EEELEDERE

SISATVNY ANV NOISSNOSIAd S.INIJWIOVNVIN

TERSBRYE
ERRBEIER-T=BFRAHS
LY2EBEETN (BXRRS) - BN
EFRHE

TEMMEREIN

RETAIL AND DISTRIBUTION

The Giordano brand is now available in 23 markets
throughout virtually all of non-Japan Asia, Australia and the
Middle East.

RETAIL DIVISION TURNOVER ANALYSIS

1999 1998
BEET BEAR
HK$m % HK$m %

Taiwan

Hong Kong

Mainland China

Singapore

Malaysia

Others

APRRBEFSTAEZLE (BF
B-hAA-—EFALHAR) AT
REEBEEHNACEREBRARE
B E-—RAANE FARREEE
—SERAREYRRRRNAEER
EREARBERAIASG  R2HE
ERUEEERE - HE SBEEMND
BHE AABHRELES MR
Bluestar Exchange » if  #f # i Giordano
LadiesK Giordano Junior & 5 ° % % #
ERRINRAEEEEREEEE
B OBRREMEAKDEER o

After almost 19 years in operation (including as a public
company since 1991), the Company and its management
team have grown to be more confident of the Company’s
maturity. In 1999, it was felt necessary for the Group’s further
expansion to look into a program to complete the Group’s
product line portfolio to better serve its customers worldwide.
Initiatives were taken, after appropriate market testing, to
launch a second brand Bluestar Exchange and to re-launch
Giordano Ladies and Giordano Junior. These new lines are
separately managed by dedicated management teams to
ensure full commitment to their successes.
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TAIWAN

1999 1998 1997 1996 1995

Net sales (HK$m) 9531 7101 7832 917.0 1,062.7

Sales per sq. ft. (HK$)* 6,000 4,300 4,500 5,700 6,400

Comparable store
sales increase/
(decrease) (%)** 8) © 1) (0

Retail floor area
(sq. ft.)xe* 165,700 156,400 168,500 164,400 159,300
Number of sales
associates ***

Number of outlets
— directly managed ** 178

* On weighted average basis

**  Regarding those outlets which were open for the full 12 months
in each of the two financial years under comparison

***  As at December 31

Turnover in Taiwan, the Group’s largest market today,
increased from 1998 by 34%. This was achieved primarily
with “re-marketing” the Giordano brand as a trendier label
while keeping budget-minded customers with the newly
launched Bluestar Exchange brand. The momentum in
Taiwan, which began at mid-year, is expected to be strong
throughout the year 2000.
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MREBAMESREBZAEREE
27 THUBRRE BEEH4 ML
THERALELE  MEAKEESTN
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EEEESB R EEL¥XF2H
B - MNANEREHEERBERLEMN
16%Z 681,700,000/ &t - A EH HE
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HONG KONG

1999 1998 1997 1996 1995

Net sales (HK$m) 6817 5884 7621 9261 947.8
Sales per sq. ft. (HK$* 9,400 11,100 16,300 20,400 22,400

Comparable store
sales increase/
(decrease) (%)** 22) ) ()

Retail floor area
(sq. ft.)x** 100,000 58,300 51,400 44,400 46,500
Number of sales
associates ***

Number of outlets
— directly managed ** 61

* On weighted average basis

**  Regarding those outlets which were open for the full 12 months
in each of the two financial years under comparison

***  As at December 31

The Hong Kong retail market was perhaps the last amongst
the Group’s Asian markets to show signs of recovery, after
more than two years of escalating unemployment and
widespread pay-cuts and layoffs and negative market
sentiments. Again, brand re-positioning and new brand
launches supported an astounding increase in the
Company’s turnover in 1999. Maintaining the momentum
shown in the first half of the year, total sales for 1999
registered an increase of 16%, amounting to HK$681.7
million. Although still a far cry from its peak in 1995, we have
recorded an increase in comparable store sales of 8%. Total
saleable floor area also increased by 71.5% to 100,000
sq. ft. with most of the additions completed in the latter part
of the year. Although the Company remains cautiously
optimistic of a well-publicized retail market recovery, it is
however poised to deal with whichever turn the economy
might take in the early years of the new millennium.

In line with general economic reality, the Company
realized occupancy cost savings of 9.4% for 1999. Other
operating expenses remained largely benign, but
expenditure towards building the Giordano brand equity,
however, increased by more than 25%.

6o

@




EEELEDERE

SISATVNY ANV NOISSNOSIAd S.INIJWIOVNVIN

o KR

HEFE (FEET

BYLAREER (BEn)

THBERHZ
HEBEM/ (HD) (%)~

FERAEY
(FHR)™

EEEHE™

HELBE
—EgEEe
—RHrEE

© BRMEFHEEHE

v ERMEEERZHREENL MR
toEAZEES

“ WtZA=t-A

PEAETSAE  ERARE-AAR
FHBANGBE - EERE - — NN
FRZEANEHERSATK - A -
B-AMMNEE=ZZRRAERERE
REERRE ZAFEHEEXRERR
+ #6%Z 543,700,000/ T °

ThEMT 2 HEREEAMF THRE
A B-AANFEM% BHE
EETHERR  FLAREMEEZH
TREREES HEBH2ZHETR
E-HRPEAERTETIREA  Ht
HITHECIETHRNRRYBR R
HEM -

MAINLAND CHINA

1999 1998 1997 1996 1995

Net sales (HK$m) 5437 5132 5652 567.4
Sales per sq. ft. (HK$)* 22,500 19,800 20,600 20,300

Comparable store
sales increase/
(decrease) (%)**

Retail floor area
(sq. ft.Jx** 24700 24,700 29,200 26,900

Number of sales
associates ***

Number of outlets
— directly managed ** 10 10 10
— franchised *** 243 201 160

* On weighted average basis

**  Regarding those outlets which were open for the full 12 months
in each of the two financial years under comparison

***  As at December 31

Giordano’s Mainland China market experienced another
difficult year in 1999. For many months in 1999, operations
reported consecutive declines in sales. Since the third quarter
of 1999, however, significant improvements were made to
merchandising and operations which resulted in an annual
sales turnover increase of 6%, amounting to HK$543.7
million.

Comparable store sales also recorded an increase of 4%
against 1998, after two years of decline. Upon the recovery
of the retail market, it is expected that the Company’s stores
throughout Mainland China will be in a good position to take
advantage of robust consumer spending. The main work
there, given the vast territory, remains the building of good
logistics.
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¥ bn 3% SINGAPORE

1999 1998 1997 1996 1995

HERE (FEET) Net sales (HK$m) 3492 2335 2844 3510 3614

SYERREEHE (Br) Sales per sq. ft. (HK$)* 13,800 8,500 10,300 14,900 16,800

ALLBEHZ Comparable store
HEREM,/ (B2 (%) sales increase/
(decrease) (%)** (16) (15) (19) 1)

SEEEER Retail floor area
(FJr R+ (sq. ft.)x* 24,400 28,000 28,700 26,400 22,000

EEEH A~ Number of sales
associates ***

HENHH Number of outlets
—HEEE™ — directly managed ** 27

SISATVNY ANV NOISSNOSIAd S.INIJWIOVNVIN

O RNEFHEENE *  On weighted average basis

“  ERBEFHBZHEFEAGHEE *  Regarding those outlets which were open for the full 12 months
T-BAZHES in each of the two financial years under comparison

w R+ZA=+-H ¥+ As at December 31

ERREFNE-EEZEBD - REL Giordano has always been a favored brand in Singapore.
BZEFBRERIKRAFTZER  £F Giordano’s legendary customer service and its commitment to

NEEEREVLTEERE BAREAN innovations in the region have welded a strong bond between
LEFKEGANETSEES MW Giordano and its customers. The new Giordano image was
Giordano Junior R ER KA B L & & instantly accepted and the Giordano Junior line was also very

B oEAUZmE2EL£EEMT50%E well received. Turnover increased 50% to HK$349.2 million.
349,200,00078 Tt °
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1999 1998 1997 1996 1995

HERE (FEET) Net sales (HK$m) 66.6 345 334
SYERREEHE (Br) Sales per sq. ft. (HK$)* 3,600 1,900 2,000
ALBEHZ Comparable store
HEBEM,/ (HD) (%) sales increase/
(decrease) (%)** (14)

ZEEEEE Retail floor area

(P IR )+ (sq. ft.)» 20,400 18,700 17,800 14,400

EEEHE™ Number of sales
associates ***

HENHE Number of outlets
—HEEEw — directly managed ** 23
— R — franchised *** 11

SISATVNY ANV NOISSNOSIAd S.INIJWIOVNVIN

O RNEFHEENE *  On weighted average basis

“ ERBEFHLBZHBEFEANGHE £ *  Regarding those outlets which were open for the full 12 months
T-BAZHES in each of the two financial years under comparison

w R+ZA=+-H *+  As at December 31

EABRAZNBE—ANNEE-F Following a relatively slow recovery in the first quarter, the
HEERRE EHAHELRRER balance of 1999 proved to be a period of solid sales growth.
Ho-—MANFZEEHELELER Total retail sales for 1999 increased by 93% to HK$66.6
93%Z 66,600,000/ 7T » M A LL BT 2 million. Both comparable store sales and sales per square
HEERBTY A RHEEFURBZH foot surged by 69% and 89% respectively.

69%% 89% °

o EAEBZA&RERME-AAN Net profit contribution to the Group surged almost six times
FRBLEAEARRE compared with 1998.
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OTHER MARKETS
KOREA

The Giordano brand, well-established amongst Korean
consumers who display tremendous loyalty, has been built
around superb product selection and customer service. The
newly launched Giordano Junior will complement Giordano’s
menswear line there.

MIDDLE EAST

Retail sales for the year increased by 33% and sales per
square foot rose by an amazing 32.3% compared with last
year. Both gross and net profit contributions were up
significantly leading to another record year for the Middle East
operations in 1999. A successful entry to the Saudi Arabian
market will provide further growth in the coming years.

PHILIPPINES

Retail sales registered a disappointing 11.6% decrease over
last year. More attention will be put into this market in the
year 2000 to meet new challenges from escalating
competition.

NEW MARKETS

In 1999, Giordano successfully established operations in two
new markets: Melbourne, Australia in June; and Jakarta,
Indonesia in December.

AUSTRALIA

As of December 1999, four stores were established in
Melbourne. The Group is still going through its learning curve
to find the best way to serve the local customers there. It is
encouraging to report, however, that the Australian
operations, though not immediately profitable, do not require
subsidies from the Group.

INDONESIA

The Group’s three outlets there exceeded our expectation
in both sales turnover and gross margins. The Group believes
that Indonesia will offer enormous opportunities to the
Giordano brand in the medium term.
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