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YGM Trading Limited is proud to report that the profit attributable
to shareholders for the year ended 31 March 2005 is
HK$156,088,000. The profit for the previous year was
HK$171,187,000 including a one-time extraordinary profit of
HK$64,957,000 from the disposal of shop premises. Therefore,
comparing the profits of these two years while ignoring the profit
from the disposal of the shop premises, the Group effectively
achieved a profit increase of 46.9%.

Turnover of the Group for the year also increased by 31.7%
from HK$727,735,000 for the previous year to HK$958,696,000.

The Directors have resolved to recommend the payment of a
final dividend of HK$0.30 (2004: HK$0.25) per share for the
year ended 31 March 2005 at the forthcoming annual
general meeting to be held on Wednesday, 21 September
2005. The final dividend amounting to HK$46,429,000 (2004:
HK$38,675,000), if approved by the Shareholders, is expected
to be paid on or around Thursday, 22 September 2005 to those
Shareholders whose names appear on the register of members
of the Company on Monday, 12 September 2005.

The total dividend per share for the year, including an interim
dividend of HK$0.13 (2004: HK$0.08) per share, will be
HK$0.43 (2004: HK$0.33) per share.
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In 2004, YGM Group acquired Guy
Laroche, a luxury French designer
brand, opened Hong Kong'’s first
shop in September and at
present, has 20 shops in Greater
China region. YGM has invested
USD17 million in buying Guy
Laroche and Eur1 million in building
the new flagship store at Rue
Francois Premier in Paris, and its
licensees are over the world.

After being acquired by YGM, Guy
Laroche, which has long been
recognized by its signature elegant
style, invited the world-renowned
designer, Herve L. Leroux, to join
them as the Artistic Director. In
addition, Hilary Swank, who won
the Best Actress Award at the 77th
Oscar ceremony for her part in
movie “Million Dollar Baby”, wore
a Guy Laroche evening dress from
the Spring/Summer 2005 collection.
Leroux’s distinctive style is fully
manifested in the design of this
famous mid-night blue backless
evening gown.
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Review of Operations

Garment retail and marketing

The Group’s core business is the retail, wholesale and marketing
of fashion apparel and accessories. As of the end of March 2005,
the Group’s brand portfolio consists of six distinct brands serving
a wide spectrum of customer segments. Furthermore, the Group
distributes these brands through 287 retail outlets in China, Hong
Kong, Macau, Taiwan and France. The Group is a licensee of
famous global brands and is, at the same time, a licensor of
brands that it owns. In addition, the Group owns and operates
manufacturing facilities in China.

Aquascutum

At end March 2005, we operated a total of 120
Aquascutum outlets in China, Hong Kong, Macau and
Taiwan. The brand is an up-market British apparel brand
specializing in high-quality causal and traditional men’s and
ladies’ fashion apparel and accessories. Demand for fine
clothing and branded apparel in our markets continues to
grow, and Aquascutum continually benefits from this.
London-based Aquascutum has given the Group the right
to market this brand under a long-term licensing agreement.

Ashworth

At end March 2005, the Group operated 50 Ashworth
outlets in China, Hong Kong and Macau. In addition to our
own outlets, we distribute Ashworth through pro shops in
golf clubs and country clubs. Ashworth is a leading
American lifestyle technical golf and casual wear label. The
demand for this line continues to grow strongly in our
markets.
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Established in 1976, MICHEL RENE
provides both formal and city wear
collections that enables young and
modern career people to dress
creatively with its “mix and match”
concept for all occasions. In 1988,
the brand began to penetrate its
business into Macau and Taiwan.
In 1993, the first MICHEL RENE
store was opened in Guangzhou,
the P.R.C. MICHEL RENE currently
operates over 95 outlets in Greater
China region.
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Review of Operations (continued)

Garment retail and marketing (continued)

Guy Laroche

We had completed the purchase of this internationally
established French luxury fashion house in June 2004.
Subsequent to the purchase, we hired the well-reputed
designer, Herve L. Leroux, to be creative director and chief
designer for the couture lines. Two fashion shows were
staged in Paris during the year and received very good
response. The name is on its road to a revival with
considerable strong publicity. The Paris office received gross
royalty income of Eur3,900,000 during the nine months
after our purchase. The new Guy Laroche flagship boutique
on Rue Francois Premier is now open and daily sales are
above expectation. The total contribution from the Guy
Laroche operation is slightly below original budget due to
heavier investment in design and publicity. As of the end
of March 2005, 17 new ladies’ outlets were opened in the
Greater China region, in addition to the 2 boutiques in Paris.

Michel René

Michel René, our house brand, markets high-quality, yet
affordable men’s and ladies’ fashion and accessories with a
focus on career wear. With its 30-year presence in the
Greater China market, this brand has established itself as a
strong, mid-market label. As of the end of March 2005,
the Group operated 98 outlets in our markets.

Charles Jourdan

In June 2004, we signed a long-term license agreement for
Charles Jourdan ready-to-wear and accessories in China,
Hong Kong, Macau, Taiwan and several Southeast Asian
countries. We will start distributing the products in
September 2005. All development costs incurred thus far
have been charged to the consolidated profit and loss
account as they have been incurred.

Hang Ten

Our associated company markets this global brand, which
originated in the USA. Hang Ten sells fashionable and
affordable surf-inspired men’s and women'’s causal wear.
During the year, new shops were opened in Malaysia, Hong
Kong and the USA.
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Based in California, Ashworth
markets a full line of quality
men’'s & women's golf apparel
and casual merchandise, featuring
natural style and relaxed fit.
According to the Darrell Survey
of U.S.A., Ashworth was ranked
No.1 in golf shirt usage 8 years
in a row. Ashworth was honored
by the “My Favorite Men's Apparel”
award from 2000 to 2002 and in
2004 by <China Golf> magazine,
and was selected as “The Best
Men's Golf Fashion” by <Golf
Digest> Chinese edition from
2001 to 2003. Ashworth products
. always reflect the chic look and
relaxation concept and are highly
recognized in Greater China region.
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Review of Operations (continued)

Garment Manufacturing

The Group owns a factory in Dongguan, China. Besides supplying
to our own labels, it is also a supplier to external customers. The
factory operates at full capacity despite a shortage of electricity
power in China. Good profit has been recorded with a dramatic
increase in turnover.

Miscellaneous

Rental income from our remaining industrial properties increased
with the strengthened economic activities in Hong Kong. The
Security Printing operation turned in higher profits. We had
written off all goodwill relating to our investment in the Chinese
medicine operation in Hunan in the previous year. Our cosmetic
operation reported a profit, but expects its future to be affected
by rental increases.

Prospects and Developments

The Group’s more established brands are still growing at a good
pace. At the same time, we are developing our newer brands,
Guy Laroche and Charles Jourdan. These brands are expected
to grow as they gain more market penetration. In a few years,
we expect their performance to be as solid as our existing brands.
To enhance the Group's longer term future, we are still
investigating new opportunities in newer and younger brands
for the Greater China market. The management strongly believes
in the future of the Greater China market and we will continue
to develop businesses in the region aggressively, yet prudently.

Appreciation

On behalf of the Board, | would like to thank all of our
shareholders, customers, suppliers and employees for their
continued support of the Group. Furthermore, | would like to
take this opportunity to express our sincere appreciation to our
employees as all the good results could not be achieved without
their hard work.

Chan Sui Kau
Chairman

Hong Kong, 13 July 2005
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Originated from London since
1851, Aquascutum carries a full
range of men’s & women's fashions
and accessories. With its distinctive
marketing and technical
achievements, Aquascutum has
been granted the Royal Warrant
for decades and its customers
include worldwide celebrities and
the British Royal Family.

Since Autumn 1998, YGM has
been appointed as the licensee
and sole distributor for the P.R.C.,
Hong Kong, Macau and Taiwan.
At present, Aquascutum has over
120 boutiques in Greater China
region. Aquascutum'’s high service
standard is recognized by achieving
the “Service Category Leader
(Fashion & Accessories - High
Fashion)” organized by Hong Kong
Retail Management Association
twice in 2004. Aquascutum was
also awarded “2004 Service Retailer
of the Year in Fashion'& Accessories
- High Fashion Category”.




