 168.4 —
156.8
125 2009A-2013A 16.5% 183% 21.4% 11.9%
0
As a % of total 2009A 2013A 2014E 2018E 3013A—2018E 172% 18.6% 208% 11.4%
= Street Store  49.0% 47.7% 47.5% 46.3%
In-shop Store  44.4% 45.7% 45.9% 47.2%
H Internet Sales 3.6% 4.1% 4.3% 4.7%
Others 3.0% 2.5% 2.3% 1.9%

Source: Frost & Sullivan.
Note: Revenue from in-shop stores consists of menswear retail sales occurred in department stores and shopping malls. “A”

denotes actual data and “E” denotes estimates.
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Overview of Distribution Model of Middle-upper Menswear Brands

The PRC’s apparel and menswear markets are characterized by broad geographic reach and
regional differences. The common distribution model adopted by most middle-upper menswear brand
owners is a third-party distributorship model which generally involves two levels of third party
distributors. Brand owners sell most of their products to third-party distributors dedicated to their
assigned province or region in the PRC. These distributors have the flexibility to further engage
sub-distributors in order to penetrate into more remote or rural markets.

Most middle-upper menswear companies adopt a distributorship model in order to leverage local
distributors’ regional expertise and to optimize their cost structure. This business model allows brand
owners to achieve rapid expansion of retail outlets at lower costs and potentially less execution risk.
According to the Frost & Sullivan Report, approximately 61.6% of middle-upper menswear retail
revenues in the PRC are attributable to stores operated by third-party distributors, while sales from
self-operated retail outlets comprise the remaining 38.4%.

Competitive Landscape

The middle-upper menswear market in the PRC is relatively fragmented, with the top ten players
accounting for approximately 28.0% market share in terms of retail revenue in 2013. The segment,
with the exception of Jack & Jones, is predominantly led by domestic brands as they benefit from first
mover advantage and their established distribution network in the PRC. According to the Frost &
Sullivan Report, “FORDOO” brand was ranked sixth with a 2.9% market share in the middle-upper
menswear market in terms of retail sales in 2013.

The following table sets forth market share by retail revenue in the middle-upper menswear
market in the PRC in 2013:

Top Ten Players in Middle-upper Menswear Market in the PRC in Terms of Retail Revenue

Ranking Brand Retail Revenue in 2013A Market Share in 2013A
(RMB billion) (%)
Lo Septwolves 6.6 4.2%
2 Jack & Jones 6.4 4.1%
3 Lilanz 6.2 4.0%
4o Joeone 5.8 3.7%
SN Seven Brand 5.7 3.7%
6 Fordoo 4.6 2.9%
T Baoxiniao 2.4 1.5%
8 Cabbeen 2.2 1.4%
O K-boxing 2.1 1.3%
10, Sinoer 1.8 1.2%

Source: Frost & Sullivan

Note: “A” denotes actual data.
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Key Barriers to Entry

Key barriers to entry in the PRC menswear industry include brand awareness and access to
distribution channels. Existing menswear players with strong brand recognition and distinctive brand
identity are likely to deter new entrants as the time, resources and costs associated with building a
brand and customer loyalty is substantial. In addition, the scarcity of prime locations in shopping
destinations in China and geographical difference among regions also make it difficult for new

entrants to gain access to the market.

Challenges faced by Competitors in the China’s Menswear Market

High Inventory Level

Both brand owners and distributors in the PRC face pressure from rising inventory levels due to
an overall slowdown in consumption and overexpansion of retail networks historically. As such, some
brand owners are forced to sell their products at discounts in order to clear aged inventory, which may

have an adverse impact on brand reputation and profitability, and the overall market.

Product Homogeneity and Escalating Competition from Foreign Players

International brands continue to expand in the PRC in order to capture growth opportunities in
the menswear market. International players generally have developed distinctive brand identities,
strong R&D capabilities as well as efficient value chain management which enables them to more
efficiently meet rapid changes in fashion trends and evolving consumer demand. On the contrary, some
domestic brands have struggled from the lack of product differentiation, inferior product design, as

well as strong brand identities.

OVERVIEW OF MIDDLE-UPPER BUSINESS FORMAL AND BUSINESS CASUAL
MENSWEAR MARKETS IN THE PRC

According to the Frost & Sullivan Report, the middle-upper menswear market can be further
categorized into four product styles: (i) business formal, (ii) business casual, (iii) fashion casual and
other menswear, and (iv) accessories. Business casual and business formal are the most relevant
fashion categories within the middle-upper menswear market, and accounted for approximately 82.4%
of the market in 2013. Both segments enjoy strong brand loyalty and pricing power. In addition, the
business menswear market has traditionally been less susceptible to fashion risk. These characteristics

will potentially enable brand owners positioned in these segments to further capitalize on these trends.
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The following chart illustrates the total retail revenue of menswear in the PRC by product style

for the period indicated:

Middle-upper Menswear Market by Product Style in the PRC (2009A — 2018E)

Fashion Casual &

CAGR Business Formal Business Casual  Other Menswear Accessories
2009A - 2013A 15.2% 19.1% 17.8% 10.6%
2013A - 2018E 14.9% 19.8% 18.1% 10.6%

Retail Revenue (RMB Billion)
400 3

301.3 -
300 -

As a % of total 2009A  2010A  2011A 2012A 2013A  2014E  2015E  2016E  2017E  2018E
= Business Formal 358% 352% 344% 33.6% 332% 327% 32.0% 312% 303% 29.3%
Business Casual 464% 47.1% 479% 48.7% 492% 499%  50.7%  51.5% 52.4%  53.4%
® Fashion Casual & Other Menswear  15.6%  15.7% 15.8% 159% 159% 159% 158% 159% 16.0% 16.1%
Accessories 2.1% 2.0% 1.8% 1.7% 1.7% 1.6% 1.5% 1.4% 1.3% 1.2%

Source: Frost & Sullivan.

Note: “A” denotes actual data and “E” denotes estimates.

Business casual is the largest and the fastest-growing category within the middle-upper
menswear segment. According to the Frost & Sullivan Report, total retail revenue generated from the
middle-upper business casual menswear market in the PRC grew from approximately RMB38.4 billion
in 2009 to approximately RMB77.2 billion in 2013 at a CAGR of 19.1%. In 2013, business casual
segment contributes approximately 49.2% of total middle-upper menswear retail sales. Driven by the
growing popularity of the business casual dress code at work and other social and business occasions,
the segment is forecasted to reach a market size of approximately RMB190.5 billion by 2018 and grow
at a CAGR of 19.8% from 2013 to 2018, exceeding growth of all other product styles as well as price

segments in the menswear market in the PRC during the same period.

Business formal is the second most relevant product style within the middle-upper end menswear
segment. Its market size stood at approximately RMBS52.1 billion and constituted approximately
33.2% of the middle-upper menswear market in 2013. Despite evolving fashion trends, business
formal is still one of the most featured product style in the workplace and is mandatory in certain
occasions. According to the Frost & Sullivan Report, total retail sales generated from the middle-upper
business formal menswear market in the PRC grew at a CAGR of 15.2% from 2009 to 2013 and growth
from 2013 to 2018 is projected to be relatively stable at 14.9%.
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Competitive Landscape

Fordoo is ranked #5 in both the middle-upper business casual and the business formal menswear
segments. According to the Frost & Sullivan Report, our “FORDOO” brand held an approximately
4.0% and 2.9% market share in the middle-upper business casual menswear and the middle-upper
business formal menswear segments, respectively in terms of retail sales in 2013.

The following tables set forth market share by retail revenue in the middle-upper business casual
and business formal menswear market in the PRC in 2013:

Top Five Players in Middle-upper Business Top Five Players in Middle-upper Business

Casual Menswear Market in 2013A Formal Menswear Market in 2013A
Retail Market Retail Market
Ranking Brand Revenue Share Ranking Brand Revenue Share
(RMB in (RMB in
billions) (%) billions) (%)
1 Lilanz 5.3 6.9% 1 Joeone 2.8 5.3%
2 i, Septwolves 5.0 6.5% 2 Baoxiniao 1.7 3.2%
3 Seven Brand 4.2 5.4% 3 Septwolves 1.6 3.1%
4o Joeone 3.1 4.0% 4 Seven Brand 1.5 3.0%
5 Fordoo 3.1 4.0 % 5 Fordoo 1.5 2.9%

Source: Frost & Sullivan.

Note: “A” denotes actual data; Retail sales of business casual menswear products include sales derived from denim wear and

shorts, which only represent a small portion of total companies’ sales.
OVERVIEW OF THE MEN’S TROUSERS SEGMENT IN THE PRC

In 2013, the trousers segment represented approximately 16.3% of the overall menswear market
in the PRC in terms of retail revenue. Although the trousers segment is a relatively small category
compared to suits and upper garments, trousers is expected to become increasingly relevant in men’s
fashion according to the Frost & Sullivan Report during the forecasted period given the rising
sophistication of the male consumer. Men are becoming more fashion conscious and aware of the
various styles, designs and quality of trousers available in the market. The growing range of trousers
and designs in different colors, cuts (e.g., low-rise, high-rise, straight cut), fabric (e.g., denim, wool),
length (e.g., ankle length, crop pant), prints and style for different occasions, is expected to further
stimulate demand of branded and quality trousers in the forecasted period.

From 2009 to 2013, retail revenue generated from the trousers segment according to the Frost &
Sullivan Report grew from approximately RMB47.0 billion to approximately RMBS84.3 billion
representing a CAGR of 15.7% during the period. From 2013 to 2018, trousers is forecasted to be the
highest growth category among menswear product categories and the trousers market by retail revenue
is expected to reach approximately RMB177.8 billion by 2018 and grow a CAGR of 16.1% from 2013
to 2018, exceeding forecasted growth of suits and upper garments as well as accessories.
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The following table sets forth market share by retail revenue in the trousers market in the PRC

for the periods indicated:

Menswear Market Size and Forecast by Product (2009A to 2018E)

Retail Revenue (RMB Billion) Suits &
300 Upper
750 1,026.8 CAGR Garments  Trousers Accessories
200 —
. 515.6 o841 _ 2009A-2013A  143%  157%  13.4%
100 3003 — - 1778 _
50 _ e— 843 9.5 _ |

0 _&*VL___’AV__ 2013A-2018E  14.6%  161%  122%
As a % of total

2009A 2013A 2014E 2018E

m Suits& 80.1% 79.5% 79.4% 79.0%
Upper Garments
Trousers 15.6% 16.3% 16.5% 17.3%
B Accessories 4.3% 4.1% 4.1% 3.7%

Source: Frost & Sullivan.

Note: “A” denotes actual data and “E” denotes estimates.

The men’s trousers market in the PRC is fragmented, and the top five men’s trousers brands only
accounted for approximately 12.0% of total men’s trousers retail revenue in the PRC in 2013. We had
been consistently a top two men’s trousers brand in the PRC from 2011 to 2013. Our trousers sales
have continued to outpace industry growth, and we have witnessed market share gains in the men’s

trousers market in the PRC, growing from approximately 2.6% in 2011 to approximately 3.0% in 2013.

The following table sets forth market share in the men’s trousers segment by retail revenue from
2011 to 2013:

Top Five Players in Men’s Trousers from 2011A to 2013A

2011 2012 2013
Ranking Brand Market Share Brand Market Share Brand Market Share
Joeone 3.9% Joeone 3.8% Joeone 3.5%
Fordoo 2.6% Fordoo 3.0% Fordoo 3.0%
Septwolves 1.8% Septwolves 1.9% Heilan 2.2%
4o Seven Brand 1.6% Seven Brand 1.5% Seven Brand 1.7%
S K-boxing 1.3% K-boxing 1.1% Lilanz 1.6%

Source: Frost & Sullivan

Note: “A” denotes actual data.
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HISTORICAL AND PROJECTED PRICE TREND OF KEY RAW MATERIALS

Major raw materials used in apparel production include cotton fabrics and synthetic fabrics, and
their prices are subject to national supply and demand dynamics. Average price of cotton and synthetic
fabrics rose from RMB10.0 per meter and RMBS&.6 per meter in 2011 to RMB10.6 per meter and
RMBO9.2 per meter in 2013, respectively. Due to increases in demand, rising production costs as a
result of higher labor costs, inflation as well as higher waste treatment costs, the price of cotton and
synthetic fabrics are projected to increase at a CAGR of 3.7% and 2.2% from 2013 to 2015,

respectively.

The chart below illustrates historical and projected price development of cotton and synthetic
fabrics in the PRC for the years indicated:

Cotton and Synthetic Fabrics Price Trends in the PRC (2011A — 2015E)

RMB Per meter

12 H4
10.9
10.6
10.0 10.2
10
.___/—' .
9.7
9.2 9.4
8 86 87
6
2011A 2012A 2013A 2014E 2015E
Cotton Fabrics == Synthetic Fabrics

Source: Frost & Sullivan

Note: Price estimates exclude tax. “A” denotes actual data and “E” denotes estimates.
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Set out below is a brief overview of the PRC laws and regulations relating to the business
operations of our Company within the territory of the PRC.

POLICIES FOR THE FOREIGN INVESTMENT INDUSTRY

The establishment and organizational structure of companies in the PRC are governed by the
PRC Company Law ({1 # AN RILAIE S 7)), which was promulgated by the Standing Committee
of the National People’s Congress (428 A\ RACE K & % #Z B &) on December 29, 1993 and became
effective on July 1, 1994. The PRC Company Law was subsequently amended on December 25, 1999,
August 28, 2004, October 27, 2005 and December 28, 2013, respectively. The PRC Company Law
provides for, among other things, the establishment, organization, qualifications and obligations of
company directors, supervisors and senior managers. The PRC Company Law also applies to
foreign-invested limited liability companies and joint stock limited companies. However, if the
procedures of such companies are otherwise governed by laws regarding foreign investment, then
those provisions shall preside.

The establishment procedures, approval procedures, organizational structure, registered capital
requirements, foreign exchange matters, financial matters, accounting practices, taxation and labor
matters of a wholly foreign-owned enterprise are regulated by the Wholly Foreign-owned Enterprise
Law of the PRC (" # A\ R ILFNE M & 2575 )) (the “FIE Law”), which was promulgated on April
12, 1986 and amended on October 31, 2000, and the Implementing Rules for the Law of the PRC on
Wholly  Foreign-owned  Enterprises  ((#E ANRILFE MG MAELERAMAI))  (the “FIE
Implementing Rules”), which was promulgated by the Ministry of Foreign Economy and Trade (¥}
AN E S5 #0) on December 12, 1990 and amended by the State Council (F#5F%) on April 12, 2001.

The Catalogue for the Guidance of Foreign Investment Industries ({/PPIH% & & £ EH #))
(the “Catalogue”), jointly published by the National Development and Reform Commission and
MOFCOM on December 24, 2011, was divided into the Encouraged Foreign Investment Industries, the
Restricted Foreign Investment Industries and the Prohibited Foreign Investment Industries. The
industries that are not listed in the Catalogue shall be classified as the Permitted Foreign Investment
Industries. According to the Catalogue, garment production is classified as a project for which foreign
investment is permitted.

PRODUCT QUALITY

The Product Quality Law of the PRC ({3 A R A & & #1%)) (the “Product Quality
Law”), promulgated on February 22, 1993 and amended on July 8, 2000 by the NPC, applies to all
production and marketing activities within the territory of the PRC.

Pursuant to the Product Quality Law, a producer shall:
(1) be responsible for the quality of the products it produces;

(2) ensure that the labels on the products or the package of the products are true to fact;
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(3)

(4)

(5

(©)

(7

ensure that, for products that are fragile, flammable, explosive, toxic, erosive or radioactive
and products that cannot be handled upside down in the process of storage or transportation
or for which there are other special requirements, the package thereof meets the
corresponding requirements and includes warnings written in Chinese or other warning

signs in accordance with the relevant provisions of PRC law;

not produce products that PRC laws or decrees prohibit from being produced;

not fabricate the origin of a product, or falsely use the names and addresses of other

producers;

not forge or falsely use product quality marks such as authentication marks; and

not adulterate their products, substitute a fake product for a genuine one or a defective
product for a high quality one or pass off a substandard product as a qualified one in the

course of production.

Pursuant to the Product Quality Law, a seller is obliged:

(D

(2)

(3)

(4)

(5

(6)

(7

to implement the system of examination and acceptance of goods procured, to verify the

product quality certificates and other marks;

to take measures in keeping products for sale in good quality;

not to sell expired or deteriorated products or products that have been prohibited by decrees
of the PRC;

to sell products with labels that comply with the relevant provisions;

not to fabricate the origin of a product, or to falsely use the names and addresses of other

producers;

not to forge or falsely use product quality marks such as authentication marks; and

not to adulterate the products for sale, substitute a fake product for a genuine one or a
defective product for a high quality one or pass off a substandard product as a qualified one

in the sale of products.

Violations of the Product Quality Law may result in the imposition of fines. In addition, the

seller or producer may be ordered to suspend its operations and its business license may be revoked.

Criminal liability may be incurred in serious cases.
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According to the Product Quality Law, consumers or other victims who suffer injury or loss of
property due to product defects may demand compensation from the producer as well as the seller.
Where the responsibility lies with the producer, the seller shall, after settling compensation, have the
right to recover such compensation from the producer, and vice versa.

The Tort Liability Law of the PRC ({* ¥ N\ RILFEZHEF(T1%)) was promulgated by the
Standing Committee of NPC on December 26, 2009 and became effective on July 1, 2010, where a
defective product causes any harm to another person, the victim is entitled to claim against either the
manufacturer or the seller, regardless the harm is caused by the faults of the manufacturer, the sellers
or third parties (such as transporters or storekeepers).

PROTECTION OF CONSUMER RIGHTS

The Law of the PRC on the Protection of Consumer Rights and Interests (< H % A R L[5 1
HERE R L)) (the “Consumer Protection Law”) was promulgated on October 31, 1993 and
amended on October 25, 2013 by the NPC. Business operators must abide by this law when
manufacturing or selling commodities or when rendering services to consumers.

The Consumer Protection Law sets out obligations that business operators must fulfill in their
dealings with consumers, including the following:

(I) commodities and services provided to consumers must comply with the Product Quality
Law and other relevant laws and regulations, including requirements for personal and
property safety;

(2) consumers must be provided with authentic information without false or misleading
propaganda concerning their commodities and services, as well as truthful and definite
replies to inquiries concerning the quality and use of commodities or services provided to
them;

(3) purchase invoices or service vouchers must be issued to consumers in accordance with
relevant national regulations or commercial practices;

(4) the quality and functioning of the commodities or services under normal business
operations must be ensured, and the actual quality of the commodities or services must be
consistent with what is displayed in advertising materials, product descriptions or product
samples;

(5) responsibilities such as guaranteed repair, replacement and return must be properly
performed in accordance with national regulations or agreements with consumers; and

(6) unreasonable or unfair terms on consumers or terms or practices that exclude the business
operator from civil liability or undermine the legal rights and interests of consumers by
means of, among others, standard contracts, circulars, announcements or shop notices,
should not be imposed.
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Violations of the Consumer Protection Law may result in the imposition of fines. In addition, the
business operator may be ordered to suspend its operations and its business license may be revoked.

Criminal liability may be incurred in serious cases.

According to the Consumer Protection Law, a consumer whose legal rights and interests are
infringed upon during the purchase or use of commodities may claim compensation from the seller.
Where the responsibility lies with the manufacturer or another seller that provides the commodities
to the seller, the seller shall, after settling compensation, have the right to recover such compensation
from that manufacturer or that other seller. Consumers or other victims who suffer personal injury or
property damage due to product defects in certain commodities may demand compensation from the
manufacturer as well as the seller. Where the responsibility lies with the manufacturer, the seller shall,
after settling compensation, have the right to recover such compensation from the manufacturer, and

vice versa.
FOREIGN EXCHANGE

The PRC State Council promulgated the Administrative Regulation of the PRC on Foreign
Exchange ({H 3 A [ L0 [0 4 FE 4 #4491 ) ) (the “Foreign Exchange Regulations”) on January 29,
1996. It was amended on August 1, 2008 and implemented on August 5, 2008. On June 20, 1996, the
People’s Bank of China further promulgated the Administrative Regulation on Foreign Exchange
Settlement, Sales and Payment ({&5E ~ 8 [ K ATRERHEHIE)) (the “Settlement Regulations™),
which came into effect on July 1, 1996. Pursuant to the Foreign Exchange Regulation and the
Settlement Regulation, foreign exchanges required for distribution of profits and payment of
dividends may be purchased from designated foreign exchange banks in the PRC upon presentation of
a board resolution authorizing distribution of profits or payment of dividends. The Settlement
Regulations remove the previous restrictions on convertibility of foreign exchange in respect of
current account items, including the distribution of dividends, interest and royalty payments, trade and
service-related foreign exchange transactions. Foreign exchange transactions in respect of capital
account items, such as direct investment, loans, securities investment and repatriation of investment,

remain subject to the approval of SAFE.

On October 21, 2005, the SAFE promulgated the Circular of the SAFE on Issues Concerning
Foreign Exchange Administration in Equity Finance and Return Investment by Domestic Residents via
Offshore Special Purpose Vehicles (<[5 A Ja B4 48 355 A Re ok B 09 20 ) fill i BOR e 4% ¥ A1 e 4 12
A B E @A) ) (the “Circular No. 757).

According to the Circular No.75, if a domestic resident wants to use an overseas special purpose
vehicle (i.e. an overseas enterprise directly established or indirectly controlled by the domestic
resident for the purpose of overseas stock financing for the assets or interests held by him in the
domestic enterprise) to conduct return investment in the PRC (i.e. direct investment in the PRC), the
domestic resident shall, before establishing or controlling an overseas company, bring the required
materials to the local branch of SAFE to apply for foreign exchange registration of overseas

investments.
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On November 19, 2012, SAFE issued Circular of the State Administration of Foreign Exchange
on Further Improving and Adjusting Foreign Exchange Administration Policies for Direct Investment
(B R A1 7 B sy B o — 20 OB A i B H i A /MBS BRI %8 A1) that  took  effect  since
December 17, 2012 (the “Circular No. 59”), which provides more specific requirements on the
registration relating to Circular No. 75.

DIVIDEND DISTRIBUTION

The principal laws governing dividend distributions by our PRC Subsidiaries include the PRC
Company Law. Dividend distribution by Wholly Foreign-owned Enterprises (the “WFOEs”) are
further governed by the FIE Law and the FIE Implementing Rules. Under these laws and regulations,
PRC companies, including domestic companies and WFOEs, are required to set aside each year at least
10% of their after-tax profit based on PRC accounting principles to their statutory surplus reserve until
the cumulative amount of such reserve reaches 50% of their registered capital. Furthermore, WFOEs
may also be required to set aside funds for employee bonus and welfare, at the discretion of such PRC
companies and as stipulated in their articles of association. WFOEs shall not distribute any profits
until any losses from prior fiscal years have been offset. Profits retained from prior fiscal years may

be distributed together with distributable profits from the current fiscal year.

Violation of the abovementioned laws, regulations or rules may result in orders to make full

allocation of required funds, and imposition of fines.
TAXATION

Under the EIT Law, the ordinary income tax rate for all PRC resident enterprises, including
foreign-invested enterprises, is 25%. There was a transitional period for enterprises that previously
received preferential tax treatments granted by relevant tax authorities. Enterprises that were subject
to an enterprise income tax rate lower than 25% continue to enjoy the lower rate as they gradually
transition to the new tax rate within five years of implementation of the EIT Law. After the
implementation of the EIT Law, in cases where enterprises enjoy regular tax exemption and reduction,

the treatment continues to apply until the exemptions or reductions expire.

Under the EIT Law, enterprises established outside of China that have “de facto management
bodies” located in China are considered “resident enterprises,” and are generally subject to the

universal 25% enterprise income tax rate on their global income.

Pursuant to the Circular on Several Preferential Policies on Enterprise Income Tax (A 13
Fr A3 Bl A T 8 EBUR A48 A1) ) promulgated by the Ministry of Finance and the State Administration
of Taxation on February 22, 2008, accumulative undistributed profits of foreign-invested enterprises
generated before January 1, 2008 that are later distributed to foreign investors shall be exempt from

enterprise income tax.
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According to the EIT Law, income such as dividends and profits distribution sourced within the
PRC by a non-resident enterprise which does not have an establishment or place of business in the
PRC or, where despite the existence of establishment or place of business in the PRC, the relevant
income is not effectively connected with such establishment or place of business in the PRC, is subject
to a 20% enterprise income tax.

In accordance with the Arrangement between the Mainland of China and the Hong Kong Special
Administrative Region for the Avoidance of Double Taxation and the Prevention of Fiscal Evasion
with Respect to Taxes on Incomes (<A1 #5457 il 47 B [k B8 A 36 i 75 2 o B o 4B AN 57 11 f s o
)% PE)), which became effective on January 1, 2007, if a Hong Kong enterprise owns at least 25%
of the capital of a PRC enterprise, the dividends paid by the PRC enterprise to the Hong Kong
enterprise are subject to a withholding tax of 5%.

In accordance with the Circular on Issues Relevant to the Implementation of Dividend Provisions
in Tax Treaties (B 7347 B U oh o S 3K B [T RELAY 4 %01 ) ) issued by the State Administration of
Taxation on February 20, 2009, in order to enjoy the benefits offered by tax treaties, the proportion
of interest in the PRC resident enterprise directly owned by the tax resident at any time during the
12-month period prior to the receipt of dividends shall remain compliant with that provided in the tax
treaties.

Pursuant to the Interim Regulations of the PRC on the Value Added Tax (“VAT”) GRE:INES
s (E B 17 45]) promulgated by the State Council on December 13, 1993 and amended on
November 5, 2008, together with its implementation rules, any entity or individual engaged in the
sales of goods, the provision of specified services or the importation of goods in China is generally
required to pay VAT on the added value derived during the process of manufacture, sale or service
provided. Unless otherwise stated, for VAT payers who are selling or importing goods and providing
processing, repairs and replacement services in the PRC, the tax rate shall be 17%.

Pursuant to the Interim Regulations of the PRC on Business Tax (91 % A R A1 3] 2 S5 B 171
{5y issued by the State Council on November 10, 2008 and the implementation rules thereunder, a
business tax must be levied on all entities and individuals engaged in taxable services, the transfer of
intangible assets or the sale of immovable properties within the territory of the PRC. The tax rates
range from 3% to 20% depending on the taxable items attached to the regulation.

TRADEMARK LAW

In accordance with the Trademark Law of the PRC (' # A [ ILFIEH 1515 ) ) promulgated on
August 23, 1982 and amended on February 22, 1993, October 27, 2001 and August 30, 2013 by the
NPC, the following acts shall constitute an infringement of the exclusive right to use a registered
trademark:

(1) using a trademark that is identical or similar to a registered trademark of the same type of
commodities or similar commodities without a license from the registrant of that trademark;

(2) selling commodities that infringe upon the exclusive right to use a registered trademark;
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(3) forging or manufacturing without authorization the marks of a registered trademark, or
selling marks of a registered trademark that are forged or manufactured without
authorization;

(4) changing another party’s registered trademark and putting the commodities with the
changed trademark into the market without the consent of the registrant of that trademark;
or

(5) other conduct that would hinder another party’s exclusive right to use its registered
trademark.

In the event that disputes arise from any of the above acts, the parties shall negotiate toward a
resolution. If any party refuses to negotiate or if the negotiation proves futile, the registrant of that
trademark or the interested persons may file a suit before a People’s Court or refer the case to the
administrative department of industry and commerce. If the administrative department of industry and
commerce concludes that an infringement is constituted, it may order an immediate end to the
infringement, and may confiscate or destroy the infringing commodities and the tools used especially
for the manufacturing of those commodities and the forging of marks of the registered trademark, and
may impose a fine.

PATENT LAW

Under the revised Patent Law of the PRC ({3 A RILFIE #F7L) ) , which was promulgated
on December 27, 2008 and became effective on October 1, 2009, there are three types of patents,
namely, invention patents, design patents and utility model patents. Invention patents are valid for 20
years, while design patents and utility model patents are valid for 10 years, in each case commencing
on their respective application dates. Persons or entities who use patents without the consent of the
patent owners, make counterfeits of patented products or engage in activities that infringe upon patent
rights are held liable to the patent owner for compensation and may be subject to fines and even

criminal punishment.
COPYRIGHT LAW

The Copyright Law of the PRC ((E{EMEIL)) was promulgated on September 7, 1990 and
amended on October 27, 2001 and February 26, 2010 to widen the scope of works eligible for
copyright protection. In addition, there is a voluntary registration system administered by the China
Copyright Protection Center.

PROPERTY LAW

The properties we lease and own in the PRC are subject to the Property Law of the PRC ({*
#e NRALFIE Y HED:) ), which was promulgated on March 16, 2007 and became effective on October
1, 2007. Pursuant to the Property Law of the PRC, property rights are the exclusive rights of direct
control with over a specific property, which include ownership, usufruct rights and collateral rights
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to the property; except as otherwise provided by law, any creation, modification, transfer or
termination of immovable property rights becomes effective only upon registration in accordance with
the relevant laws. Ownership of all lawful properties of the state, collective organizations, individuals
and any other right holders are protected by the Property Law.

LABOR AND PRODUCTION SAFETY

Pursuant to the Labor Law of the PRC (% A R LA E 958 1% ) ) promulgated by the NPC on
July 5, 1994, which went into force on January 1, 1995 and amended on August 27, 2009, the employer
shall not pay laborers wages lower than local standards on minimum wages. In addition, the employer
shall abide by the rules on working hours and periods of rest and leave.

In accordance with the Labor Contract Law of the PRC (" #& A\ R IL A8 45 8 4 [F] 74 ) ), which
came into effect on January 1, 2008 and amended on December 28, 2012, an employing unit
establishes a labor relationship with a laborer from the starting date of its use of labor services. Both
parties must enter into a written labor contract by that date. The employing unit must notify employees
of the job specifications, working conditions, place of work, occupational hazards, work safety status,
remuneration and other information requested by the employees. The employing units and employees
must fully perform their respective obligations in accordance with the provisions stipulated in the
labor contracts.

In accordance with the Social Insurance Law of the PRC (% A B LA B 4L € R Bk ) ), which
came into effect on July 1, 2011, the PRC has established a social insurance system that covers basic
pension insurance, basic medical insurance, work-related injury insurance, unemployment insurance
and maternity insurance. Under this system, employees shall participate in such insurance packages
as pension, medical and unemployment insurance, for which premiums shall be paid by both the
employing units and the employees. Employees shall also participate in work-related injury and
maternity insurance, for which contribution is the sole responsibility of the employing units under the
relevant laws.

In accordance with the Administrative Regulations on the Housing Provident Fund ({{t5 A&
S HHH])), which came into effect on April 3, 1999 and was amended on March 24, 2002,
enterprises in the PRC shall complete the registration of a housing provident fund with the competent
housing fund management center and open housing provident fund accounts for employees with
designated banks. The payment and deposit rates for the housing provident funds of both employees
and employers shall not be less than 5% of the average monthly salary of the individual employee in
the previous year. The housing provident fund to be paid and deposited by an individual employee
shall be withheld from his or her salary by the employer for which he serves.

In accordance with the Production Safety Law of the PRC ({H#E A RALFNE % 2 E FE L)),
which was promulgated by the NPC on June 29, 2002 and came into force on November 1, 2002 and
amended on August 27, 2009, together with other relevant laws and regulations, enterprises engaged
in production activities are required to: (i) comply with relevant laws and regulations on production
safety, (ii) strengthen managerial control over production safety, (iii) improve on safety precautions
at the production sites, and (iv) establish or improve accountability systems with regard to safety
incidents to ensure workplace safety at the production sites. Entities that do not satisfy the relevant
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safety requirements may not engage in production activities. Further, entities that engage in
production in disregard of the relevant production safety laws and regulations may be subject to
administrative sanctions, such as penalties, orders for rectification within a set limited period or
suspension of business operations. Such illegal production activities may also violate criminal statutes
and be subject to criminal liabilities.

ENVIRONMENTAL PROTECTION

In accordance with the Environmental Protection Law of the PRC ({3 A E 3 50 B2 5% {4 58
%)), which came into effect on December 26, 1989, all enterprises that cause environmental pollution
and other public hazards are required to , establish an environmental protection responsibility system
and adopt effective measures to prevent and control pollution of the environment by waste gases,
waste water, waste residues, dust, malodorous gases, radioactive substances, noise, vibration and
electromagnetic radiation generated in the course of production, construction or other activities.

Installations for the prevention and control of pollution at a construction project shall be
designed, built and commissioned together with the principal part of the project. No permission shall
be granted for a construction project to be commissioned until its installations for the prevention and
control of pollution have been examined and confirmed to meet applicable standards by the competent
administrative department of environmental protection that examined and approved the environmental
impact statement.

In accordance with the Administrative Regulations on the Environmental Protection of
Construction Projects (R H IRBE AR & HAMHBI) ), effective as of November 29, 1998, and the
Law of the PRC on Environmental Impact Appraisal ({713 A [ A3 3R 45 52 BEE(H %) ), effective
as of September 1, 2003, the PRC has set up a system to appraise the environmental impact of
construction projects and practiced classified control over the environmental protection of
construction projects based on the extent of their environmental impact.

For those construction projects that may result in material impact on the environment, an
environmental impact report is required. This report serves as a comprehensive and detailed appraisal
of the pollution generated and the environmental impact caused by the construction project. For those
construction projects that may result in gentle impact on the environment, an environmental impact
statement is required. This statement serves as an analysis or special-purpose appraisal of the pollution
generated and the environmental impact caused by the construction project. For those construction
projects that may only result in slight impact on the environment and are not required to undergo
environmental impact appraisal, the filing and submission of an environmental impact registration
form is required.

Entities responsible for the construction projects must submit the aforesaid environmental impact
appraisal documents to the competent departments of environmental protection administration for
examination and approval. If the entities fail to submit the aforesaid environmental impact appraisal
documents in accordance with PRC laws and regulations, or if the documents are not approved after
examination by the relevant administrative departments, the construction entities shall not commence
construction.
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REGULATION IN RELATION TO OVERSEAS LISTING

On August 8, 2006, six PRC regulatory agencies, namely, MOFCOM, the State-owned Assets
Supervision and Administration Commission of the State Council (B Fe Hl A & &= BB &M ZE 8 &),
SAT, the State Administration for Industry and Commerce of the PRC (* 3 A R 3L H1 B B ¢ T 17
G AJS), the China Securities Regulatory Commission (W[ 75 % B & &% B €) (the “CSRC”),
and SAFE, jointly promulgated the Regulations on Mergers and Acquisitions of Domestic Enterprises
by Foreign Investors (BN £ & & BF SR MM E)) (the “M&A Rules”), which became
effective on September 8, 2006 and were subsequently amended on June 22, 2009. The M&A Rules
include provisions that purport to require offshore special purpose companies, controlled directly or
indirectly by PRC companies or individuals with a view to listing on an overseas stock exchange with
their operating companies or assets in China, to obtain the approval of the CSRC prior to the listing

and trading of their securities on any overseas stock exchange.
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Overview

With over 20 years of brand history, we have grown to become a reputable menswear player in
the PRC, according to Frost & Sullivan.

Mr. Kwok, our founder and Chairman, first engaged in the manufacturing and sale of men’s
trousers in 1988 through Quanzhou Xincheng Trousers And Clothing Factory (J& N 7 3% 74 i il 2
J#), which primarily manufactured and sold trousers on a wholesale basis to department stores in the
PRC. To capitalize on favorable industry dynamics in the branded menswear market in the PRC, Mr.
Kwok launched the Chinese brand name “JE#%” in conjunction with the English brand name “Tiger
Capital” in the early 1990s and began to sell branded products through directly-operated concessions

in department stores primarily located in provincial capitals.

In 1996, we established Tiger Capital HK and acquired Quanzhou Fordoo Garment
Manufacturing Co., Ltd. (RN EHER K AL/ H]). We continued to operate Mr. Kwok’s menswear
business which resided with Xincheng Trousers And Clothing Factory B3 P4 i Ik 26 &) in 1988. As
part of our continued efforts to further enhance the brand image, we made the strategic decision to
change the English brand name from “Tiger Capital” to “FORDOO” in the early 2000s, which we
believed would more appropriately align the Chinese brand name with the English brand name. Around
mid-1990s, we began to adopt a wholesale distributorship model as we believed such a business model
would allow us to accelerate growth, and focus on our core competency of brand management, design,

product development and production in the most cost efficient manner.

As the brand gradually established its reputation as a national domestic brand offering high
quality, comfortable and well-fitted trousers, in 1996, we expanded our product offering to include
business formal wear, business casual wear and accessory products to offer our customers a “one-stop”
shopping experience. Our participation in the drafting of industry standards and our numerous industry
awards are testament to our design and product development capabilities and our emphasis on product
quality. For example, in November 2008, we were one of the few enterprises participating in the
drafting and formulation of China’s industry standards for the design and manufacture of pants. From
2009 onwards, we have received numerous industry awards including “Quality Award” by the China
National Garment Association (H [ iR %15 ), “Top 10 (Industry) Most Credible Brand in Asia” and
“Top 500 Asia Brand” by the Asia Brand Ceremony (GE il &t B #), “Top 10 Menswear Brand” by
Brand China Industry Union (8 [ 2 25 ), a “Well-known Trademark of China” by SAIC and
“Top 500 Most Competitive Textile and Garment Enterprises” by the National Textile and Apparel
Council.

We have undergone various corporate restructuring to streamline and rationalize our
organizational structure. In the PRC, Fordoo Clothing, which was established in 2007 and acquired by
us in 2008, is currently our primary operating subsidiary and has taken up the operations which can
be traced back to various companies, including Quanzhou Fordoo Garment Manufacturing Co., Ltd.
CRM AR A BRAF), which we acquired in 1996, and Tiger Capital Fashion, which was
established in 2004. In April 2011, Quanzhou Fordoo Garment Manufacturing Co., Ltd. (3% JH JE#F ¢
KA R H]) was transferred to an Independent Third Party. Tiger Capital HK was established under
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the laws of Hong Kong as the immediate holding company of our PRC subsidiaries. In anticipation
of the Listing, our Company and Bigtime Global were incorporated under the laws of the Cayman
Islands on December 23, 2013 and under the laws of the BVI on June 6, 2013, respectively, to serve

as the holding company and intermediate holding company of our Group, respectively.

IMPORTANT MILESTONES

The following illustrates our historical business development and milestones:

Year Event

1990 Our founder and chairman, Mr. Kwok launched the Chinese brand name “JE#F” in
conjunction with the English brand name “Tiger Capital” which was subsequently
changed to “FORDOO”.

1996 Tiger Capital HK was established and acquired Quanzhou Fordoo Garment
Manufacturing Co., Ltd. (R EH R A A RS 7)) which was established in 1995.

2004 Tiger Capital Fashion was established under the laws of the PRC.

2007 We moved to Fordoo Industrial Park with an aggregate area of approximately 45,465
sq.m.

2008 We acquired Fordoo Clothing, which was established under the laws of the PRC in
2007.

We were one of the few enterprises being invited by National Technical Committee
on Garment Standardisation (74 ## B Xt ¥E %8 %€ ) to participate in the drafting and
formulation of China’s industry standards for trousers making and design.

2010 Our “Fordoo” brand was awarded “Top 10 Menswear Brand” (K% %5 ) by
Brand China Industry Union (& h% B 7 S5 5.

Our “Fordoo” brand was accredited as “Well-known Trademark of China”
(" B 5l 4% P 1) by the State Administration for Industry and Commerce of the PRC
(B R LA B S AR,

2012 We were recognized as “Top 10 (Industry) Most Credible Brand in Asia”
(EEMATZE) T KAE 1) and “Top 500 Asia Brand” (M 5 F#500%) by the
Asia Brand Ceremony (58 fh fi % #)

We obtained the laboratory accreditation certificate for our testing center from China
National Accreditation Service for Conformity Assessment (4 B & 4% 5T 2 B &K 58 0
ZHEM).

2014 We received the “Quality Award” by the China National Garment Association
(7 12 I 2 T ).
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OUR HISTORY
History of our PRC Subsidiaries

As of the Latest Practicable Date, our Group had a number of operating subsidiaries in the PRC.
Among our PRC incorporated subsidiaries, we consider Tiger Capital Fashion and Fordoo Clothing

material to the performance of our Group during the Track Record Period.
Tiger Capital Fashion

Tiger Capital Fashion was established as a WFOE on March 2, 2004 with an initial total
investment amount of HK$100 million and an initial registered capital of HK$50 million to primarily
engage in the business of manufacturing and sale of menswear apparel products. Following the
completion of all relevant government registration procedures, Tiger Capital Fashion commenced
business in January 2005. Mr. Kwok financed the establishment of Tiger Capital Fashion with his own
financial resources generated from the menswear businesses engaged by him prior to the establishment
of Tiger Capital Fashion. At the time of its establishment, Tiger Capital Fashion was wholly-owned
by Tiger Capital HK, which was 90% owned by Mr. Kwok and 10% owned by Ms. Wang Hsiu Chin
(£75#)), the mother of Mr. Kwok. Tiger Capital Fashion transferred its major capital assets and
businesses to Fordoo Clothing respectively in 2008 and 2009 as part of our internal restructuring as
at the time, we considered the initial operation period of Tiger Capital Fashion, which was then due
to expire in March 2014 (we subsequently extended its operation period to March 2017 upon the
expiry of its initial operation period), posed uncertainties to our business. We considered that
arranging Fordoo Clothing, which operation period will only expire in February 2027, to take up such
capital assets and businesses, was beneficial to our long-term development.

Tiger Capital Technology

Tiger Capital Technology was established as a limited liability company on July 28, 2006 under
the initial name of Weizu Investment Management Company Limited (18 & & J&ik % & & H A R A 7))
(“Weizu Investment Management”) with an initial registered capital of RMB30 million. At the time
of its establishment, Weizu Investment Management was wholly-owned by Tiger Capital Fashion,
which was in turn wholly-owned by Tiger Capital HK.

At the time of establishment, it was intended that Weizu Investment Management would be used
to acquire and hold a piece of land at Zi Shan Town Ding Chi Tu Village (%L TEAREHN) (the
“Land”) for future development of our Group. However, as our Group did not have specific
development plans on the Land since its acquisition, Weizu Investment Management has not
commenced any business operations since its incorporation. In order to better utilize our Group’s
management resources, Tiger Capital Fashion and Weizu Century, which was then owned by Kwok Sha
Lee (389 #0), the daughter of Mr. Kwok, entered into an equity transfer agreement dated March 30,
2011, pursuant to which Tiger Capital Fashion transferred 100% equity interest in Weizu Investment
Management to Weizu Century for a consideration of RMB30 million, which was determined by
reference to the net assets of Weizu Investment Management as valued by an independent valuer at the



HISTORY AND DEVELOPMENT

relevant time. Upon completion and settlement of such transfer, Weizu Investment Management
became a wholly-owned subsidiary of Weizu Century. On April 19, 2011, Weizu Investment
Management changed its name to Weizu Zhiye Company Limited (ff & &k B 3 A R A A]) (“Weizu
Zhiye”).

In late 2011, we considered the Land would be suitable for our expansion and development of
aresearch and development center and our future development. Therefore, on October 17, 2011, Weizu
Century and Tiger Capital Fashion entered into another equity transfer agreement, pursuant to which
Weizu Century transferred 100% equity interest in Weizu Zhiye back to Tiger Capital Fashion for a
consideration of RMB30 million, which was the same amount of the transfer from Tiger Capital
Fashion to Weizu Century, and which was also determined by reference to the net assets of Weizu
Zhiye as valued by an independent valuer as of September 30, 2011. Upon completion and settlement
of such transfer, Weizu Zhiye became a wholly-owned subsidiary of Tiger Capital Fashion again. On

April 20, 2012, Weizu Zhiye changed its name to Tiger Capital Technology.

In view that the majority of the capital assets and businesses of Tiger Capital Fashion have been
transferred to Fordoo Clothing in 2008 and 2009 pursuant to our internal restructuring, on December
13, 2012, Tiger Capital Fashion and Fordoo Clothing entered into a share transfer agreement pursuant
to which Tiger Capital Fashion transferred 100% equity interest in Tiger Capital Technology to Fordoo
Clothing for a consideration of RMB30 million, which was determined by the net assets of Tiger
Capital Technology as valued by an independent valuer as of November 30, 2012. Upon completion
and settlement of such transfer, Tiger Capital Technology became a wholly-owned subsidiary of
Fordoo Clothing.

Fordoo Clothing

Fordoo Clothing was established as a WFOE on February 14, 2007 under the initial name of
“Shishi Hengdahui Dress Weaving Co., Ltd (1 Jli18 42 ¥ iz fifi 4% %% A B2 > /) (“Hengdahui”) with an
initial total investment amount of HK$5 million and an initial registered capital of HK$5 million, to
engage in the business of manufacturing and wholesale of apparel products. At the time of its
establishment, Hengdahui was wholly-owned by Mr. Choi Cheung Kun (#$&##), an Independent
Third Party. As our Group has been in discussion with Mr. Choi Cheung Kun (2 ##) regarding the
acquisition of the equity interest in Hengdahui since the end of 2007, in order to expedite the relevant
administrative procedures in connection with the transfer of equity interest of Hengdahui, it was
agreed that Hengdahui shall effect a change of corporate name at our Group’s discretion and a change
of the registered office address from Shishi, Quanzhou to Fengze District, Quanzhou, where our
headquarters are located, prior to the signing of equity transfer agreement between the parties. Against
such background, on May 7, 2008, Hengdahui changed its name to Fordoo (China) Men’s Clothing
Ltd. (JE#B () AR F]). On May 10, 2008, Mr. Choi and Tiger Capital HK entered into a
share transfer agreement pursuant to which he transferred 100% equity interest in Fordoo Clothing to
Tiger Capital HK for a consideration of HK$5 million, which was determined by reference to the then
registered capital of in Fordoo Clothing. On June 4, 2008, the registered capital of Fordoo Clothing

was further increased to HK$60 million. Fordoo Clothing commenced our business in January 2009.
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Yindu Fashion

Yindu Fashion was established as a limited company on November 27, 2008 with an initial
registered capital of RMBS$5 million to primarily engage in the business of sportswear products and
commenced operations in January 2009. At the time of its establishment, Yindu Fashion was 55%
owned by Tiger Capital Fashion and the remaining 45% owned by two individuals, both being
Independent Third Parties other than being a shareholder of Yindu Fashion. We were a passive investor
of Yindu Fashion with no board representation. As the business focus of Yindu Fashion was different
from that of our Group, and in view that our initial investment in Yindu Fashion of RMB2,750,000
was relatively modest, we did not seek to control the daily operations of Yindu Fashion and agreed
to leave the same to the other two individual shareholders who had the relevant expertise in
sportswear. In addition, since its establishment and prior to its cessation of operation, Yindu Fashion
had not convened any shareholders’ meeting and was effectively controlled by its legal representative,
who was one of the individual shareholders holding 30% interest, we did not have any actual control
over the activities of Yindu Fashion. As the operating results of Yindu Fashion had not been
satisfactory and the shareholders of Yindu Fashion were unable to come into agreement as to the
development plans of Yindu Fashion, it ceased operations by May 2010. As the individual shareholder
of Yindu Fashion who held 30% equity interest therein and was its legal representative could not be
contacted, Yindu Fashion was unable to conduct annual inspection for 2010 within the statutory
period, resulting in the business license of Yindu Fashion being revoked by the Administration of
Industrial and Commerce of Quanzhou pursuant to the Decision on Administrative Penalty (
ATEUZ SR EE)) on November 21, 2012. Yindu Fashion was not required to pay any fines by

reason of revocation of its business license.

Yindu Fashion has completed local tax deregistration and social insurance deregistration on April
23, 2010 and May 24, 2010 respectively. Its competent national tax bureau advised us on August 27,
2013 that the national tax deregistration of Yindu Fashion had been also completed. Yindu Fashion
completed the deregistration in connection with administration for industry and commerce on April 9,
2014. As our Group’s investment costs in Yindu Fashion of RMB2,750,000 had been written off in full
during the year ended 31 December 2009, our Group is not expected to record any gain or loss in
connection with the deregistration of Yindu Fashion. Our Directors also confirmed that, upon making
reasonable enquiries, there are no outstanding liabilities or obligations of Yindu Fashion to be borne

by our Group.

Our PRC legal advisors, King & Wood Mallesons, confirmed that, where applicable, all historical
transfers in the shareholding of our PRC subsidiaries during the Track Record Period has complied
with the relevant laws and regulations and have obtained all necessary approvals from the relevant

authorities.

— 9] —
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History of our disposed PRC Subsidiary
Quanzhou Fordoo Garment Manufacturing Co., Ltd. (RN FEESHE A H RS A])

Quanzhou Fordoo Garment Manufacturing Co., Ltd. (& N [ &R A A7 FR A F]) was established as
a WFOE on November 7, 1995 with an initial investment amount and initial registered capital both of
HKS$5 million to engage in the manufacturing of garments. It was acquired by Tiger Capital HK in
October 1996. Quanzhou Fordoo Garment Manufacturing Co., Ltd. (M EHEBRAK AR ]
commenced operations in October 1996. Pursuant to an equity transfer agreement dated January 24,
2011, Tiger Capital HK disposed of 100% equity interest of Quanzhou Fordoo Garment Manufacturing
Co., Ltd. (RMEHEBRAKABL/AH]) to an Independent Third Party for a consideration of HK$21.5
million, which was equivalent to its registered capital amount. We decided to dispose of Quanzhou
Fordoo Garment Manufacturing Co., Ltd. (GRMEEBRAKARAF]) as its registered office was
situated at a different location from the major operations of our Group and we considered it was cost
inefficient and inconvenient for us to manage its operations. As the operation period of Quanzhou
Fordoo Garment Manufacturing Co., Ltd. (& N FE# A A PR/ ) was due to expire in 2015 and we
did not intend to renew upon expiry because of the aforementioned reason, we consider disposing of
its equity interest and getting back the investment we made in Quanzhou Fordoo Garment
Manufacturing Co., Ltd. (R EER R A A FR/A F]) was beneficial to us.

History of our Company and other Offshore Subsidiaries
Our Company

Our Company was incorporated in the Cayman Islands on December 23, 2013 as a limited
liability company with an authorized share capital of HK$380,000 divided into 38,000,000 Shares of
HK$0.01 each. It is an investment holding company. At the time of incorporation, Codan Trust
Company (Cayman) Limited subscribed for one Share of the Company, representing 100% of its issued
share capital, at par value. On the same day, Codan Trust Company (Cayman) Limited transferred its
one Share in our Company to Mr. Kwok at par value and such transaction was settled. On January 13,
2014, Everkept acquired one share of our Company at par value of HK$0.01. Upon settlement and
completion of such transfer on the same day, our Company became a wholly-owned subsidiary of
Everkept. For further details of the changes in the shareholding structure of our Company since its

incorporation, see the paragraph headed “Corporate Reorganization” in this section below.

— 92 —
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Bigtime Global

Bigtime Global was incorporated in the BVI on June 6, 2013 with an authorized share capital of
US$50,000 divided into 50,000 shares of US$1.00 each. It is an investment holding company. On July
3, 2013, each of Mr. Kwok and his wife, Ms. Wong Tung Yam (ﬁﬁ”’%), subscribed for 7 shares and
3 shares of Bigtime Global at par value of US$1.0 each respectively. Upon settlement and completion
of such subscription, Bigtime Global became held as to 70% by Mr. Kwok and 30% by Ms. Wong Tung
Yam. On January 13, 2014, our Company acquired 7 shares and 3 shares of Bigtime Global for a
consideration of US$7.00 and US$3.00 from Mr. Kwok and Ms. Wong Tung Yam respectively at par
value of US$1.0 each, representing 70% and 30% of the total issued share capital of Bigtime Global.
Upon settlement and completion of such transfer on the same day, Bigtime Global became a

wholly-owned subsidiary of our Company.
Tiger Capital HK

Tiger Capital HK (% ¥ 8 &8 4E B 45 FR A 7], formerly known as Tiger Capital Fashion (Holdings)
Company Limited J2#0 Mk fifi 45 B A FR A 7)) was incorporated in Hong Kong on May 7, 1996 as a
limited liability company with an authorized and issued share capital of HK$10,000 divided into
10,000 shares of HK$1.0 each. It is an investment holding company. At the time of incorporation, Mr.
Kwok and Ms. Wang Hsiu Chin (EF %)), the mother of Mr. Kwok, held 9,000 shares and 1,000 shares
in the capital of Tiger Capital HK, representing 90% and 10% of its total issued share capital,

respectively.

On January 15, 2014, Bigtime Global subscribed for 90,000 new shares of Tiger Capital HK for
a consideration of HK$90,000 at par value of HK$1.0 each. Upon settlement and completion of such
subscription, Tiger Capital HK became held as to 90%, 9%, and 1% by each of Bigtime Global, Mr.
Kwok and Ms. Wang Hsiu Chin, respectively.

On January 21, 2014, Bigtime Global acquired 9,000 and 1,000 shares of Tiger Capital HK,
representing 9% and 1% of the issued share capital of Tiger Capital HK for a consideration of
HK$9,000 and HK$1,000, from Mr. Kwok and Ms. Wang Hsiu Chin respectively. Upon settlement and
completion of such acquisitions on the same day, Tiger Capital HK became a wholly-owned subsidiary
of Bigtime Global.
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ASSET DISTRIBUTION AMONG THE IMMEDIATE FAMILY MEMBERS OF MR. KWOK
UNDER THE CORPORATE REORGANIZATION

Mr. Kwok distributed assets to his immediate family members, namely Ms. Wong Tung Yam, Ms.
Kwok Sha Lee, Mr. Kwok Hon Fung and Mr. Kwok Hon Pan under the Corporate Reorganisation by
way of transferring Shares to entities controlled by them directly or indirectly. Set out below is a

summary of the particulars of his immediate family members, entities controlled by them and their

shareholding in our Company.

Name of Mr. Kwok’s
immediate family
members

Relationship with
Mr. Kwok

Extent of shareholding
and in which company

Date of relevant
agreement

Consideration

Payment date of the
Consideration

Basis of determination
of consideration

Ms. Wong Tung Yam

The spouse of Mr.
Kwok

30% interest in
Everkept, a
Controlling
Shareholder

January 23, 2014,
being the date of the
instrument of transfer
of shares in Everkept
entered into between
Ms. Wong Tung Yam
and Mr. Kwok and
between Ms. Wong
Tung Yam and Ms.
Wang Hsiu Chin

US$3.00

January 23, 2014

Par value of the shares
of Everkept acquired
by Ms. Wong Tung
Yam in the course of
the Corporate
Reorganization

Ms. Kwok Sha Lee

The daughter of Mr.
Kwok and Ms. Wong
Tung Yam, and the
sister of Mr. Kwok
Hon Fung and Mr.
Kwok Hon Pan

100% in Upright
Victor, an investment
holding company
incorporated in the
BVI

January 23, 2014,
being the date of the
application of Shares
in our Company

HK$3.33

January 23, 2014

Par value of the
Shares being
subscribed for in the
course of the
Corporate
Reorganization
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Mr. Kwok Hon Fung

The elder son of Mr.
Kwok and Ms. Wong
Tung Yam, and the
brother of Mr. Kwok
Hon Pan and Ms.
Kwok Sha Lee

100% in Equal Plus,
an investment holding
company incorporated
in the BVI

January 23, 2014,
being the date of the
application of Shares
in our Company

HK$14.00

January 23, 2014

Par value of the
Shares being
subscribed for in the
course of the
Corporate
Reorganization

Mr. Kwok Hon Pan

The younger son of
Mr. Kwok and Ms.
Wong Tung Yam, and
the brother of Mr.
Kwok Hon Fung and
Ms. Kwok Sha Lee

100% in Key Tide, an
investment holding
company incorporated
in the BVI

January 23, 2014,
being the date of the
application of Shares
in our Company

HK$12.67

January 23, 2014

Par value of the
Shares being
subscribed for in the
course of the
Corporate
Reorganization



HISTORY AND DEVELOPMENT

Approximate
shareholding in our
Company upon Listing
(Assuming the
Over-allotment Option

is not exercised)

Lock-up

Public Float

51%

Pursuant to a lock-up
undertaking dated June
9, 2014, Mr. Kwok,
Ms. Wong Tung Yam
and Everkept have
agreed that, save as
the Shares to be sold
by it upon exercise of
the Over-allotment
Option, all Shares
held by Everkept will
be locked up for 6
months from the
Listing Date.

Since Ms. Wong Tung
Yam'’s interest in our
Group is held via
Everkept, our
Controlling
Shareholder and a
connected person of
our Company, the
Shares held by
Everkept would not be
counted towards part
of the public float.

2.50%

Pursuant to a lock-up
undertaking dated June
9, 2014, Upright
Victor has agreed all
Shares held by it will
be locked up for 6
months from the

Listing Date.

Since Upright Victor
is beneficially owned
by Ms. Kwok Sha
Lee, a connected
person of our
Company, the Shares
held by it would not
be counted towards
part of the public
float.

10.50%

Pursuant to a lock-up
undertaking dated June
9, 2014, Equal Plus
has agreed all Shares
held by it will be
locked up for 6
months from the

Listing Date.

Since Equal Plus is
beneficially owned by
Mr. Kwok Hon Fung,
a connected person of
our Company, the
Shares held by it
would not be counted
towards part of the
public float.

9.50%

Pursuant to a lock-up

undertaking dated June
9, 2014, Key Tide has
agreed all Shares held
by it will be locked up
for 6 months from the

Listing Date.

Since Key Tide is
beneficially owned by
Mr. Kwok Hon Pan, a
connected person of
our Company, the
Shares held by it
would not be counted
towards part of the
public float.
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OUR PRE-IPO INVESTOR

In connection with the Corporate Reorganization, we have introduced ZHFA as our pre-IPO

investor prior to the Listing.

A summary of the key particulars of the investment by the pre-IPO investor is set out below:

Name of investor

ZHFA

Background of investor

Date of relevant agreement

Our Company first engaged Shanghai Zhonghui in October 2010

Investment holding company incorporated in the BVI and is
beneficially owned as to 50% by Mr. Li Ho Tan and 50% by Mr.
Johnny Chen

ZHFA was nominated by Shanghai Zhonghui to hold shares in our
Company. Shanghai Zhonghui is a company established in the PRC
which provides consulting services

None of Mr. Li Ho Tan, Mr. Johnny Chen, Shanghai Zhonghui and
ZHFA is a licensed person under the SFO, and each of them is
independent from all professional advisers involved in the Listing.
Other than the fact that ZHFA will hold 1.5% Shares upon the
Listing (assuming the Over-allotment Option is not exercised and
none of the options to be granted under the Share Option Scheme
are exercised), each of Mr. Li Ho Tan, Mr. Johnny Chen, Shanghai
Zhonghui and ZHFA is independent from our Company, our
connected persons and their respective associates

October 15, 2010, being the date of the consultancy service
agreement entered into between Fordoo Clothing and Shanghai
Zhonghui and December 31, 2013, being the date of a supplemental
agreement to the consultancy service agreement entered into
between Fordoo Clothing, Shanghai Zhonghui and Mr. Kwok
pursuant to which the parties confirmed, among other things, that
the services provided by Shanghai Zhonghui to our Group have
been completed, and January 23, 2014, being the date of
application for Shares in our Company



HISTORY AND DEVELOPMENT

Name of investor

ZHFA

Consideration

Services provided

Reasons for engagement of
Shanghai Zhonghui

Payment date of the
Consideration

HK$2.00 and non-cash consideration involving the provision of
services as detailed in the paragraph headed “Services provided”
below

Certain corporate advisory and consultancy services by Shanghai
Zhonghui including studies on listing feasibility and design of our
listing plan, design of our business and corporate reorganization
plan, introduction and shortlisting of professional advisors to our
Group and prepare us for and assist us in the strategic planning and
Listing for matters mainly involving internal coordination within
our Group and which fall outside the normal responsibilities and
services of the Sole Sponsor as required under the Listing Rules,
including secondment of staff to our Group to assist us on the
administrative and other support services, namely, the collection,
organisation and distribution of information and documents
prepared and provided by the management of our Group in
response to the requests addressed to our Group from various
professional parties involved in the listing application. Such
administrative and other support services do not involve any
allocation of work amongst or making arrangement with our
external advisers involved in the application for the Listing and are
not typically performed by a sponsor to a listing application

As confirmed by each of Shanghai Zhonghui, Mr. Li Ho Tan and
Mr. Johnny Chen, each of them has not provided any service which
is a regulated activity (namely, dealing in securities, dealing in
future contracts, leveraged foreign exchange trading, advising on
securities, advising on future contracts, advising on corporate
finance, providing automated trading services, securities margin
financing and asset management) which requires a license under
the SFO and has not engaged and/or provided any service that is to
be provided by a sponsor to a listing applicant

As the business of our Group grows, which requires the undivided
attention of our management, our Directors believe it is beneficial
to our Group to engage Shanghai Zhonghui to our Company to
assist in the administrative and other support services relating to
the preparation and application for the Listing on a project basis

January 23, 2014 in respect of the subscription amount in relation
to application of our Shares and non-cash consideration involving
the services provided by Shanghai Zhonghui from October 15, 2010
to December 31, 2013
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Name of investor

ZHFA

Basis of determination of
consideration and reasons for
adopting share-based payment

Accounting treatment for
share-based payment and basis

Use of proceeds

Arm’s-length negotiations between the parties. When the
consultancy service agreement was signed on October 15, 2010,
our Company had not formulated its detailed plan for the Listing,
including any timetable and the valuation of our Company at the
time of the Listing. As such, there was no visibility of the monetary
value of the Shares upon the Listing at that time, and the parties
confirmed that the issuance of the Shares to ZHFA was not
conditioned upon any minimum market capitalization of our
Company at the time of the Listing. The Directors considered the
arrangement to issue 2% of the issued share capital in our Company
before the Listing to ZHFA (which would be further diluted to 1.5%
upon the Listing) was commercially reasonable after taking into
account: (i) in the event that the Listing does not take place, our
Company is not required to make any other payment to Shanghai
Zhonghui, and (ii) if the Listing does not take place before 31
December 2014, ZHFA will be obliged to return the 2% of the
issued share capital in our Company to Mr. Kwok.

We decided to issue Shares as consideration in order to reduce our
cash outflow in connection with the preparation of our Listing

The Shares to be issued to ZHFA upon the Listing at the direction
of Shanghai Zhonghui is the only consideration our Group paid
under the engagement of Shanghai Zhonghui. Our Group is not
obliged to pay any consideration to Shanghai Zhonghui or ZHFA in
the event that our Company fails to obtain a listing on the Stock
Exchange.

The Shares issued to ZHFA in consideration for the consultancy
services provided by Shanghai Zhonghui constituted share-based
payment. The fair value of these Shares is estimated and the
amount related to the listing of the existing equity of our Company
is recognized as an expense in the four years ended December 31,
2013 with an amount of RMBS8.1 million and as an expense and
reduction of share premium in the year ending December 31, 2014
with an estimated amount of RMB6.6 million. We determined the
accounting treatment with reference to IFRS 2 Share-Based
Payment.

General working capital of our Group, which has been fully
utilized
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Name of investor ZHFA

Approximate shareholding in 1.50%
our Company upon Listing

(Assuming the Over-allotment

Option is not exercised)

Strategic benefits to our Group Enlarge our shareholder base
Special rights Nil

Lock-up Pursuant to a lock-up undertaking dated June 9, 2014, ZHFA has
agreed that, save as the Shares to be sold by it upon exercise of the
Over-allotment Option, all Shares held by it will be locked up for
6 months from the Listing Date.

Public Float Since the shareholding of ZHFA in our Company upon the Listing
is less than 10%, the Shares held by ZHFA would be counted
towards part of the public float.

Other significant terms If the Listing does not materialize by December 31, 2014, ZHFA
shall transfer all Shares it holds in our Company to Mr. Kwok for
nil consideration.

The Sole Sponsor is of the view that the pre-IPO investment is in compliance with the Interim
Guidance on pre-IPO investments issued by the Stock Exchange on October 13, 2010 and the Guidance
Letter HKEX-GL43-12 issued by the Stock Exchange in October 2012 and updated in July 2013. The
Sole Sponsor is of the view that the Guidance Letter HKEX-GL44-12 issued by the Stock Exchange
in October 2012 is not applicable.
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GROUP STRUCTURE PRIOR TO CORPORATE REORGANIZATION

The corporate chart below illustrates the beneficial shareholders and subsidiaries of our Group
immediately prior to the Corporate Reorganization:

Mr. Kwok Ms. Wang Hsiu Chin
90% 10%
Tiger Capital HK
(HK) offshore
onshore
100% 100%
Fordoo Clothing Tiger Capital Fashion
(PRC) (PRC)
100% 55%
Tiger Capital Yindu Fashion
Technology (PRC)
(PRC) (Note)

Note: The remaining 45% of the equity interest in Yindu Fashion is held by two individuals, both being Independent Third
Parties other than being shareholders of Yindu Fashion. Yindu Fashion completed the deregistration in connection with

administration for industry and commerce on April 9, 2014.
CORPORATE REORGANIZATION

Our Group underwent the Corporate Reorganization prior to the Listing which involved the
following steps:

(1) Incorporation of Offshore Investment Vehicles

a)  Everkept was incorporated in the BVI on June 6, 2013 with an authorized share capital of
US$50,000 divided into 50,000 shares of US$1.0 each. On July 3, 2013, one share was
allotted and issued to Mr. Kwok as fully paid at par value. On January 13, 2014, each of
Mr. Kwok and his mother, Ms. Wang Hsiu Chin (£ 7 #h), subscribed for 8 new shares and
1 new share in the capital of Everkept at par value. Upon completion of such subscription,
Everkept became held as to 90% by Mr. Kwok and 10% by Ms. Wang Hsiu Chin (F 75 #)).

b)  Upright Victor was incorporated in the BVI on May 30, 2013 with an authorized share
capital of US$50,000 divided into 50,000 shares of US$1.0 each at par value. On July 3,
2013, Ms. Kwok Sha Lee (¥87/40), the sister of Mr. Kwok Hon Fung (¥/{# %) and Mr.
Kwok Hon Pan (¥P7%M#), subscribed for one share of Upright Victor at par value, and
Upright Victor became wholly-owned by Ms. Kwok Sha Lee (ZB¥#i).
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(2)

d)

Equal Plus was incorporated in the BVI on June 3, 2013 with an authorized share capital
of US$50,000 divided into 50,000 shares of US$1.0 each at par value. On July 3, 2013, Mr.
Kwok Hon Fung (557 #%), the brother of Ms. Kwok Sha Lee ($87/#]) and Mr. Kwok Hon
Pan (¥BEM), subscribed for one share of Equal Plus at par value, and Equal Plus became
wholly-owned by Mr. Kwok Hon Fung (3% 8%).

Key Tide was incorporated in the BVI on May 31, 2013 with an authorized share capital of
US$50,000 divided into 50,000 shares of US$1.0 each at par value. On July 3, 2013, Mr.
Kwok Hon Pan ($/##), the younger brother of Ms. Kwok Sha Lee (¥87#i]) and Mr. Kwok
Hon Fung (¥P##%), subscribed for one share of Key Tide at par value, and Key Tide
became wholly-owned by Mr. Kwok Hon Pan (ZBEM).

ZHFA was incorporated in the BVI on January 18, 2011 with an authorized share capital of
US$50,000 divided into 50,000 shares of US$1.0 each a par value. ZHFA was held as to
50% by Mr. Li Ho Tan and 50% by Mr. Johnny Chen.

Incorporation of Our Company and its Immediate Subsidiary

a)

b)

c)

d)

Our Company was incorporated in the Cayman Islands on December 23, 2013 with an
authorized share capital of HK$380,000 divided into 38,000,000 Shares of HK$0.01 each
at par value. At the time of incorporation, our Company allotted and issued one Share at par
value of HK$0.01, representing its entire issued share capital, to Codan Trust Company
(Cayman) Limited as nil paid. On the same day, Codan Trust Company (Cayman) Limited
subsequently transferred the aforementioned Share to Mr. Kwok.

Bigtime Global was incorporated in the BVI on June 6, 2013 with an authorized share
capital of US$50,000 divided into 50,000 shares of US$1.0 each at par value. On July 3,
2013, each of Mr. Kwok and his wife, Ms. Wong Tung Yam (FEH M), subscribed for 7
shares and 3 shares of Bigtime Global at par value, respectively. Upon settlement and
completion of such subscription on the same day, Bigtime Global became held as to 70%
by Mr. Kwok and 30% by Ms. Wong Tung Yam (B R ¥).

On January 13, 2014, Everkept acquired one share of the issued share capital of our
Company at par value of HK$0.01. Upon settlement and completion of such transfer on the

same day, our Company became a wholly-owned subsidiary of Everkept.

On January 13, 2014, our Company acquired 7 shares and 3 shares of Bigtime Global from
Mr. Kwok and Ms. Wong Tung Yam (¥ %) respectively at par value of US$1.0 each,
representing 70% and 30% of the total issued share capital of Bigtime Global. Upon
settlement and completion of such subscription on the same day, Bigtime Global became a
wholly-owned subsidiary of our Company.
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(3) Transfer of Entire Issued Share Capital of Tiger Capital HK by Mr. Kwok and Ms.
Wang Hsiu Chin to Immediate Subsidiary of Our Company

a) On January 15, 2014, the authorized share capital of Tiger Capital HK was increased from
HK 10,000 to HK$100,000.

b)  On January 15, 2014, Bigtime Global subscribed for 90,000 new shares of Tiger Capital HK
at par value of HK1.00. Upon settlement and completion of such subscription on the same
day, Tiger Capital HK became held as to 90%, 9%, and 1% by each of Bigtime Global, Mr.
Kwok and Ms. Wang Hsiu Chin (7 #)), the mother of Mr. Kwok, respectively.

c¢)  On January 21, 2014, Bigtime Global acquired 9% and 1% of the issued share capital of
Tiger Capital HK from Mr. Kwok and Ms. Wang Hsiu Chin respectively for a consideration
of HK$9,000 and HKS$1,000 respectively. Upon settlement and completion of such
acquisitions on the same day, Tiger Capital HK became a wholly-owned subsidiary of
Bigtime Global.

(4) Shareholding Change of Everkept

On January 22, 2014, Ms. Wong Tung Yam (# 5 #5), the spouse of Mr. Kwok, acquired 10% and
20% of the issued share capital of Everkept from Ms. Wang Hsiu Chiu and Mr. Kwok for a
consideration of US$1.00 and US$2.00, respectively. Upon settlement and completion of such
acquisitions on the same day, Mr. Kwok and Ms. Wong Tung Yam (# 3 %) held 70% and 30% of the

issued share capital of Everkept, respectively.
(5) Shareholding Change of Our Company

On January 23, 2014, Everkept, Upright Victor, Equal Plus, Key Tide and ZHFA subscribed for
6,799 Shares, 333 Shares, 1,400 Shares, 1,267 and 200 Shares in our Company for a consideration of
HK$67.99, HK$3.33, HK$14.00, HK$12.67 and HK$2.00 respectively. Upon completion and
settlement of such acquisitions on the same day, our Company was held as to 68% by Everkept,
approximately 3.33% by Upright Victor, 14% by Equal Plus, approximately 12.67% by Key Tide and
2% by ZHFA.
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GROUP STRUCTURE AFTER CORPORATE REORGANIZATION

The corporate structure of our Group after the Corporate Reorganization is set out below:

Mr. Kwok Ms. Wong Ms. Kwok Sha Mr. Kwok Mr. Kwok Mr. Li Ho Mr. Johnny
Tung Yam Lee Hon Fung Hon Pan Tan Chen
70% 30%
50%
100% 100% 100% 50% °
Everkept Upright Victor Equal Plus Key Tide Z;IF[A
(BVI) (BVI) (BVI) (BVI) (BVI)
68% 3.33% 14% 12.67% 2%
Our Company
(Cayman Islands)
100%
Bigtime Global
(BVI)
100%
Tiger
Capital HK
(HK)
offshore
T  onshore.
100% 100%
Fordoo Clothing Tiger Capital Fashion
(PRC) (PRC)
100% 55%
Tiger Capital Yindu Fashion
Technology (PRC)
(PRC) (Note)

Note: The remaining 45% of the equity interest in Yindu Fashion was held by two individuals, both being Independent Third
Parties other than being a shareholder of Yindu Fashion. Yindu Fashion completed the deregistration in connection with

administration for industry and commerce on April 9, 2014.
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GROUP STRUCTURE IMMEDIATELY UPON COMPLETION OF THE GLOBAL OFFERING

The corporate structure of our Group immediately after the Corporate Reorganization and the

Global Offering (assuming the Over-allotment Option is not exercised) and the Capitalization Issue is

set out below:

Mr. Kwok Ms. Wong Ms. Kwok Sha Mr. Kwok Hon Mr. Kwok Hon Mr. Li Ho Mr. Johnny
Tung Yam Lee Fung Pan Tan Chen
70% 30%
50%
100% 100% 100% 50% ’
Everkept Upright Victor, Equal Plus Key Tide ZHFA Public
(BVI) (BVI) (BVI) (BVI) (BVI) shareholders
51% 2.50% 10.5% 9.50% 1.50% 25%
Our Company
(Cayman Islands)
100%
Bigtime Global
(BVI)
100%
Tiger
Capital HK
(HK)
offshore
onshore
100% 100%
Fordoo Clothing Tiger Capital Fashion
(PRC) (PRC)
100%
Tiger Capital
Technology
(PRC)
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SAFE REGISTRATION

SAFE issued Circular No. 75 on October 21, 2005, which requires PRC residents to register with
the local SAFE branch before establishing or controlling any company outside of China for the
purpose of capital financing with assets or equities of PRC companies, referred to in the Circular No.
75 as special purpose vehicles (“SPVs”). PRC residents who are shareholders of SPVs established
before November 1, 2005 were required to register with the local SAFE branch before March 31, 2006.
Further, PRC residents are required to file amendments to their registrations with the local SAFE
branch within 30 days after such amendment happen if their SPVs undergo a material event involving
changes in capital, such as changes in share capital, mergers and acquisitions, share transfers or
exchanges, spin-off transactions or long-term equity or debt investments. On May 27, 2011, SAFE
further issued Circular No. 19, effective on July 1, 2011, which further stipulates the procedures of
registrations under Circular No. 75, and set out specific guidelines for the registration, deregistration
and supplemental registration procedures for PRC residents engaging in capital financing and

round-trip investment via SPVs.

Circular No. 19 specially provides that in addition to individuals who are PRC nationals,
individuals who do not have lawful identity documents issued by the PRC but habitually reside in the
PRC due to economic interests shall also be subject to the registration requirements under Circular No.
75. Circular No. 19 was later consolidated into a Circular of the State Administration of Foreign
Exchange on Further Improving and Adjusting the Policies on Administration of Foreign Exchange
under Direct Investment issued by SAFE on November 19, 2012 (“Circular No. 59”). However,
though both Circular No. 19 and Circular No. 59 list categories of individuals who fall into the scope
of “habitually reside in the PRC due to economic interests”, what constitutes habitual residence is still

not clear.

In November 2013, we filed an application with the SAFE authority in Quanzhou (“Quanzhou
SAFE”), being the competent authority to receive the relevant application for SAFE registration in
connection with our Listing. After reviewing our application, and taking into account of the fact that
Mr. Kwok, the Controlling Shareholder of our Company, and his family members who were and/or
would be ultimate shareholders of our Group both before and after the Corporate Reorganization, are
Hong Kong permanent residents and holders of Hong Kong passports, the Quanzhou SAFE advised us
that the Corporate Reorganization does not fall within the scope of the Circular No. 75 or require any
registration with Quanzhou SAFE . Based on the result of our inquiry with Quanzhou SAFE, our PRC
legal advisors, King & Wood Mallesons, is of the opinion that Mr. Kwok and the family members who
are ultimate shareholders of our Company are not required to complete the registration under Circular

No. 75 for the Corporate Reorganization.
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THE RULES ON THE MERGER AND ACQUISITION OF DOMESTIC ENTERPRISES BY
FOREIGN INVESTORS

On August 8, 2006, six PRC Governmental and regulatory agencies, including the Ministry of
Commerce and the CSRC, promulgated the Regulation on the Acquisitions of Domestic Enterprises by
Foreign Investors (B MR 45 3 F i B N A SE R BLZE) (the “M&A Regulation”) which became
effective on September 8, 2006 and was revised on June 22, 2009. Pursuant to the M&A Regulation,
where a domestic individual person intends to take over his/her related domestic company in the name
of an offshore company which he/she lawfully established or controls, the takeover shall be subject
to the examination and approval of the Ministry of Commerce of the PRC; and the M&A Regulation
require an offshore special purpose vehicle formed for overseas listing purposes and controlled
directly or indirectly by PRC companies or individuals shall obtain the approval of the CSRC prior
to the listing and trading of the securities of such offshore special purpose vehicle on an overseas

stock exchange.

Furthermore, our PRC legal advisors, King & Wood Mallesons, have confirmed that the above
situations provided by the M&A Regulations are not applicable to the Corporate Reorganization
because the Corporate Reorganization does not involve the acquisition of a related domestic company
through an offshore company established or controlled by a PRC national. As our Corporate
Reorganization did not directly involve any PRC entities, no material approvals from PRC

governmental authorities necessary for the Corporate Reorganization were required.
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OVERVIEW

FORDOO is a reputable menswear brand in the PRC. We are positioned in the middle-upper
menswear segment, which is the largest and fastest growing menswear segment in the PRC according
to the Frost & Sullivan Report. We were ranked sixth with a market share of 2.9% in the middle-upper
menswear market, which accounted for 30.4% of the overall menswear market in the PRC; we were
ranked fifth in both the middle-upper business casual menswear segment with a market share of 4.0%
and the middle-upper business formal menswear segment with a market share of 2.9%; and we were
ranked second in the men’s trousers category with a market share of 3.0%, all of which were in terms
of retail sales in 2013, according to the Frost & Sullivan Report. We primarily target middle class men
aged 30 to 60. We seek to promote an independent, successful and elite lifestyle through our brand.
We manage and operate our business through a strategically integrated model, comprising brand
management and marketing, design and product development, ordering process, procurement of raw
materials, self-production and outsourced production and sales and distribution.

Our brand’s history dates back to the early 1990’s, when Mr. Kwok, our founder and Chairman,
started manufacturing and marketing trousers. We have gradually established our reputation as a
national domestic menswear brand offering comfortable, high quality and aesthetically pleasing
trousers. Our strong brand recognition is evidenced by our numerous industry awards, including
“Quality Award” by the China National Garment Association (H'ER %M &) in 2014, “Top 10
(Industry) Most Credible Brand in Asia” and “Top 500 Asia Brand” by Asia Brand Ceremony (&
i B BL) in 2012, “Top 10 Menswear Brand” by the Brand China Industry Union (i H [2 2 25 B
#) in 2010, “Well-known Trademark of China” by SAIC since January 2010, “Top 500 Most
Competitive Textile and Garment Enterprise” by the National Textile and Apparel Council in 2009,
“Customer Satisfaction” by the China Association for Quality (4 E’Z & # ) in 2009 and “China Top
Brand” by the General Administration of Quality Supervision, Inspection and Quarantine (% X2 &

BB AR ER AR #25)) in 2007.

We offer a wide spectrum of menswear apparel and accessory products through our FORDOO
brand. Our products are primarily offered under our business casual and business formal product
series, which are suitable for almost all business occasions. During the Track Record Period, we
increased product offerings in the business casual category in order to meet the prevailing market
trend and growing customer demand for business casual menswear. Our diversified product portfolio
also allows us to address our customers’ evolving needs and preferences. We introduced 933 SKUs at
our sales fair in March 2013 for our autumn/winter collection and 755 SKUs at our sales fair in
September 2013 for our spring/summer collection.

We believe we have strong in-house production and product development capabilities. We have
a dedicated and experienced design and product development team, which, as of December 31, 2013,
comprised 124 members, including key members with an average of 10 years of experience in fashion
design. We have developed several patented technologies in the design and manufacture of menswear
products, such as the eight-centimeter crotch curves standard (Scm A% T.28), “trousers promoting
health and wellness” (“f@ 5% PG 4i), “trousers using new zipper sewing technology” (*“— T # 7il i
F”) and an automatic infrared fly front sewing machine (—FEZLAME B E) L RK/NIHEH). As of
December 31, 2013, we had obtained 15 patents for trousers, tops and molding devices. We have also
successfully developed 11 advanced technical processes for our production of men’s trousers, enabling
us to offer trousers that combine comfort, functionality, style and quality.
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While we manufacture a substantial portion of our products at our own manufacturing facilities
located in Quanzhou, Fujian Province, we also work with third-party OEM contractors as we continue
to expand and diversify our product offerings. We outsource the production of all accessory products
and certain apparel products. Selective outsourcing, we believe, allows us to focus on design and
product development as well as brand management. As of December 31, 2013, we engaged 39 OEM
contractors. We believe our flexible manufacturing process is complementary to our business and has

enabled us to enhance our competitiveness while maintaining the quality of our products.

We primarily sell our products on a wholesale basis to our third-party distributors, who then sell
the products to end customers through retail outlets operated by themselves or resell the products to
their sub-distributors, who in turn sell the products to end customers at retail outlets operated by those
sub-distributors. We sell a small quantity of our products to our online distributor. Our products are
distributed through an extensive distribution network in the PRC. As of December 31, 2013, our
distribution network comprised 45 distributors, 177 sub-distributors and 1,298 retail outlets, spanning
over 240 cities and 31 provinces, autonomous regions and central government-administered
municipalities in the PRC. We also have two self-operated retail outlets in Quanzhou, Fujian Province,
which are model stores to showcase our expectation and standards of a store environment to our

distributors and their sub-distributors.

We execute a multi-channel marketing strategy, which involves leveraging the look of our stores
to promote our “FORDOO” brand and engaging in other marketing activities on a national and
regional level to reinforce our brand image. We invest in multiple media channels, such as
commercials on selected CCTV channels and rolling advertising in airports. We also incentivize and

encourage our distributors to pursue effective marketing activities.

We achieved rapid growth in turnover and net profit during the Track Record Period. Our
turnover increased by 35.5% from RMBS&18.5 million in 2011 to RMB1,109.0 million in 2012, and
further increased by 31.0% to RMB1,452.8 million in 2013. Our net profit increased by 44.5% from
RMB105.8 million in 2011 to RMB152.9 million in 2012, and further increased by 56.0% to
RMB238.5 million in 2013.

COMPETITIVE STRENGTHS

Reputable brand in China’s middle-upper menswear market

FORDOO is a reputable menswear brand in the PRC. We are positioned in the middle-upper
menswear segment, which is the largest and fastest growing menswear segment, representing 30.4%
in terms of revenue sales in 2013, according to the Frost & Sullivan Report. We were ranked sixth in
the middle-upper menswear market with a market share of 2.9%, fifth in both the middle-upper

business casual menswear segment with a market share of 4.0% and the middle-upper business formal
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menswear segment with a market share of 2.9%, and second in the men’s trousers category with a
market share of 3.0%, all of which were in terms of retail sales in 2013, according to the Frost &
Sullivan Report.

Our brand’s history dates back to the early 1990’s, when Mr. Kwok, our founder and Chairman,
started manufacturing and marketing trousers. We have gradually established our reputation as a
national domestic menswear brand offering comfortable, high quality and aesthetically pleasing
trousers. The strength of our brand gave us a strong foundation to expand and diversify our business
into other product categories and offerings.

We believe our success stems from our effective brand positioning. Our core competency has
been in offering high-quality business formal and business casual apparel products to middle class
men aged 30 to 60. As a reflection of our focus, we were ranked fifth in both the middle-upper
business casual and business formal menswear segments in terms of retail sales in 2013, the two most
relevant segments within the middle-upper menswear, comprising approximately 82.4% market share
in 2013, according to the Frost & Sullivan Report. Middle-upper business casual is the fastest growing
segment within the middle-upper menswear market as well as among all the price tiers within the
menswear market in the PRC. According to the Frost & Sullivan Report, the middle-upper business
casual segment is expected to grow at a CAGR of 19.8% from 2013 to 2018 and the middle-upper
business formal segment is expected to grow at a CAGR of 14.9% during the same period. In addition,
according to the Frost & Sullivan Report, our targeted segments traditionally benefit from higher
brand loyalty and are less susceptible to fashion risk.

We were ranked second in the men’s trousers category from 2011 to 2013 in terms of retail sales,
according to the Frost & Sullivan Report. We believe our leadership in the men’s trousers category has
allowed us to further reinforce our brand image as being synonymous with quality and product
comfort. We believe we have also been able to capitalize on our strength in the trousers category and

replicate the success across a wide range of business formal and business casual apparel products.

We believe our multi-channel strategy has contributed to the success to our business. We leverage
the look of our stores to promote our “FORDOQO” brand and engage in other marketing activities on
a national and regional level to reinforce our brand image. We invest in multiple media channels, such
as commercials on selected CCTV channels and rolling advertising in airports. We also incentivize and

encourage our distributors to pursue effective marketing activities.

Our strong brand recognition is also evidenced by our numerous industry awards , including
“Quality Award” by the China National Garment Association (H'EIR%&M#5 &) in 2014, “Top 10
(Industry) Most Credible Brand in Asia” and “Top 500 Asia Brand” by Asia Brand Ceremony (5l
i J S L) in 2012, “Top 10 Menswear Brand” by Brand China Industry Union (i 5 72 2 2E 1 B0
in 2010, “Well-known Trademark of China” by SAIC since January 2010, “Top 500 Most Competitive
Textile and Garment Enterprise” by the National Textile and Apparel Council in 2009, “Customer
Satisfaction” by the China Association for Quality ("' ’E & 1# &) in 2009 and “China Top Brand” by
the General Administration of Quality Supervision, Inspection and Quarantine (|8 2 & ¥ B A% 55 4%
PEAJE) in 2007.
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As a result of our brand’s strength, during the Track Record Period, we achieved revenue growth
at a CAGR of 33.2% from 2011 to 2013, which exceeds the PRC middle-upper menswear industry
growth at a CAGR of 15.1%, according to the Frost & Sullivan Report, propelling us into a top 10

position in most menswear segments in which we compete.
Strong design and product development capabilities

We believe our commitment to quality and product comfort and our ability to innovate has been

integral to our success.

Our participation in the development of industry standards in our core product categories in the
PRC is a testament to our design and product development capabilities and our focus on product
quality. In particular, we believe that our leadership and long-standing reputation in the men’s trousers
industry in the PRC, as evidenced by our second highest ranking in the men’s trousers market from
2011 to 2013, are critical to our strong financial performance during the Track Record Period. Our
reputation in men’s trousers stems from our focus on product comfort, details and quality, which we
believe can influence customer purchasing decisions and are important to enhance customer loyalty.
For example, in November 2008, we participated in the drafting and formulation of China’s industry
standards for the design and manufacture of trousers. We have also developed internally several
advanced patented technologies in the design and manufacture of menswear products, such as the
eight-centimeter crotch curves standard (8cmAI# T.24), a special design for trousers that helps to
provide comfort while retaining stylish design. We have also successfully developed 11 advanced
technical processes for our production of men’s trousers, enabling us to offer trousers that combine
comfort, functionality, style and quality. During the Track Record Period, we strategically increased
product offerings in the business casual category in order to meet the prevailing market trend and
growing customer demand for business casual menswear, and we have successfully applied some

production techniques used in business formal trousers to business casual pants.

We have also developed and implemented stringent quality control procedures to ensure that
every stage of production adheres to our high quality standards, including tests on raw materials,
semi-finished as well as finished products. We believe that our internal quality standard are more
stringent than national standards and all of our products are required to pass the relevant national and

internal quality tests before reaching to our customers.

As of December 31, 2013, we had a team of 124 members focusing on design and product
development. The key team members have an average of 10 years of experience in the fashion
industry. We have demonstrated our ability to address our customers’ evolving needs and preferences
by launching new products each season that cater to them. As of December 31, 2013, we had obtained
15 patents, in particular in the trousers and tops categories, such as “trousers promoting health and
wellness” (“f@#F % PG 4~), “trousers using new zipper sewing technology” (“—Hi &4 ¥) and an
automatic infrared fly front sewing machine (—FEAL/ME HB) L K/NPIEEH) as well as other
production technologies which enhance product comfort and design in our apparel offerings.
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The strength of our design and product development capabilities is integral to our ability to offer
a broad product portfolio that appeals to our target customers. Our business formal and business casual
product offerings are suitable for almost all business occasions. We introduced 933 SKUs at our sales
fair in March 2013 for our autumn/winter collection and 755 SKUs at our sales fair in September 2013
for our spring/summer collection.

As a result of our strong design and product development capabilities, we continued to
successfully drive strong product volume and sales growth during the Track Record Period.

Nationwide and strategically managed distribution network supported by our long-standing
distributor relationships

Through our nationwide footprint, our distribution network gives us strong access to our target
customers. As of December 31, 2013, our distribution network comprised 45 distributors and 177
sub-distributors, who operated an extensive retail network of 1,298 retail outlets, spanning over 240
cities and 31 provinces, autonomous regions and central government-administered municipalities in
the PRC. We believe adopting a wholesale distributorship model has also enabled us to leverage the
local market knowledge of our distributors and achieve rapid expansion in a relatively cost efficient
manner. We also have two self-operated retail outlets in Quanzhou, Fujian Province, which are model
stores to showcase our expectation and standards of a store environment to our distributors and their
sub-distributors.

We believe our footprint and early entrance in First-tier cities and Second-tier cities provide us
with a solid foundation to further penetrate into lower-tier cities. As of December 31, 2013,
approximately 37.3% of the retail outlets were located in First-tier cities and Second-tier cities. Our
distributors entered into Beijing, Shanghai, Shenzhen and Guangzhou in 1997, 2005, 2005 and 2006,
respectively, and have been able to strengthen their retail presence in those cities since then. The
remaining approximately 62.7% of the retail outlets operated by our distributors and their
sub-distributors are located in Third-tier cities and Fourth-tier cities. We believe our balanced
footprint provides us with a strong foundation to capture future growth opportunities arising from
different regions in the PRC.

We believe that we have cultivated strong, stable and long-standing relationships with our
distributors, which have been core to our brand building efforts as well as our strong operating track
record. As of December 31, 2013, of our 45 distributors, 20 (including their predecessors) had
business relationships with us for more than eight years. We view our distributors as our brand
ambassadors and they must demonstrate a strong understanding of our brand proposition and
consistently deliver our brand values to our target customers. As branding is essential to our success,
we ensure our distributors are aligned with our vision and support brand building efforts. We work
directly with them to continuously enhance the customer shopping experience through training,
upgrading store appearances, encouraging them to introduce loyalty programs and offer other
complimentary value-added services. In addition, to ensure a unified image across our stores and
deliver a consistent shopping experience to customers across different region, we conduct on-site
inspections to the retail outlets operated by distributors and sub-distributors to ensure our distributors
adhere to our retail policies. As of the Latest Practicable Date, we had not encountered any material
issues as it relates to our distributors.
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Out of the 1,300 retail outlets (including our two self-operated retail outlets in Quanzhou, Fujian
Province) as of December 31, 2013, approximately 968 were department stores concessions or retail
outlets located in shopping malls and the remaining approximately 332 retail outlets were stand-alone
stores. According to the Frost & Sullivan Report, the in-store distribution channel, which is defined
as department store and shopping malls, is one of the most relevant distribution channels in the
middle-upper menswear market. According to the Frost & Sullivan Report, due to the relative
underdevelopment of commercial real estate in most cities in the PRC, department stores and shopping
malls have historically been and will continue to be an important growth avenue for middle-upper
menswear brands as the in-store channel allows brand owners and menswear retailers to achieve
growth and tap into new markets by expanding through the department store and shopping mall
network, in particular in Third-tier and Fourth-tier cities. We also strategically maintain strong
relationships with selected leading department stores in the PRC.

During the Track Record Period, we successfully drove strong revenue growth while our
distributors drove strong retail outlet growth. Additionally, our sales growth of 35.5% from 2011 to
2012 exceeded our retail outlet growth of 11.1% and our sales growth of 31.0% from 2012 to 2013
exceeded our retail outlet growth of 7.9%, signaling the ongoing improvement in efficiencies of our
distribution network.

Strategically integrated business model with advanced, efficient and flexible manufacturing
capabilities

Our strategically integrated model allows us to seamlessly and efficiently connect each key
component of our business operations, from brand management and marketing, design and product
development, ordering process, procurement of raw materials, self-production and outsourced
production to sales and distribution. We believe our strategically integrated model provides us with
a platform to effectively address our customers’ evolving needs and allows us to grow with enhanced
operating efficiency, flexibility and supply chain management.

Our in-house production capabilities allow us to protect the integrity and quality of our core
products and our brand proposition. We employ advanced manufacturing technologies and we have
continued to pursue a high degree of automation in our manufacturing process to ensure consistent,
high quality product delivery. Almost all of our production equipments are introduced from reputable
international equipment providers, for example, our sewing machines are introduced from a leading
German brand and our plate cutting machines are introduced from a leading U.S. equipment
manufacturer. We have successfully developed 11 advanced technical processes for our production of
men’s trousers, enabling us to offer trousers that combine comfort, functionality, style and quality.

We believe our in-house production capabilities, coupled with our diversified network of
third-party OEM contractors, enhance our flexibility and optimize our cost structure. We use our
in-house production facilities to produce most of our core products in order to maintain our product
quality and protect our intellectual property. We outsource production of all accessory products and
certain apparel products as we believe outsourced production enhances cost efficiency and allows us
to focus on design and product development as well as brand management. We believe our flexible
manufacturing process has enabled us to enhance our competitiveness while maintaining the quality
of our products.
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While we have strong relationships with our key raw material suppliers and OEM contractors,
we maintain a relatively diversified network of raw material suppliers and OEM contractors, which
gives us the ability to procure at more competitive prices. For the year ended December 31, 2013,
purchases from our five largest raw material suppliers accounted for approximately 29.3% of our total
purchase of raw materials. As of December 31, 2013, we engaged 39 OEM contractors and most of
them had established business relationships with us for more than seven years, with the longest being
13 years.

Our efficient business model has, in part, allowed us to achieve margin expansion during the
Track Record Period. Our gross profit margin increased from 28.5% in 2011 to 32.7% in 2012 and
further increased to 34.2% in 2013. In conjunction with our gross profit margin improvement, our
profit before tax margin increased from 14.8% in 2011 to 18.6% in 2012, and further increased to
22.1% in 2013.

Dedicated and highly experienced management team

We believe our management team has been critical to the development and success of our brand.
Our vision, our dedication and our commitment to quality have taken our Company from its
beginnings to a reputable middle-upper menswear player in the PRC. Our management team has
extensive industry experience, operational expertise and in-depth understanding of the menswear
industry in China. They have been at the forefront of building FORDOQO’s brand identity and market
leadership. Our founder and Chairman, Mr. Kwok, has over 20 years of experience in the menswear
market in China. In 2009, Mr. Kwok was appointed the deputy director of the third menswear’s Expert
Committee of the China National Garment Association (55 = i " [ IR & 1 & 5B & 2E R B & 5| 31T
% 8). Mr. Kwok is supported by a strong and experienced management team, all of whom have
demonstrated a strong understanding and passion for the menswear industry in China. Our executive
directors specialize in different aspects of production, sales and marketing in the menswear industry,
as well as corporate management. Our executive Directors and key senior management members have
served our Company for an average of over eight years and have been integral to the success and
growth of our business.

BUSINESS STRATEGIES

Our principal goals are to strengthen our positions in the middle-upper menswear and the men’s
trousers markets in the PRC, enhance our control over distributors and sub-distributors and strengthen
our design and product development capabilities. We seek to pursue an organic growth strategy, and
currently, we do not have any acquisition plans or acquisition target. We believe the pursuit of the
following strategies will allow us to achieve our goals, drive sustainable growth and create long-term
values for our key stakeholders.

Strengthen our supply chain management and distribution network

We plan to continue to strengthen our control over our distributors and their sub-distributors.
Starting from October 2013, our distributors are required to submit quarterly sales reports which
contain information on their number of retail outlets, sales and inventory level of “FORDOO”
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products. Starting from October 2013, our marketing team also conducts monthly interviews with our
distributors regarding their sales and inventory level of “FORDOQO” products. We plan to continue to
implement new policies among our distributors to enhance our ability to track their inventory levels

and analyze sales data and customer behavior in a more efficient and effective manner.

Secondly, as our business continues to grow, we recognize the importance of effective and
efficient management across our operating platform. To this end, we plan to implement an ERP system,
which enables us to enhance management across each key component of the value chain, including
design and production development, production, inventory control, marketing and advertising and
sales and distribution. We plan to require our distributors and their sub-distributors to install the ERP
system in all the retail outlets operated by them. The ERP system will provide real-time information
on sales orders, sales and inventory level. We believe that our ERP system will strengthen our supply
chain management and allow us to work with our distributors more efficiently and effectively to

enhance our customer relationship management.

Thirdly, we intend to further penetrate into new and existing markets and strengthen access to
our target customers by working with our distributors and leveraging our existing strategic
relationships with commercial real estate developers to strengthen our presence in department stores
and shopping malls in prime locations in the PRC. We continue to evaluate the performances of our
existing distributors and identify new experienced distributors that would complement our current
distribution network. We currently expect our distributors to add approximately 200 retail outlets in
the PRC by December 31, 2014.

Lastly, we plan to continue to extend our “regional” distribution initiative in more regions by
encouraging sub-distributors with good sales and operating track record to become our distributor and
by continuing to attract new qualified distributors. We target to have a number of distributors covering
different regions in each province. We piloted this initiative in certain regions, such as Shandong and
Fujian Provinces. Through the extension of our “regional” distribution initiative in more regions, we
believe we will be able to diversify our network of distributors, reduce reliance on one or a small

number of distributors in each key province and enhance our control over distributors in more markets.

Continue to invest in multi-channel marketing and branding activities to enhance our brand
awareness

We intend to enhance our brand awareness and brand differentiation of our FORDOO brand by

strengthening our multi-channel marketing and branding efforts on a national, regional and store level.

On a national and regional level, we plan to continue to advertise through CCTV channels and
in airports located in selected First-tier and Second-tier cities. We also plan to further explore, expand
and diversify our advertising channels, including magazines, newspapers, outdoor advertisement
channels and event sponsorship. We intend to participate in both domestic and international fashion
shows to further elevate our brand awareness.
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In addition, we remain committed to delivering a unified brand image across retail outlets
operated by our distributors and their sub-distributors. We endeavor to continue to gradually upgrade
some of the retail outlets operated by our distributors and their sub-distributors through store
renovation and improvement of in-store design and layout. We plan to renovate approximately 200
new and 100 existing retail outlets in 2014 in order to improve our customer’s shopping experience
and enhance our brand image. In addition, we will continue to encourage and support our distributors’

advertising initiatives.

We believe that these marketing and promotion strategies will strengthen brand recognition and
demand of our products. We also endeavor to leverage our enhanced brand equity to further strengthen

our business relationships with our raw material suppliers, OEM contractors and distributors.

Continue to invest in research, product development and design

Our awards and patents received to date are a strong testament to our product quality, research
and product development capabilities. As part of our overall business strategy, we believe in the
importance of a strong design and product development platform to address evolving customer’s

preferences and growing consumers’ sophistication.

To strengthen our research and product development capabilities, in January 2014, we entered
into a three-year cooperation agreement with the CNIS, an institute directly under the China General
Administration of Quality Supervision, Inspection and Quarantine (8 5B & 5 B A% B0 A% % 48 ).
Under the cooperation agreement, the research and development center in Hui’an, Fujian Province will
be designated as the center dedicated to establishing industry standards for the menswear industry in
the PRC (5 #A7E (R H)EME(L WF 45 71.0y). Through this cooperation, we endeavor to enhance our
research and development and product innovation efforts. The cooperation agreement grants us the
intellectual property rights to research results related to this project and the right as the only partner
to the CNIS in the joint development of the research and development center for the establishment and
development of industry standards for menswear. We believe our partnership with the CNIS will help
further promote our brand image in the menswear industry. In addition, we intend to continue to
procure advanced manufacturing equipments and technologies, increase spending on product
development and devote resources to research and the development of advanced production
technologies in order to enhance our operating efficiencies, the quality of our product offerings and

our product innovation capabilities.

In order to strengthen our design capabilities, we intend to expand our design and product
development team and recruit experienced designers. We plan to invite representatives from leading
fashion design institutes to provide training to our designers. We also intend to establish cooperative
relationships with other reputable third-party design consultants and research institutes. Furthermore,
we plan to send market surveys through the retail outlets operated by our distributors and their
sub-distributors, which enables us to obtain first-hand feedback from our customers on their

preferences.
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Expand and diversify our product offering

We remain committed to our existing product lines targeting middle class men aged 30 to 60. We
intend to further refine our existing product lines and will continue to introduce more innovative
designs to address our core customers evolving needs and preferences.

We intend to expand and improve our product portfolio in order to target a new customer group
and diversify our sources of revenue. As part of our strategy, we intend to leverage our success in
business formal and business casual apparel to launch a new casual fashion line targeting younger
customers aged 18 to 30. We intend to develop this new product series through our in-house design
and product development team. The new product series will initially be sold in a few of our
distributors’ and their sub-distributors’ existing retail outlets. Depending on market reception and
customer feedback, we will evaluate and tailor our expansion plan accordingly. We are optimistic
about the potential of this new product series and we believe this complements our strategy to
strengthen our strong position in the menswear industry.

OUR BUSINESS MODEL

We primarily design, market and sell men’s apparel and accessory products under our
“FORDOO” brand. The following diagram illustrates our business model:

Brand Management and Marketing

Design and Product Procurement and

Development Ordering Process Production Sales and Distribution
Retail
Raw material Self- outlets
Product Distributors procurement production Wholesale
Design & Product introduction || order follow
Research Development at sales after sales Online
fairs fairs platform

Self-operated

Outsourced production retail outlets

Note: Unshaded components of our business model diagram represent those aspects of the value chain controlled by us, while
shaded components represent those not controlled by us.

Our brand is centered around promoting an independent, successful and elite lifestyle. We
manage and operate our business through a strategically integrated model, comprising brand
management and marketing, design and product development, ordering process, procurement of raw
materials, self-production and outsourced production and sales and distribution:

° Brand Management and Marketing: Through our third-party distributors, we maintain a
unified store image at the retail level in order to promote our brand identity and deliver
consistent brand experiences. We also organize and participate in marketing and
advertisement events in order to raise our brand awareness;
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° Design and Product Development: We maintain a dedicated team for design and product
development, who are responsible for researching, designing and developing each season’s
collections;

° Ordering Process: We introduce new products to our distributors at our bi-annual sales fairs
held at our headquarters. Our distributors place their orders directly for the next season

after these sales fairs;

° Procurement and Production: Our products are produced either in our own manufacturing
site or by OEM contractors. For self-production, we procure raw materials from third-party
suppliers and manufacture apparel products directly at our manufacturing site located in
Quanzhou, Fujian Province. We also work with OEM contractors and outsource accessory

and certain apparel products;

° Sales and Distribution: We primarily sell our products on a wholesale basis to our
distributors, who then sell the products to end customers through retail outlets operated by
themselves or resell the products to their sub-distributors. We sell a small quantity of our
products to our online distributor, who then sells our products to end customers through
different online platforms. We also sell a small portion of our products directly to end
customers through our two self-operated retail outlets in Quanzhou, Fujian Province.

BRAND AND PRODUCT OFFERING
Our Brand

We market all of our products in the PRC under the “FORDOO” or “JE#B” brand. We are
positioned in the middle-upper menswear market, primarily targeting middle class men aged 30 to 60.
Our brand and positioning are centered around promoting an independent, successful and elite
lifestyle. We believe our brand logo together with our marketing slogan, “% N H A F5&” (“For The
Man Who Knows What He Wants”), communicate power and prestige and resonate well with our
targeted male audience. FORDOO is one of the most recognized brands in the middle-upper menswear
segment in the PRC. According to the Frost & Sullivan Report, we were ranked sixth with a market
share of 2.9% in the middle-upper menswear market, which accounted for 30.4% of the overall China’s
menswear market; we were ranked fifth in both the middle-upper business casual and business formal
menswear segments, all of which were in terms of revenue in 2013. Our strong brand recognition is
also evidenced by our numerous industry awards, including “Quality Award” by the China National
Garment Association (F' B[k % 05 €) in 2014, “Top 10 (Industry) Most Credible Brand in Asia” and
“Top 500 Asia brand” by Asia Brand Ceremony (58 ¥ & /8% #) in 2012, “Top 10 Menswear Brand”
by Brand China Industry Union (/i 8 7 [ & 26 %) in 2010, “Well-known Trademark of China” by
SAIC since January 2010, “Top 500 Most Competitive Textile and Garment Enterprises” by the
National Textile and Apparel Council in 2009, “Customer Satisfaction” by the China Association for
Quality (FEIE &€ ) in 2009 and “China Top Brand” by the General Administration of Quality
Supervision, Inspection and Quarantine (%8 & B B b Bk 72 48 5)) in 2007.
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Our brand’s history dates back to the early 1990’s, when Mr. Kwok, our founder and Chairman,
started manufacturing and marketing trousers. We have gradually established our reputation as a
national domestic menswear brand offering comfortable, high quality and aesthetically pleasing
trousers. In November 2008, we were one of a few private enterprises that were invited by the National
Technical Committee on Garment Standardization (& [E Ik 4t AL 4% i1 22 B €) to participate in the
drafting of industry standards for trouser-making and design. We believe our trousers marketing
slogan “Trousers Standards, Crafted by FORDOO (VPG ##tE % » [E#4T%E5)” adhere to our leadership in
the men’s trousers market in the PRC.

We continue to expand our product offerings to customers. From the mid-1990’s, we introduced
business formal menswear, business casual menswear and accessory products, to offer our customers
a “one-stop” shopping experience. Going forward, we intend to further diversify our product portfolio
to broaden our customer base, for instance, we plan to develop new product series which target at

113

younger customers aged 18 to 30. See “— Business Strategies — Expand and diversify our product

offering” above.

Product Offerings

We offer a wide range of menswear apparel and accessory products through our “FORDOO”
brand. Our products are primarily offered under our business casual and business formal product
series, which are suitable for almost all business occasions. According to the Frost & Sullivan Report,
business casual is the fastest growing segment within the middle-upper menswear market. During the
Track Record Period, we continued to enhance product offerings in business casual to meet the
prevailing market trend and customer preference. For the years ended December 31, 2011, 2012 and
2013, our business casual menswear products accounted for approximately 46%, 56% and 59%,
respectively, of our turnover.

Our diversified product portfolio allows us to address our customers’ evolving needs and
preferences, which are often associated with varying climate and customer habits across different
region in the PRC. In 2013, we introduced 933 SKUs for our autumn/winter collection at our March
sales fair and 755 SKUs for our spring/summer collection at our September sales fair, respectively.
Products offered under our brand primarily include:

° Men’s trousers: business formal trousers, business casual trousers, jeans and shorts.

° Men’s tops: business formal jackets, dress shirts, casual shirts, polo shirts, vests, cotton
jackets, down puffer jackets, fur coats, sweaters and overcoats.

° Accessories: ties, scarves, socks, belts, shoes, bags and wallets.
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The following table sets forth suggested retail price ranges”’ for our major products.

Suggested Retail Price Range

(RMB)

Men’s trousers

Business formal troUSErS ...ttt ~360-2,600

Business casual trOUSEIS ..ouiuiuiriririeieii e ~390-1,500

J AN i ~440-800
Men’s tops

Business formal jackets .......ccoviiuiiiiiiiiiiiiii e ~890-4,200

JACKEES™®) Lot ~560-2,400

] 1 U0 PPN ~340-1,900

POL0 SIS ottt ~330-1,500
A CCRSSOTIRS .. .o ~40-1,300
Notes:

(1) We do not fix retail prices for our distributors and their sub-distributors. However, we guide them to sell our
products at three to five times of the wholesale price. For illustrative purposes, we have summarized suggested
retail prices at four times (the mid-point of our suggested range) of the wholesale price based on our sales fair

in September 2012 and our sales fair in March 2013.

(2)  Fur jackets and nick garments were excluded due to their negligible contribution to our sales.
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SALES AND DISTRIBUTION

Overview

Our products are primarily distributed through our network of distributors and their
sub-distributors who operate an extensive distribution network in the PRC. We primarily sell our
products on a wholesale basis to our third-party distributors, who then sell the products to end
customers through retail outlets operated by themselves or resell the products to their sub-distributors,
who in turn sell the products to end customers through retail outlets operated by those sub-distributors.
As of December 31, 2013, our distribution network comprised 45 distributors and 177 sub-distributors
who operated 1,298 retail outlets, spanning over 240 cities and 31 provinces, autonomous regions and
central government-administered municipalities in the PRC. We sell a small quantity of our products
to our online distributor, who then sells our products to end customers through different third-party
online platforms. For the years ended December 31, 2011, 2012 and 2013, sales to our distributors
accounted for approximately 99.4%, 99.5% and 99.6%, respectively, of our total turnover. We also sell
a small portion of our products directly to end customers through our two self-operated retail outlets
in Quanzhou, Fujian Province, which are model stores to showcase our expectation and standards of
a store environment to our distributors and their sub-distributors.

The PRC’s apparel and menswear markets are characterized by broad geographic reach and
regional differences. As a result, wholesale distribution models are commonly used by brand owners
in the PRC as a means to leverage the local market knowledge of our distributors and their
sub-distributors to drive geographical expansion and regional market penetration. We believe adopting
a wholesale distributorship model allows us to focus on our core competency in brand management,
design and product development and production and has enabled us to achieve rapid expansion in a
relatively cost efficient manner. We believe that we have cultivated strong, stable and long-standing
relationships with our distributors which have been efforts as well as our strong operating track
record. As of December 31, 2013, of our 45 distributors, 20 (including their predecessors) had

business relationships with us for more than eight years.

The expansion of our distribution network is reflected in the continued increase in the number
of the retail outlets during the Track Record Period. As of December 31, 2011, 2012 and 2013, there

were 1,085, 1,205 and 1,300 retail outlets, respectively, including our two self-operated retail outlets.

We manage our distributors and their operation of the retail outlets through various measures,
including but not limited to, providing retail pricing guidance, standardizing brand image at retail
outlets, requiring distributors to seek approval prior to store openings as well as requiring them to
submit quarterly sales reports as stipulated in the revised distribution agreement effective from
January 1, 2014. Although we do not have direct contractual relationships with sub-distributors, we
conduct on-site inspections at retail outlets operated by our distributors and their sub-distributors from

time to time to assess their operations.
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The following diagram illustrates our distribution model as of December 31, 2013:
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Our Distribution Network and Distribution Model

As of December 31, 2011, 2012 and 2013, our distribution network comprised 42, 44 and 45
distributors, respectively, and 147, 164 and 177 sub-distributors, respectively. As of December 31,
2013, our distributors and sub-distributors operated a distribution network of 1,298 retail outlets,
spanning over 240 cities and 31 provinces, autonomous regions and central government-administered
municipalities in the PRC. Out of the 1,298 retail outlets, 968 were concessions in department stores
or retail outlets located in shopping malls and the remaining 330 were stand-alone stores, as of
December 31, 2013. We also operate two self-operated retail outlets in Quanzhou, Fujian Province,
which are model stores to showcase our expectation and standards of a store environment to our

distributors and their sub-distributors.

We currently have one online distributor to sell our products through different third-party
e-commerce websites, such as Tmall.com, and JD.com. During 2011, one of the distributors we
engaged with was authorized to sell our products through both retail outlets and online platforms. In
2012, we ceased authorizing that distributor to distribute our products online and engaged another
Independent Third Party as our online distributor. The products sold online are different from those
sold in retail outlets and hence, our online distributor does not directly compete with the physical
retail outlets operated by our distributors and their sub-distributors or with our two self-operated retail
outlets. For the years ended December 31, 2011, 2012 and 2013, sales from our online distributor
amounted to RMB4.7 million, RMB14.2 million and RMB9.3 million, respectively, representing

approximately 0.6%, 1.3% and 0.6%, respectively, of our turnover for the corresponding periods.
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The table below sets forth the number of our distributors, their sub-distributors and retail outlets
(including our two self-operated retail outlets) as of the dates and the turnover for the periods
indicated:

As of and for the years ended December 31,

2011 2012 2013
Number of distributors at the beginning of the
Period .....oovniii 40 42 44
Number of distributors added during the period.... 4 5 1
Number of distributors terminated during the
Period ..ottt 2 363 —
Number of distributors at the end of the period... 42 44 45
Number of sub-distributors at the beginning of
the period.............ccooiiiiiii 136 147 164
Number of sub-distributors added during the
PEIiOd ..iiiiiiiiiii 14 19 21
Number of sub-distributors terminated during the
PETIOA ot 3 2 8
Number of sub-distributors at the end of the
Period ..o 147 164 177
Number of retail outlets at the beginning of the
Period .........ooooiiiiiii 949 1,085 1,205
Number of retail outlets added during the period.. 175 210 172
Number of retail outlets closed during the period. 39 90 77
Number of retail outlets at the end of the period . 1,085 1,205 1,300
Turnover (RMB in thousands) ............................... 818,477 1,108,977 1,452,811

Notes:

(1) We added one online distributor in 2012.

(2)  The two distribution agreements entered into by and between the respective distributors and us expired in December 2010
and were not renewed for 2011. Nevertheless, we continued to sell some products to them in 2011 as a result of orders
they placed after our sales fairs in 2010 under the previous purchase agreements entered into in 2010.

(3)  All of the three distribution agreements entered into by and between the respective distributors and us expired in
December 2011 and were not renewed for 2012. Nevertheless, we continued to sell some products to them in 2012 as

a result of orders they placed after our sales fairs in 2011 under the previous purchase agreements entered into in 2011.
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Throughout the Track Record Period, we engaged and collaborated with new distributors in order
to further drive expansion of our distribution network. The increase in sub-distributors has also
allowed us to further enhance our penetration into regional markets. In 2007, we started to implement
a “regional” distribution initiative to reduce reliance on one or a small number of distributors in each
province by further dividing markets with identified growth potential and assigning a smaller
geographical area to each distributor within each province. Currently, some distributors are sole
distributors of their assigned province. We piloted this initiative in certain regions, such as Shandong
and Fujian Provinces. In Shandong Province, we increased the number of our distributors from one in
2007 to six as of December 31, 2013 and in conjunction with the increase of distributors, the number
of retail outlets increased from 29 to 119 in the same province during the same period. Similarly, in
Fujian Province, we increased the number of distributors from one in 2008 to four as of December 31,
2013 and in conjunction with the increase of distributors, the number of retail outlets increased from

71 to 135 (excluding our two self-operated retail outlets) in the same province during the same period.

We take a wide range of factors into consideration when we select new distributors and we
invited sub-distributors with good sales and operating track record to become our distributors. For the
years ended December 31, 2011, 2012 and 2013, we engaged one, two and one sub-distributors,

respectively, as our distributors.

During the Track Record Period, we added a total of 10 new distributors to our distribution
network and terminated business relationships with three distributors. In 2011, we appointed four new
distributors, out of whom, one was our previous sub-distributor, one replaced the distributor that we
terminated business relationship with in the same year and the other two were newly selected as our
distributors. In the same year, we terminated business relationships with two distributors who changed
business plans. In 2012, we added five distributors, out of whom, one was online distributor, two were
previous sub-distributors, and two replaced the distributors that we terminated business relationship
with in the same year and terminated distribution relationships with three distributors who changed
their business plans. In 2013, we engaged one of our sub-distributors as our distributor and did not

terminate any business relationship with any of our distributors.

For those distributors who we terminated business relationships with, each of them agreed to (i)
continue to perform its obligations in relation to its placed orders under the sales and purchase
agreement, (ii) make payments for the products which it had received prior to the termination, (iii)
transfer all of its retail outlets and also its engagement with sub-distributors, if any, to the newly
appointed distributor within the authorized geographical area, and (iv) transfer its inventories to such
newly appointed distributors within the authorized geographical area under mutually agreed price.
Subsequent to terminations, we usually appoint new distributors to replace and continue to manage

and expand our distribution network.

As we continue to implement our “regional” distribution initiative in more regions and expand
our geographical reach, we endeavor to increase the number of distributors and leverage the access of
our distributors to different local markets to expand the breadth and depth of our market presence. We

believe this business model also enables us to strengthen our management over our distributors. In
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addition, it also allows our distributors to better allocate their resource which in turn strengthen their
sales performance in their respective designated region. We plan to continue with this model in the

113

future. See “— Business Strategies — Strengthen our supply chain management and distribution

network” above for further details.

The following table sets forth the number of our distributors, their sub-distributors and retail

outlets by province (or autonomous region and central government-administrated municipalities)".

As of December 31,

2011 2012 2013

No. of No. of No. of
No. of No. of Sub- Retail No. of No. of Sub- Retail No. of No. of Sub- Retail
Distributors distributors Outlets Distributors distributors Outlets Distributors distributors Outlets

Beijing .. 1 3 46 1 4 56 1 7 60
Tianjin.....oooovveeenene 1® - 10 1® — 14 1 — 9
5 (301 SO 39 14 67 39 14 78 3 17 90
Shanxi ..o 1 3 25 1 3 24 1 3 28
Inner Mongolia....... 43 6 36 43 77 48 4® 8 51
Heilongjiang............ @ 4 17 @ 5 16 1 5 18
Jili oo @ 1 9 @ D 6 @ ™ 4
Liaoning.........ccc... 2 6 28 2 6 41 2 7 47
JHangsu c.o.eevevceeinnn 2 12 51 2 12 53 2 18 60
Shanghai................. 1 2 16 1 2 24 1 2 24
Zhejiang 1 2 16 1 3 15 1 3 22
Anhui ..o 1 7 37 1 7 35 1 6 31
Fujian.........ccocoovv.ne. 3 25 113® 4 25 135® 4 25 137®
Shandong................ 6 11 109 6 14 115 6 15 119
JiangXi. oo 1 2 9 1© 3 12 1 3 32
Henan.........cooooeeee 2 4 55 2 7 68 2 7 71
Hubei .o 1 9 49 1 10 53 1 10 54
Hunan...........c......... 1 3 14 1© 6 16 1 5 16
Guangdong ............ 1 5 38 2 6 50 2 3 53
Guangxi.......oocoveenes 1 3 17 1 3 18 1 3 18
Hainan... 1 1 14 1 1 15 1 1 14
Chongging .............. 1 5 33 1 5 36 1 7 41
Sichuan.................. 2® 3 102 2® 4 96 2 5 100
Guizhou.......ocoeeeee. 1 — 17 1 — 16 1 — 21
Yunnan ..., 1 3 21 1 3 20 1 3 20
Tibet..ooveiriiennne, 1 1 5 1® 2 5 I 2 6
Shaanxi..........ccco..... 1 5 50 1 5 50 1 5 52
Gansu ......oveveeennnns @ — 18 I — 17 @ — 18
Qinghai.......cccoovnee. @ 1 5 I 1 4 @ 1 4
NingXia......ooevenee. 1 1 8 1 1 9 1 1 10
Xinjiang 2 5 50 2 5 60 2 5 70
Total .....coovvrrrrnn 429 147 1,085 4400 164 1,205 45000 1779 1,300

— 126 —



BUSINESS

Notes:

(1)  The classification is based on designated geographic sales areas of our distributors and their sub-distributors.
(2)  One of our distributors had operations in Inner Mongolia, Heilongjiang and Jilin for the indicated period.

(3)  One of our distributors had operations in Tianjin, Hebei and Inner Mongolia for the indicated period.

(4)  One of our distributors had operations in Gansu and Qinghai for the indicated period.

(5)  One of our distributors had operations in Sichuan and Tibet for the indicated period.

(6)  One of our distributors had operations in Jiangxi and Hunan for the indicated period.

(7)  One of the sub-distributors had operations in Jilin and Inner Mongolia.

(8)  The number of retail outlets included two self-operated retail outlets in Quanzhou, Fujian.

9) The total number of our distributors and their sub-distributors reflects the actual number of our distributors and their
sub-distributors, and does not represent the sum of the number of distributors for each province, as some of our

distributors had operations in a number of provinces. Please refer to Note (2) to (7) for details.

(10) The total number of distributors included one online distributor.

In order to prevent overlapping of distributors, over-concentration of retail outlets and
cannibalization within our distribution network, each distributor is permitted to sell our products

exclusively within a defined geographical area.

Our Distributors

Our distributors and their sub-distributors directly oversee and supervise the operations of retail
outlets. We select our distributors based on stringent criteria, including but not limited to their
industry experience, business scale, working capital, retail capabilities, managerial skills,
transportation and logistics capabilities and also their compliance with all applicable laws and
regulations in relation to their operations. In addition, prior to engaging a new distributor, we conduct
examinations on their business licenses and other relevant legal documents as well as on-site
inspections to assess on their operating platform, inventory control as well as logistics support. We
also require our distributors to submit copies of their renewed business licenses if there has been any
amendment of business registration with their local industrial and commercial administration
authorities, and we require our distributors to seek our approval prior to the opening and closing of

retail outlets.

We believe our distributors are highly experienced in the menswear retail industry. We have
cultivated strong, stable and long-standing relationships with our distributors which have been core
in our brand building efforts as well as our strong operating track record. As of December 31, 2013,
out of our 45 distributors, 20 (including their predecessors) had business relationships with us for

more than eight years.

We are in a seller-buyer relationship with our distributors. We retain no ownership control over
the products sold to our distributors, and all significant risks and rewards associated with the products

are transferred to the distributors upon delivery to and acceptance by the distributors.
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Distribution agreements with our distributors

We have direct contractual relationships with our distributors. We enter into distribution
agreements with our distributors, typically for a term of one year, renewable at our discretion based
on the performance and credit history of our distributors. We have also established a team dedicated
to on-site inspections to ensure our distributors comply with our operating standards and policies. If
a distributor fails to comply with the distribution agreement, we have the right to terminate the
distribution relationship with the distributor.

During the Track Record Period, our distributors had complied with the distribution agreements

in all material respects, and we are not aware of any non-compliance of a material nature.

Our distribution agreements contain the following key provisions, among other things:

° Brands — Distributors are authorized to sell FORDOO brand products within their
respective designated geographical areas. Distributors are not allowed to use our FORDOO
brand in business not related to us and are prohibited from infringing our trademark.

° Product exclusivity — Distributors are only permitted to sell FORDOO products in their

retail outlets.

° Designated geographic coverage area — Distributors are only permitted to sell FORDOO
products within a defined geographical area.

° Distributors’ Undertakings — Distributors undertake to adhere to our store display
standards to ensure a unified store image and not to sell competing brands and counterfeit
products in their retail outlets. Distributors are also required to attend our sales fairs

organized bi-annually in order to purchase our products.

° Payment and delivery — Distributors are required to make a deposit to us which amounts
to 10% to 20% of their total order amount within 30 days from the date of the sale and
purchase agreements. We grant our distributors credit terms ranging from 90 to 180 days
and we regularly evaluate payment terms based on the size of their orders, credit history
and years of business relationship with us. Our distributors are required to bear delivery
costs of their purchase from our production facilities to their respective designation.

° Return of goods — Distributors are required to conduct quality checks on their purchase
within five days upon receipt of our products and they may return defective goods to us if
they provide a notice regarding the defect within 10 days of receipt. Distributors are
deemed to have considered the goods as satisfactory in the absence of such notice. During
the Track Record Period, the amount of defective goods returned was immaterial and our
Directors were not aware of any return of our products for reasons other than defective
goods.
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° Sub-distribution — Distributors are permitted to engage sub-distributors. Distributors are
required to be fully responsible for the business activities of sub-distributors, and to
undertake joint and several liabilities for sub-distributors’ infringement of our trademarks,
sale of counterfeits and other requirements under distribution agreement.

° Promotion and advertising — Our distributors should participate in regional promotion and
advertising activities at our request. If we believe an advertising scheme initiated by our
distributor is feasible and effective, we may reimburse 50% of the actual cost. Such
advertising activities are subject to our prior written consent and are required to be in
compliance with our internal requirements.

° Right of termination — If a distributor fails to comply with the distribution agreement, we
have the right to terminate our distribution relationship with them.

° Restriction on operations — Distributors are prohibited from distributing our products
online (except for our online distributor). Distributors are required to adopt our unified
retail outlet design and layout.

To strengthen our management of our distributors, starting from January 2014, we have entered
into distribution agreements with our distributors based on a revised form, which contains the
following additional principal terms:

° Quarterly sales reports and retail information — Our distributors are required to provide
us with quarterly sales reports which include information on their inventory level of
FORDOO products and a list of retail outlets operated by themselves and their
sub-distributors as of the end of the reporting period. We have the right to conduct on-site
inspection and request our distributors to provide documents or assistance, if necessary, to
verify the quarterly reports submitted to us.

° Sub-distribution agreement — Our distributors are required to enter into sub-distribution
agreements with their sub-distributors, that are on substantially the same terms and
conditions of the sub-distribution agreement template provided by us. Our distributors are
required to notify us within one month after termination of any sub-distribution agreement
or appointment of any new sub-distributor. Distributors are required to submit all legal
documents entered between our distributors and their sub-distributors within one month
upon execution of the agreement.

° Management of retail outlets — Our distributors are required to obtain our approvals prior
to opening, furnishing, moving, or closing a retail outlet. After we grant the approval, our
distributors are required to update us on the status of the retail outlet once every 30 days
until such activity is completed. In addition, our distributors are required to submit to us
the lease agreements entered into or renewed with the department stores or shopping malls
in the case of department store concessions or shopping mall retail outlets, or the new or
renewed business licenses in the case of stand-alone stores, within 15 days once the
relevant documents become available. We have the right to claim damages up to
RMB100,000 if our distributors fail to comply with the above requirements.
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We do not set minimum purchase requirements or policies for our distributors or allow for sales
rebate, inventory repurchase or inventory swap between our distributors and us for our distributors.
Our distributors typically place orders after attending the sales fairs and place their orders according
to their needs. Excessive orders are discouraged as excessive orders may expose our distributors to
financial risks. We believe our wholesale policies enable our distributors to better adapt to changing

market conditions and reduce inventory accumulation risk at the retail level.

We believe that our distribution agreements with distributors generally enable us to sufficiently
incentivize the distributors to actively market and sell our products and provide us with necessary

control over the distribution network.

Management of Our Distributors

We facilitate our distribution network by dividing it into four regions in the PRC, namely, (i)
Northern China and Northeastern China, (ii) Eastern China and Central Southern China, (iii)
Southwestern China and (iv) Northwestern China. All distributors in these four regions are under the
management and supervision of our marketing department. We have assigned a management team
dedicated to each region and the team is responsible for soliciting and selecting potential distributor
candidates, supervising and communicating with our distributors, monitoring and conducting on-site

inspections of retail outlets within their respective region.

In addition, our marketing department monitors our distributors’ and their sub-distributors’
overall operation and performance as well as their retail outlets through on-site store inspections from
time to time to ensure the consistency of store layout and product displays as well as to evaluate their
sales performance and inventory level. See “— Sales and Distribution — Brand and Retail Outlet

Management” below for further details.

Training, Assistance and Support to Our Distributors

We provide our distributors training and assistance on a variety of topics, including our brand
history, brand image, marketing strategies, operational best practice of other distributors and also
product knowledge. We also maintain contact with our distributors, seeking to understand their sales
performance, answer their enquiries regarding our products and provide and collect market updates.
To ensure a unified retail outlet design and layout, we engage third-party contractors at our own cost
for storefront decoration of the retail outlets that meet our requirements based on our instructions.
Upon completion of the decoration, our marketing department will conduct an on-site inspection of

those retail outlets.

We may also support our distributors’ marketing activities and encourage them to participate in

113

promotion and advertising activities that have been pre-approved by us. See “— Marketing and

Promotion” below.
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Monitoring of Inventory Levels

During the Track Record Period, we implemented the following inventory control policies in
order to monitor the inventory levels of the retail outlets operated by our distributors:

° We conduct on-site visits at retail outlets operated by our distributors or their
sub-distributors from time to time. Through inspections as well as interviews with the
manager and sales staff, we are able to conduct an informal assessment on their
performance and inventory level;

° We maintain regular communication with our distributors to keep abreast of their inventory
levels; and

° At our bi-annual sales fairs, we make inquiries with our distributors as to their inventory
levels and turnover of our products.

In addition, if we learn that a distributor is overstocked, we may refer it to other distributors who
need to restock their products. Such practice helps prevent any excessive accumulation of inventory
at our distributors and allows a better evaluation of their sales performance.

Starting from October 2013, we have introduced new policies to enhance our ability to monitor
inventory and sales velocity of our products, including, among other things:

° Our distributors have begun submitting quarterly sales report to us; and starting from
January 2014, as set out in the updated distribution agreement, our distributors are required
to submit quarterly sales report, which contain information and updates regarding sales
performance and inventory levels at our distributors; and

° Our marketing team conducts monthly interviews with our distributors and prepares the
monthly interview minutes regarding the sales and inventory levels of the retail outlets
operated by them or their sub-distributors.

We have taken the following steps to ensure the quarterly sales report for the three months ended
December 31, 2013 submitted by our distributors are reliable:

° cross-checked and compared the purchase amount in those quarterly sales reports with the
sales records (including breakdowns) of our management accounts to ensure consistency
during the relevant periods;

° cross-checked and compared those quarterly sales reports with the monthly interview
minutes conducted by our marketing team for the month ended October 31, November 30,
and December 31, 2013;

° maintained regular communications with our distributors with respect to their inventory
levels and sales; and
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° conducted on-site visits at the retail outlets operated by our distributors to understand their
sales.

Based on the above steps taken by us, nothing has come to the attention of our Directors that the
quarterly sales report is not reliable.

Going forward, we plan to implement an ERP system, which enables us to enhance management
across each key component of the value chain, including among other things, inventory control, which

3

will provide us real-time information on sales orders, sales and inventory level. See “— Business

Strategies — Strengthen our supply chain management and distribution network™ above.

Our Directors were not aware of any unusual or unreasonable buildup of inventory levels at our
distributors during the Track Record Period.

On-going Performance Assessment

We have implemented various measures to assess our distributors’ on-going performance. We
conduct annual assessment on our distributors in relation to their payment history, number of years of
business relationship with us and sales track record. Based on our assessment results, we classify them
into different creditworthiness ratings and adjust credit terms granted to them. In addition, we monitor
our distributors’ sales and inventory levels through different measures, including, among other things,
requiring them to provide us with quarterly sales reports, conducting monthly interviews with them,
and making on-site visits at retail outlets operated by them. See “— Monitoring of Inventory Levels”
and “Our Distributors — Distribution agreements with our distributors” above for details. Through
these measures, we assess their sales performance, inventory levels and compliance with our
requirements under the distribution agreements with us.

Sub-Distributors

We permit our distributors to engage sub-distributors in their designated geographical region in
order to further regional penetration and we authorize the retail outlets operated by sub-distributors
to sell our products. We do not have direct contractual relationships with sub-distributors and they
place orders after our bi-annual sales fairs through our distributors. The sub-distributors are only
allowed to sell our products to end-customers through their retail outlets and are prohibited from
further engaging distributors or reselling to other parties. We have recently adopted new measures to
strengthen the management of our distribution network, including our control over sub-distributors.
Starting from January 2014, our distributors are required to enter into sub-distribution agreements
with their sub-distributors on substantially the same terms and conditions of the sub-distribution
agreement template provided by us. Our distributors are responsible for ensuring that their
sub-distributors comply with the terms and conditions as set out in the sub-distribution agreement. Our
distributors are also required to notify us within one month upon engagement of new sub-distributors
or termination of an agreement with any of their existing sub-distributors. In addition, the distributors
are required to seek our approval before sub-distributors open, furnish, move or close any retail
outlets. For further details, see “— Retails Outlets — Brand and Retail Outlet Management” below.
By allowing the engagement of sub-distributors by our distributors, we are able to manage our
nationwide distribution network through directly management of a smaller number of distributors. We
believe that this strategy enables us to focus more on assisting our distributors to improve their
operation of retail outlets and manage them more efficiently.
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As of December 31, 2011, 2012 and 2013, there were a total of 147, 164 and 177 sub-distributors,
respectively. The increase in the number of sub-distributors during the Track Record Period was
primarily attributable to our strategic expansion of our distribution leveraging the resources and local

access of sub-distributors.

During the Track Record Period, three, two and eight sub-distributors, respectively, terminated
their business relationships with our distributors due to various reasons. In 2011, one sub-distributor
became our distributor and the other two changed their business plans and their retail outlets were
subsequently taken over by our distributors directly. In 2012, two sub-distributors became our
distributors. In 2013, one sub-distributor became our distributor and the other seven sub-distributors

terminated their sub-distribution relationship as a result of closures of their retail outlets.

Retail Outlets

As of December 31, 2011, 2012 and 2013, our retail outlet network consisted of a total of 1,085,
1,205 and 1,300 retail outlets, respectively, primarily operated by our distributors and
sub-distributors. During the same period, our distributors and sub-distributors operated a total of
1,083, 1,203 and 1,298 retail outlets, respectively, and we had two self-operated outlets in Quanzhou,
Fujian Province throughout the Track Record Period. The table below sets forth the number of retail
outlets and changes as of the dates indicated:

As of December 31,

2011 2012 2013
Total retail outlets at the beginning of the
Period ... 949 1,085 1,205
Number of retail outlets added........................... 175 210 172
Number of retail outlets closed ...........ccceevivinene. 39 90 77
Total retail outlets at the end of the period .... 1,085 1,205 1,300

The expansion of our distribution network is reflected in the continued increase in the number
of the retail outlets during the Track Record Period. The closure of 39, 90 and 77 retail outlets,
respectively, as of December 31, 2011, 2012 and 2013 was primarily due to their locations, expiration

of lease agreements, increases in rent or unsatisfactory sales results.
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As of December 31, 2013, out of the 1,300 retail outlets, 968 outlets were located in department
stores or shopping malls with the majority located in department stores. According to the Frost &
Sullivan Report, in-store distribution channel, which is defined as department store and shopping
malls, is one of the most relevant distribution channels in the middle-upper menswear market. We

maintain strategic relationships with selected leading department stores in the PRC.

As of December 31,

2011 2012 2013
Outlets located in department stores or
shopping malls ........coooiiiiiiiiiiii e, 786 894 968
Stand-alone STOTES............ccoereieieieiieeiiennns 299V 311 3320
Total.....oooooiiii 1,085 1,205 1,300

Note:

(1) The number included our two self-operated stores.

We believe we have established a strong foothold across over 240 cities and 31 provinces,
autonomous regions and central government-administered municipalities in the PRC. As of December
31, 2013, approximately 37.3% of our stores were located in First-tier cities and Second-tier cities and
the remaining retail outlets were located in Third-tier cities and Fourth-tier cities. We believe our
footprint has provided us with a strong foundation to capture future growth opportunities arising from

different regions in the PRC.

The table below sets forth the number of retail outlets (including our two self-operated retail
outlets in Quanzhou, Fujian Province) in First-tier cities, Second-tier cities and lower-tier cities as of
December 31, 2013:

As of December 31, 2013

Number of retail outlets in First-tier Citi€S........ccoevvviiiiiininininn.. 126 9.7%
Number of retail outlets in Second-tier Citi€S.........coovvvevivininininnn.. 359 27.6%
Number of retail outlets in Third-tier Citi€S..........cccevvvviviviinininn.. 448 34.5%
Number of retail outlets in Fourth-tier citi€S..........coovvvvivininininn.. 367 28.2%
O Al .o 1,300 100%
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Brand and Retail OQutlet Management

We believe the shopping experience in retail outlets is important, can influence purchasing
decisions of our target customer and can also enhance our brand image. We have established our
uniform standards for, among other things, storefront decoration, product display, marketing activities
and daily operations and have dedicated resources to implement our brand management and retail
policies under the supervision of our marketing team. Through collaboration with distributors, we
manage various aspects of the retail outlets and key aspects, including:

° Design and appearance: Distributors and sub-distributors are required to use unified
furniture and fixtures (such as lighting and shelves), decorations and design that are
distinctive to our brand. For department store concessions or retail outlets located in
shopping malls with an operating area over 30 sq.m. or stand-alone stores with an operating
area over 70 sq.m., we designate third-party contractors to conduct storefront decoration in
these retail outlets at our own costs to ensure a consistent visual image of the retail outlets.
We will also conduct inspections on new retail outlets within two months upon completion
of furnishing.

° Sales personnel: We conduct regular staff training in collaboration with our distributors and
their sub-distributors on brand and product knowledge.

On-site Visit

Our regional management team conducts on-site inspections of the retail outlets operated by our
distributors and their sub-distributors from time to time to ensure compliance with our brand and retail
outlet guidelines. We also require our distributors to conduct on-site visit to the retail outlets operated
by their sub-distributors to check whether our operational guidelines have been followed. If any such
retail outlet does not comply with our brand and retail outlet requirements, we retain the discretion
to require the relevant retail outlet to make rectifications within a stipulated time. To the best of our
Directors’ knowledge, all of the retail outlets had complied with our brand and retail outlet operating
standards in all material respects during the Track Record Period.

Self-Operated Retail Outlets

As of December 31, 2013, we had two self-operated retail outlets in Quanzhou, Fujian Province,
where our corporate headquarters is located, which are model stores to showcase our standards of a
store environment and provide guidance to our distributors and sub-distributors in brand promotion
and retail management. We believe that these two model stores, along with our other efforts, help unify
and enhance our brand image at the retail outlet level.

Sales Fairs and Purchase Orders
We organize bi-annual sales fairs every year to display our upcoming products for the
spring/summer and autumn/winter collections to our existing and potential distributors and their

sub-distributors. Our sales fairs generally take place in September for the spring/summer collection
and March for the autumn/winter collection.
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At the sales fairs, we organize fashion shows to present our new collections, introduce the
concept and designs of our products, themes of our new collection, the production techniques and
fabrics used and organize trainings for our distributors on sales and marketing. We also exchange ideas
with our distributors about current and future trends in the China’s menswear market and communicate
with our distributors to understand their annual sales and retail outlets expansion plans. We believe

that the sales fairs are one of our major channels to understand and respond to market demands.

After the sales fairs, we enter into sale and purchase agreements with our distributors who also
order on the behalf of their sub-distributors, which set forth, among other things, price, volume and
credit policies. We derive substantially all of our orders from the sales fairs. For the years ended
December 31, 2011, 2012 and 2013, our distributors placed 99.4%, 99.0% and 98.2%, respectively, of
the total purchase amount after the sales fairs, with the remaining 0.6%, 1.0% and 1.8%, respectively,
being subsequent top-up orders.

Upon our receipt of purchase orders, our distributors are not allowed to cancel or reduce their
order size. During the Track Record Period, none of our distributors had canceled any purchase orders

that they placed with us.

Pricing Strategy

We implement a uniform pricing policy and sell each SKU at the same wholesale price to all of
our distributors. Our pricing policy also involves setting different wholesale price points for different
products and providing retail price guidance to our distributors and their sub-distributors. For the
years ended December 31, 2011, 2012 and 2013, the average wholesale price per unit for our trousers
was RMB103.0, RMB115.7 and RMB125.3, respectively; the average wholesale price per unit for our
tops was RMB157.3, RMB170.8 and RMB179.7, respectively; and the average wholesale price per
unit for accessories was RMB70.2, RMB55.3 and RMB86.0, respectively. We believe our wholesale
price as a percentage of our suggested retail price is relatively low, which provides an incentive to our
distributors and their sub-distributors by allowing them to make a relatively high profit for each
product they sell. We believe our wholesale pricing strategy has been one of the growth drivers to our

strong sales performance during the Track Record Period.

We conduct regular review of our pricing strategy and wholesale price for different products. Our
assessment takes into account prevailing market conditions, brand positioning, product design, cost of
raw materials, production costs as well as competition. While we do not fix retail prices for our
distributors and their sub-distributors, we guide them towards selling our products at three to five
times of the wholesale price. We believe that providing guidelines on retail price range instead of
fixing retail price points provides our distributors with the flexibility to adjust retail price within a
suggested price range, according to retail market dynamics, competition as well as customer demands
in the regions which they operate. Our distributors and their sub-distributors are involved in
promotional activity or seasonal sales from time to time to maintain brand awareness and reduce
inventory levels. For concessions in department stores, our distributors and their sub-distributors may
also follow promotional activities or seasonal sales organized by the department stores where their

retail outlets are located during holidays or festivals. We generally request our distributors not to offer
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more than 20% discount at the beginning of the season. In addition, we require each distributor to sell
our products exclusively within a defined geographical area to prevent cannibalization within our
distribution network as well as price competition between our distributors. In general, we believe our
retail price ranges are consistent within each distributor’s sales region.

Credit Policy

We grant our distributors credit terms ranging from 90 to 180 days, taking into account their
historical sales level, payment history, operational scale, number of years of business relationship with
us and financial status. For example, distributors with longer business relationships with us generally
enjoy longer credit terms as compared to relatively new distributors. In general, any distributor added
into our distribution network is granted a credit period of 90 days. We then assess its credit period on
a regular basis, usually at the end of each year, and may adjust its credit period based on the
assessment result. If a distributor’s assessed rating is relatively high, we may grant it a longer credit
period. For the years ended December 31, 2011, 2012 and 2013, the average turnover days of our trade
receivables were 93 days, 86 days and 102 days, respectively. Our Directors are of the view that we
did not intend to use our offer of longer credit period to some distributors than that we offered to them
in previous years to induce sales, nor was our offer of longer credit period to some distributors for
the year ended December 31, 2013 a factor contributing to our sales growth in 2013.

For the years ended December 31, 2011, 2012 and 2013, we did not make any provisions for any
bad and doubtful debts. Our accounting policy on provisions for bad and doubtful debts had been
consistent during the Track Record Period.

Product Delivery

For distribution of our products in the PRC, our distributors are required to bear delivery costs
of their purchase from our production facilities to their respective designation.

Major and Related Customers

As of December 31, 2013, our direct customers were our distributors and customers from our two
self-operated retail outlets in Quanzhou, Fujian Province. For the years ended December 31, 2011,
2012 and 2013, sales attributable to our five largest customers, none of whom were our suppliers, were
approximately RMB256.5 million, RMB374.2 million and RMB454.0 million, respectively, accounted
for approximately 31.3%, 33.7% and 31.3%, respectively, of our turnover for the corresponding
periods. Sales to our largest customer accounted for approximately 9.6% ", 13.7%® and 12.9%?,
respectively, of our turnover for the years ended December 31, 2011, 2012 and 2013. The number of
retail outlets operated by these five largest customers and their sub-distributors represented

(1) Our largest customer for the year ended December 31, 2011 consisted of two of our distributors, the majority equity
interests of which were owned by the same shareholder.

(2)  Our largest customer for the years ended December 31, 2012 and 2013 consisted of three of our distributors, the majority
equity interests of which were owned by the same shareholder.
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approximately 24.7%, 34.3% and 29.7%, respectively, of the total number of retail outlets operated by
all of our distributors and sub-distributors as of December 31, 2011, 2012 and 2013. For further details
on the business relationship with our distributors, see “— Sales and Distribution — Our Distributors”
above.

All of our existing distributors are Independent Third Parties and we do not have ownership or
direct management control over our distributors and their sub-distributors. Neither our Directors nor
any Shareholder or their respective associates who or which to the knowledge of our Directors hold
more than 5% of the issued Shares had any interests in any of our distributors throughout the Track
Record Period.

MARKETING AND PROMOTION

Our marketing and promotional strategy targets to enhance our brand image and to increase
consumer awareness of our products in our markets. In addition to our efforts in creating a consistent
retail experience through a unified store layout and design, we engage in different marketing activities
to promote our “FORDOO” brand. Through nationwide, regional and store-level marketing activities,
we intend to reinforce our brand positioning and elevate our brand image as a middle-upper menswear
brand in the PRC. Our marketing department, which consisted of 40 members as of December 31,
2013, is in charge of formulating and coordinating overall sales and marketing activities.

As part of our efforts to enhance brand loyalty and awareness within our targeted markets, we
market through multiple channels in the PRC. We promote our brand primarily through commercials
in China Central Television, or CCTV, for example, CCTV Financial Channel (CCTV-2), CCTV
International (CCTV-4), and CCTV Law and Society (CCTV-12). Starting from August 2013, we
advertise in airports located in selected cities in the PRC, including Beijing, Shenzhen, Shenyang,
Changsha, Nanchang, Hangzhou, Zhengzhou and Xiamen. We believe launching commercials in
CCTV and advertising in airports will further extend our reach to targeted end customers. We also
promote our brand through prints and other advertising channels, such as newspaper, outdoor LED
monitors and billboards.

In addition, we support our distributors’ marketing activities, such as advertisements on
billboards, advertising walls and other promotional pamphlets, by providing financial reimbursements.
All local advertising activities initiated by our distributors require our written consent. If we believe
their advertising plan is feasible and effective, we will reimburse 50% of the total cost of their
proposed advertising activities. We believe that our reimbursements further incentivize our
distributors to offer creative and effective advertising plans, which in turn, become a valuable addition
to our national marketing activities. In addition, we prepare complimentary product catalogues and
brochures for our distributors and sub-distributors.

To spur end customers’ demand for our products, our distributors and their sub-distributors may,
from time to time, offer discounts and promotions, especially on their end-of-season and out-of-season
inventory. For concessions in department stores, our distributors and their sub-distributors may also
follow promotional activities or seasonal sales organized by the department stores during holidays or
festivals. We generally request our distributors not to offer more than 20% discount at the beginning
of the season.
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For the years ended December 31, 2011, 2012 and 2013, our advertising and promotion expenses
amounted to RMB&8.6 million, RMB14.3 million and RMB18.1 million, respectively.

DESIGN AND PRODUCT DEVELOPMENT

Our design and product development efforts primarily focus on improving our products and
developing new production techniques. We have a dedicated and experienced in-house design and
product development team, which, as of December 31, 2013, consisted of 124 members, including
designers, production technicians as well as other supporting staff. The key team members, who plan,
implement, supervise and manage our design and development efforts, have an average of 10 years of
experience in the fashion industry. Through conversations with our distributors, our strategically
integrated model has also enabled us to channel feedback and market information from the retail level

to our design and product development team.

We offer a diversified product portfolio and we believe our ability and commitment to producing
products of high quality and comfort has been integral to our strong track record. In 2013, we
introduced 933 SKUs for our autumn/winter collection at our March sales fair and 755 SKUs for our

spring/summer collection at our September sales fair.

We have engaged a third-party consultant, Shanghai Biaoding, a leading Shanghai apparel design
company, since May 2011 as our fashion consultant to conduct industry research for us. Shanghai
Biaoding is led by Mr. Wu Xuekai, who was awarded with “China Fashion Design Golden Award
(P B Rk wH 4 THAE)” in 2002, a highly regarded fashion designer award in the PRC. Our
contractual relationship with Shanghai Biaoding is renewed on an annual basis. According to the
consulting agreement entered into between Shanghai Biaoding and us, we possess the copyrights in
relation to its products provided for us. We also entered into a five-year strategic cooperation
arrangement with Donghua University based in Shanghai in 2011 to jointly conduct research on
production technologies, textile, fabrics, among others. According to the arrangement, Donghua
University will provide training to us on product development and production techniques upon our
request. We will also conduct research and development together with Donghua University on selected
technologies and products, the intellectual property right of which shall be owned by Donghua
University and us jointly. Going forward, we endeavor to continue to partner with third-party
consultants in order to explore additional cooperation opportunities on design and product

development.

We are dedicated to product development in order to address our end customers’ evolving needs
and preferences. Our strong innovation track record is evidenced by our patented products, such as
“trousers with anti-theft pockets” (“Bi s ##”), “trousers promoting health and wellness” (“{g# %
##), “trousers using new zipper sewing technology” (“—H# B4 1), “top using new chest liners
sewing technology” (“—f#7 g#”), “comfort and fit trousers” (“&F{# % PG 4E"), “comfort and fit
blazer” (“47#E% -4 ”) and “trousers with buttons concealed” (“E 7 F&TE & 1IHE 7).
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Generally, our design and product development process comprises four key steps shown as

follows:

° Research — Our design and product development team attends fashion shows, conducts
visits abroad to France, Italy, Japan, Korea or other fashion-leading countries, conduct
industry research, consult third parties, and communicate with our distributors,
sub-distributors as well as end customers to keep themselves abreast of the latest fashion

trends.

° Design and product development proposal — Our design team applies their findings from
research, complemented by insights from our distributors and a fashion theme report
provided to us by Shanghai Biaoding, a third-party fashion consultant, conceptualizes and
develops product designs under the “FORDOO” brand, including designs for each SKU,
fabrics, patterns, colors and price range. For each season, our design and product
development team outlines a detailed proposal, including the desired number of SKUs and

launch timetable.

° Sample creation — Once design proposals are finalized, our designers prepare samples and
cost estimate for each product. We review the samples to ensure that those samples adhere

to our design proposal and can be produced in a cost-effective way.

° Sample selection — once the product samples are made and approved by our internal
committee, we will exhibit them to selected distributors, who select samples to be presented
to the sales fairs according to six elements, namely, fabrics, colors, cuttings, styles, prices
and launch time, and finally develop them into commercially viable products and exhibit

them during our sales fairs.

For the years ended December 31, 2011, 2012 and 2013, our research and product development
expenses were approximately RMBS8.7 million, RMB13.4 million and RMB13.4 million, respectively.

PRODUCTION

Overview

Our products are produced either in our own manufacturing facilities or by third-party OEM
contractors. While we manufacture a substantial portion of our products at our own manufacturing
facilities located in Quanzhou, Fujian Province, we also work with OEM contractors as we continue
to expand and diversify our product offerings. For the year ended December 31, 2013, cost of
self-production and cost of outsourced production accounted for approximately 69.0% and 29.6%,
respectively, of our total cost of sales.
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The table below sets forth our cost of sales in connection with our self-production and

outsourced production for the periods indicated:

For the year ended December 31,

2011 2012 2013

(RMB in (RMB in (RMB in

thousands) % thousands) % thousands) %
Self-Production .......... 526,702 90.0 568,536 76.2 659,964 69.0
Purchases from OEMs. 51,951 8.9 168,387 22.6 282,830 29.6
Other taxes and

levies™™ ... 6,267 1.1 9,573 1.2 13,065 1.4

Total........................... 584,920 100.0 746,496 100.0 955,859 100.0
Note:

(1) Other taxes and levies include urban construction tax and other levies, which are charged by PRC local government.

For a sensitivity analysis relating to our costs of raw materials, see the section entitled “Financial
Information — Key Factors Affecting Our Business, Results of Operations and Financial Condition —

Price Volatility of Raw Materials — Sensitivity Analysis” in this prospectus.

We use our in-house production facilities to produce most of our core products in order to
maintain our product quality and protect our intellectual property. We outsource production of all
accessory and certain apparel products as we believe outsourced production enhances cost efficiency
and allows us to focus on design and product development as well as brand management. We believe
our flexible manufacturing process has enabled us to enhance our competitiveness while maintaining

the quality of our products.

Upon completion of product planning, design and development processes, we display product
samples at our seasonal sales fairs to our distributors and their sub-distributors. We obtain and confirm
orders from our distributors after the sales fairs and place orders thereafter with raw material suppliers
and OEM contractors. For products manufactured at our own production facilities and outsourced
products, final products will be delivered to our distributors after our final quality inspection. During
the Track Record Period, we did not experience any inventory shortage as a result of this efficient

order and production process.
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Self-Production

We believe we have strong in-house production capabilities. We have developed several patented
technologies in the design and manufacture of menswear products, such as the eight-centimeter crotch
curves standard (8cm A T.24), “trousers promoting health and wellness” ({57 Pi4) and “trousers
using new zipper sewing technology” (— i % Pi##). As of December 31, 2013, we had obtained 15
patents for trousers, tops and molding devices including, among other things, a collar-shaping device
(K SH 7 45 B), an automatic infrared fly front sewing machine (—fEAL/MNE B &) L RK/NPIEEHE), an
automatic binding machine (—7f B #f4%4#), an advanced waist-shaping device (— 78 & [ — Al Y
#M), a pocket shaping device (5% M % &) and an integrated ironing device (— 7% Ui HE).
We have also successfully developed 11 advanced technical processes for our production of men’s
trousers, enabling us to offer trousers that combine comfort, functionality, style and quality. We also
outsource certain components of production to OEMs contractors, for example, special wash or

embroideries.

As of the Latest Practicable Date, we operated four workshops which specialized in the
production of (i) business formal trousers, (ii) business casual and casual trousers, (iii) business

formal tops as well as (iv) business casual and casual tops, respectively.

We employ advanced manufacturing technologies and have continued to pursue a high degree of
automation in our manufacturing process to ensure consistent, high quality product delivery. Almost
all of our production equipments are purchased from highly recognized international equipment
providers, for example, our sewing machines are from a leading German brand, which we use to sew
zippers, fly fronts and side seams and attach pockets of trousers; our plate cutting machines are from
a leading U.S. equipment manufacturer, which replace manual cutting; and our seaming machines are
from a reputable U.S. equipment manufacturer. Not only does our programmed automatic controlling
system enable us to achieve automated production and significantly enhance production efficiency, it
also ensures the accuracy and consistency of our production and improves the quality of our products.

We manufacture a large portion of our apparel in our production facilities located in Quanzhou,
Fujian Province, which has a gross floor area of approximately 51,670.2 sq.m. As of December 31,
2013, we had in total 2,665 tailoring machines, including 1,485 general sewing machines and 1,180
special sewing machines, and 2,997 production staff. For the years ended December 31, 2011, 2012
and 2013, our production average utilization rate was 77.7%, 77.4% and 86.1%, respectively, for
men’s trousers and 77.5%, 76.5% and 94.5%, respectively, for men’s tops. The increase in our
production average utilization rate was primarily attributable to (i) an increase in our production staff,
(i1) an increase in market demand for certain apparel products, such as business formal trousers, and

(iii) our adjustment to certain production facilities as a result of an expansion of our product offering.

As of the Latest Practicable Date, all of our production equipment and facilities were owned by
the Company. We have a designated team to conduct regular inspection and maintenance of our
production equipment and facilities. Generally, the life cycle of our major equipment is on average

over 10 years.

— 143 —



BUSINESS

‘AToanoadsar ‘T:] pue [:G°¢ ‘1:G'H JO onjel & je
sjoyorl pue s)IyYs ‘S}IYS-I, Jo awnjoa uononpoid [enioe oY) SUNISAUOD I9)Je SIINS ssauIsng Jo awnjoa ewroj oxd ay) uo paseq st sdoj s,uow 10y awnjoa uononpoid femoe ayy,  (7)

'sjns ssauisng 10j Kjroeded uononpoid pauSisop oYy uo paseq pajendfed st sdoj s uow 10y A3roeded uononpoad [enuue poudisep Ayl ()

:S210N
BSY6  (00LSPIT (H080°SITT  BSIL  (HI€06T6  (H080'SITT  %HSLL  (HLSOTFE6  (H080°SIT I sdoy s, uoy
%198 €TO6'CIL'S  000°0¥6°S DY LL 199°66S¥  000°0¥6°S WL LL 6S6°S19°Y  000°0¥6°S T sJesnon) S UdN

Jjea duInjoA fineded el JuwnjoA fineded djea Juinjoa fneded

uonezijiyn uonponpoxd uondnpoxd uonezijnn uondnpoad uonponpoxd uonezijnn uonponpoxd uononpoad
EV{AEYN [en)y [enuue EF1AEYNS [enpVy [enuue EF{AEYN S [en)Oy [enuue

uondnpoIg pausisaq uonInpoig pausisaq uondnpoag pausisaq

€10T (41114 110T

‘1€ J9qUIdIJ( PIPUI IvIA AY) I0o

:pajeorpur sporrad oy} 10J sonrroej uononpoid 1o jo djer
uonezi[nn a3eraAe uononpoid pue awnjoa uononpoid [enuue [en3oe ‘A1roededo uononpolid [enuue pouSISAp Y} YI0J SI19S MO[q 9[qe} YL

£3ede) uondnpoad inQ

144 —



BUSINESS

Our Self-Production Operating Procedures

We have developed comprehensive and standardized operating procedures to ensure consistency
and accuracy during our production process. The general lead time in production from receipt of raw
materials to finished products is around 10 days.

The flowchart below illustrates the key production steps for our menswear products:

. Preparation .
Raw Material
Raw Materials - an ::-::rla S > (e.g., sketching o Ma;klsr l(’llantr.nng
Delivery " uality and samples | andtroduction
Inspection production) Preparations
\ 4
Troning P Buttonholes and | Fabric Inspection | _ Cutting
h Buttons Sewing | and Sewing
v
Final Product .
» > t
Inspection > Packaging > Storage

In particular, we have successfully developed 11 advanced technical processes for our production
of men’s trousers, enabling us to offer trousers that combine comfort, functionality, style and quality.

Below sets forth details of the 11 key components:

I. Automated Cutting System (#5] H#E)#/L) — Automation of
cutting process is used to reduce cut time and minimize errors.

II. Binding (t4# 1T 25) — Our seams are neat and secured. We
adopted widely recognized German automatic technology to
prevent raveling of raw material edges and other potential issues.
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II. Zipper (Hfi## T.25) — Our zippers are flexible and
stretchable, which maximize comfort. The zipper will naturally
curve when the wearer of the trousers sits down so as to ensure an
aesthetically pleasing appearance.

IV. Back Pocket Opening (#%#H Bk H4M7)— We employ
sewing technologies that allow invisible seams when making open
back pockets. Width of the rear pockets are also kept consistent.

V. Advanced Zipper Sewing Technology (#if/#E 1.25) — Zippers
are made of two tapes and they are sewn separately to ensure a
smooth line.

VI. Back Waist Dart (& 17) — Folds are sewn into the fabric in
order to tailor the garment to the wearer’s body shape using
specialized sewing equipments and technologies.

VII. Crotch Cloth (##i) — We employ our patented
eight-centimeter crotch curve standards (ScmA# T28) which
maximize comfort for our target customers.
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VIII. Side Seam (#4111 2) — We employ advanced sensor
technologies which automate the stitching operations of side

pockets in order to enhance accuracy and ensure smoothness.

IX. Anti-radiation Treatment (&%) — We use fabrics that are
radiation and electrostatic protective, providing customers with

radiation prevention

additional protection.

X. Fly Front (["1##) — We adopt advanced German computer
control system to ensure accuracy and quality of fly insertion, in
particular crotch curve. The system uses a digital sensor to control
the number of stitches to ensure the length and size of each fly
front are consistent.

XI. Minimize deformation (/% #JF) — we use 32 different
devices in conjunction with other fabric pressing technologies to
help preserve the design and quality of the trousers.

Outsourced Production

We engage OEM contractors who are Independent Third Parties in the PRC to manufacture
certain products, including all accessory and certain apparel products, such as sweaters and leather
apparel products. Those products are produced in the factories operated by our OEM contractors under
our technical supervision, and the final products are sold under our “FORDOO” brand once the
products pass our quality control inspection. As of December 31, 2013, we engaged 39 OEM
contractors and most of them had established business relationships with us for more than seven years

with the longest being 13 years.
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We select our OEM contractors based on stringent criteria, including historical performance,
production facilities, management competency, quality control, technical know-how and financial
status. In addition, all of our OEM contractors are subject to an annual evaluation, which includes an

assessment on their product quality, production costs and product delivery time.

We enter into OEM agreements with our OEM contractors twice a year after each of our two
bi-annual sales fairs. Agreements with OEM contractors set out terms, including product details,
production requirements, products inspection and acceptance criteria, agreed price and payment,
purchase quantity, delivery terms and intellectual property rights protection. Subject to OEM
contractors’ production facilities and our production needs, we have different arrangements with our
OEM contractors. We are responsible for the procurement of raw materials for some of our OEM
contractors while the rest of OEM contractors are responsible for the procurement of raw materials.
The payments we make to our OEM contractors reflect the relevant costs of production, including raw
materials if OEM contractors are responsible for raw materials procurement, labor, processing and
other production costs as well as a fee in relation to the OEM services provided. Typically, OEM
contractors request advanced deposits of 20% of the purchase price and the outstanding payment
balance will be settled in accordance with the terms agreed in the OEM agreement. During the Track
Record Period, some OEM contractors canceled the deposit requirements for our outsourced
production as a result of our increased OEM orders, a reflection of our well-maintained and long-term

relationship, our enhanced bargaining power and their strengthened trust in us.

We adopt strict quality control over our OEM contractors and our quality control team conduct
on-site visits to their manufacturing sites to supervise and monitor production. In accordance with the
OEM agreements, if we find product manufactured by an OEM contractor unsatisfactory, we have the
right to request the relevant OEM contractor to rectify the issues prior to accepting the products. Our
OEM contractors are not allowed to manufacture the products over our specific orders, nor are they
allowed to sell any outsourced products under our “FORDOQO” brand. For any outsourced products that

are defective and cannot be repaired, we require the relevant OEM contractors to destroy them.

For the years ended December 31, 2011, 2012 and 2013, purchases from our five largest OEM
contractors accounted for approximately 63.6%, 65.8% and 41.5%, respectively, of our total purchases
from OEM contractors; and purchases from our largest OEM contractor accounted for approximately
21.1%, 28.6% and 13.8%, respectively, of our total purchases from OEM contractors for the
corresponding periods. Our Directors confirmed that none of our Directors, or their respective
associates, or any Shareholder (who or which to the knowledge of the Directors) holding more than
5% of the issued Shares had any interests in any of these five largest OEM contractors throughout the
Track Record Period.

As of the Latest Practicable Date, we had not encountered any material disruption to our business
as a result of failure to obtain OEM-supplied products and we had not experienced and do not envisage
that we will experience any material difficulties in obtaining the required outsourced products. Our
continued use of OEM contractors to outsource a portion of production is subject to certain risks. See
the section entitled “Risk Factors — Risks Relating to Our Business — We depend on OEM
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contractors to manufacture a portion of our products. Our brand image and business may be negatively
affected by the performance of or disruption in supply of our OEM contractors” in this prospectus. As
of the Latest Practicable Date, we were not aware of any violation by our OEM contractors of material
laws and regulations applicable to them.

Raw Materials

The raw materials used in our production include clothing fabrics (such as cotton fabrics and
synthetic fabrics), textile auxiliaries and other accessory materials including button, zippers and
labels. For the year ended December 31, 2013, we purchased raw materials from 92 suppliers. In
general, we do not enter into long-term agreements but only raw material purchase agreements with
our raw materials suppliers after our bi-annual sales fairs. The quantity of our raw material orders
typically depend on orders received in the sales fairs and our existing raw materials inventory. For the
years ended December 31, 2011, 2012 and 2013, our raw materials accounted for approximately
72.6%, 73.1% and 74.8%, respectively, of our cost of self-production.

We select our suppliers based on a wide range of criteria, including their qualifications, business
scale, production capacity, product quality and industry reputation. In addition, all of our suppliers are
subject to annual evaluation, which include an assessment on product quality, production costs and
product delivery time.

Our raw material purchase agreements contain the following provisions, among other terms:

° Raw material quality — Suppliers are required to ensure that the quality of the raw
materials is in compliance with GB18401, a national standard for all textile products, as
well as other industry standards.

° Delivery and transportation — Suppliers are responsible for the delivery of raw materials
to our warehouses or our designated places and the transportation expenses incurred.

° Inspection and acceptance — We conduct quality inspection within 10 days upon our
receipt of the raw materials. If any defect is identified, the relevant supplier is required to
rectify it within three days upon our notification of such defect.

° Payment — We will make payments to our suppliers within three months after we inspect
and satisfactorily accept the raw materials.

We believe our ability to maintain a stable relationship with suppliers is important to our success.
As of December 31, 2013, most of our raw material suppliers (including their predecessors) had
established business relationship with us for more than 10 years, with the longest period of
relationship being 18 years. For the years ended December 31, 2011, 2012 and 2013, our five largest
raw material suppliers accounted for approximately 50.6%, 43.0% and 29.3%, respectively, of our
total purchase of raw materials, and our largest raw material supplier accounted for approximately
24.1%, 18.0% and 9.9%, respectively, of our total purchase of raw materials for the corresponding

— 149 —



BUSINESS

periods. All of the five largest raw material suppliers are Independent Third Parties and none of our
Directors, or their respective associates, or any Shareholder (who or which to the knowledge of our
Directors) holding more than 5% of the issued Shares had any interests in any of these five largest raw

material suppliers throughout the Track Record Period.

We have not encountered any material disruption to our business as a result of a shortage of raw
materials, and we have not experienced and do not envisage that we will experience any material
difficulties in sourcing raw materials for our requirements. During the Track Record Period, we were
able to pass on majority of the increase in raw material prices to our customers. For details of price
fluctuation of our raw materials, see the section entitled “Risk Factors — Risks Relating to Our
Business — An increase in the prices of raw materials could adversely affect our profitability” in this

prospectus.

Quality Control

We are strongly committed to product quality and have established a quality control system,
which is one of the principal factors contributing to our success. We adopt internal product quality
control procedures to ensure that our products meet national, industry and our internal standards. Our
quality control measures cover various stages of our operations, including raw material procurement,
sample creation and self-production and outsourced production. We have applied and maintained the
GB/T 19001-2008/ISO 9001:2008, GB/T 28001-2011/OHSAS 18001:2007, GB/T 24001-2004/ISO
14001:2004 certifications for our design and production of men’s suits, trousers, slacks, jackets and
T-shirts since 2004. These certifications are evidences that our quality control management system
meets international standards. We have also set up a laboratory under our quality control department
to conduct internal quality inspection in accordance with ISO/IEC17025 standard. We believe that our
internal quality standard are more stringent than national standards and all of our products are required
to pass the relevant national and internal quality tests before reaching to our customers. In March
2014, we were awarded “Quality Award” by the China National Garment Association, which is a
testament to our commitment to quality. As of December 31, 2013, we had a team of 36 staff members
in our quality control department with an average of two years of experience in quality control. Our
quality control system includes the following processes:

° Raw materials — raw materials suppliers must pass our internal quality checks, external
third party quality inspections, as well as certain national health, safety and environmental
standards. Those that fail to meet these standards may be returned to the suppliers for
rectifications or replacement.

° Sample products — Our quality control team carries out tests on all sample products before
we show them at our sales fair for design defects and suitability of materials.

° Production — We carry out inspections at all important stages of our production process to
ensure that our standards are met, including spot checks of semi-finished products and final
inspections on finished products to ensure that the products comply with our specifications
and are free of major defects.
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° OEM products — We conduct on-site inspections on our OEM contractors. We provide
technical training to OEM contractors to assist them with quality control of the production
process. We also inspect finished products produced by OEM contractors.

During the Track Record Period and up to the Latest Practicable Date, there was no incident of
failure of our quality control systems which had a material impact on us.

INVENTORY CONTROL

Inventory control is important to our operation and profitability. Our inventories include raw
materials, work-in-progress goods and finished goods. The raw materials principally used in our
production are clothing fabrics (such as cotton fabrics and synthetic fabrics), textile auxiliaries and
other accessory materials including button, zippers and labels. We typically place orders with raw
material suppliers and OEM contractors after we obtain and confirm orders from our distributors post
our sales fairs. This enables effective inventory control and minimizes inventory obsolescence risk.
We have average inventory turnover days of 43 days, 35 days and 22 days, respectively, for the years
ended December 31, 2011, 2012 and 2013. We use a computerized inventory control system to keep
track of our own inventory levels. As of the Latest Practicable Date, we operated nine warehouses in
Quanzhou, Fujian Province.

For details in relation to monitoring of inventory levels at the retail level, please refer to “—
Sales and Distribution — Our Distributors — Management of our distributors” above.

AWARDS AND RECOGNITION

We have received numerous awards and recognitions since 2007. A selection of these awards and
recognitions received during the Track Record Period and up to the Latest Practicable Date are set out

below:
No. Year Award/Recognition Issued Entity
1. 2014 Quality Award (fh B K5%) China National Garment Association
2. 2013 Top Brand in Fujian (48 %44 W7 i) Fujian Provincial People’s Government
3. 2012 Top 500 Asia Brand (EE ¥ & H#5007%) Asia Brand Ceremony‘"
4. 2012 Top 10 (Industry) Most Credible Brand Asia Brand Ceremony‘"
in Asia (G (FT38) TR AME T1 A R4E)
5. 2011 Customer Satisfaction of Fujian Province Fujian Provincial Quality Association
of the Year 2010
(2010448 22 & 1 5 T 25 78 i)
6. 2010 Top 10 Menswear Brands (1 K% % i) Brand China Industry Union
7. 2010 Well-known Trademark in China SAIC
(FH R B 4 7 A
8. 2009 Top 500 Most Competitive Textile and National Textile and Apparel Council

Garment Enterprises

(HF 5 475 4 i 28 A 2E 32 7 7150058
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No. Year Award/Recognition Issued Entity
9. 2009 Customer Satisfaction (F 7 I & 2 i China Association for Quality
10. 2007 China Top Brand (¥[8 44 F E fif) General Administration of Quality

Supervision, Inspection and Quarantine

Note:

[@)) Host agencies for Asia Brand Ceremony included Asia Brand Association, Global Times, China-Japan-Korea Economic
Development Association, National Development and Reform Commission China Economic & Trade Herald, National
Development and Reform Commission Macroeconomic Management and Economic Daily by China Economic
Information.

INTERNAL CONTROL AND RISK MANAGEMENT

It is the responsibility of our Board of Directors to ensure that the Company maintains sound and
effective internal controls to safeguard our Shareholders’ investment and the Group’s assets at all
times. We have adopted, or expect to adopt before listing, a series of internal control and risk
management policies, procedures and programs designed to provide reasonable assurance for
achieving objective including effective and efficient operations, reliable financial reporting and
compliance with applicable laws and regulations. Highlights of our internal control system include the

following:

° Employee Manual. Our employee manual explicitly communicates to each employee our
values and our ground rules for behavior. We also have whistleblowing policies to
encourage all employees to speak up against any sub-standard behavior.

° Internal Audit. Our internal audit function regularly monitors key controls and procedures
in order to assure our management and Board of Directors that the internal control system
is functioning as intended. The Audit Committee in our Board of Directors is responsible
for supervising our internal audit function.

° Compliance with Listing Rules. Our various policies aim to ensure compliance with the

Listing Rules, including but not limited to aspects related to corporate governance,
connection transactions and securities transactions by our Directors.

The following table sets out some of the primary risks our business faces and our existing risk
management measures:

Risk Identified Our Risk Management Measures and Procedures

Protection of product design o Our employment agreement with our designers
include confidentiality clauses.

o Our agreements with our OEM contractors include
clauses to protect our intellectual property rights.
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Risk Identified Our Risk Management Measures and Procedures

Limited control over our distributors o We have a standardized distributor selection process.

. We have a system of evaluating the credit history of
our distributors to ensure that they are of good
financial health.

o We require our distributors to submit sales report
quarterly since October 2013.

° We require our distributors to enter into
sub-distribution agreements with their
sub-distributors on substantially the same terms and
conditions of the agreement template provided by us
since January 2014.

o We require our distributors to notify us in a timely
manner on changes in the number of their retail
outlets and their sub-distributors.

. Our marketing team frequently communicates with
our distributors regarding the sales and inventory
levels of our products.

o Our marketing department carries out on-site
inspections to ensure our distributors comply with our
policies.

Quality of outsourced production o We have a standardized OEM contractor selection
process.

° We assess each OEM contractor from time to time, by
on-site inspections, on its product quality, production
cost and timely product delivery.

o We provide technical training to OEM contractors to
assist them with quality control of the production
process.

o We also inspect finished products produced by OEM
contractors.

There are various other risks relating to our business and industry. For further details, please
refer to the section entitled “Risk Factors” in this prospectus.

The ultimate goal of our risk management process is to bring focus and effort to the issues in our
business operations that create impediments to our success. Our risk management process starts with
identifying the major risks associated with our corporate strategy, goals and objectives. Based on our
assessment of our risks in terms of their likelihood and potential impact, we then prioritize and pair
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each risk with a mitigation plan. We encourage an all-embracing culture of risk management that
ensures all employees are aware of and responsible for managing risks. Each of our operating
departments is responsible for identifying and analyzing risks associated with its function,
maintaining a comprehensive risk register, preparing risk mitigation plans, measuring effectiveness of
such risk mitigation plans, and reporting status of risk management. Our audit personnel, the Audit
Committee in our Board of Directors, and ultimately our Board of Directors supervise the
implementation of our risk management policy at the corporate level by bringing together each
operating department, such as sales, marketing and procurement, to collaborate on risk issues among
different functions. For details about the qualifications and experiences of the members of the Audit
Committee in our Board of Directors and our Board of Directors, see the section entitled “Directors
and Senior Management” in this prospectus. The key process points in our risk management include:

° Identify. We identify current and emerging risks in our business operations and categorize
those risks into a reasonable profile based on timeframe, likelihood, intensity and impact
severity. We establish four risk categories, including strategic risks, financial risks,
operating risks and legal risks.

° Assess. We assess and prioritize risks so that the most important risks can be identified and
dealt with. Based on both qualitative and quantitative analyses, we prioritize risks in terms
of likelihood and impact severity.

° Mitigate. Based on our assessment of (i) the probability and impact severity of the risks and
(i1) cost and benefit of the mitigation plans, we choose the appropriate option for dealing
with risks, including risk elimination by suspending the associated business activities, risk
reduction by adopting appropriate control measures, risk transfer by outsourcing or
purchasing insurance policies, and risk acceptance by choosing to accept risks of low
priority.

° Measure. We measure our risk management by determining if changes have been
implemented and if changes are effective. In the event of any weakness in control, we
follow up by adjusting our risk management measures and reporting material issues to our
Board of Directors.

COMPETITION

The menswear market in the PRC is highly fragmented and competitive. We face competition
from local brands in the middle-upper menswear market, such as Joeone, Lilanz and Septwolves. We
have also been facing competition from international players as they continue to expand in the PRC
in order to capture growth opportunities in the menswear market. For further details, please refer to
the section entitled “Industry Overview — Challenges faced by Competitors in the China’s Menswear
Market” in this prospectus.

However, we believe our market position in the middle-upper menswear industry, particularly in
the middle-upper business formal and business casual markets, diversified product portfolio, extensive
distribution network, strategically integrated model, experienced management and design and product
development team provide us with competitive advantages in the industry in which we operate. In
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addition, we believe our wholesale price as a percentage of our suggested retail price is relatively low,
which allows our distributors and their sub-distributors to make a relatively high profit for each
product they sell. We do not set minimum purchase requirements or policies for our distributors or
allows for sales rebate, inventory repurchase or inventory swap between our distributors and us and,
thus, our distributors typically place their orders according to their needs. Excessive orders are
discouraged as they may expose our distributors to financial risks. As a result of the foregoing, we
achieved revenue growth at a CAGR of 33.2% from 2011 to 2013, which exceeds the PRC
middle-upper menswear industry growth at a CAGR of 15.1%, according to the Frost & Sullivan
Report. According to the Frost & Sullivan Report, we were ranked sixth in the middle-upper menswear
segment in 2013; fifth in both the middle-upper business casual and business formal menswear
segments in 2013; and second in the men’s trousers category from 2011 to 2013, all of which were in

terms of revenue sales.

For further details, please refer to the section entitled “Industry Overview — Overview of
middle-upper Menswear Segment in the PRC” of this prospectus. For a description of the risk
associated with the competition we face, see the section entitled “Risk factors — Risks Relating to Our
Industry — We operate in a highly competitive market and may face increasing competition” in this

prospectus.

EMPLOYEES

We place strong emphasis on recruiting quality personnel. We recruit talent from universities and
technical schools and provide on-going training and development opportunities to our staff members.
Our training programs cover topics such as sales and production, customer service, quality control,
sales fairs planning and pre-employment training. We have also provided training on workplace ethics,
fire protection and other areas relevant to the industry. We believe that staff training plays an

important role in recruiting and retaining talent as well as enhancing employee loyalty.

As of December 31, 2013, we had a total of 3,564 full-time employees in the PRC. The following
table shows a breakdown of our employees by function as of December 31, 2013:

Number of employees

Management and adminiStration ...........c.ooeeuiiiiiiiiiii e 268
Design and product devVelopment .........oooviuiiiiiiiiiiiie e 124
Finance and aCCOUNTINE ..oouuiiiniiiniii e 34
Sales and Marketing ..........ooooiiiiiiiiii e 75
QUALTEY COMEIOL.cuinitiit ittt et et ettt e et et e ans 36
PrOCUTEMEIIT . .ceutiiiii e e 30
ProdUCTION cantit it s 2,997

T Ot Al 3,564
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Welfare Contributions

Under the relevant PRC laws and regulations, we are required to contribute to social insurance
funds (including pension insurance, unemployment insurance, medical insurance, work-related
injuries insurance and maternity insurance) and housing provident funds for our employees. We started
making social insurance fund contribution for our PRC employees in June 2000. During the Track
Record Period, we did not make adequate contributions to the social insurance fund for our employees,
as it is difficult in practice to make contribution to social insurance funds and housing provident funds
for employees with relatively high turnover rate and, in particular, who are immigrant workers and not
willing to participate in the social welfare schemes of the city to which they immigrate temporarily.
Generally, those employees prefer a cash payment in lieu of their contribution to social welfare
schemes. In addition, there is inconsistency in implementation and interpretation of the relevant PRC

laws and regulations among governmental authorities in the PRC.

For our unpaid contribution to the social insurance funds accrued prior to the effectiveness of
The Social Insurance Law of the PRC (* % A [ 3L A1 3 41 & fR [ 7% ) which took effect on July 1, 2011,
relevant authorities may require us to pay the outstanding amount within a given period. If we fail to
do so, an additional late payment fee at daily rate of 0.2% of the outstanding amount may be imposed
on us. For our unpaid contribution to the social insurance funds accrued after July 1, 2011, relevant
authorities may require us to pay the outstanding amount within a given period with an additional late
payment fee at the daily rate of 0.05% from the due date and, if we fail to do so, the relevant
authorities may impose a fine on us a fine ranging from 100% and 300% of the total amount of the
overdue contribution. See the section entitled “Risk Factors — Risks Relating to Our Business — We
may be required to make up any unpaid contribution to social insurance and housing provident funds.”
For further details on the legal consequences and our measures to ensure ongoing compliance in this

regard, see “— Compliance — Non-compliance” below.

For the years ended December 31, 2011, 2012 and 2013, we paid and made provisions for social
insurance in an amount of approximately RMB13.8 million, RMB14.2 million and RMB6.3 million,
respectively. For the years ended December 31, 2011, 2012 and 2013, we also paid and made
provisions for housing provident funds contributions in an amount of approximately nil, RMBI.1
million and RMB2.2 million, respectively.

Remuneration

We incurred staff costs of approximately RMB125.1 million, RMB142.1 million, RMB157.2
million, respectively, for the years ended December 31, 2011, 2012 and 2013, representing

approximately 15.3%, 12.8% and 10.8%, respectively, of our turnover for the corresponding periods.
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Employee Relations

In accordance with PRC regulations, we have established an employee labor union, in which all
our employees are eligible to participate. Our labor union organizes various activities and trainings
for our employees. Our labor union has established a labor dispute committee to assist our employees
in dealing with their potential labor disputes with our Company.

We maintain satisfactory working relationships with our employees and have not experienced
any material issues with our employees or disruption to our operation due to labor disputes, staff
retention problems or recruitment difficulties, nor have we experienced any difficulties in the
recruitment and retention of experienced staff.

INTELLECTUAL PROPERTY RIGHTS

As of the Latest Practicable Date, we had 95 trademarks registered in the PRC and three
trademark applications pending approval. We also had 15 patents registered in the PRC. In addition,
we use a number of trademarks, trade names, service marks, copyrights and domain names in
connection with our business, see the section entitled “Statutory and General Information — C.
Further Information about the Business — 2. Intellectual property rights of our Group” as Appendix
VI to this prospectus.

We have also entered into employment contracts and cooperation agreements, with our research
and development personnel and parties we cooperate with in research and development activities to
protect our intellectual property rights.

We had not been involved in any material intellectual property rights infringement claims or
litigation during the Track Record Period.

PROPERTY AND FACILITIES

Owned properties

As of the Latest Practicable Date, we owned six properties, which are primarily used as our
office, factories, warehouses, staff dormitory and two self-operated retail outlets, all of which are
located in our industrial park in Quanzhou, Fujian Province, with a total gross floor area of
approximately 129,294.2 sq.m. We have obtained the land use rights certificates and the relevant
building ownership certificates for all of our six properties, and the building thereon.

We also have obtained the land use right certificate for a parcel of land (the “Hui’an Land”) in
Hui’an, Fujian Province, with an aggregate site area of approximately 90,561 sq.m. In August 2006
and April 2009, we paid a part of the consideration for the Hui’an Land and commenced construction
work in October 2009 in the belief that we had been entitled to the land use right. During 2008 and
prior to October 2009, the capital expenditure incurred in relation to the Hui’an Land was primarily
in relation to our assistance with the relevant governmental authority on the land requisition and
conduction of land measurement as well as project design in respect of the Hui’an Land. Due to the
change in city planning of the area involving the Hui’an Land, Hui’an Municipal Land Resources
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Bureau (H %[ 1 &) subsequently decided to change the original use of one parcel of the land
with a site area of approximately 57,228 sq.m. (the “Hui’an Land A”) from industrial use to
commercial and service use and reclaim the other parcel of the land with a site area of approximately
33,333 sq.m. (the “Hui’an Land B”’). We suspended our construction work on the Hui’an Land in June
2012. As of the Latest Practicable Date, we were waiting for the issuance of the new land use right
certificate for the Hui’an Land A from the relevant governmental authority and the reclamation of the
Hui’an Land B. As of the Latest Practicable Date, we had not obtained the relevant construction work
commencement permit. For further details, see the sections entitled “Business — Compliance —
Non-compliance” and “Risk Factors — Risks Relating to Our Business — We may be subject to fines
or penalties due to the commencement of construction work prior to obtaining the relevant
construction work commencement permits” in this prospectus.

Our Directors, upon communication with the competent governmental authority, expect to obtain
the relevant land use right certificate for Hui’an Land A and the construction work commencement
permit in August 2014. In addition, our construction plan was originally made for the Hui’an Land
and, due to the change in relation to the Hui’an Land, we will make adjustment to our original
construction plan suitable for the Hui’an Land A. As advised by our PRC legal advisors, King & Wood
Mallesons, our construction plan will not violate the changed land usage of the Hui’an Land A. Based
on such expectation, we plan to resume the construction work since then and complete the construction
in 2016. The total budgeted capital expenditure was approximately RMB460.9 million, of which
approximately RMB203.1 million had been incurred as of December 31, 2013. For further details, see
the section entitled “Financial Information — Capital Commitments” in this prospectus. In view of the
contracts and communication between the competent governmental authority and us, we expect no
material hindrance in obtaining the relevant land use right certificate and construction work
commencement permit and to get fair compensation (at a consideration of the initial purchase price
for the land and the fair value for buildings on the land based on valuation from an independent
third-party property valuer) for land reclamation, and therefore, we have not made provisions in
relation to the land.

Details of these properties are set out in “Property Valuation” as Appendix IV to this prospectus.
Leased properties

As of the Latest Practicable Date, we did not have any leased properties in the PRC.
ENVIRONMENTAL AND SAFETY MATTERS
Environmental Matters

We are subject to PRC environmental laws and regulations, including the Environmental
Protection Law, the Law on the Prevention and Control of Water Pollution, the Law on the Prevention
and Control of Atmospheric Pollution, the Law on the Prevention and Control of Pollution From
Environmental Noise and the Law on the Prevention and Control of Environmental Pollution by Solid
Waste. These laws and regulations govern a broad range of environmental matters, including air
pollution, noise emissions and water and waste discharge.
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According to these environmental laws and regulations, all business operations that may cause
environmental pollution and other public hazards are required to incorporate environmental protection
measures into their plans and establish a reliable system for environmental protection. These
operations must adopt effective measures to prevent and control pollution levels and harm caused to
the environment in the form of waste gas, waste water, solid waste, dust, malodorous gas, radioactive
substances, noise, vibration and electromagnetic radiation generated in the course of production,

construction or other activities.

Companies are also required to carry out an environmental impact assessment before
commencing construction of production facilities to install pollution treatment facilities which meet
the relevant environmental standards and to treat pollutants before discharge. During the Track Record
Period, we believe we have fully complied with the relevant environmental laws and regulations. We
have carried out the relevant environmental impact assessments before commencing construction of
our production facilities and have obtained all the required permits and environmental approvals for

our production facilities.

For the years ended December 31, 2011, 2012 and 2013, our expenditure in respect of applicable
environmental protection requirements was approximately RMB1,032,392, RMB146,774 and
RMB143,110, respectively. Our Directors believe that the chances of encountering potential future
environmental risks are minimal and therefore do not plan to undertake any additional measures to

address the environmental risks.

Our production facilities currently in operations have obtained the discharge permit and the
necessary approvals materials for the operation. It is further confirmed by our PRC legal advisors,
King & Wood Mallesons, that, pursuant to the confirmation provided by relevant environmental
protection authority, during the Track Record Period, we had not been subject to any penalties by local

authorities for material violation of laws and regulations in relation to environmental protection.

Safety

During the Track Record Period, we complied with all applicable labor and safety laws and
regulations in all material respects, and strictly implemented internal safety guidelines and operating
procedures. Since the commencement of our business, none of our employees has been involved in any
major accident in the course of their employment and we have not been subject to disciplinary actions

with respect to labor protection issues.

In order to ensure the safety of our employees, we implement operational procedures and safety
standards for our manufacturing process. We also provide our employees with occupational safety
education and training to enhance their safety awareness. We have also set up an engineering team of
ten members, to carry out equipment maintenance on a regular basis to ensure the safety of our
employees. We will continue our efforts in ensuring the safety of our employees and compliance with

relevant regulations.
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INSURANCE

Our insurance coverage includes property insurance and automobile insurance. None of the
members of our Group maintains general product liability insurance nor any third-party liability
insurance for any of our products. See the section entitled “Risk Factors — Risks Relating to Our
Business — We may be subject to product liability claims relating to our defective products and, as
a result, our reputation and operating results may be adversely affected” in the prospectus.
Nevertheless, we believe that our practice is in line with the general practice in the PRC as product
liability insurance is not required under PRC laws. Our Directors have confirmed that we had not been
subject to any material product liability or personal injury claims against us or experienced damages
of a material nature to administrative or production facilities or to our properties during the Track

Record Period.

COMPLIANCE

Licenses and Certificates

During the Track Record Period and as of the Latest Practicable Date, we had obtained all
requisite business licenses and relevant certificates in accordance with relevant PRC legal regulations
and requirements necessary for our business operation. Our PRC legal advisors, King & Wood
Mallesons, have confirmed that we had obtained all such licenses, permits and certificates as of the
Latest Practicable Date.

Non-Compliance

Except as disclosed below, we complied with the law and regulations applicable to us in all
material aspects during the Track Record Period and up to the Latest Practicable Date. The table below
sets forth summaries of certain incidents of historical non-compliance with applicable law and
regulations during the Track Record Period. Our Directors believe that these incidents of
non-compliance, whether individually or collectively, will not have a material operational or financial

impact on us.
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We have engaged an international consulting firm as our independent internal control consultant
to perform certain agreed-upon-procedures in connection with our internal control policies related to
entity-level controls, compliances, finance and accounting procedures, cash management procedures,
procurement and accounts payable procedures, inventory management procedures, sales and accounts
receivable procedures, fixed assets management procedures and IT generals controls. The independent
internal control consultant performed the work, which did not involve an assurance of engagement, in
relation to our internal controls and put forward recommendations in July and August 2013. In
particular, our internal control consultant has (i) identified that our Company did not make adequate
contribution to social insurance fund for its employees, and (ii) recommended to our Company that it
should assess and evaluate the legal risk associated with the issues arising from such non-compliance
and take appropriate measures. Accordingly, we have implemented rectification or improvement
measures, as the case may be, in response to these findings and recommendations and the independent
internal control consultant has completed the follow-up procedures on our internal control system with
regard to those actions taken by us. For further details, please refer to the sections entitled “—
Non-Compliance — Social insurance fund” and “— Non-Compliance — Housing provident fund
contribution” above.

After considering the above rectification and improvement actions taken by our Group, our
business nature and operation scale, our Directors are satisfied that our internal control system is
adequate and effective for our current operation environment and consider that the non-compliance
incidents do not have any material impact on the suitability of our Directors under Rules 3.08 and 3.09
of the Listing Rules and our suitability for listing under Rule 8.04 of the Listing Rules. Save as
disclosed above and considering the rectification and improvement actions taken by our Group, the
Directors are of the view that there are no further material issues with regard to our Company’s
internal controls.

The Sole Sponsor concurs with our Directors that the occurrence of the non-compliance incidents
were not during the ordinary course of business and were principally due to the Directors’
unfamiliarity with the applicable legal requirements, rather than any material deficiency in our
Group’s internal control system.

The Sole Sponsor is of the view that the historical non-compliance incidents of our Group do not
affect the suitability of the Directors under Rules 3.08, 3.09 and 8.15 of the Listing Rules, and the
suitability for the Listing under Rule 8.04 of the Listing Rules on the following grounds:

° As part of the Listing process, the Directors (i) have undergone directors’ training in
connection with, among other things, the duties of directors under the Listing Rules and the
applicable laws provided by our legal counsel as to Hong Kong law, and (ii) have engaged
Hong Kong and PRC legal advisors to advise them on the applicable legal and regulatory
requirements.

° After making enquiries with the management of our Company and reviewing the findings
provided by our internal control consultant regarding our Group’s internal control system,
nothing has come to the Sole Sponsor’s attention that our Company’s enhanced internal
control measures are inadequate or ineffective.
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LEGAL PROCEEDINGS

We are not aware of any material legal proceedings, claims or disputes currently existing or
pending against us, and no litigation, arbitration or claim of material importance is known to our
Directors to be pending or threatened by or against us that may have a material adverse effect on our

business, results of operations or financial condition of our Group.
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CONTROLLING SHAREHOLDERS

Immediately after completion of the Capitalization Issue and the Global Offering, the
Controlling Shareholders will together control the exercise of voting rights of more than 30% of the
Shares eligible to vote in the general meeting of our Company (assuming the Over-allotment Option
is not exercised and without taking into account any Shares which may be granted under the Share
Option Scheme). Save as disclosed in this prospectus and except for their respective interests in our
Company, the Controlling Shareholders had no interest in any other companies as of the Latest
Practicable Date, which (i) held interests in our business during the Track Record Period and ceased
to hold such interests after the Corporate Reorganization; or (ii) may, directly or indirectly, compete
with our Group’s business.

NON-COMPETITION UNDERTAKING OF THE CONTROLLING SHAREHOLDERS

The Controlling Shareholders have entered into the Deed of Non-competition in favor of our
Company, pursuant to which the Controlling Shareholders have jointly and severally and irrevocably
undertaken with our Company (for itself and for the benefit of its subsidiaries) that it or he would not,
and would procure that its or his associates (except any members of our Group) would not, during the
restricted period set out below, directly or indirectly, either on its or his own account or in conjunction
with or on behalf of any person, firm or company, among other things, carry on, participate or be
interested or engaged in or hold (in each case whether as a shareholder, partner, agent, employee or
otherwise) any business which is or may be in competition with the business of any member of our
Group from time to time (the “Restricted Business”).

The above non-competition undertaking does not apply to:

(a) any interests in the shares of any member of our Group; or

(b) interests in the shares of a company other than our Group which shares are listed on a
recognized stock exchange provided that:

(i) any Restricted Business conducted or engaged in by such company (and assets relating
thereto) accounts for less than 10% of that company’s consolidated turnover or
consolidated assets, as shown in that company’s latest audited accounts; or

(i) the total number of the shares held by the Controlling Shareholders and/or its/his
respective associates in aggregate does not exceed 5% of the issued shares of that
class of that company and such Controlling Shareholders and/or its/his respective
associates are not entitled to appoint a majority of the directors of that company and
at any time there should exist at least another shareholder of that company whose
shareholdings in that company should be more than the total number of shares held by
the Controlling Shareholders and its/his respective associates in aggregate; or

(iii) the Controlling Shareholders and/or their respective associates do not have the control
over the board of such company.
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The “restricted period” stated in the Deed of Non-competition refers to the period during which
(1) the Shares of our Company remain listed on the Stock Exchange; and (ii) in relation to each
Controlling Shareholder, the relevant Controlling Shareholder or any of its/his associate still holds
directly or indirectly an equity interest in our Company and (iii) the Controlling Shareholders and/or
its/his respective associates jointly or severally are entitled to exercise or control the exercise of not
less than 30% in aggregate of the voting power at general meetings of our Company.

CORPORATE GOVERNANCE MEASURES

Our Company will adopt the following measures to manage the conflict of interests arising from
the competing business and to safeguard the interests of our Shareholders:

(a) the independent non-executive Directors will review, on an annual basis, the compliance
with the undertaking given by the Controlling Shareholders under the Deed of
Non-competition;

(b) the Controlling Shareholders undertake to provide all information requested by our
Company which is necessary for the annual review by the independent non-executive
Directors and the enforcement of the Deed of Non-competition;

(c) our Company will disclose decisions on matters reviewed by the independent non-executive
Directors relating to compliance and enforcement of the non-compete undertaking of the
Controlling Shareholders under the Deed of Non-competition in the annual reports of our
Company; and

(d) the Controlling Shareholders will make an annual declaration on compliance with their
undertaking under the Deed of Non-competition in the annual report of our Company.

INDEPENDENCE FROM THE CONTROLLING SHAREHOLDERS

Having considered the matters described above and the following factors, we believe that our
Group is capable of carrying on its business independently of the Controlling Shareholders and its/his
respective associates after completion of the Global Offering:

Management independence

Our Board comprises three executive Directors and three independent non-executive Directors.
Mr. Kwok, a Controlling Shareholder, is one of our executive Directors and the chairman of the Board.

Save as disclosed above, no other Controlling Shareholder holds any directorship in our
Company. Each of our Directors is aware of his fiduciary duties as a Director of our Company which
requires, among other things, that he acts for the benefit and in the best interests of our Company and
does not allow any conflict between his duties as a Director and his personal interest. In the event that
there is a potential conflict of interest arising out of any transaction to be entered into between our
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Group and our Directors or their respective associates, the interested Director(s) shall abstain from
voting at the relevant board meetings of our Company in respect of such transactions and shall not be
counted in the quorum. In addition, we have an independent senior management team to carry out the

business decisions of our Group independently.

Having considered the above factors, our Directors are satisfied that they are able to perform
their roles in our Company independently, and our Directors are of the view that we are capable of
managing our business independently from the Controlling Shareholders following the completion of
the Global Offering.

Operational independence

We have independent access to sources of supplies or raw materials for the production of our
products as well as independent access to our distributors. We have also established a set of internal

control procedures to facilitate the effective operation of our business.

We believe that we are capable of carrying on our business independently of the Controlling
Shareholders and its/his respective associates. Our Directors confirmed that our Group will not enter
into any transactions of similar nature with our connected persons and its/his associates after the

Listing that will affect our operational independence.

Financial independence

Our Group has an independent financial system and makes financial decisions according to our
Group’s own business needs. Our Directors confirm that all financial assistance, including amounts
due to or from, and loans or guarantees provided by our Controlling Shareholders, will be fully repaid
or released before the Listing and our Group’s accounting and finance functions are independent of
our Controlling Shareholders. Our Directors confirm that our Group does not intend to obtain any
further borrowing from any of the Controlling Shareholders. Therefore, there is no financial

dependence on the Controlling Shareholders.
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DIRECTORS

Our Board of Directors is responsible and has general powers for the management and conduct
of our business. Our Board of Directors currently consists of six Directors, including three executive
Directors and three independent non-executive Directors. The following table sets forth information
regarding members of our Board.

Relationship
Date of Date of joining Role and with other
Name Age Address Position Appointment our Group Responsibilities Directors
Mr. Kwok Kin 58 No. 31, Quanxiu Villa Executive December 2013 October 1996 Formulation of our Father of Mr.
Sun Quanxiu Road Director, chief overall corporate Kwok Hon
Fengze District executive strategies, planning ~ Fung
Quanzhou City officer and and business
Fujian Province Chairman of development,
PRC the Board management of the
Board
Mr. Kwok Hon 24 No. 31 Quanxiu Villa Executive February 2014 January 2009  Execution of Son of Mr.
Fung Quanxiu Road Director and corporate strategies, ~ Kwok Kin Sun
Fengze District general overall management
Quanzhou City manager of our daily
Fujian Province operations
PRC
Ms. Yuan Mei 59 Unit 502, Yida Executive February 2014~ October 1996~ Management of N/A
Rong Garden Director and finance and
Block 7 vice general administrative
No. 93 Tianhuai Road manager functions
Fengze District
Quanzhou City
Fujian Province
PRC
Mr. Kwauk 61 56 MacDonnell Road  Independent June 2014 June 2014 Provide independent ~ N/A
Teh-Ming Flat 18-B Greenland  non-executive opinion and judgment
Walter Court Director to our Board
Hong Kong
Mr. Zhang 50 No. 302, Unit 1 Independent June 2014 June 2014 Provide independent ~ N/A
Longgen Block 1 non-executive opinion and judgment
No. 25 Guangqu Road Director to our Board
Chaoyang District
Beijing
PRC
Mr. Zhang 40 Unit 604 Independent June 2014 June 2014 Provide independent ~ N/A
Zhaodong Wu Zhou Building non-executive opinion and judgment
No. 372, Hexiang Director to our Board

West Road
Xiamen City
Fujian Province
PRC
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Executive Directors

Mr. Kwok Kin Sun (3 #), aged 58, is the founder of our Group. He is also the chief executive
officer of our Group and Chairman of the Board. He is the father of Mr. Kwok Hon Fung, our executive
Director. He was appointed as an executive Director on December 23, 2013. Mr. Kwok has over 20
years of experience in the menswear industry and is responsible for the formulation of our overall
corporate strategies, planning and business development. Mr. Kwok’s vision, leadership and
dedication to our Group’s development since inception have been core to our success to date. Mr.
Kwok first engaged in the manufacturing and sale of men’s trousers in 1988 through Xincheng
Trousers and Clothing Industry (4 74 4# il %€ ). In the early 1990s, Mr. Kwok launched the Chinese
brand name “JE#F” in conjunction with the English brand name “Tiger Capital” in the PRC. In the
early 2000s, Mr. Kwok changed the English brand name from “Tiger Capital” to “FORDOO” to align
the Chinese brand name with the English brand name. In 2009, he was appointed as the deputy director
of the 3rd Menswear’s Expert Committee of China National Garment Association (55 = J& H 5 /Il 2 1}
THREEEZ BRI F(EZLZE). Mr. Kwok graduated from senior high school. As of the Latest

Practicable Date, Mr. Kwok did not hold directorship in other listed companies in the past three years.

Code provision A.2.1 of the Corporate Governance Code in Appendix 14 of the Listing Rules
stipulates that the roles of Chairman and chief executive officer should be separate and should not be
performed by the same individual. As Mr. Kwok is the founder of our Group and has extensive
experience in corporate operations and management, the Board believes that it is in the best interest
of our Group to have Mr. Kwok taking up both roles for effective management and business
development.

Mr. Kwok Hon Fung (Z8£$£), aged 24, is the general manager of our Group and is responsible
for the execution of corporate strategies and the overall management of our daily operations. He is the
son of Mr. Kwok, our executive Director. He joined our Group in January 2009 and was appointed as
an executive Director on February 12, 2014. He had been the vice president of our Group between
2009 and 2010 and was responsible for product research and manufacturing management, and the vice
president of marketing department of our Group between 2010 and 2011 and was primarily responsible
for marketing. He has been the general manager of our Group since 2012, responsible for
manufacturing, business activities and management. In July 2010, he was appointed as an executive
director of youth chamber of commerce of the Youth Entrepreneurs Association of Quanzhou (& JH i
HEMERR ST G B E). In August 2010, Mr. Kwok obtained qualification of company
secretary from the Shanghai Stock Exchange. In May 2013, he was awarded Outstanding Youth
Entrepreneur of Quanzhou (5% = Ji& 5 N 1 4 75 & 4F 2 26 %) jointly by, among other entities, the Office
of the Communist Youth Group of Quanzhou City Committee (57 [# % M 1 Z B €), Quanzhou City
Joint Youth Committee (R E WA &), Quanzhou City Youth Entrepreneur Association
CEMTTEFEEEZXWE) and Quanzhou City Youth Commercial Association (3R N T 7 4F7 €). In
June 2013, he was appointed as a general director of the 3rd session of the counsel of Red Cross
Fengze District (M5 [@ 4T 5 € 5 = Ju 2 & % BS# 95). Mr. Kwok obtained a graduation certificate
in business administration from East China Normal University (¥ ffi#i K£%) in Shanghai in 2009.
As of the Latest Practicable Date, Mr. Kwok did not hold directorship in other listed companies in the

past three years.
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Ms. Yuan Mei Rong (REH), aged 59, is the vice general manager of our Group and is
primarily responsible for the finance and administrative functions of our Group. She was appointed
as an executive Director on February 12, 2014, and joined the finance team of Xincheng Trousers And
Clothing Factory (B3 V4 # /IR %€ #) in 1988 and joined our Group in October 1996 as a marketing
manager. She worked as the vice manager of finance of our Group in 2004, and was responsible for
our finance and related management affairs. Since 2009, she has been appointed as the vice general
manager of our Group and was in charge of the finance and administration affairs. Ms. Yuan graduated
from senior high school. As of the Latest Practicable Date, Ms. Yuan did not hold directorship in other

listed companies in the past three years.
Independent Non-executive Directors

Mr. Kwauk Teh-Ming Walter (ZB=BH), aged 61, joined our Group in June 9, 2014 and is
appointed as an independent non-executive Director on June 9, 2014. He is currently an independent
non-executive director of Sinosoft Technology Group Limited (" B% KRR E B AR AR, a
company listed on the Stock Exchange and a provider of application software products and solutions.
He has over 25 years of experience in accounting. Mr. Kwauk is currently a consultant of Motorola
Solutions, Inc. which designs, manufactures and sells communications infrastructure, devices, system
software and applications, and provides services associated with their use. Mr. Kwauk served in
KPMG which provides audit, tax and advisory services from 1977 to 2002, holding a number of senior
positions including the general manager of KPMG’s joint venture accounting firm in Beijing, the
managing partner in KPMG’s Shanghai office and a partner in KPMG’s Hong Kong office. From
January 2003 to June 2012, Mr. Kwauk was the vice president and the director of corporate strategic
finance and tax, Asia Pacific of Motorola Solution Inc. He obtained a certificate of membership from
the Hong Kong Institute of Certified Public Accountants in August 1981. Mr. Kwauk obtained a
bachelor’s degree in science in May 1975 and a licentiate’s degree in accounting from the University
of British Columbia in Canada in May 1977. Except as disclosed herein, as of the Latest Practicable
Date, Mr. Kwauk did not hold directorship in other listed companies in the past three years.

Mr. Zhang Longgen (5RAER), aged 50, is an independent non-executive Director of our
Company. Mr. Zhang joined our Group in June 9, 2014 and was appointed as an independent
non-executive Director on June 9, 2014. He is currently a director of JinkoSolar Holding Co., Ltd.
(S EHRETRA BR /A 7)), a company listed on the New York Stock Exchange, which specializes in the
manufacturing of solar power products, and has been responsible for the company’s financing matters.
He also serves as an independent director of CCS Supply Chain Management Co., Ltd (LI 3 % /& 4
it e S B Ay A R A 7)), a company listed on the Shanghai Stock Exchange which engages in
blending, processing and sale of coal. From June 2001 to March 2002, he worked as the corporate
controller of Scient Corp., an eBusiness systems innovator which provides consultation to system
design, development, maintenance and enhancement, which was listed on NASDAQ but went bankrupt
in July 2002, and was responsible for financial and management reports. From April 2002 to January
2006, he served as the chief financial officer of Crystal Window Door Systems Ltd., which sells

window and door products and manufacturing equipment and was responsible for providing strategic
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and financial planning services. From August 2006 to August 2008, he worked in Xinyuan Real Estate
Co., Ltd. (FEsui E A R /AF]), a company listed on the New York Stock Exchange which is a
property developer, as a director and the chief financial officer, and was responsible for financing and
accounting matters. Mr. Zhang obtained his master’s degrees in accounting from West Texas State
University (V57 5 i 70 2 T KE) in the United States in 1992 and his master’s degree in business
administration from West Texas A&M University in the United States in 1994. He was accredited as
“CFO of 2010” by Xin Li Cai Magazine GH # #/ # 5t 4L) in 2011. He was qualified as a certified public
accountant and was granted such certificate by the State Board of Public Accounting of the State of
Texas in the United States in August 1995. He obtained the certificate of membership from American
Institute of Certified Public Accountants in July 2002. Except as disclosed herein, as of the Latest
Practicable Date, Mr. Zhang did not hold directorship in other listed companies in the past three years.

Mr. Zhang Zhaodong (RER), aged 40, is an independent non-executive Director of our
Company. Mr. Zhang joined our Group in June 9, 2014 and was appointed as an independent
non-executive Director on June 9, 2014. He is currently an associate professor in the law faculty in
Huagqiao University (¥ K%) and has been the legislative consultant of Xiamen Municipal Bureau
of Legislative Affairs (& "] % )5) which carries out research on the lawmaking of the Municipal
Government of Xiamen, implements and inspects the responsibility mechanism of administration and
law execution as well as the appraisal and examination system since July 2011. He was a former
lawyer specializing in labor law and deputy director of the All China Lawyers Association Labor and
Social Security Law Committee (7 #E 4[5 H Al i € 55 By B AL & (R e ik B3 Z B ). In April 2012, he
was named one of the intellectual property specialists by Quanzhou Municipal Intellectual Property
Bureau (5% JH 77 1 5% 7 # ) which implements laws, rules, regulations, guidelines and policies related
to patent, studies and drafts local rules, regulations and policies concerning patent. He was accredited
as the “Excellent Lawyer” (5% —J& fi 2 & 18 % & 4F £ fll) in January 2008 and the “Outstanding Legal
Science Master” (3f _JE 4R &8 % HFI5E AA) jointly by Fujian Province Politics and Law
Committee (HILfREH ZB%EZ B ) and Fujiansheng Law Society (i & &£ 2 €) in September
2010. Mr. Zhang obtained his bachelor’s degree in law from Xiamen University (&[] K%2) in the PRC
in July 1996, his master’s degree in economics and law from Huaqiao University (¥f&RE) in the
PRC in July 1999, his doctorate degree in international economics and law from Xiamen University
(M KE) in September 2003 and his post-doctoral degree in economics from Fujian Normal
University (& 2 i # K £%) in October, 2009 in the PRC. As of the Latest Practicable Date, Mr. Zhang

did not hold directorship in other listed companies in the past three years.

None of our Directors has been involved in any of the events described under Rule 13.51(2)(h)
to (v) of the Listing Rules.
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SENIOR MANAGEMENT

Relationship
with other
Directors and
Date of Date of joining Role and senior
Name Age Address Position Appointment our Group Responsibilities management

Mr. Chung 36 Flat E, 46 Floor Chief financial January 2014 January 2014  Overall financial N/A

Ming Kit Block 6 officer, management, company
The Long Beach company secretarial affairs and
8 Hoi Fai Road secretary, coordination of
Tai Kok Tsui authorized investor relations
Kowloon representative

Mr. Yan Hua 37 No.l, Huzhou Village Vice general ~ January 2013 January 2009  Market development ~ N/A
Huilong Township manager and sales
Jianyang City
Fujian Province

China
Mr. Chen 39 No. 67, Floor 6 Head of January 2009 October 1996~ Management of N/A
Jianxin Jiyangjushan Qian production production
Jiyang Town department

Jian’ou City
Fujian Province

China
Mr. Chen 37 No. 185 Zhongxin Head of February, 2014 November 2012 Management of N/A
Hailong Street product product development
Dongyang Village development
Ganting Town department
Hu County
Xi’an City
China

Mr. Chung Ming Kit (EBED), aged 36, is the chief financial officer of our Group and the
company secretary of our Company. He joined our Group in January 2014 and is primarily responsible
for our overall financial management, company secretarial affairs and coordination of investor
relations. Mr. Chung has over 12 years of corporate finance and accounting experience. Prior to
joining our Group, from September 2001 to April 2006, Mr. Chung had been an auditor at Deloitte
Touche Tohmatsu (1% %) & 5135 1) which provides tax, audit and advisory services. From June
2006 to March 2008, he served as the financial executive manager of Tomoike Industrial (HK) Ltd.
(FisKMAERAA, a subsidiary of CDW Holding Limited (CDWH# LB FRA T, a company listed
on the Singapore Exchange Securities Trading Limited which sells liquid-crystal display backlight
units, metal and plastic frames, and other precision accessories. He was the group financial controller
of China Medical Technologies Inc. (77 & &l 24 @) from April 2008 to January 2012, which was
listed on NASDAQ but went bankrupt in August 2012, and I.T Limited, a company listed on the Stock
Exchange which engages in retailing and trading fashion wears and accessories from April 2012 to
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January 2014. Mr. Chung obtained his bachelor’s degree in business administration in accounting from
the Hong Kong University of Science and Technology in Hong Kong in November 2001. He obtained
a certificate of membership from the Hong Kong Institute of Certified Public Accountants in January
2005. He was qualified as a chartered financial analyst in September 2008, granted by the Board of
Governors of CFA Institute.

Mr. Yan Hua (B&Z), aged 37, is a vice general manager of our Group and is responsible for
market development and sales. Mr. Yan joined our Group in January 2009 has over 12 years of
experience in sales, operations and management. Prior to joining our Group, Mr. Yan worked at Fujian
Septwolves Industry Co. Ltd. (-EVEIR 5 A PR/ 7)) which engages in the design, manufacture, and
sale of menswear, as a business supervisor to be responsible for business development from December
2001 to December 2004 and a marketing manager to be in charge of market development of Diking
(China) Company Limited (778 (" E)A R/ F) which engages in marketing, development and
design, manufacturing and retail of apparels products. From March 2005 to May 2008, he was mainly
responsible for market development and retail management. He was appointed as the head of the
marketing department of our Group in January 2009. He became the vice president of the Group in
January 2013, and was responsible for marketing and retail management. Mr. Yan obtained his
bachelor’s degree in economics from Shanxi University of Finance & Economics (111 PG £ K2 in
the PRC in 2002.

Mr. Chen Jianxin (FRE#), aged 39, is the head of production planning department. He joined
Xincheng Trousers And Clothing Factory (B 744l %) in 1990 as technician and joined our
Group in October 1996. He became a supervisor of our Group in 1996 and was responsible for the
manufacture of apparel products. Between 2004 and 2008, he served as the factory manager (J{{=) for
the production of business formal and business casual trousers. He was appointed as the head of
production planning department of Fordoo Clothing in 2009, and was responsible for the management

of the department.

Mr. Chen Hailong (PRE8E), aged 37, is the head of product development department. He joined
our Group in November 2012 as a product development director and became the head of product
development department in February 2014. Prior to joining our Company, he worked as the head of
menswear department of Erdos Group (SPAIZIIEEMIFEF/AF]) from 2005 to 2008, and was
responsible for the development of non-cashmere products. From 2008 to 2012, he served as the
manager of product development department of Flying Dragon Industry Shenzhen Ltd
(GEYNFEFESS B2 A PR/ A]) which is a brand agency, and was responsible for product development.
Mr. Chen graduated from Northwest Textile Science and Technology University (P4dt&5%% T2 55%)
with his bachelor’s degree in fashion design in the PRC in July 1999. He was accredited as “Top 10
designers of knitwear design” (" [ 5 = Ji&t B Ak Il & 5% 1 T 5% 71 Al) by Dalang International Woolen
Knitwear Fair (FFE (KBA) BB BALE 5 3C 5 ) in 2004.

As at the Latest Practicable Date the senior management of the Company did not hold any

directorships in any listed companies in the last three years.
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COMPANY SECRETARY

Mr. Chung Ming Kit (#8375), was appointed as the company secretary of our Company on
January 1, 2014. His biographical details are set out under the paragraph headed “Senior Management”
above.

MANAGEMENT PRESENCE IN HONG KONG

Rule 8.12 of the Listing Rules requires that a new applicant applying for a primary listing on the
Stock Exchange must have a sufficient management presence in Hong Kong. This normally means that
at least two of its executive directors must be ordinarily resident in Hong Kong. Since our principal
business operations are conducted and retail outlets under our brands are located in the PRC, members
of our senior management (other than Mr. Chung Ming Kit, our company secretary and chief financial
officer, who is ordinarily resident in Hong Kong) are and will therefore be expected to continue to be
based outside Hong Kong. Accordingly, we have applied to the Stock Exchange for and have obtained
a waiver from the strict compliance with the requirement under Rule 8.12 of the Listing Rules. For
details of the waiver, please see the paragraph headed “Management Presence” under the section
entitled “Waiver from Strict Compliance with the Listing Rules” in this prospectus.

REMUNERATION POLICY

Our Directors and senior management receive compensation in the form of salaries, benefits in
kind and discretionary bonuses related to the performance of our Company. We also reimburse them
for expenses which are necessarily and reasonably incurred for providing services to us or executing
their functions in relation to our operations. We regularly review and determine the remuneration and
compensation package of our Directors and senior management, by reference to, among other things,
market level of salaries paid by comparable companies, the respective responsibilities of our Directors
and the performance of our Company.

After the Listing, our Directors and senior management may also receive options to be granted
under the Share Option Scheme.

DIRECTORS’ AND SENIOR MANAGEMENT’S REMUNERATION DURING THE TRACK
RECORD PERIOD

For the years ended December 31, 2011, 2012 and 2013, the aggregate remuneration paid and
benefits in kind granted to our Directors by us and our subsidiaries was approximately RMB 1,651,000,
RMB1,551,000 and RMB1,605,000, respectively.

Save as disclosed in this prospectus, no other emoluments have been paid, or are payable, by us
to our Directors in respect of the years ended December 31, 2011, 2012 and 2013.

Under the arrangements currently in force, we estimate that the aggregate remuneration payable
to, and benefits in kind receivable by, our Directors (excluding discretionary bonus for the year ended
December 31, 2014 will be approximately RMB2,500,000.

— 182 —



DIRECTORS AND SENIOR MANAGEMENT

During the Track Record Period, no remuneration was paid by us to, or received by, our Directors
as an inducement to join or upon joining us or as compensation for loss of office. There was no
arrangement under which a director waived or agreed to waive any remuneration during the Track
Record Period.

For additional information on the remuneration of our Directors during the Track Record Period
as well as information on the highest paid individuals, please refer to note 6 of Section B, note to
combined financial information included as Appendix I to this prospectus.

BOARD COMMITTEES

Audit Committee

We have established an audit committee pursuant to a resolution of our Directors passed on June
9, 2014 in compliance with Rule 3.21 of and paragraph C.3 of the Corporate Governance Code and
Corporate Governance Report as set out in Appendix 14 to the Listing Rules. The primary duties of
the audit committee are to assist our Board in providing an independent view of the effectiveness of
our financial reporting process, internal control and risk management systems, oversee the audit
process and perform other duties and responsibilities as assigned by our Board. At present, the audit
committee of our Company consists of three independent non-executive Directors, being Mr. Kwauk
Teh-Ming Walter, Mr. Zhang Longgen and Mr. Zhang Zhaodong, and Mr. Kwauk Teh-Ming Walter is

the chairman of the audit committee.

Remuneration Committee

We have established a remuneration committee on June 9, 2014 with written terms of reference
in compliance with Rule 3.25 of and paragraph B.1 of the Corporate Governance Code and Corporate
Governance Report as set out in Appendix 14 to the Listing Rules. The primary duties of the
remuneration committee are to review and approve the management’s remuneration proposals with
reference to the Board’s corporate goals and objects and make recommendations to the Board on the
remuneration package of individual executive Director and senior management. The remuneration
committee consists of three members, namely Mr. Zhang Zhaodong, Mr. Kwauk Teh-Ming Walter and

Mr. Zhang Longgen, and Mr. Zhang Zhaodong is the chairman of the remuneration committee.

Nomination Committee

We have established a nomination committee on June 9, 2014 with written terms of reference in
compliance with paragraph A.5 of the Corporate Governance Code and Corporate Governance Report
as set out in Appendix 14 to the Listing Rules. The primary function of the nomination committee is
to make recommendations to the Board on the appointment or re-appointment of Directors and
succession planning for Directors, in particular the chairman and the chief executive. The nomination
committee consists of three members, comprising Mr. Kwok Kin Sun, Mr. Zhang Longgen and Mr.

Kwauk Teh-Ming Walter, and Mr. Kwok Kin Sun is the chairman of the nomination of committee.

— 183 —



DIRECTORS AND SENIOR MANAGEMENT

COMPLIANCE ADVISER

Our Company has appointed CMB International Capital Limited as its compliance advisor
pursuant to Rule 3A.19 of the Listing Rules. Pursuant to Rule 3A.23 of the Listing Rules, the

compliance advisor will advise our Company on the following matters:

(a) the publication of any regulatory announcement, circular or financial report;

(b) where a transaction, which might be a notifiable or connected transaction, is contemplated

including share issues and share repurchases;

(c) where our Company proposes to use the proceeds of the Global Offering in a manner
different from that detailed in this prospectus or where its business activities, developments

or results deviate from any forecast, estimate, or other information in this prospectus; and

(d) where the Stock Exchange makes an inquiry of our Company regarding unusual movements

in the price or trading volume of the Shares of our Company.

The term of appointment of CMB International Capital Limited as our compliance adviser shall
commence on the Listing Date and end on the date on which our Company distributes its annual report
in respect of its financial results for the first full financial year commencing after the Listing Date and

such appointment may be subject to extension by mutual agreement.
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WAIVER FROM STRICT COMPLIANCE WITH THE LISTING RULES

In preparation for the Listing, we have sought the following waiver from strict compliance with

the relevant provisions of the Listing Rules:

MANAGEMENT PRESENCE

Rule 8.12 of the Listing Rules requires that a new applicant applying for a primary listing on the
Stock Exchange must have a sufficient management presence in Hong Kong. This normally means that
at least two of its executive Directors must be ordinarily resident in Hong Kong. Since our principal
business operations are conducted and most of the Group’s assets are based in the PRC, members of
our senior management team (other than Mr. Chung Ming Kit, our company secretary and chief
financial officer, who is ordinarily resident in Hong Kong) are and will therefore be expected to
continue to be based outside Hong Kong. Further, none of our executive Directors will be based in

Hong Kong upon the Listing.

The Directors consider that appointing additional new executive Directors who are ordinarily
resident in Hong Kong who may not be familiar with the operations of the Group for the sole purpose
of satisfying the requirements of Rule 8.12 of the Listing Rules will unduly increase the administrative
expenses of our Company. Such newly appointed executive Directors will not be able to understand
fully the daily operations of the core business of the Group or appreciate fully the circumstances
surrounding or affecting the core business operations and development of the Group from time to time,
as they will not be able to physically present in the operational and management center of the Group
in the PRC all the time. As such, the appointment of additional new executive Directors who are
ordinarily resident in HK will likely reduce the efficiency of our Board in making decisions, and will

not be in the best interest of our Company and its shareholders as a whole.

Alternatively, to relocate any of the existing PRC-based executive Directors to Hong Kong will
again result in our executive Directors not being physically present in the operational and management
center of the Group in the PRC for most of the time, and as such, our executive Directors may not be
able to exercise their discretion on a fully informed basis, or make appropriate business decisions or
judgments that are most beneficial to the operation and development of our Group. Each of the
executive Directors has a vital role in the business and operations and it is of paramount importance

for them to be primarily based in the PRC and stay physically close to the Group’s daily operations.

For the reasons set out above, our Directors consider that it would be practically difficult and not
commercially feasible for the Company to appoint another person who is ordinarily resident in Hong
Kong as additional executive Director(s) or to relocate any of the existing executive Directors to Hong
Kong merely for the purpose of complying with Rule 8.12 of the Listing Rules. We have applied to
the Stock Exchange for a waiver from strict compliance with the requirement under Rule 8.12 of the

Listing Rules.
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We have received from the Stock Exchange a waiver from compliance with Rule 8.12 of the

Listing Rules subject to the following conditions:

(a)

(b)

(c)

(d)

(e)

pursuant to Rule 3.05 of the Listing Rules, we have appointed two authorized
representatives who will act as our principal communication channel with the Stock
Exchange and will ensure that they comply with the Listing Rules at all times. The two
authorized representatives appointed are Mr. Kwok, an executive Director and the
Chairman of the Board, and Mr. Chung Ming Kit, the company secretary and the chief
financial officer of our Company, who is ordinarily resident in Hong Kong. Each of the
authorized representatives will be available to meet with the Stock Exchange in Hong Kong
within a reasonable period of time upon request and will be readily contactable by
respective mobile phone number, office phone number, e-mail address and facsimile
number. Each of the two authorized representatives has been duly authorized to

communicate on our behalf with the Stock Exchange;

pursuant to Rule 3A.19 of the Listing Rules, we have appointed CMB International Capital
Limited as our compliance advisor which will have access at all times to our authorized
representatives, Directors and senior management and will act as an additional
communication channel with the Stock Exchange for a period commencing on the Listing
Date and ending on the date on which we distribute the annual report for the first full

financial year after the Listing Date in accordance with Rule 13.46 of the Listing Rules;

both the authorized representatives have means of contacting all Directors (including the
independent non-executive Directors) promptly at all times as and when the Stock
Exchange wishes to contact the Directors for any matters. In this regard, we will implement
a policy whereby (i) each Director (including the independent non-executive Directors) will
provide his mobile phone number, office phone number, e-mail address and facsimile
number to the authorized representatives; (ii) each Director (including the independent
non-executive Directors) will provide valid phone numbers or means of communication to
the authorized representatives when he travels; and (iii) each Director (including the
independent non-executive Directors) will provide his mobile phone number, office phone

number, e-mail address and facsimile number to the Stock Exchange;

all Directors who are not ordinarily resident in Hong Kong have confirmed that they
possess valid travel documents to visit Hong Kong and will be able to meet with the Stock
Exchange upon a reasonable notice when required. As such, meetings between the Stock
Exchange and the relevant Director(s) could be arranged through the authorized
representatives or our compliance advisor, or directly with the relevant Director(s) within

a reasonable time frame; and

we will inform the Stock Exchange as soon as practicable in respect of any change in the
authorized representatives and/or the compliance advisor in accordance with the

requirements of the Listing Rules.
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SHARE CAPITAL

The authorized share capital of our Company is as follows:

Authorized share capital: (HK$)

1,000,000,000 Shares ........ccoueviiiiiiiiiiiiiiiiiiciie e 10,000,000

Without taking into account any Shares which may be issued upon the exercise of any options
that may be granted under the Share Option Scheme, our Company’s issued share capital immediately

after completion of the Capitalization Issue and the Global Offering will be as follows:

Issued and to be issued, full paid or credited as fully paid upon completion of the Capitalization
Issue and the Global Offering:

Approximate
percentage of

issued share

Issued share capital: HKS$ capital (%)
10,000 Shares in issue as at the date of this prospectus 100 0.002
359,990,000 Shares to be issued under the Capitalization Issue 3,599,900 74.998
120,000,000 Shares to be issued under the Global Offering 1,200,000 25.0000
480,000,000 Total 4,800,000 100.000
Note:
L. The Shares referred to in the above table have been or will be fully paid or credited as fully paid when issued.
RANKING

The Offer Shares are ordinary shares in the share capital of our Company and will rank equally
in all respects with all Shares in issue or to be issued as set out in the above table, and will qualify
and rank equally for all dividends or other distributions declared, made or paid after the date of this

prospectus.
THE SHARE OPTION SCHEME
We have conditionally adopted the Share Option Scheme on June 9, 2014. The principal terms

of the Share Option Scheme are summarized in the section entitled “F. Share Option Scheme” in

Appendix VI to this prospectus.
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GENERAL MANDATE TO ISSUE SHARES

Our Directors have been granted a general unconditional mandate to allot, issue and deal with

Shares with an aggregate nominal value of not more than the sum of:

(i) 20% of the aggregate nominal value of the share capital of our Company in issue

immediately following completion of the Capitalization Issue and the Global Offering; and

(i) the aggregate nominal value of share capital of our Company repurchased by our Company

(if any) under the general mandate to repurchase Shares referred to below.

This mandate will expire at the earliest of:

(i) the conclusion of our Company’s next annual general meeting unless renewed by an
ordinary resolution of our Shareholders in an general meeting, either unconditionally or

subject to conditions; or

(i) the expiration of the period within which our Company is required by law or the Articles

of Association to hold its next annual general meeting; or

(iii) the time when such mandate is varied, revoked or renewed by an ordinary resolution of our

Company’s Shareholders in a general meeting.

Further details of this general mandate are set out in the paragraph entitled “A. Further
information about our Company — 4. Written resolutions of our Shareholders passed on June 9, 2014”

in Appendix VI to this prospectus.

GENERAL MANDATE TO REPURCHASE SHARES

Our Directors have been granted a general unconditional mandate to exercise all the powers of
our Company to repurchase Shares with a total nominal value of not more than 10% of the aggregate
nominal amount of the share capital of our Company in issue or to be issued immediately following
completion of the Capitalization Issue and the Global Offering.

This mandate only relates to repurchases made on the Stock Exchange, or any other approved
stock exchange(s) on which the Shares are listed (and which is recognized by the SFC and the Stock
Exchange for this purpose), and which are made in accordance with all applicable laws and/or
requirements of the Listing Rules. A summary of the relevant Listing Rules is set out in the paragraph
entitled “A. Further information about our Company — 5. Repurchase of our shares” in Appendix VI

to this prospectus.
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This mandate will expire at the earliest of:

(i) the conclusion of our Company’s next annual general meeting unless renewed by an
ordinary resolution of our Shareholders in an general meeting, either unconditionally or

subject to conditions; or

(i) the expiration of the period within which our Company is required by law or Articles of

Association to hold its next annual general meeting; or

(iii) the time when such mandate is varied, revoked or renewed by an ordinary resolution of our

Company’s Shareholders in a general meeting.

For further details of this repurchase mandate, see the paragraph entitled “A. Further Information
about our Company — 4. Written resolutions of our Shareholders passed on June 9, 2014” in Appendix

VI to this prospectus.
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Each of the following persons will, immediately following completion of the Capitalization Issue
and the Global Offering (without taking into account the Shares which may be issued upon the
exercise of options which may be granted under the Share Option Scheme), have an interest or short
position in Shares or underlying Shares which would be required to be disclosed to our Company and
the Stock Exchange under the provisions of Divisions 2 and 3 of Part XV of the SFO, or, directly or
indirectly, be interested in 10% or more of the nominal value of any class of share capital carrying

rights to vote in all circumstances at general meetings of any other member of our Group:

Approximate

percentage of

shareholding
Name Capacity/ Nature of interest Number of Shares  upon Listing®
Mr. KWok® ..o Interest in a controlled 244,800,000 51.00%
corporation
Ms. Wong Tung Yam® ... Interest of spouse 244,800,000 51.00%
Everkept® ... Beneficial owner 244,800,000 51.00%
Mr. Kwok Hon Fung™® ... Interest in a controlled 50,400,000 10.50%
corporation
Equal Plus® o Beneficial owner 50,400,000 10.50%
Mr. Kwok Hon Pan® ..................... Interest in a controlled 45,612,000 9.50%
corporation
Key Tide™ ..o, Beneficial owner 45,612,000 9.50%
Note:
1. Assuming the Over-allotment Option is not exercised and without taking into account any Shares which may be issued

upon exercise of options which may be granted under the Share Option Scheme.

2. Under the SFO, Mr. Kwok is deemed to be interested in all the Shares held by Everkept by reason of his 70% interest
in the share capital of Everkept, and Ms. Wong Tung Yam, the spouse of Mr. Kwok, is deemed to be interested in all the
Shares in which Mr. Kwok is interested. Mr. Kwok and Ms. Wong Tung Yam are the parents of Mr. Kwok Hon Fung and
Mr. Kwok Hon Pan.

3. Under the SFO, Mr. Kwok Hon Fung is deemed to be interested in all the Shares held by Equal Plus by reason of his
100% interest in the share capital of Equal Plus. He is the son of Mr. Kwok and Ms. Wong Tung Yam.

4. Under the SFO, Mr. Kwok Hon Pan is deemed to be interested in all the Shares held by Key Tide by reason of his 100%
interest in the share capital of Key Tide. He is the son of Mr. Kwok and Ms. Wong Tung Yam.
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Save as disclosed herein, our Directors are not aware of any person who will, immediately
following the Capitalization Issue and the Global Offering (without taking into account the Shares
which may be issued upon the exercise of options which may be granted under the Share Option
Scheme), have an interest or short position in Shares or underlying Shares which would be required
to be disclosed to our Company and the Stock Exchange under the provisions of Divisions 2 and 3 of
Part XV of the SFO, or, directly or indirectly, be interested in 10% or more of the nominal value of

any class of share capital carrying rights to vote in all circumstances at general meetings of our
Company.
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You should read the following discussion and analysis in conjunction with our combined
financial information together with the accompanying notes, set forth in the Accountants’ Report
included as Appendix I to this prospectus. Our combined financial information is prepared in
conformity with IFRS, which may differ in certain material aspects from generally accepted
accounting principles in other jurisdictions, including the United States. You should read the
whole of the Accountants’ Report included as Appendix I to this prospectus and not rely merely
on the information contained in this section.

The following discussion contains certain forward-looking statements that involve risks and
uncertainties. Factors that could cause or contribute to certain differences include those
discussed in the sections entitled “Risk Factors” and “Business” and elsewhere in this
prospectus.

Unless the context otherwise requires, financial information described in this section is
described on a combined basis.

OVERVIEW

FORDOO is reputable menswear brand in the PRC. We are positioned in the middle-upper
menswear segment, which is the largest and fastest growing menswear segment in the PRC according
to the Frost & Sullivan Report. We were ranked sixth with a market share of 2.9% in the middle-upper
menswear market, which accounted for 30.4% of the overall menswear market in the PRC; we were
ranked fifth in both the middle-upper business casual menswear segment with a market share of 4.0%
and the middle-upper business formal menswear segment with a market share of 2.9%; and we were
ranked second in the men’s trousers category with a market share of 3.0%, all of which were in terms
of retail sales in 2013, according to the Frost & Sullivan Report. We primarily target middle class men
aged 30 to 60. We seek to promote an independent, successful and elite lifestyle through our brand.
We manage and operate our business through a strategically integrated model, comprising brand
management and marketing, design and product development, ordering process, procurement of raw
materials, self-production and outsourced production and sales and distribution.

Our brand’s history dates back to the early 1990’s, when Mr. Kwok, our founder and Chairman,
started manufacturing and marketing trousers. We have gradually established our reputation as a
national domestic menswear brand offering comfortable, high quality and aesthetically pleasing
trousers. Our strong brand recognition is evidenced by our numerous industry awards, including
“Quality Award” by the China National Garment Association (FEIR%EH)€) in 2014, “Top 10
(Industry) Most Credible Brand in Asia” and “Top 500 Asia Brand” by Asia Brand Ceremony (&
i WS L) in 2012, “Top 10 Menswear Brand” by the Brand China Industry Union (i i 0 [ 2 3£ B
¥) in 2010, “Well-known Trademark of China” by SAIC since January 2010, “Top 500 Most
Competitive Textile and Garment Enterprise” by the National Textile and Apparel Council in 2009,
“Customer Satisfaction” by the China Association for Quality (4 El’& & % ) in 2009 and “China Top
Brand” by the General Administration of Quality Supervision, Inspection and Quarantine (%X & &
BB BB A8 R)) in 2007.
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We offer a wide spectrum of menswear apparel and accessory products through our FORDOO
brand. Our products are primarily offered under our business casual and business formal product
series, which are suitable for almost all business occasions. During the Track Record Period, we
increased product offerings in the business casual category in order to meet the prevailing market
trend and growing customer demand for business casual menswear. Our diversified product portfolio
also allows us to address our customers’ evolving needs and preferences. We introduced 933 SKUs at
our sales fair in March 2013 for our autumn/winter collection and 755 SKUs at our sales fair in

September 2013 for our spring/summer collection.

We believe we have strong in-house production and product development capabilities. We have
a dedicated and experienced design and product development team, which, as of December 31, 2013,
comprised 124 members, including key members with an average of 10 years of experience in fashion
design. We have developed several patented technologies in the design and manufacture of menswear
products, such as the eight-centimeter crotch curves standard (Scm/A# T.25). As of December 31,
2013, we had obtained 15 patents for trousers, tops and molding devices. We have also successfully
developed 11 advanced technical processes for our production of men’s trousers, enabling us to offer

trousers that combine comfort, functionality, style and quality.

While we manufacture a substantial portion of our products at our own manufacturing facilities
located in Quanzhou, Fujian Province, we also work with third-party OEM contractors as we continue
to expand and diversify our product offerings. We outsource the production of all accessory products
and certain apparel products. Selective outsourcing, we believe, allows us to focus on design and
product development as well as brand management. As of December 31, 2013, we had engaged 39
OEM contractors. We believe our flexible manufacturing process is complementary to our business

and has enabled us to enhance our competitiveness while maintaining the quality of our products.

We primarily sell our products on a wholesale basis to our third-party distributors, who then sell
the products to end customers through retail outlets operated by themselves or resell the products to
their sub-distributors, who in turn sell the products to end customers at retail outlets operated by those
sub-distributors. We sell a small quantity of our products to our online distributor. Our products are
distributed through an extensive distribution network in the PRC. As of December 31, 2013, our
distribution network comprised 45 distributors, 177 sub-distributors and 1,298 retail outlets, spanning
over 240 cities and 31 provinces, autonomous regions and central government-administered
municipalities in the PRC. We also have two self-operated retail outlets in Quanzhou, Fujian Province,
which are model stores to showcase our expectation and standards of a store environment to our
distributors and their sub-distributors.

We execute a multi-channel marketing strategy, which involves leveraging the look of our stores
to promote our “FORDOO” brand and engaging in other marketing activities on a national and
regional level to reinforce our brand image. We invest in multiple media channels, such as
commercials on selected CCTV channels and rolling advertising in airports. We also incentivize and

encourage our distributors to pursue effective marketing activities.
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We achieved rapid growth in turnover and net profit during the Track Record Period. Our
turnover increased by 35.5% from RMBS&18.5 million in 2011 to RMB1,109.0 million in 2012, and
further increased by 31.0% to RMB1,452.8 million in 2013. Our net profit increased by 44.5% from
RMB105.8 million in 2011 to RMB152.9 million in 2012, and further increased by 56.0% to
RMB238.5 million in 2013.

BASIS OF PRESENTATION

Our Company was incorporated as an exempted company with limited liability under the laws of
the Cayman Islands on December 23, 2013. In preparation for the Global Offering, our Group
underwent the Reorganization, as detailed in the section entitled “History and Development” in this
prospectus. As a result of the Reorganization, our Company became the holding company of the
companies now comprising our Group. The Reorganization has been accounted for in accordance with
the principle similar to a reverse acquisition as set out in International Financial Reporting Standard
3, Business Combinations. Our Company acquired the shares of Bigtime Global, which then
subscribed and acquired the entire share capital of Tiger Capital HK. As a result, our Company became
the holding company of Tiger Capital HK and its subsidiaries. The financial information has been
prepared as a continuation of Tiger Capital HK and the assets and liabilities of Tiger Capital HK and
its subsidiaries are recognized and measured at their historical carrying values prior to the

Reorganization.

For more information on the basis of preparation of the financial information included herein,
please see note 1(b) of Section B and notes to combined financial information included as Appendix

I to this prospectus.
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SUMMARY FINANCIAL INFORMATION

The tables below set forth our combined statements of profit or loss and other comprehensive
income, combined balance sheets, and selected financial information extracted from our combined

cash flow statements for the periods or as of the dates indicated:

Combined Statements of Profit or Loss and Other Comprehensive Income

For the year ended December 31,

2011 2012 2013

(RMB in thousands)

TUINOVET ..o 818,477 1,108,977 1,452,811
CoSt Of SAlES .ivniiniiii e (584,920) (746,496) (955,859)
Gross profit ...........cooooeiiiiiiiiiii 233,557 362,481 496,952
Other TEVENUE ...viviiieiiii e, 2,581 2,827 2,178
Other net INCOME ..o.vvviriniiieiee e, 5,673 305 6,368
Selling and distribution exXpenses.. ..........ccecuueene. (50,140) (69,566) (86,832)
Administrative and other operating expenses...... (49,226) (63,344) (73,331)
Profit from operations...................................... 142,445 232,703 345,335
Finance COStS ...uivniiniiiiiie e (21,579) (26,055) (24,749)
Profit before taxation.........................ocooiiiiill 120,866 206,648 320,586
Income tax eXPenSEe.....coceuviuuienieenieenieiiieiiaeniennn. (15,074) (53,728) (82,042)
Profit and total comprehensive income for

the year ............coooiiiiiiiiii 105,792 152,920 238,544
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Combined Balance Sheets

As of December 31,

2011 2012 2013

(RMB in thousands)

Non-current assets

Property, plant and equipment..........cc.c.ccouueennn... 649,794 632,026 485,897
Investment Properties .......ocoveuververrernennenniinennennens 30,865 29,678 28,491
Lease prepayments ....c..coceeveeereenneenneinneinneninennnennn. 43,995 49,897 65,104
Deposits and prepayments ..........ceeueveereneeennnennnn.. 18,940 10,238 —
Deferred taX asSelS....ccvviviriiniiiiiniiiiiiiiiniineiennenn 22 — —
Total non-current assets..............c..cceevveevennennee. 743,616 721,839 579,492

Current assets

INVENTOTIES oottt e 78,300 64,911 48,648
Trade and other receivables.................coveiiinin.n. 288,555 336,346 621,326
Pledged bank deposSitS.......cceevivviniiiviniiiniininnennen, 57,094 10,000 —
Fixed deposit held at bank with original

maturity over three months...................co... — — 26,500
Cash and cash equivalents..........c..coeevvivininninnee. 32,486 56,334 63,031
Total current assets .............cooeviiiiiiiiiiiiiiiinn, 456,435 467,591 759,505

Current liabilities

Bank borrowings........coocoviiiiiiiiiiiiii, 519,030 406,000 357,000
Trade and other payables ........cc.coveviviiiiininn.e. 361,027 291,632 248,560
Current tax payable......cocovviiiiiiiiiiiiniiiininen, 5,149 21,146 21,862
Total current liabilities .........................ooinl. 885,206 718,778 627,422
Net current (liabilities)/assets .......................... (428,771) (251,187) 132,083
Total assets less current liabilities................... 314,845 470,652 711,575
Non-current liability

Amount due to the ultimate controlling party-..... 129,758 129,784 129,175
NET ASSETS ..., 185,087 340,868 582,400
CAPITAL AND RESERVES

Capital....oeiiiieiiee e 11 11 11
RESEIVES oot 185,076 340,857 582,389
TOTAL EQUITY ..o, 185,087 340,868 582,400
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Selected Combined Cash Flows Statements

For the year ended December 31,

2011 2012 2013

(RMB in thousands)

Net cash generated from operating activities...... 97,703 204,904 73,447
Net cash (used in)/generated from investing

ACTIVITICS 1euneiii et et e (128,104) 45,408 100,480
Net cash generated from/(used in) financing

ACTIVITICS tevneitieeii et 33,593 (226,464) (167,230)
Net increase in cash and cash equivalents....... 3,192 23,848 6,697
Cash and cash equivalents at

January 1. 29,294 32,486 56,334

Cash and cash equivalents at
December 31l 32,486 56,334 63,031

KEY FACTORS AFFECTING OUR BUSINESS, RESULTS OF OPERATIONS AND FINANCIAL
CONDITION

Our business, results of operations and financial condition are affected by a number of factors,

including, without limitation, the following:
Expansion of Our Distribution Network and Business Performance of Our Distributors

Our products are primarily distributed through our network of distributors who operate an
extensive retail distribution network in the PRC. We sell substantially all of our products on a
wholesale basis to our distributors, who then sell the products to end customers through retail outlets
operated by themselves or resell to their sub-distributors, who in turn sell our products to end
customers through retail outlets operated by those sub-distributors. We sell a small portion of our
products to our online distributor, who sells our products to end customers through different online
platforms. As of December 31, 2013, our distribution network comprised 45 distributors and 177
sub-distributors who operated 1,298 retail outlets, spanning over 240 cities and 31 provinces,
autonomous regions and central government-administered municipalities in the PRC. We also directly
operate two retail stores in Quanzhou, Fujian Province. For the years ended December 31, 2011, 2012
and 2013, sales to our distributors accounted for approximately 99.4%, 99.5% and 99.6%,

respectively, of our total turnover.
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The table below sets forth the number of our distributors, their sub-distributors and retail outlets
(including our two self-operated retail outlets in Quanzhou, Fujian Province) as of the dates indicated
and our turnover for the periods indicated:

As of and for the years ended December 31,

2011 2012 2013
Number of distributors at the beginning of
the period.................coi 40 42 44
Number of distributors added during the
PETIOA ..o 4 54 1
Number of distributors terminated during the
PEriOd ..o, 2@ 33 —
Number of distributors at the end of the
Period .....ooovviii 42 44 45
Number of sub-distributors at the beginning
of the period ...t 136 147 164
Number of sub-distributors added during the
Period ...ooiiiiiiiiii 14 19 21
Number of sub-distributors terminated during
the period.....cooviiviiiiiiiiii 3 2 8
Number of sub-distributors at the end of the
Period .....ooovviiiii 147 164 177
Number of retail outlets at the beginning of
the period.............ccoooiiiiii 949 1,085 1,205
Number of retail outlets added during the
Period ..oooiiiiiiii 175 210 172
Number of retail outlets terminated during the
PETIOA e 39 90 77
Number of retail outlets at the end of the
Period .......ooooiiiiiiii 1,085 1,205 1,300
Turnover (RMB in thousands) ......................... 818,477 1,108,977 1,452,811
Notes:

[@)) We added one online distributor in 2012.

(2)  Both of the two distribution agreements entered into by and between the respective distributors and us expired in
December 2010 and were not renewed since then. Nevertheless, we continued to sell some products to them in 2011 as
aresult of orders they placed after our sales fairs that took place in 2010 under the previous sale and purchase agreements
entered into in 2010.

(3)  All of the three distribution agreements entered into by and between the respective distributors and us were expired in
December 2011 and not renewed since then. Nevertheless, we continued to sell some products to them in 2012 as a result
of orders they placed after our sales fairs that took place in 2011 under the previous sale and purchase agreements entered
into in 2011.
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Our sales and profit growth will continue to depend on our ability to effectively manage our
distributors and to further strengthen and expand our distribution network. The numbers and
performance of retail outlets operated by our distributors and their sub-distributors also directly affect
our sales. We plan to increase our penetration in our existing markets and expand our distribution
network to new markets. See the section entitled “Business — Business Strategies — Strengthen our
supply chain management and distribution network™ in this prospectus.

Ability to Maintain and Promote Our Brand Recognition

We market all of our products in the PRC under the “FORDOO” or “JE#B” brand. We believe
brand image is a key factor for customers when making purchasing decisions. Market acceptance of
our brand may affect the selling prices and market demand for our products, which directly affects our
results of operations. Our “FORDOO” brand has been widely recognized in our industry. We received
numerous industry awards, including “Quality Award” by the China National Garment Association
(P B AR £ 1 €) in 2014, “Top 10 (Industry) Most Credible Brand in Asia” and “Top 500 Asia brand”
by the Asia Brand Ceremony (HEJH &) in 2012, “Top 10 Menswear Brand” by Brand China
Industry Union (A B2 38 8) in August 2010, “Well-known Trademark of China” by SAIC
since January 2010, “Top 500 Most Competitive Textile and Garment Enterprise” by China National
Textile and Apparel Council (FEI#5%% T3 W€) in 2009, “Customer Satisfaction” by China
Association for Quality (FFEIEL & €) in 2009 and “China Top Brand” by the China General
Administration of Quality Supervision, Inspection and Quarantine ([ % & B E BRI #)5) in
2007. We promote and maintain our brand image primarily through advertising and marketing
activities. We also work closely with our distributors and their sub-distributors to ensure a unified
image across our stores. We have established our uniform standards for, among other things, storefront
decoration and product display, that are distinctive to our brand and require our distributors and
sub-distributors to follow our brand management policies. Our success depends on our ability to
maintain and promote our brand awareness. If we are unable to successfully maintain and promote our
brand, our business, results of operations and financial conditions may be materially and adversely
affected. See the section entitled “Risk Factors — Risks Relating to Our Business — Failure to
successfully maintain and promote our brand may materially and adversely affect our business,
financial condition, results of operations and prospects” in this prospectus.

Increasing Competition from Domestic and International Brands

The menswear industry in the PRC is highly fragmented and competitive. We face competition
from domestic brands in the middle-upper menswear market, such as Joeone, Lilanz and Septwolves.
We have also been facing competition from international players as they continue to expand in the
PRC in order to capture growth opportunities in the menswear market. For further details, please refer
to the section entitled “Industry Overview — Overview of the Menswear Market in the PRC —
Challenges faced by Competitors in the China’s Menswear Market” in this prospectus. We believe our
market position in the middle-upper menswear industry, particularly in the middle-upper business
formal and business casual menswear markets, diversified product portfolio, extensive distribution
network, strategically integrated business model, experienced management and design team provide
us with competitive advantages in the industry in which we operate. However, we believe that the
intense competition in the PRC menswear industry will continue in the future and our business,
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financial position, results of operations and prospects will be significantly affected by our ability to
remain competitive in this industry. See the section entitled “Risk Factors — Risks Relating to Our
Industry — We operate in a highly competitive market and may face increasing competition” in this
prospectus.

Pricing of Our Products and Product Mix

Our revenue and profitability are affected by the wholesale pricing of our products, which, in
turn, is determined by prevailing market condition, brand positioning, product design, cost of raw
materials, production costs as well as competition. Instead of a fixed retail price set by us, our
suggested retail price is three to five times of the wholesale price that we offer to our distributors. We
believe our wholesale price as a percentage of our suggested retail price is relatively low, which
allows our distributors and their sub-distributors to make a relatively high profit for each product they
sell. We believe our wholesale pricing strategy has been one of the growth drivers to our strong sales
performance during the Track Record Period. Changes in the average wholesale price of our products
have a direct impact on our revenue and profitability. See the sections entitled “Business — Sales and
Distribution — Pricing Strategy” and “Risk Factors — Risks Relating to Our Business — Our business
may be negatively affected if our distributors or their sub-distributors fail to follow our retail price
guidance” in this prospectus. Generally, we were able to increase the wholesale prices of our products
as a result of our increased brand recognition and innovative product design, among other things,
during the Track Record Period.

In addition, as part of our efforts to increase revenue, we continuously adjust our product mix
by developing and introducing new products that we believe will generate higher consumer demand
and profit margin, which also has a direct impact on our revenue and profitability.

Price Volatility of Raw Materials

Our results of operations are affected by price volatility of the main components of our raw
materials, such as cotton fabrics and synthetic fabrics, which may have a direct effect on our gross
profit margin. Cost of raw materials constitutes a significant part of our total cost of sales. For the
years ended December 31, 2011, 2012 and 2013, raw materials accounted for approximately 72.6%,
73.1% and 74.8%, respectively, of our total cost of sales of our self-production. Any significant
increase in the price of raw materials will impact our cost of sales. According to the Frost & Sullivan
Report, the purchasing prices of cotton fabrics and synthetic fabrics are impacted by fluctuations in
national supply and demand. Average price of cotton and synthetic fabrics rose from RMB10.0 per
meter and RMBS8.6 per meter to RMB10.6 per meter and RMB9.2 per meter, respectively, from 2011
to 2013. The price of cotton and synthetic fabrics are projected to increase at a CAGR of 3.7% and
2.2% from 2013 to 2015, respectively, according to the Frost and Sullivan Report. See the section
entitled “Industry Overview — Historical and Projected Price Trend of Key Raw Materials” in this
prospectus. We typically set the wholesale price by taking into consideration the prices of raw
materials, among other things. However, to the extent that we are not able to successfully pass on the
increase in the market price of the raw materials to our customers or fully offset the effects of cost
increases, our profitability will be adversely affected, which, in turn, may have a material adverse
effect on our financial position, results of operations and cash flows. See the section entitled “Risk
Factors — Risks Relating to Our Business — An increase in the prices of raw materials could
adversely affect our profitability” in this prospectus.
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Sensitivity analysis

The table below sets forth a sensitivity analysis relating to our costs of raw materials, illustrating
what the impact on our net profit would have been if our costs of raw materials had been adjusted
based on the following percentages for the periods indicated:

For the year ended December 31,

2011 2012 2013
Change in Change in Change in

Raw material cost changes Net profit net profit Net profit net profit Net profit net profit

(RMB in (RMB in (RMB in

thousands) % thousands) % thousands) %
20% increase........................... 38,871 (63.3) 90,565 (40.8) 164,447 (31.1)
10% increase........................... 72,332 (31.6) 121,742 (20.4) 201,495 (15.5)
5% INCrease...........cccceeeeeeeeen.n. 89,062 (15.8) 137,331 (10.2) 220,020 (7.8)
0% cooovviiiiiiiiiii 105,792 0.0 152,920 0.0 238,544 0.0
5% decrease .............coeeeeeeeil. 122,522 15.8 168,509 10.2 257,068 7.8
10% decrease ............cccoeeeeenn.. 139,252 31.6 184,098 20.4 275,593 15.5
20% decrease ..........cccceeeeeennn. 172,713 63.3 215,275 40.8 312,641 31.1

Cost of Outsourced Production

We engage OEM contractors which are Independent Third Parties to manufacture all accessory
and certain apparel products. We believe that our selective outsourcing allows us to leverage the
expertise and resources of OEM contractor, enhance our production flexibility and focus on design and
product development as well as brand management. See the section entitled “Business — Production
— Outsourced Production” in this prospectus for further details on our outsourcing arrangements. For
the years ended December 31, 2011, 2012 and 2013, the cost of outsourced products represented 8.9%,
22.6% and 29.6%, respectively, of our total cost of sales. The general increase in the cost of sales of
OEM production during the Track Record Period primarily reflected the increased demand and sales
of business casual menswear for the same periods. We may continue to increase outsourced production
according to prevailing market demand for our products. As of December 31, 2013, we had engaged
39 OEM contractors. We do not enter into long-term agreements with our OEM contractors and our
cost of sales are subject to fluctuations in the cost of outsourced products. See the section entitled
“Risk Factors — Risks Relating to Our Business — We depend on OEM contractors to manufacture
a portion of our products. Our brand image and business may be negatively affected by the
performance of or disruption in supply of our OEM contractors” in this prospectus.
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Economic Growth, Level of Per Capita Disposable Income, Urbanization and Customer Spending
in the PRC

We conduct all of our operations in the PRC and our business is directly affected by the economic
development in the PRC. Economic growth in the PRC helps to drive the level of disposable income
and consumer spending, which, in turn, affects the level of demand for our products. Based on data
from the NBSC, China’s nominal GDP grew at a CAGR of 13.7% from 2009 to 2013, while China’s
GDP per capita grew at a CAGR of 13.0% during the same period. According to the NBSC, the annual
per capita disposable income of urban households, whose occupants make up the primary end
customers for our products, increased at a CAGR of 11.9% from 2009 to 2013. Urbanization, the rise
of the middle class and the increase in disposable income have led to increases in consumption and
discretionary spending, which have spurred the development of the retail industry, including the
menswear market, in the PRC. From 2009 to 2013, according the Frost & Sullivan Report, total retail
sales value of consumer discretionary items grew at a CAGR of 15.9%. We believe increasing
disposable income levels of Chinese consumers have led to a rise in purchasing power and brand
awareness, which supported the rapid growth of the PRC menswear market, in particular, the
middle-upper menswear market in the PRC. According to the Frost & Sullivan Report, total retail
revenue from menswear in the PRC increased at a CAGR of 14.5% from 2009 to 2013, with the
fast-growing middle-upper segment increasing at a CAGR of 18.4% during the same period. We expect
that our results of operations will continue to be significantly affected by economic growth in the
PRC. Any changes in the PRC economy or consumer spending may affect our business, results of
operations and financial conditions. See the section entitled “Risk Factors — Risks Relating to Our
Industry — Our growth and profitability depend on the level of consumer confidence and spending in
the PRC” in this prospectus.

Seasonality and Weather Conditions

We experience seasonal fluctuations in our turnover and operating income and generally record
higher turnover for our autumn/winter collections, which generally include items with higher average
wholesale prices relative to our spring/summer collections. As a result, comparisons of our sales and
operating results between different periods within a single financial year, or between different periods
in different financial years, are not necessarily meaningful and cannot be relied on as indicators of our
performance. Our business is also susceptible to extreme or unfavorable weather conditions, which
could have a material adverse effect on performance of our distributors and, in turn, have a material
adverse effect on our results of operations and financial condition. For example, extended periods of
unusually warm weather during the winter season or cool weather during the summer season could
render a portion of our products incompatible with such unfavorable conditions. See the section
entitled “Risk Factors — Risks Relating to Our Business — Seasonality or unfavorable weather

conditions may affect our sales” in this prospectus.
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CRITICAL ACCOUNTING POLICIES

We prepare our combined financial statements in accordance with IFRS. Some of our accounting
policies require us to make judgments, estimates and assumptions that affect the application of
policies and reported amounts of assets, liabilities, income and expenses. The estimates and associated
assumptions are based on historical experience and various other factors that are believed to be
reasonable under the circumstances, the results of which form the basis of making the judgments about
carrying values of assets and liabilities that are not readily apparent from other sources. Actual results
may differ from these estimates.

Revenue Recognition

Revenue is measured at the fair value of the consideration received or receivable. Provided it is
probable that the economic benefits will flow to our Group and the revenue and costs, if applicable,

can be measured reliably, revenue is recognized in profit or loss as follows:

° Sale of goods

Revenue is recognized upon displacement of goods to our distributors, i.e., when the
customer has accepted the related risks and rewards of ownership. Revenue represented the sales
value of goods sold less returns, discounts and VAT.

° Interest income

Interest income is recognized as it accrues using the effective interest method.

° Government grants

Government grants are recognized in the balance sheet initially when there is reasonable
assurance that they will be received and that our Group will comply with the conditions attached
to them. Grants that compensate our Group for expenses incurred are recognized as income in
profit or loss on a systematic basis in the same year in which the expenses are incurred. Grants
that compensate our Group for the cost of an asset are deducted from the carrying amount of the
asset and consequently are effectively recognized in profit or loss over the useful lives of the
asset by way of reduced depreciation expense.

Unconditional discretionary government grants from the local municipal government
authorities are recognized in the profit or loss as other revenue when the amount is received.

° Rental income from operating leases

Rental income receivable under operating leases is recognized in profit or loss in equal
installments over the periods covered by the lease term.
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Property, Plant and Equipment

Property, plant and equipment are stated at cost less accumulated depreciation and impairment
losses. The cost of self-constructed items of property, plant and equipment includes the cost of
materials, direct labor, the initial estimate, where relevant, of the costs of dismantling and removing
the items and restoring the site on which they are located, and an appropriate proportion of production

overheads and borrowing costs.

No depreciation is provided in respect of construction in progress.

Depreciation is calculated to write off the cost of items of property, plant and equipment, less
their estimated residual value, if any, using the straight-line method over their estimated useful lives

as follows:

— Buildings held for own use which are situated on leasehold land are depreciated over the
shorter of the unexpired term of lease and their estimated useful lives, being no more than

30 years after the date of completion.

— Plant and machinery 10 years
— Motor vehicles 5 years
—  Furniture, fixtures and equipment 5 years

Both the useful life of an asset and its residual value, if any, are reviewed at each balance sheet

date.

Gains or losses arising from the retirement or disposal of an item of property, plant and
equipment are determined as the difference between the net disposal proceeds and the carrying amount

of the item and are recognized in profit or loss on the date of retirement or disposal.

We have not made any material adjustments to our estimates in connection with the depreciation

of our property, plant and equipment during the Track Record Period.

Inventories and net realizable value of inventories

Inventories are carried at the lower of cost and net realizable value.

Cost is calculated using the weighted average cost formula and comprises all costs of purchase,
costs of conversion and other costs incurred in bringing the inventories to their present location and

condition.
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Net realizable value is the estimated selling price in the ordinary course of business less the
estimated costs of completion and the estimated costs necessary to make the sale. These estimates are
based on the current market conditions and the experience of selling products with similar nature. Any
change in the assumptions would increase or decrease the amount of inventories write-down or the
related reversals of write-down made in prior years and affect our Group’s net assets value. Our Group
reassesses these estimates at each balance sheet date. When inventories are sold, the carrying amount
of those inventories is recognized as an expense in the period in which the related revenue is
recognized. The amount of any write-down of inventories to net realizable value and all losses of
inventories are recognized as an expense in the period the write-down or loss occurs. The amount of
any reversal of any write-down of inventories is recognized as a reduction in the amount of inventories
recognized as an expense in the period in which the reversal occurs.

We did not recognize any write-down of inventories during the Track Record Period.

Trade and other receivables and impairment of trade and other receivables

Trade and other receivables are initially recognized at fair value and thereafter stated at
amortized cost using the effective interest method, less allowance for impairment of doubtful debts
unless the effect of discounting would be immaterial. In such cases, the receivables are stated at cost
less allowance for impairment of doubtful debts.

We estimate the impairment allowances for trade and other receivables by assessing the
recoverability based on credit history and prevailing market conditions. This requires the use of
estimates and judgments. Allowances are applied to trade and other receivables where events or
changes in circumstances indicate that the balances may not be collectible. Where the expectation is
different from the original estimate, such difference will affect the carrying amounts of trade and other
receivables and thus the impairment loss in the period in which such estimate is changed. The Group
reassesses the impairment allowances at each balance sheet date.

We did not make any provisions for bad and doubtful debts during the Track Record Period.

DESCRIPTION OF CERTAIN INCOME STATEMENT LINE ITEMS

Turnover

Turnover represents the sales value of goods sold less returns, discounts and VAT.

During the Track Record Period, we derived our revenue primarily from the sale of our products
to distributors on a wholesale basis. Our turnover increased by approximately 35.5% to RMB1,109.0
million in 2012 from RMBS818.5 million in 2011, and further increased by approximately 31.0% to
RMB1,452.8 million in 2013. The general increase in our turnover during the Track Record Period was
primarily due to (i) an increase in the average wholesale price of our products and (ii) an increase in
our sales volume. The increase in the average wholesale price of our products was primarily
attributable to (a) an increase in the purchase price of raw materials, which we were largely able to
pass on to our customers; (b) incremental costs associated with more advanced technical processes
applied in our production and more innovative product designs as a result of our improving design and
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product development capabilities; and (c) an increase in offering of higher priced items, such as
jackets and sweaters. The increase in the sales volume of our products was primarily attributable to
(a) an increase in the number of our distributors and the retail outlets operated by them or their
sub-distributors; (b) enhancement of our brand awareness; (c) our strategic increase in the offering of
our business casual menswear products, such as jackets, business casual trousers and T-shirts, catering
to the growing prevalence of business casual menswear in the market; and (d) the overall increase in
the demand for menswear products in the PRC driven by the increased purchasing power of the middle
class, among other things. In addition, we believe our wholesale price as a percentage of our suggested
retail price is relatively low, which allows our distributors and their sub-distributors to make a
relatively high profit for each product they sell. We do not set minimum purchase requirements or
policies for our distributors or allows for sales rebate, inventory repurchase or inventory swap
between our distributors and us and, thus, our distributors typically place their orders according to
their needs. Excessive orders are discouraged as they may expose our distributors to financial risks.
As a result of the foregoing, we achieved revenue growth at a CAGR of 33.2% from 2011 to 2013,
which exceeds the PRC middle-upper menswear industry growth at a CAGR of 15.1%, according to
the Frost & Sullivan Report.
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By Distribution Network

We currently engage third-party distributors for sales and distribution of substantially all of our
products in China. Sales made through our distributors represented more than 99% of our turnover for
each of the years ended December 31, 2011, 2012 and 2013. As of December 31, 2013, our distribution
network comprised 45 distributors (including one online distributor) and 177 sub-distributors who
operated 1,298 retail outlets, spanning over 240 cities and 31 provinces, autonomous regions and
central government-administered municipalities in the PRC. We also sell a small quantity of our
products directly to end customers through our two self-operated retail outlets in Quanzhou, Fujian

Province.

The table below sets forth the turnover from our distribution channel and our self-operated retail

outlets as well as their respective percentage of the total turnover for the periods indicated:

For the year ended December 31,

2011 2012 2013

(RMB in (RMB in (RMB in

thousands) % thousands) % thousands) %
Turnover from distributors ..................... 808,864 98.8 1,089,253 98.2 1,437,557 99.0
Turnover from online distributor............ 4,727 0.6 14,190 1.3 9,303 0.6
Turnover from self-operated retail

OULIELS touvniriiie e 4,886 0.6 5,534 0.5 5,951 0.4

Total turnover ......................coooeiiiinl. 818,477 100.0 1,108,977 100.0 1,452,811 100.0
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By Geographical Region

The following table sets forth our turnover and the corresponding percentage of our turnover by

regions for the periods indicated:

For the year ended December 31,

2011 2012 2013
(RMB in (RMB in (RMB in
thousands) % thousands) % thousands) %
Regions of PRC
Northern China V... 133,404 163 187,373 169 221,883 15.3
Northeastern China @ ........................ 45,161 55 59,951 54  90,419® 6.2
Eastern China “.............................. 284,673  34.8 357,588 322 489,799 337
Central Southern China © .................. 103,492  12.6 176,104 159 229,099 15.8
Southwestern China ........................ 128,341 15.7 168,032 152 214,412 148
Northwestern China ®....................... 113,793 13.9 140,205 12.6 191,945 13.2
Subtotal ...........cccoooiiiiiiiiii e 808,864  98.8 1,089,253 98.2 1,437,557 99.0
Online disStributor..........cccocevvveeeviieeeee.. 4,727 0.6 14,190 1.3 9,303 0.6
Self-operated retail outlets ..................... 4,886 0.6 5,534 0.5 5,951 0.4
Total. ..o 818,477 100.0 1,108,977 100.0 1,452,811 100.0

Notes:
(I)  Northern China includes Inner Mongolia, Beijing, Tianjin, Hebei and Shanxi.
(2)  Northeastern China includes Liaoning, Jilin and Heilongjiang.

(3)  The turnover also included a small amount from Inner Mongolia derived from one distributor whose business operation

was mostly in Heilongjiang.
(4)  Eastern China includes Shandong, Fujian, Anhui, Jiangxi, Zhejiang, Jiangsu and Shanghai.

(5) The turnover also included a small amount from Hunan derived from one distributor whose business operation was

mostly in Jiangxi.
(6) Central Southern China includes Hunan, Guangdong, Hainan, Henan, Guangxi and Hubei.
7 Southwestern China includes Sichuan, Yunnan, Guizhou, Tibet and Chongqing.

(8) Northwestern China includes Ningxia, Qinghai, Gansu, Xinjiang and Shaanxi.
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Cost of Sales

Cost of sales primarily consists of cost of raw materials, direct labor costs, processing costs,

sub-contracting charges and production overhead, as well as OEM purchase costs associated with

outsourced production. Our cost in connection with outsourced production generally increased during

the Track Record Period, primarily due to our increased outsourced production in order to meet

prevailing market trend and growing demand for business casual menswear products. We believe it is

more efficient or profitable if we outsourced those products to OEM contractors.

The table below sets forth our cost in connection with self-production and amounts paid for

outsourced production as well as their respective percentage of our cost of sales for the periods

indicated:

Self-Production
Raw materials™ ...
Direct 1abor® ..o
Sub-contracting charges™®.........................
Production overhead™ ..............................

Sub-total ...

Purchases from OEMS.................coooovviinnl
(5)

Other taxes and levies

Notes:

For the year ended December 31,

2011 2012 2013
(RMB in (RMB in (RMB in
thousands) % thousands) % thousands) %
382,405 65.4 415,702 55.7 493,981 51.7
85,257 14.6 91,301 12.2 103,117 10.8
13,703 2.3 11,119 1.6 10,257 1.0
45,337 7.7 50,414 6.7 52,609 5.5
526,702 90.0 568,536 76.2 659,964 69.0
51,951 8.9 168,387 22.6 282,830 29.6
6,267 1.1 9,573 1.2 13,065 1.4
584,920 100.0 746,496 100.0 955,859 100.0

(1)  Raw materials primarily consist of clothing fabrics (such as cotton fabrics and synthetic fabrics), textile auxiliaries and

other accessory materials used in production.

(2)  Direct labor consists of salaries and benefits for employees in our production operations.

(3)  Sub-contracting charges primarily arise from our outsourcing of certain processes of our production that require special

techniques, such as washing and embroidery.

(4)  Production overhead consists of depreciation of property, pl