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As the sportswear partner of the
) COC, we have provided high-
ANM quality winning outfits to the CSD
O”)”W since 2009. We are proud to extend
Chinese Olympic Committee Official Partner our partnership with the COC
i ‘ successfully for the 2013 to 2016
Olympic cycle.
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International sporting events of the 2013-2016 Olympic cycle I--"F
1. The 4th Asian Indoor and 4. The 22nd Winter Olympic Games 8. The 2nd Winter Youth Olympic Games
Martial Arts Games February 2014 February-March 2016

June-July 2013 Sochi, Russia Lillehammer, Norway
Incheon, South Korea

5. The 2nd Summer Youth Olympic Games 9. The 5th Asian Bea ames

2. The 2nd Asian Youth Games August 2014 May 2016
August 2013 Nanjing, China Nha Trang, letﬁam
Nanjing, China '
6. The 17th Asian Games 10. The.31st Summer Olympic Games
3. The 6th East Asian Games September-October 2014 August 2016
October 2013 Incheon, South Korea Rio de Janeiro, Brazil

Tianjin, China
7. The 4th Asian Beach Games
November 2014
Phuket, Thailand
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Corporate Profile

Products Limited primarily designs, develops, manufactures and markets ANTA
sportswear, including sports footwear, apparel and accessories. We have
established extensive distribution network with a leading presence in second and
third tier cities in China under the management of regional distributors. We
place great emphasis on branding by integrating sports resources and
sponsorship, advertising and promotional activities and consistent
store image to enhance brand and product differentiation. For
the past 13 years, our footwear has been enjoying a leading
position in China composed index on market share.

As one of the leading branded sportswear enterprises in China, ANTA Sports “_‘,-"""JJ
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Chandler Parsons,

a small forward with the
Dallas Mavericks of the NBA







FINANCIAL OVERVIEW

Year ended 31 December 2014 2013 Changes As at 31 December 2014 2013  Changes
(GLRGTITIE (RMB million) (% point)
i io
Turnover 8,922.7 7.081.3 e it : 70
Return on average total 3.8
Gross proflt 4,026.8 3,039.3 shareholders’ equity(z)
Profit from operations 2,018.9 1,565.6 Return on average total . . 2.8
©®)
Profit attributable to equity 1,700.3 1,314.8 assets
Average total . . 0.5
shareholders , ,
shareholders' equity to
Free cash inflow 1,427.1 941.7 : average total assets

(GLERESNE  (RMB cents)

Earnings per share Average inventory

- Basic 68.12 52.71 turnover days
: Average trade receivables
- Diluted 67.98 52.61 turnover days®
Shareholders' equity per 312.19 286.69 . Average trade payables
share turnover days®

(HK cents) (HK cents)
Cautionary Statement Regarding Forward-

Dividends per share Looking Statements

— Interim 25 19
_ Final 28 29 This Annual Report 2014 contains certain forward-looking
statements with respect to the financial conditions, results of
- Special 8 operations and business of the Group. These forward-looking
61 27.1 statements represent the Group’s expectations or beliefs

concerning future events and involve known and unknown
risks and uncertainties that could cause actual results,

(C i elellgly performance or events to differ materially from those expressed
or implied in such statements. Certain statements, that include
wordings like “potential”,

estimated”, “expects”, “anticipates”,

i i 3.4
Glessiprettimaiali “objective”, “intends”, “plans”, “believes”, “estimates”, and
Operating profit margin 1.1 similar expressions or variations on such expressions may be
Margin of profit attributable to 1.0 considered “forward-looking statements”.
equity shareholders
. Forward-looking statements involve inherent risks and
Effective tax rate ¥ 1.4 rwer "9 VOV Innerent 1

uncertainties. Readers should be cautioned that a number of
Advertising and promotional 0.9 factors could cause actual results to differ in some instances
expenses ratio (as a materially, from those anticipated or implied in any forward-
percentage of turnover) looking statement. Forward-looking statements speak only at
the date they are made, and it should not be assumed that they
have been reviewed or updated in the light of new information
or future events. Trends and factors that are expected to affect
the Group’s results of operations are described in the section
“Management Discussion and Analysis”.

Staff costs ratio (as a
percentage of turnover)

R&D costs ratio (as a
percentage of cost of sales)

Notes:

(1)
@)

3)
4)

(%)

(©)

ANTA Sports Products Limited Annual Report 2014

Gearing ratio is equal to the bank loans divided by the total assets at the end of the relevant year.

Return on average total shareholders’ equity is equal to the profit attributable to equity shareholders divided by the average balance of total
shareholders’ equity.

Return on average total assets is equal to the profit attributable to equity shareholders divided by the average balance of total assets.

Average inventory turnover days is equal to the average balance of inventories divided by the cost of sales and multiplied by the number of days
in the relevant year.

Average trade receivables turnover days is equal to the average balance of trade receivables divided by the turnover and multiplied by the
number of days in the relevant year.

Average trade payables turnover days is equal to the average balance of trade payables divided by the cost of sales and multiplied by the
number of days in the relevant year.



RESULTS HIGHLIGHTS

FINANCIAL OPERATIONAL
PERFORMANCE PERFORMANCE

Number of ANTA stores stood at 7,622
Number of Kids sportswear series stores stood at

e Turnover increased by 22.5% to RMB8.92 billion
e Gross profit margin increased by 3.4% point to

451% 1,228
¢ Profit attributable to equity shareholders increased e  Number of FILA stores in China, Hong Kong and
by 29.3% to RMB1,700.3 million Macao stood at 519

e Basic earnings per share increased by 29.2% to
RMB68.12 cents

e 71.0% payout of the profit attributable to equity
shareholders

PROFIT
MARGIN

BILLION
TURNOVER

71.0%

PAYOUT

~RATIO



FIVE-YEAR FINANCIAL SUMMARY

2014 2013 2012 2011 2010

(RMB’000) (RMB’000) (RMB’000) (RMB’000) (RMB’000)

Turnover 8,922,692 7,281,263 7,622,808 8,904,767 7,408,309
Gross profit 4,026,816 3,039,254 2,893,166 3,762,397 3,170,554
Profit from operations 2,018,863 1,565,599 1,563,310 2,011,496 1,736,811
Profit attributable to equity shareholders 1,700,310 1,314,835 1,358,701 1,730,122 1,651,113
Non-current assets 2,036,754 1,931,008 1,933,589 1,424,610 1,309,436
Current assets 9,346,996 8,187,139 8,102,474 6,769,707 5,745,055
Current liabilities 3,184,693 2,673,654 2,897,909 1,604,374 1,163,393
Net current assets 6,162,303 5,613,485 5,204,565 5,165,333 4,581,662
Total assets 11,383,750 10,118,147 10,036,063 8,194,317 7,054,491
Total assets less current liabilities 8,199,057 7,544,493 7,138,154 6,589,943 5,891,098
Non-current liabilities 194,477 195,368 205,448 171,393 160,366
Total liabilities 3,379,170 2,769,022 3,103,357 1,775,767 1,328,759
Non-controlling interests 209,423 195,137 180,466 46,660 52,701
Shareholders’ equity 7,795,157 7,153,988 6,752,240 6,371,890 5,678,031

(RMB cents) (RMB cents) (RMB cents) (RMB cents) (RMB cents)

Basic earnings per share 68.12 52.71 54.48 69.37 62.21
Diluted earnings per share 67.98 52.61 54.40 69.20 62.04
Shareholders’ equity per share 312.19 286.69 270.72 255.47 277.68
(HK cents) (HK cents) (HK cents) (HK cents) (HK cents)
Dividends per share
— Interim 25 19 23 26 20
— Final 28 22 17 26 25
— Special 8 7 8 - -

Gross profit margin

Operating profit margin

Margin of profit attributable to equity shareholders

Effective tax rate 22.7 241 21.6 20.2 16.1
Advertising and promotional expenses ratio
(as a percentage of turnover) el Uil 18 8.7 188
Staff costs ratio (as a percentage of turnover) 11.0 10.3 9.7 8.5 8.9
R&D costs ratio (as a percentage of cost of sales) 4.3 4.0 3.8 3.7 3.2
Gearing ratio™ 11.8 4.8 9.9 - -
Return on average total shareholders’ equity" 22.7 18.9 20.7 28.7 28.8
Return on average total assets!" 15.8 13.0 14.9 22.7 23.6
Average total shareholders’ equity
to average total assets 69.5 63.0 i 7 58
(days) (days) (days) (days) (days)
Average inventory turnover days! 58 59 51 38 36
Average trade receivables turnover days® 35 38 34 26 19
Average trade payables turnover days! 54 65 47 37 36

Notes:

(1) Please refer to notes on page 6 of the annual report for the definitions of gearing ratio, return on average total shareholders’ equity, return on
average total assets, average inventory turnover days, average trade receivables turnover days and average trade payables turnover days.
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Milestone of 2014

~ Lee Min Ho Becomes FILA’'s Ambassador
at Grand Launch of “Anna Sui for FILA”
Collection

February :a: Recommend - Reply - Forward 5 2020

FILA, another brand of the Group, started cooperation with
world-renowned ethnic Chinese fashion designer Anna Sui
to roll out the brand new “Anna Sui for FILA” collection.
Meanwhile, popular Korean actor Lee Min Ho officially
became a FILA ambassador to endorse FILA’s stylish
products in the PRC.

.'..ﬂi Ui

Led in Market Share in China’s Travel and
Sports Shoes and Named “Top 100 China
Light Industry Enterprises” Continuously

March and June 2 Recommend - Reply - Forward &5 2020

According to “China Retail Consumption Statistical
Analysis” conducted by the China General Chamber of
Commerce and the China National Commercial Information
Centre, we ranked first in terms of market share in China’s
Travel and Sports Shoes for the 13th consecutive year due
to the prominent consumer recognition of our brand and
products. We were also recognised as the “Top 100 Light
Industry Enterprise” by the China Light Industry Federation
for the third consecutive year by virtue of our immense
strength, solid growth and outstanding profitability.

UL TR LN | ]
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Endorsement Contract with NBA Player
Chandler Parsons

February +&% Recommend - Reply - Forward 5 2020

\

We signed a basketball
endorsement contract
with NBA player
Chandler Parsons, who is
affectionately described
as “tall, rich and
handsome” by his fans

in China. The addition of
Chandler Parsons further
strengthens ANTA’s brand
equity and cements its

) # leading position in China’s
basketball market.

Tailor-made “Champion Dragon Outfit”
for CSD

February and September
2@ Recommend - Reply - Forward 5 2020

As the sportswear partner of the COC, we made bold
breakthroughs in terms of fashionable design and
technological innovation in the gorgeous “Champion
Dragon Outfit” for the CSD. It was constantly in the spotlight
as Chinese medalists stood on the victory podium at both
the Sochi Winter Olympics and the Incheon Asian Games.

Launch of Revolutionary A-Web 2.0
Running Shoe

April  za Recommend - Reply - Forward &3 2020

We launched the brand

new professional A-Web
2.0 running shoe, which
employs the latest and most
popular knitting technology
with a breathing hole design
in the vamp for excellent fit
and breathability. The sole
also applies the innovative
A-Loop technology to
provide greater comfort,
springiness and energy
return.

\




Contribution to Community through Olympic
Day Run

June s Recommend - Reply - Forward 5 2020

\

We joined hands with the COC and regional sports bureaus
to organise the Olympic Day Run in China for the sixth year
in a row. We also launched the first-ever nationwide Olympic
Day Run charity campaign to show that we care for poor
children by donating ANTA sportswear to impoverished
primary school students.

1 B

ANTA-endorsed NBA Player Rajon Rondo
Visited China

September +&% Recommend - Reply - Forward 5 2020

ANTA-endorsed NBA player

r and top Dallas Mavericks
;\ point guard Rajon Rondo
went on his first-ever China
Tour held by ANTA in early
September. He engaged
in close interaction with
numerous fans, sparking a
frenzy in China, and worked
together with us to train top
Chinese point guards.

Leading Peers in Corporate Governance and
Brand Value

October and November
+4% Recommend - Reply - Forward 5 2020

\

We won the “Outstanding
Company on Corporate
Governance” award
presented by Corporate
Governance Asia magazine
for the third time after
winning in 2010 and 2013.
Our self-established brand
ANTA was also named
“Best China Brand” for the
fifth consecutive year by
Interbrand, the world’s largest
brand consultancy. We were
the only Chinese sportswear
brand to receive both of
these prestigious honours.

Sponsorship of Chinese National Gymnastics,
Weight Lifting, Wrestling and Judo Teams for
the First Time

August and September
2@ Recommend - Reply - Forward 5 2020

\

We collaborated with the Gymnastics Sports
Management Centre and the Weight lifting, Wrestling
and Judo Sports Management Centre for the first time,
bringing the total number of Chinese national teams
equipped with ANTA professional sportswear outfits for
competition, training and daily use to 24.

O

Alliance with NBA China to Launch
Co-branded Products in China

October ;21 Recommend - Reply - Forward 5 2020

\

We have become the official marketing partner of

NBA China and a licensee of the NBA. “ANTA-NBA”
co-branded adult and kids basketball shoes and
accessories carrying logos of the NBA, the 30 teams

of NBA and ANTA are now available at both online and
offline ANTA stores. This is the first time that the NBA
launched co-branded products in China with a domestic
sportswear brand.

T =N o 0 ME
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CHAIRMAN’S STATEMENT

Dear Shareholders,

On behalf of the Board, | am pleased to present our annual
results for the year ended 31 December 2014.

Facing rapid changes and intense competition in China’s
sportswear industry, we further enhanced product differentiation
and implemented retail-oriented measures aimed at offering
innovative products that fully match consumer demand, thereby
gaining market share and improving retailers’ profitability for
the long term. Our turnover increased by 22.5% to RMB8.92
billion for the year (2013: RMB?7.28 billion), not only due to the
growing demand for our differentiated value-fo-money ANTA
products, but also due to notable growth in other businesses,
particularly in the Kids, Fila and e-commerce businesses.

Profit attributable to equity shareholders also rose by 29.3% to
RMB1.70 billion (2013: RMB1.31 billion), with basic earnings
per share amounting to RMB68.12 cents (2013: RMB52.71
cents). To provide attractive returns to our shareholders, the
Board proposed a final dividend of HK28 cents per ordinary
share (2013 final dividend: HK22 cents) and a special dividend
of HK8 cents per ordinary share (2013 special dividend: HK7
cents), together with the interim dividend of HK25 cents (2013
interim dividend: HK19 cents), representing a payout ratio of
71.0% of profit attributable to equity shareholders for the year
(2013: 72.4%).
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We have consistently positione@ANTA as a functional sportswear
brand that focuses on the mass mafket and we have always
enriched and leveraged our unique sports gsources to
differentiate ANTA from its peers. During the year, we put forth
our best efforts to reinforce our influence and Ieaa'ng position in
China’s basketball market by entering an alliance with the NBA
China. We are not only the official marketing partner of NBA
China, but also the first Chinese sportswear brand to be a licensee
of the NBA, allowing us to launch co-branded products carrying
both the NBA and ANTA logos in China. Furthermore, Chandler
Parsons, a rising NBA player has joined our star-studded lineup
of endorsers to promote our professional, high functionality, yet
affordable basketball products. We also held a China tour for

top NBA point guard Rajon Rondo, another ANTA-basketball
endorser, which stirred up a basketball craze in China and drew
considerable attention to ANTA. As an official partner of the COC,
we tailor-made impressive winning outfits for the CSD to the Sochi
Winter Olympics as well as the Incheon Asian Games. We have
also started our first-ever collaboration with China’s Gymnastics,
Weight Lifting, Wrestling and Judo Sports Management Centres.
ANTA-designed winning outfits and professional competition
gear for 24 Chinese national teams consistently appeared in the
spotlight at different sporting events, not only demonstrating

our bold breakthroughs in fashion design and technological
innovation, but also further deepening our brand image as
representing China’s sports essence and boosting Chinese
consumers’ sense of pride in their national brand.

Innovation is one of the keys to our success. Our strong capacity
for innovation continues to bring us greater differentiation and
helps us extend our leading position in China’s sportswear market.
During the year, we launched a revolutionary new running shoe
featuring A-Web 2.0 technology with cutting-edge technologies
applied to both the vamp and sole. The A-Web 2.0 technology
featured in the vamp employs the most popular knitting
technology used today, enhancing breathability and providing
wearers a better fit and a more comfortable wearing experience. In
addition, the sole adopts the innovative A-Loop technology, which
provides greater comfort, springiness, energy return as well as
sustainability in support for different runners’ body forms. Adhering
to the principle of providing value-for-money of ANTA products,
the A-Web 2.0 running shoe featuring excellent functionality and
sports performance, the premium basketball shoes designated for
ANTA-endorsed NBA players and the “ANTA-NBA” co-branded
products which have been very well-received by China’s NBA fans
are all selling at affordable prices for mass-market consumers.
Due to our strong product differentiation and effective pricing
strategy, we were named the top seller of travel and sports shoes
in China in terms of market share for the 13th consecutive year.

Annual Report 2014 ANTA Sports Products Limited
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We Optimise Retail-oriented Measures to
Improve the Profitability of Our Retailers

We have always strived to help our retailers stay competitive

and to improve their profitability by taking comprehensive retail-
oriented measures since the onset of the industry downturn.

In addition to implementing a streamlined distribution structure
and emphasising retail efficiency in our corporate culture and
values, we have engaged in thorough analysis of real-time retail
performance and inventory movements gathered from our ERP
system and provided our retailers more precise guidelines at trade
fairs according to the most up-to-date market trends. Meanwhile,
we have further strengthened our product differentiation and
optimised the flexibility and efficiency of replenishment so as to
satisfy the unforeseeable demand for our in-season signature
products. Furthermore, we have continued to enhance store
efficiency and maintain a strong presence in second-and third-
tier cities across China. We believe these measures not only

help minimise our retailers’ inventory risks, but also improve their
operational performance as well as their confidence in our future
order planning, consumer demand forecasting and replenishment
arrangements. More importantly, we have further strategically
expanded our e-commerce business to capture tremendous
demand from increasing online shoppers and to bring synergy to
both our online and offline retailers.

We Outperform through Stronger
Execution and Operational Capabilities

China’s sportswear industry is generally expected to still

face intense competition and consolidation in the near-term.
Nevertheless, we have made good progress in our retail-

oriented measures and are the first domestic sportswear

branded enterprise to achieve a turnaround in the sector through
continuous, positive growth in our trade fair results and stronger
confidence in our brand and products among retailers. Meanwhile,

the Chinese government’s support in expanding domestic
demand, accelerating the development of the sports industry

and the growing popularity of sports participation in China are
favourable factors spurring the domestic sportswear market in
the mid-to-long term. To stand out and to gain market share from
our competitors, we will leverage the influence of our unique
sponsorship resources as well as our endorsers to strengthen

our brand equity and recognition. We will offer more innovative
and differentiated value-for-money products that fit consumer
preferences and needs. Besides, we will formulate precise
ordering, replenishment and store opening plans for our retailers
through our sophisticated ERP system, which will help them
effectively maximise profitability and prevent excess inventory. We
will also strategically expand our “ANTA-NBA” co-branded series,
Kids sportswear series, e-commerce business and Fila business
in the PRC to bolster sales and to capture the growing demand
from both online and offline consumers in various markets.

On behalf of the Board, | would like to express my sincere
gratitude to our shareholders for their steadfast support and to all
of our staff members for their unmatched dedication. We will strive
to ensure the steady development of ourselves, our supply chain
partners, distributors and franchisees, and to create greater value
for our stakeholders over the long run.

Ding Shizhong
Chairman

Hong Kong, 11 February 2015
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Rajon Rondo,

a point guard with the
Dallas Mavericks of the NBA



MANAGEMENT DISCUSSION AND ANALYSIS

MARKET
REVIEW

China’s Economy
Maintained Solid and
Steady Growth

To maintain momentum in economic
growth, it is generally believed that the
Chinese government has continued to
implement economic reforms, adopted

a new urbanisation plan and considered
to further loosen its one-child policy.
China maintained steady GDP growth

in 2014, while the ongoing expansion in
domestic demand drove an increase in
total retail sales of consumer goods. Per
capita annual disposable income of urban
residents also continued to rise as a result
of the implementation of policies aimed

at narrowing the income gap, improving
livelihoods and spurring consumption.

CHINA’S ECONOMIC DATA

In 2014, China’s CPI grew at its slowest
pace in recent years, reflecting the
slowdown trend in country’s inflation rate.
Furthermore, the persistent decline in PPI
has raised concerns among the general
public about China’s economic outlook. To
minimise the risk of economic slowdown, it is
generally believed that Chinese policymakers
are engaging in more effective measures
targeting at driving the country’s economy
with a healthier, more sustainable growth
model based on domestic consumption
rather than on investment and exports in the
long-term.

Stronger Sportswear
Brands Gain Advantage
amid Industry Consolidation

Over the past few years, China’s sportswear
industry as a whole has been facing
challenges associated with lack of brand
identity and product differentiation, over-

expansion of stores and poor inventory
management. While industry players

are striving for revival by enhancing the
accuracy of orders by distributors, closing
less efficient stores, launching well-received
products, reforming retail channels and
improving operations management,

the varied performance across different
brands depends on their fundamentals,
competitiveness as well as innovation and
execution capabilities.

Stronger sportswear brands are generally
expected to outperform their peers and to
achieve sustainable growth by leveraging
their core strengths, including effective
brand positioning and marketing strategies,
sound management of distribution networks,
sophisticated retail monitoring systems,
cost-efficient and responsive supply

chains, strong R&D capabilities and highly
differentiated products.

The ongoing urbanisation, improving
livelihoods and growing popularity of sports
in China are also boosting consumer
demand for sportswear with better functions,
quality and designs. Chinese policymakers
also plan to adopt measures to accelerate
the development of the sports industry

and to boost sport-related consumption.
Therefore, sportswear brands that are better
recognised, more responsive to market
trends and more capable of delivering
value-for-money and innovative products

to consumers are expected to gain market
share amid rapid changes and consolidation
in the sector in the longer term.

National Income GDP

Urban Residents’ Income

Per capita annual disposable income
Total retail sales of consumer goods

Clothing sector (including sports footwear and

Consumption

apparel)
Inflation CPI

PPI

* Actual growth after deducting price factors

RMB63,646.3 bilion YoY 1 7.4%
RMB28,844 YoY 1 6.8%"
RMB26,239.4 bilion YoY 1 12.0%
RMB1,256.3 bilion YoY 1 10.9%

102.0 (2013=100) YoY 12.0%

98.1 (2013=100) YoY #1.9%

Source: National Bureau of Statistics of China (as at 31 December 2014)
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PESTEL AND COMPETITIVE ADVANTAGES

ENVIRONMENTAL

ECONOMIC

Competitive Advantages

LEGAL AND POLITICAL

TECHNOLOGICAL

SOCIAL

External Environment

Strong Brand Equity

e Diversified sponsorship resources

e Brand internationalisation

e Nationwide brand recognition and
awareness

Product Differentiation

e A wide range of product mix and lines

e Qualify for setting national quality
standards

e Strong alliance with designers and
R&D institutions

Corporate Social Responsibility
e Corporate citizenship and public relations
e Close communication with stakeholders

Nationwide Distribution Network

e Quick response to the market demand

e Wide spread of our network

e [Effective management of distributors and
franchisees

Cost Leadership and Capital Adequacy
* Enjoy economies of scale

Highly efficient supply chain management
Offer value-for-money products

Sufficient funding for future business
development

e | ow gearing ratio

Economic

e Per capita disposable income growth rate
e Degree of urbanisation

Legal and Political

e Compliance

® Health and safety

e  Government’s concern of citizens’ health
e Promotion of sports activities in schools

Technological

e Products’ functionality

e Performance-based sportswear products
e Trendy leisure sportswear products

Environmental
e Protection and education
e Seasonality

Social

e Sports participation rate

e Consumers’ taste and preference

e |ndividual expenditure on sportswear
products

Annual Report 2014 ANTA Sports Products Limited
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MANAGEMENT DISCUSSION AND ANALYSIS

BUSINESS REVIEW

BRAND-DRIVEN BUSINESS MODEL

We position ourselves as a brand management company that integrates our ) strategic brand management
sponsorship and endorsement resources, advertising and promotional campaigns, —  Association of our brand with consumers
CSR and store image; as well as our value-for-money performance-based and

[« > Retail-oriented strategy

stylish sportswear products that reinforce ANTA'’s brand image and the level of brand
association. Our retail-oriented strategy links up the distribution network and the supply
chain in order to serve our consumers and to achieve our mission, vision and core values.

We firmly believe brand value
to be the basis of our business
decision making, and that the
core values be maintained by
ANTA’s people.

We never fear the obstacles of
change, and we will apply our
innovation ideas to create values
for our customers.

L
To integrate the sports spirit of “going
beyond oneself” into everyone’s dalily life.

To become the nation’s top sportswear
brand in China in terms of both brand
desirability and market share, and to

be respected by others, in addition to
developing into a sustainable world-class
sportswear company.

Vs,

With continuous efforts to be
“precise, detailed, practical and
accurate”, we strive to grow with
the sports industry.

We uphold integrity and
honesty. We are grateful and
attach high importance to social
responsibility.

Endorsement b Quality

COC / Sponsorship 1 Core Technology

BRAND-DRIVEN (- Y4¥ Design

FACTORS ’

Advertising / Promotion

Store Image CSR

Trade Fair Ordering

) Raw Materials
Samples 4” % Procurement
RETAIL-
. ORIENTED
Product Design [ -7 | STRATEGY ‘%} Production

Logistics

Management
Product

Development

E-commerce Distributors

Consumers
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BRAND PORTFOLIO
MODEL

Although the domestic sportswear market
has undergone drastic changes in the past
few years, demand for differentiated and
value-for-money sportswear products has
always been strong. Furthermore, while
rapid market consolidation brings short-
term uncertainty to the industry, it also offer
opportunities for established brands to gain
further market share in the long-term. To
capitalise on the growth in various market
segments, we adopted a multi-brand
strategy to capture opportunities in the
mass to high-end market. ANTA has been
positioned as a functional sportswear brand
that focuses on the mass market, while FILA

»

represents a stylish and sporty image that
taps the high-end segment. Meanwhile, our
Kids sportswear series plays a strategic role
in the portfolio with the aim of building brand
loyalty among children of ages 3-14 to our
brand. During the year, we became the
official marketing partner of NBA China and
a licensee of the NBA, allowing us to use the
NBA logo as well as logos of the current 30
NBA teams, NBA'’s legendary teams and
NBA events on its adult and kids basketball
shoes and accessories.

We have received a number of awards,
demonstrating our competitive advantages
and brand leadership. We were named “Best
China Brand 2014”, the fifth consecutive
year Interbrand, the world’s largest brand

‘ HIGH-END MARKET

MASS MARKET

LOW-END MARKET

consultancy, has honoured us with this
designation. In the latest ranking, ANTA
ranked 27th in terms of brand value, yet
again making it the only shortlisted Chinese
sportswear brand to be ranked. This not
only underscores the unrivaled strength

of ANTA'’s brand equity and competitive
edge, but also reflects the public’s strong
recognition of ANTA and its products. In
addition, we were recognised as being
among the “Top 100 China Light Industry
Enterprises” for the third consecutive year.
The list has been issued annually since 2011,
and is organised by the China Light Industry
Federation. The list emphasises enterprises’
balanced development, which not only
focuses on brand building efforts but also
product quality and corporate sustainability.

Annual Report 2014 ANTA Sports Products Limited
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MANAGEMENT DISCUSSION AND ANALYSIS
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BRAND MANAGEMENT

Brand equity is the most powerful asset to
sustain long term growth. Our devotion to
advanced planning and preparation in our
brand management strategy has enabled
us to enjoy leading brand recognition and
desirability. Riding on our effective and
focused brand management strategy,
ANTA has become one of the most desired
sportswear brands in China. During the
year, we continued to integrate our influential
sponsorship resources with innovative
promotional channels to reinforce the
functional image of ANTA and our level of
brand association. Apart from our exclusive
alliances with national sports associations
and athletes, we also made keen efforts to
sponsor international sports resources to
reach more target customers. Leveraging
the growing influence of digital marketing, we
have been cooperating with various popular
digital social networks and broadcast media
channels to enhance our reach in a cost-
effective manner. Meanwhile, we have also
been enhancing our in-store marketing, and
have upgraded our store image to attract
consumers.

ANTA Sports Products Limited Annual Report 2014

ANTA Representing
China’s Sports Essence

Qur strategic partnerships with the COC
and CSD since 2009 not only provide

an excellent platform for ANTA-designed
outfits to appear on elite athletes at award
ceremonies at influential sporting events,
but also raises our brand profile locally and
globally. More importantly, our exclusive
partnership with the COC helps us stand
out among our peers and makes ANTA the
representative of China’s sports essence.
To strengthen the association between
ANTA and the COC, as well as to maximise
the effectiveness of digital marketing, we
launched joint marketing campaigns with
various media channels during the Sochi
Winter Olympics and the Incheon Asian
Games. Furthermore, we began cooperation
with China's Gymnastics, Weight Lifting,
Wrestling and Judo Sports Management
Centres, bringing the number of Chinese
national teams equipped with ANTA
professional gear to 24, which not only
makes our sponsorship resources to China’s
national teams more comprehensive, but
also creates synergy with our cooperation

=AZ 00 AU

with the COC and elite Chinese athletes
in solidifying ANTA’s brand image as the
representative of China’s sports essence.

“Champion Dragon Outfit”
Draws Attention at the
Sochi Winter Olympics and
Incheon Asian Games

Since 2009, we have been working closely
with the COC and the CSD to provide
quality winning outfits for top Chinese
athletes at influential sporting events. The
22nd Winter Olympics kicked off in Sochi,
Russia in February 2014. The CSD sent 66
athletes to participate in nine different kinds
of sports including short-track speeding
skating, speed skating, freestyle skating
etc., and won a total of nine medals. Zhang
Hong, the champion in women’s 1,000m
speed skating who also eamned China its
first Olympic gold medal in speed skating,
stood on the podium together with China's
remaining Olympic medalists wearing the
“Champion Dragon Outfit” to receive their
honours. The “Champion Dragon Outfit”
not only incorporates concepts of Chinese
traditional culture, but also demonstrates



bold breakthroughs in fashion design and
technological innovation. We also took this
opportunity to promote the development
of the sports industry in China and our
differentiated brand image.

In October 2014, Chinese athletes achieved
excellent results at the Incheon Asian Games
and were awarded top honours at the victory
podium wearing our tailor-made “Champion
Dragon Quitfit”. This not only enhanced our
brand exposure, but also greatly reinforced
our brand image of representing China’s
sports essence and honour. Nearly 900
athletes of the CSD participated at the Asian
Games, including more than 30 Olympic
champions. The Chinese athletes achieved
remarkable results in competition and won a
total of 151 gold medals, 108 silver medals
and 83 bronze medals, giving China the

top ranking in both the number of gold

medals won and in the overall metal tally
for the seventh consecutive Asian Games.
Our tailor-made “Champion Dragon Ouitfit”
not only demonstrated China’s sports spirit
when Chinese athletes stepped up to the
podium at the Asian Games for a total of
342 times, but also attracted the attention
of both local and overseas media on the
“Champion Dragon Outfit” combining high-
tech elements and fashionable design. In
addition, ANTA-endorsed Chinese table
tennis players Zhang Jike and Liu Shiwen,
who each won two gold medals, further
deepened consumers’ sense of national
pride and belonging in association with our
brand and products.

Moreover, we entered into an agreement of
strategic partnership with CCTV in which all
front-line and on-camera CCTV reporters
wore our outfits during the Asian Games.

We also participated in a special CCTV
programme entitled “Fengyunhui”, which
focused on in-depth interviews with athletes
and helped strengthen our association with
the Asian Games. Advertisements, product
placement, micro movie, websites and
online games in various media and social
channels such as television, WeChat and
Weibo received positive responses from
consumers, illustrating our efficiency and
differentiation in sports marketing. Our strong
sponsorship resources and brand strategy
will further strengthen our association with
sports in China in the eyes of consumers,
and will reinforce our brand leadership in
China's sportswear industry.

Annual Report 2014 ANTA Sports Products Limited
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MANAGEMENT DISCUSSION AND ANALYSIS

Sponsoring Chinese
National Gymnastics,
Weight Lifting, Wrestling
and Judo Teams

During the year, we began strategic
cooperation with the Gymnastics Sports
Management Centre and Weight Lifting,
Wrestling and Judo Sports Management
Centre under the General Administration
of Sports of China, bringing the number

of Chinese national teams equipped with
our professional gear to 24 and further
promoting public recognition of our unique
brand image as representative of China’s
sports essence. More importantly, we also
built a new portfolio of branding resources
in China’s sports sector, working with
numerous top premium sports resources
including the COC and the five Sports
Management Centres-namely Water Sports,
Winter Sports, Boxing and Taekwondo,
Gymnastics and Weight Lifting, Wrestling
and Judo as well as top athletes like two-
time Olympic boxing gold medalist Zou
Shiming. Our comprehensive and exclusive
sponsorship resources help speed up the
promotion of our differentiated products,
the development the sports in China, and
the achievement of a win-win marketing
outcome.

26 ANTA Sports Products Limited Annual Report 2014




In order to help athletes improve their
performance and demonstrate the beauty of
the sports, we not only provide professional
competition sportswear outfits featuring

our cutting-edge technology for athletes
from the newly-sponsored Chinese national
Gymnastics, Weight Lifting, Wrestling

and Judo Teams, but also offer outfits for
competition, medal presentation ceremony,
training and daily use for athletes on the
aforementioned national teams, and
enhance product quality in terms of material,
design, R&D, and craftsmanship.

In addition, we are actively involved in
campaigns to promote the development
of gymnastics so as to help nurture young
talents as well as to boost the influence

of gymnastics in spreading the “Sports

for All” spirit in China. By participating in a
series of campaigns such as “Gymnastics
on Campus” and “Joy of Gymnastics” that
promote gymnastics, we strive to enhance
the popularity of gymnastics in China and
to further step up its contribution to China’s
sport development.

Annual Report 2014 ANTA Sports Products Limited 27
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MANAGEMENT DISCUSSION AND ANALYSIS

ANTA

ANTA as a Functional and
Mass Market Brand

Over the years, we have focused on
promoting our functional sportswear brand
image with an effective pricing strategy.

The year 2014 was a fruitful one for us

as we enhanced marketing resources for
our key product segments, particularly in
the basketball, running and cross-training
categories. During the year, we became
the official marketing partner of NBA China
and a licensee of the NBA. Furthermore, we
struck deals with Chandler Parsons, a rising
NBA star and starting small forward for the
Dallas Mavericks, which complement our
deals with NBA standouts Kevin Gamett,
Luis Scola and Rajon Rondo to form the
most solid basketball resources. During

the year, we integrated different media
channels with our new A-Web 2.0 running
shoe to enhance our influence in the running
segment in the mass market, and more
importantly, to educate the public of the
significance of choosing the right running
shoe to offer maximum protection and
functions that meet their particular needs.
Furthermore, we sponsored the Olympic
Day Run for the sixth consecutive year to
promote the joy of running. To maximise the
effects of our marketing efforts and to make
a bigger contribution to the community,

we integrated the Olympic Day Run and
digital marketing by launching a nationwide

ANTA Sports Products Limited Annual Report 2014
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Olympic Day Run charity campaign which
was hailed by thousands of runners.

As we aim to stand out from our peers,

we have always been committed to
maintaining a smart and sporty store image.
We encouraged our retailers to follow our
sixth-generation store image standard so
as to attract consumers with a refreshing
shopping experience. Store decorations
and promotional materials such as in-

store posters are provided to retail stores
to highlight the marketing themes and the
main products of the season. We further
optimised the “COC Corners” and “Grand
Basketball Corners” at key stores to put our
special product series in the spotlight.

Alliance with NBA China
to Launch Co-branded
Products in China

In October 2014, we gladly became the
official marketing partner of NBA China and
a licensee of the NBA, allowing us to use the
NBA logo as well as logos of the current 30
NBA teams, NBA'’s legendary teams and
NBA events on our adult and kids basketball
shoes and accessories. This marks the first
time that the NBA has launched co-branded
products with a domestic sportswear brand.
In order to cater to the differentiated demand
from adults and children, we launched a
series of basketball shoes with the NBA,
including the “League Series” featuring the
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NBA logo and the “Team Series” inspired by
the NBA team logos and colour schemes.

The “ANTA-NBA” co-branded basketball
shoes featuring eight popular teams such

as Houston Rockets, San Antonio Spurs,
Chicago Bulls, Los Angeles Lakers, etc.,
were the first batch of co-branded products
launched to the China market. Apart from
basketball shoes, we also launched NBA-
themed accessories that include backpacks,
socks and wristlets. Consumers are not only
able to purchase these co-branded products
at over 2,000 offline stores in China, but can
also purchase related shoes and accessories
via our e-commerce channel. We believe
that our collaboration with the NBA China
and the launch of co-branded products can
help boost our professional brand image and
influence in the basketball market.

Moreover, we will fully leverage our brand’s
influence and strengths in the local market
to promote the continuous development of
the basketball market in China with the NBA
participation in fan interaction events such
as “NBA Nation”, “NBA All-star Balloting

in China” and the “Basketball is Priceless-
ANTA Universities League”. We hope to see
more Chinese people, especially teenagers,
experience the joy of basketball.
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Chandler Parsons Joins
Our “Basketball is
Priceless” Team

During the year, we entered a basketball
endorsement contract with Chandler

Parsons, a rising star in the NBA and starting

small forward of the Dallas Mavericks. He
joined forces with fellow ANTA-endorsed
NBA players Kevin Gamnett, Luis Scola

and Rajon Rondo to form the most solid of
basketball resources, which not only further
strengthen our “Basketball is Priceless”
strategy, but also enhance our brand equity
and cement our leading position in China’s
basketball market. He has been equipped
with tailor-made ANTA basketball shoes for
NBA games. Our endorsers’ designated
basketball shoes, namely RR1, KG IV and
Chandler Parsons’ basketball shoes, have
been positioned as “National Basketball

ANTA Sports Products Limited Annual Report 2014
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Shoes”, and are priced as low as RMB399
with numerous styles.

Stirring up the Basketball
Craze with the “Rajon
Rondo China Tour 2014”

To promote the popularity of practical
basketball and to demonstrate the value

of our professional, high-quality and

good value-for-money basketball shoes

to consumers, the “Rajon Rondo China
Tour 20147, featuring endorsed NBA all-
star player Rajon Rondo, was held in early
September. During the tour, he travelled to
Beijing, Guangzhou and Xiamen, visiting the
flagship store at the Capital Indoor Stadium
in Beijing and attending the first “ANTA Ball
Control Training Camp” in Guangzhou and
the opening ceremony of our flagship store
in Xiamen, as well as visiting Headquarters in




Jinjiang. He also engaged in close interaction
with mainland fans during the tour, which
helped to raise basketball lovers’ and
consumers’ awareness of our brand.

Nurturing World-class
Point Guards with Rajon
Rondo in China

The main purpose of Rajon Rondo’s China
tour is to help cultivate world-class point
guards in China and to create a Chinese
version of Rajon Rondo. The first “ANTA
Ball Control Training Camp”, organised by
us and the first free-of-charge basketball
training camp focusing on training young
point guards in China, also kicked off during
Rajon Rondo’s China tour. It provides a
top-level platform in which young point

guards in China enjoy opportunities to
develop their talent as they can receive
professional training designed by Douglas
Bibby, the personal coach of Rajon Rondo,
and with Rajon Rondo himself sharing his
basketball techniques and experience with
them and demonstrating his ball control
skills. To nurture outstanding young point
guards in China, the “ANTA Ball Control
Training Camp” will be one of our long term
basketball programmes with the aim of
establishing a long term online interaction
platform by providing training courses

for young point guards and guidance on
basketball techniques from star instructors
like Rajon Rondo. Furthermore, a limited
edition version of autographed Rajon Rondo
“Ball Control” training gear will be available
for sale exclusively on JD.com, and will stir
up yet another “Rajon Rondo storm” online.

Annual Report 2014 ANTA Sports Products Limited
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Introducing the A-Web 2.0
Running Shoe

To fulfill the different needs of sophisticated
consumers, we launched the brand new
A-Web 2.0 running shoe during the year.
Apart from using A-Web 2.0 technology in
the winning gear of the CSD for the Youth
Olympic Games, the A-Web 2.0 running
shoe was also exhibited at the 32th China
Sports Show, demonstrating our persistence
in technological innovation and commitment
to promoting sports in China.

The launch of the revolutionary A-Web

2.0 running shoe is poised to become a
landmark in the history of running shoe
development. The A-Web 2.0 technology
featured in the vamp employs today’s most
popular knitting technology, while the vamp
itself is a single body to prevent unnecessary

ANTA Sports Products Limited Annual Report 2014

patches and stitches. This not only improves
cost efficiency during production, but

can also provide a better fit and wearing
experience by holding the foot tightly inside
the shoe. A-Web 2.0 technology adopts
breathing hole design, and different parts of
the vamp are of different knitting densities
s0 as to substantially enhance breathability.
Special material is also added into the
threads used in knitting to enhance strength
and durability of the vamp for outstanding
stability and support.

In addition, the sole adopts the innovative
A-Loop technology, which was inspired by
the double layer structure of a car chassis
to provide sustainability in support. This
design provides the advantage of taking into
account a variety of runners’ body forms.
Slim runners will be able to feel the outsole
periphery of the rebound effect, while for

overweight runners, the peripheral outsole’s
hollow cylinders are adjusted to the different
body weight to allow the middle part of

the outsole to partially touch the ground,
giving them additional support. The sole of
the A-Web 2.0 running shoe also adopts
durable and slip resistant rubber, which
helps runners avoid slipping while running.
With a selling price ranging from RMB350
to RMB450, the A-Web 2.0 running shoe
received an overwhelming response after its
launch this year.
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Supporting the Olympic
Day Run

As a long term strategic partner of the COC
that has long devoted to promoting running
in China, we sponsored the Olympic Day

Run for the sixth consecutive year. This year,

the 28th Olympic Day Run, jointly organised
by the COC, regional bureaus of sport

and us, with the theme “19 Cities Running
Together”, kicked off simultaneously in 19

cities in China, including Beijing, Shanghai,
Xiamen, Qingdao, Taiyuan, Hohhot,
Shenyang, etc. More than 80,000 running
enthusiasts across the country celebrated
the birth of the modern Olympic Games with
a long run. We also launched professional
and stylish running products, including
the A-Web 2.0 running shoe, to provide

a comfortable running experience for the
runners participating in the Olympic Day
Run.

To maximise the effectiveness of marketing
and to make a bigger contribution to the
community, we integrated the Olympic Day
Run with our digital marketing efforts by
launching a national-wide Olympic Day Run
charity campaign in which runners recorded
the calories they consumed during the run.
For every 100 calories consumed by the
runners, we donated RMB1 to children living
in remote mountain areas. This campaign
was not only a pageant promoted the “Sports
for All” spirit and highlighted the Olympic
spirit and culture, but was also a journey of
public love, enabling a number of running
enthusiasts across the country to show their
love to poor children with every step they
took.

Annual Report 2014 ANTA Sports Products Limited
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KIDS SPORTSWEAR
SERIES

While maintaining our leading position in the
performance-based sportswear market for
youngsters and adults, we also launched our
Kids sportswear series in 2008 to penetrate
the high potential kids sportswear market

in China. This market is widely expected

to grow more rapidly as the Chinese
government intends to further loosen the
One-child Policy. Moreover, this market is still
fragmented, and well-established brands are
generally considered to possess advantages
over less mature new players. As ANTA is
the first domestic sportswear brand to enter
this market, our Kids sportswear series has
been well-received and is well-positioned

ANTA Sports Products Limited Annual Report 2014
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to capture the tremendous opportunities
ahead due to our products’ credibility and
affordability. To increase our market share
and enhance overall store efficiency, we
strive to reinforce the competitiveness of our
distribution network. The number of Kids
sportswear series stores in China stood

at 1,228 (2013: 881) at the end of 2014.
Meanwhile, we continued to upgrade our
store image, optimise our product display
quality and standardise the mix-and-match
of clothing in line with the quarterly theme
stories of our signature products.

Driven by urbanisation, improving livelihoods
and rising affluence in China, more parents
are demanding branded kids sportswear
for the higher levels of quality, safety and

functionality. Therefore, we are dedicated
to offering the most stylish, protective and
comfortable products for children aged
3-14. In addition to Kids basketball, outdoor,
cross-training and lifestyle series, “ANTA-
NBA” co-branded shoes and accessories
have been added to our Kids product
portfolio since the start of our alliance with
the NBA China in October 2014. Popular
NBA team logos are used in the design

of these co-branded products, making
them exceptionally popular among young
basketball fans. Also, our experienced

R&D experts thoroughly studied the
characteristics of children’s feet and bodies
at each stage of physical growth in order to
develop products that fit their shapes and
sizes. Our advanced technologies such
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as A-Web 2.0, A-Loop, A-Silo, Super Flexi
and A-Jelly were applied to our footwear
products to offer kids excellent lightweight,
soft, breathable and comfortable wearing
experience during exercise. Moreover, we
integrated quick dry and lightweight fabrics,
the cutting edge A-Warm technology series,
as well as other breathable and waterproof
technologies into our trendy and colourful
windbreakers, velvet jackets and light down
jackets. These apparel products can keep
kids dry and warm in wet and cold weather
conditions.

With the aim of letting children grow up
happily and healthily, our Kids sportswear
series not only help build strong brand
loyalty to ANTA among children aged

3-14, but also meets their developmental
needs in childhood. We always make the
best use of our brand website and popular
social networks to promote our high-quality
products and arouse kids’ enthusiasm

in sports through a series of promotional

activities. During the year, we advocated a
new concept of “Let’s Go” so as to enhance
the physical and intellectual development of
the next generation by motivating children to
participate in more sports activities. Adhering
to this concept, we launched an integrated
“Let’s Go and Be Smarter’-themed
promotional campaign on both television and
Internet media. Our “Let’s Go” TVC not only
received extensive exposure on the Aniworld
Cartoon, one of the most popular parent-
child satellite television channels in China,
but also captured consumers’ attention
through pre-roll advertising on China’s video
websites Youku and iQiyi with 200 million
views within just two weeks. We also helped
to promote the way sports participation
positively influences brain development in
childhood by supporting the publication of
the parent-child edition of “Let’'s Go and be
Smarter” written by John Ratey, an associate
professor at Harvard Medical School, who is
a world renowned expert on the brain-fitness
connection.
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DISTRIBUTION NETWORK MANAGEMENT
Retail-oriented Strategy

Our well-defined retail-oriented strategy
successfully improved our retailers’
competitiveness, responsiveness to the fast-
changing market and store efficiency. During
the year, we further cooperated with our
retailers and optimised our retail-oriented
strategy to capture market opportunities.
Details of our strategy are as follows:

1. Build Retail-oriented Mindset and
Appraisal System

We believe that the most effective
approach to retail channel management
is to consider ourselves a retail company.
Therefore, we emphasise retail efficiency
in our corporate culture and values, and
have established a consumer-oriented
retail management and appraisal system
to measure our performance according
1o the retail operating data.

2. Share Retail Data and Market Trends
with Suppliers and Retailers

Effective communication contributes performance gathered by our real-time 3. Provide Precise Order Guidelines to

10 the success of our retail-oriented monitoring system are shared with our Retailers to Prevent Inventory Pile-up

strategy. From the product planning retailers. ona regular basis. This timely .

stage, we work closely with retailers market information and retail data also Healthy inventory levels can prevent

to gather customer feedback in order enable us to stay abreast of consumer deep retail discounts and stabilise

to develop products that are truly demand and to formulate more accurate retailers’ profitability and sustainability.

welcomed by the mass market. Analysis product development plans, ordering Therefore, we provide precise order

of and feedback on product sales guidelines and replenishment forecasts guidelines on a per store basis so as
for retailers. to allow greater accuracy in orders and

to stabilise in-store inventory levels.

We also encourage our retailers to be
flexible in taking replenishment orders
s0 as to reduce their inventory risks and
to capture market potential. Meanwhile,
our well-managed clearance channels —
including factory outlets, discount stores
and e-commerce platforms — enable our
retailers to reduce inventory pressure at
a faster pace.

Annual Report 2014 ANTA Sports Products Limited

39



40

MANAGEMENT DISCUSSION AND ANALYSIS

4. Strictly Require Retailers to Comply
with Our Retail Related Policies

Apart from regular training on inventory
management and product knowledge,
we thoroughly examine our retailers’
store opening plans and strictly require
them to follow our retail policies so as
1o strengthen their competitiveness
and profitability. Furthermore, we insist
on projecting a consistent store image
across our nationwide distribution
network and the standardisation of
product display equipment and POP
materials which highlight quarterly
marketing themes. Therefore, we
continued to encourage retailers to
upgrade their store layouts in line with
our sixth-generation store image during
the year.

5. Optimise Retailers’ Operating
Performance and Store Efficiency

We have adopted flattened sales
management and have streamlined our
already lean and effective distribution
structure so as to facilitate better
interaction with retailers. Through our
comprehensive monitoring system —
which includes a real-time ERP system,
weekly reports submitted by POS and
frequent channel checks by our sales
people — we are able to closely monitor
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retailers’ performance and carry out
immediate measures to help improve the
operational efficiency of their stores.

. Our Brand Reaches Ultimate

Customers through Nationwide
Distribution Network

An attractive store image and a pleasant
shopping experience also play a key
role in enhancing retail efficiency and
boosting customer traffic. The eye-
catching layouts at our flagship stores

in prime locations and the sixth-
generation store layout help showcase
our distinctive and unified brand image.
Store decor and promotional materials
such as in-store posters and product
display props are provided to retail
stores to highlight the marketing theme
and product story of the season.

We also further optimised our visual
merchandising during the year to put our
signature products-such as the COC
series, “ANTA-NBA” co-branded series,
“Basketball is Priceless” series as well as
high-tech running series-in the spotlight.

. Formulate Optimal Store Opening

Plans with Retailers Based on Actual
Market Conditions

We believe that the sustainability of a
distribution network is mainly driven by

store quality, including aspects such as
location, size, store layout, etc., rather
than on the number of stores. Therefore,
we remain prudent in the expansion

of our distribution network and are
devoted to enhancing our retailers’ store
efficiency and profitability in the ever-
changing market. The number of ANTA
stores by the end of 2014 was 7,622,
representing a slight decrease of 1.7%
from 7,757 by the end of 2013.

Overseas Markets

To drive our future growth, we have
selectively intensified our penetration into the
international market. Our overseas retailers
operate ANTA stores and concessionary
counters in Southeast Asia, Eastern Europe
and the Middle East. During the year, we
further expanded our presence in emerging
markets to capture the market opportunities
and to sustain our business growth. In
addition, we continue to leverage our
exclusive sponsorship resources, renowned
endorsers and eye-catching advertising
campaigns to enhance our international
exposure and to improve sales performance
in overseas markets.



E-commerce Business

Nowadays, online shopping plays an
increasingly important role in our daily lives.
Instead of going to traditional brick-and-
mortar stores, consumers can turn to online
shopping, which provides a convenient
platform for a variety of products on the
Internet. To cope with this significant
demand, we implemented a multi-channel
strategy by launching our e-commerce
business. Since 2009, apart from operating
our official online flagship store (Anta.cn),
we cooperate with prevailing e-commerce
platforms in China, including Trmall.

com, JD.com, Vip.com, Amazon.cn, etc.
Meanwhile, some webstores are managed
by third party online retailers under our
stringent guidance and poalicy.

Selling in-season products, off-season
products and online exclusive products
from our ANTA, Kids and FILA lines, our
e-commerce business is no longer a
channel for clearing aging inventory but has
gradually become a new and interactive
platform for selling our unique products.
Qur existing distinctive products, including
A-Web 2.0 and A-Silo running shoe, and
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ANTA-endorsed NBA players’ designated
basketball shoes have been gaining
popularity at our self-owned online flagship
store, capturing demand in this fast-growing
market successfully. During the year, we
widened product range by introducing
basketball products carrying NBA logos

10 our e-commerce platform so as to
strengthen our presence and to promote our
innovative and value-for-money products to
both online and offline shoppers. Exclusive
products can only be found online so as to
prevent product cannibalisation.

During the year, e-commerce business
continued to become more significant

in our business due to growing Internet
popularisation, improved infrastructure and a
wider range of available products. We have
progressively expanded the selection of

new products by launching online exclusive
products according to ever-changing market
trends and online shoppers’ preferences.
We have also started cooperating with
outstanding offline distributors aiming to
maximise mutual benefits between web-
based and brick-and-mortar stores by
allowing them to operate online stores.

We believe broader product

selections, better-looking and

more user-friendly online stores, more
efficient logistics and comprehensive after-
sales services are the keys to outperforming
the market. Supported by our experienced
online sales team, we are committed to
attracting more online shoppers. To achieve
this, we optimised our online store interface,
improved product descriptions and displays
and enhanced our product search and
sorting functions. Product launch schedules,
priorities and styles of our e-commerce
platforms are all standardised to create
synergy and to prevent competition between
online and offline retailers. More importantly,
we have also enhanced our well-established
supply chain, warehouse and logistics
management systems to help third party
online retailers stay ahead of competition
and to provide online shoppers the fastest
and the most reliable delivery service.
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ANTA’S APPAREL TECHNOLOGY

RA-0RGANIC COTTON

Planted and produced in a natural and
eco-friendly process, A-ORGANIC
COTTON offers better breathability,

softness and comfort, and is also allergy-
free, making it suitable for human skin

A-ANTISEPTIC

A-ANTISEPTIC restrains
bacterial growth on the fabric,
keeping clothes fresh and
clean even longer ‘

RA-PROOFRAIN |

A-PROOFRAIN | protects wearers from
light rain, keeping them dry inside

A-SEAMLESS

A-SEAMLESS allows stereoscopic
cutting based on characteristics of
body shape to achieve a perfect
combination of sports and fashion

SORONA

SORONA is bright in color and
is fade resistant, its unique
molecular structure features
excellent resilience; the fiber

groove section provides a
natural hygroscopic and sweat
releasing function

R-STATIC

A-STATIC effectively reduces
static electricity generated from
the clothes so as to prevent
static shocks

A-cooL

A-COOL helps keep wearers
dry and comfortable so
as to improve athletic
performance

RA-FROZEN SKIN

keep wearers’ skin dry and

refreshing as they exercise n =FROZ3U S(IN

A-FROZEN effectively regulates the
temperature of the body surface
and helps keep the skin dry and
refreshing even in hot and humid

H'PROOFRA’N m environments
A-PROOFRAIN Ill can protect wearers
from heavy rain and snow storms
efficiently and enduringly, while quickly
drawing moisture from the body n_ PROOFRAIN ”

surface, always keeping human body
comfortable and dry A-PROOFRAIN Il protects wearers
from moderate rain, keeping the
oultfit dry while at the same time
enabling moisture to evaporate
from the body surface and keeping
human body comfortable and dry

5

GEEED

A-WARM reduces heat HEATING A-WARM features REFLECTING A-WARM GREEN A-WARM uses the Clothes featuring LIGHT HOLLOW A-WARM adopts
loss and regulates body special thermal insulation applies the principle of next-generation DuPont A-WARM are woven from a special manufacture
temperature, making wearers materials which can absorb heat reflection, helping to Sorona fiber thermal superfine high density fiber, process using hollow fiber
experience the warmth and moisture and sweat from reflect human heat through insulation material, which is together with lightweight with a still air layer; the low

and excellent warm heat
preserving filling materials

comfort of sports in cold
environments

human body and convert it
to heat, making wearers feel
warm and comfortable

partly derived from renewable
natural resources, and
features warmth and comfort

heat convention so as to
preserve warmth

thermal conductivity of the
still air layer and its low heat
dissipation characteristics
help keep wearers warm



ANTA’'S FOOTWEAR TECHNOLOGY

Q- LOoDN

A-LOOP is inspired by the double layer
structure of a car chassis. The hollow
cylinders at the outsole periphery are as
similar to tires, and provide greater comfort,
springiness and energy return. The middle
part of outsole along the forefoot and
rearfoot is hollow which is similar to a car
chassis to provide sustainability in support

ANEB20

A-WEB 2.0 employs today’s most popular
knitting technology, while the vamp itself is
a single body which can provide a better
fit and wearing experience by holding the
foot tightly inside the shoe. It also adopts
breathing hole design extensively, and
different parts of the vamp are of different
knitting densities so as to substantially
enhance breathability

-

SACKER is a support system of

 the lateral side of shoe soles’ fore part
that reduces the risk of twisting

SO

A-SILO is an innovative sole featuring indlividual nodes that
provide advanced energy return performance and plantar
pressure comfort. The nodes of the newly developed A-SILO 3.0
are arranged and diistributed in different sizes according to the
bone structure and pressure points of the feet so as to provide
better support and cushioning for runners

‘

(774

A-JELLY is made of environmental
friendlly material that provides excellent
anti-compression and anti-deformation

capabilities for enhancing stability

A-CORE

A-CORE is a shock absorption
technology for sports shoe soles

that reduces the force of impact H’_j
elmet

A-HELMET uses encapsulated design
of wear-resistant material in toe cap
to prevent excessive wear of the shoe

# m toe cap and protect toes from injury

SUPER FLEXI helps make the
flexing joint on the fore foot feel
snug and comfortable

-l =
A-WEARABLE RB is a rugged
material that offers both anti-slip

-'-'-'-"'-_:- H-E and abrasion resistance

A-HARDCOURT RB is a super
tough rubber offering maximum

durability for outdoor activities m
TR

AUTO-ARCH enables
greater torsion control and
= = e improves stability
Y - BSSAT=7[=U NN
A-XFOAM adopt special material to
provide superior shock resistance
and excellent resilience ability

A - TWIST

A-TWIST applies multi-direction flexing
design to improve the softness of mid

Py -
P. - - i"_'.;. :|' - shoe sole and enhance comfort

A-SPRING is an elastic arch structure
that offers maximum torsibility and
provides excellent performance in -

shock absorption I ‘ .Ii = -

PRS rotate system facilitates
greater agility on the feet when
spinning

TALOON

TALOON . is a claw-like clasp. =
system providing excellent support &

" A-roRDA

A-FORM lowers the rate of foot injury
by absorbing the impact on the heel

A-COOL S

A-COOL ensures maximum
breathability and comfort with
its efficient ventilation design

A-ETIC K Yen

A-STICKY RB posses high Tensile
strength and excellent flexibility. The slip
resistance ability has better traction on
smooth and wet surface which suitable
for outdoor activities



MANAGEMENT DISCUSSION AND ANALYSIS

SUPPLY CHAIN
MANAGEMENT

Given our retail-oriented strategy, we
continue to emphasise the importance of
product innovation, responsiveness in our
supply chain, and cost and quality controls,
which are our core competitive advantages
and make us stand out from our peers.
During the year, we further optimised our
R&D capabilities to bring us greater product
differentiation. In addition to maximising

the differentiation of our value-for-money
sportswear products, we also enhanced
the effectiveness and cost-leadership of our

supply chain to drive long-term sustainability.

We were named the top seller of travel
and sports shoes in the “2013 China
Retail Consumption Statistical Analysis”
conducted by the China General Chamber
of Commerce and the China National
Commercial Information Centre, giving us

the top ranking for the 13th consecutive year

and underscoring our leading position in the
industry.

Product Innovation

Technological invention and cutting-edge
design are the most powerful weapons
for improving product differentiation. We

regularly upgrade our signature technologies

such as A-Jelly, A-Silo, A-Web, etc. to
maximise the value of our diverse range of
products. During the year, we introduced
over 1,800, 3,000 and 1,500 new styles
to our footwear, apparel and accessories
portfolios, respectively, to cater to both
professional and casual users. To fulfill the
different needs of our more sophisticated

ANTA Sports Products Limited Annual Report 2014
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consumers, we launched a revolutionary
brand new A-Web 2.0 running shoe

during the year. The enhanced A-Web 2.0
technology featured in the vamp applies

the most modern and popular knitting
technology to provide a better fit and greater
breathability. The sole adopts the innovative
A-Loop technology and durable and slip-
resistant rubber. The hollow cylinders at the
outsole periphery provide greater comfort,
springiness and energy return, while the
middle part of outsole along the forefoot and
rearfoot is hollow to provide sustainability

in support. The bottom of the running shoe
also adopts durable and slip-resistant
rubber, which helps runners avoid slipping
while running. The A-Web 2.0 running shoe
was priced at only RMB399 at its first launch

in the second quarter of 2014, and received
an overwhelming response from consumers.
Furthermore, we adopted advanced fabrics
and self-invented apparel technologies such
as A-Cool, A-Proofrain and A-Warm, etc.
into our functional clothing for running and
outdoor sports to allow wearers to enhance
their athletic performance and to resist
unfavourable weather conditions.

Quality Control

Our retail-oriented strategy not only aims to
enhance controls over our retail channels,
but to also develop products that are truly
welcomed by consumers. Therefore, offering
comfortable and protective products to
consumers has always been our top priority
for us in gaining market share. We continue
to enhance our quality control capabilities
throughout the entire manufacturing process
at both of our own factories and in our
suppliers’ production facilities. We have also
adopted ISO international testing standards
to ensure that the quality of all products
complies with international standards.

Supply Chain and
Operational Management

An effective and responsive supply chain is
an important factor for outperforming the
market. Our cohesive relationships with
quality OEM and ODM, as well as our solid
in-house production capabilities, grant

us extra flexibility to meet unforeseeable
demand in a timely and cost-effective




Cycle of Product Design,
Production and Delivery

Sample
Product planning for develo:pment.
the first quarter of :
next year

Product design

manner. To allow better visibility on consumer
demand, we have further strengthened our
supply chain so as to shorten the production
lead time. Furthermore, we fully support

our supply chain partners to enhance their
quality controls and workflow efficiency and
to improve their responsiveness to market
changes.

Production Capabilities

Qur strategic mix of in-house and
outsourced production allows us to better
respond to market conditions and changes
in consumer preferences. In order to
enhance our flexibility in replenishment

and to maintain cost-leadership, we have
further enhanced our production efficiency.
During the year, the respective proportions
of self-produced footwear and apparel and
procured footwear and apparel were 54.4%
and 15.9%, respectively (2013: 48.9% and
17.0%).

Production
schedule

arrangement

Trade fair
ordering

Sample
assessment

\////I:/ﬁt Year

Product launch within three months. First batch
of goods will be on shelves by 1 January

Manufacturing

Product check

and acceptance
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Shu Qi (left) and Lee Min Ho (right), FILA’s Ambassadors in the PRC
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FILA BUSINESS
IN THE PRC

FILA is a well-known global sportswear
brand that targets the high-end market
segment. Since acquiring the Fila business
in the PRC in 2009, we have integrated our
R&D capabilities, design talents, experienced

retailers, supply chain partners and FILA’s
worldwide marketing resources to help
us tap the promising potential in the high-
end sportswear market. During the year,
we spared no effort in strengthening our
presence by progressively opening stores at
key locations in major cities in the PRC. As at
the end of 2014, there were 519 FILA stores
operating in China, Hong Kong and Macao
(end of 2013: 416). We also fostered the
quality of store decor and product displays
to drive in-store traffic, bolster sales and
enhance store efficiency so as to maximise
the profitability of the Fila business in the

PRC.
In addition to optimising our distribution [ l

network and retail management, we are
dedicated to raising awareness of FILA and
deepening FILA’s impact on the young elite
segment in the PRC. In February 2014, a
large-scale FILA event was held in Shanghai
to announce that popular Korean star
actor Lee Min Ho has officially become a
FILA ambassador and will endorse FILA’s
trendy lifestyle brand image and stylish
products with fellow FILA ambassador Shu
Qi. He appeared at the event to witness
the launch of the brand new “Anna Sui for
FILA” collection. This is an unprecedented
case of cross-border cooperation between
FILA and world-renowned ethnic Chinese
fashion designer Anna Sui. Moreover, the
latest designs for FILA’s “Santorini Blue”-
themed 2014 Spring/Summer collection and
“Lago Di Como”-themed 2014 Fall/Winter
collection are being fully demonstrated
to our target consumers through our
impressive advertising and promotional
campaigns. In addition to being an Official
Sports Uniform Sponsor for the Hong Kong,
China Delegation, FILA is also the Official
Apparel Sponsor for the Hong Kong Table
Tennis Association and the Official Sponsor
for the 2014 World Ladies Championship.
More importantly, FILA tailor made uniforms
for the CCTV sports channel reporters at the
2014 FIFA World Cup, enabling the heritage
and unigueness of FILA products to capture
the attention of yet more consumers at
major international sporting events.
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MANAGEMENT DISCUSSION AND ANALYSIS

FINANCIAL REVIEW

Turnover Breakdown by Product Category

The following table sets out the contribution to the turnover by product category for the

financial year:
® Accessories

Year ended 31 December ® Apparel
@® Footwear
2014 % of 2013 o o Changes ‘LQ,\A?.MB&QZZ-?m”//b,]
(RMB million) turnover) (RMB million) turnover) (%)
Footwear 3,420.7 470 4202
Apparel 3,574.5 491 + 245
Accessories 286.1 39 #+262
Overall 7,281.3 100.0 2225

During the financial year, the Group’s turnover increased by 22.5% which is higher than the
growth rate of the order value of 2014 trade fairs for ANTA products as announced before
because the growth rates of other businesses are also promising.

Gross Profit and Gross Profit Margin Breakdown by Product Category

The following table sets out the gross profit and the gross profit margin by product category for the financial year:

Year ended 31 December

2014 2013 Changes

Gross profit Gross profit

Gross profit margin Gross profit margin
(RMB million) (%) (RMB million) (%) (% point)
Footwear 1,522.9 44.5 +19
Apparel 1,416.7 39.6 + 4.9
Accessories 99.7 34.8 132
Overall 3,039.3 41.7 2+ 34

Amid the successful retail-oriented strategy, the Group’s overall gross profit margin for the financial year has greatly improved as compared
with 2013 because of relatively higher gross profit margin for FILA branded products, reducing incentives to the distributors for clearing their

inventories and reversal of write-down of inventories previously provided.
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Other Revenue

Other revenue for the financial year
mainly represented government grants of

RMB89.8 million (2013: RMB90.5 million).

Operating Expenses Ratios

The ratio of advertising and promotional
expenses to turnover has increased by
0.9% point for the financial year due to
increase in sponsorship activities and
endorsements, such as NBA players and
Chinese national teams. The ratio of staff
costs to turnover has increased by 0.7%
point mainly due to increase in operating
activities. The ratio of R&D costs to cost
of sales has increased by 0.3% point
mainly due to increase in R&D spending.

OPERATING EXPENSES RATIOS
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Operating Profit Margin

Operating profit margin increased by
1.1% point which was less than the 3.4%
point increase in the gross profit margin
for the financial year, which was mainly
due to increase in selling and distribution
expenses such as advertising and
promotional expenses.

Net Finance Income

The increase in interest income was
mainly due to placement of longer tenor
deposits with higher interest rates during
the financial year.

Finance expenses mainly included the
interest expense on short-term bank
loans during the financial year.

Effective Tax Rate

Effective tax rate decreased from 24.1%
for 2013 to 22.7%, mainly because a
subsidiary in the PRC is entitled to tax
concessions whereby the profits of the
subsidiary are taxed at a preferential
income tax rate.

EFFECTIVE TAX RATE

%
30

241
24 227 }

161

0 2010 2011 2012 2013 2014

Margin of Profit
Attributable to Equity
Shareholders

Margin of profit attributable to equity
shareholders increased by 1.0% point for
the financial year which was mainly due
to the 1.1% point increase in operating
profit margin.

Write-down of Inventories

For the financial year, the reversal of
write-down of inventories credited to
profit or loss was RMB58.7 million (2013:
write-down of inventories charged to
profit or loss of RMB7.7 million). This
reflects the Group has strived to clearing
slow-moving inventories and the market
responded positively on the selling prices
in 2014.

Provision for Doubtful
Debts

For the financial year, the reversal of
provision for doubtful debts credited to
profit or loss was RMB46.1 million (2013:
provision for doubtful debts charged to
profit or loss of RMB25.8 million).

Dividends

The Board has recommended a final
dividend of HK28 cents per ordinary share
and a special dividend of HK8 cents per
ordinary share in respect of the financial
year, together with payment of an interim
dividend of HK 25 cents per ordinary share,
representing a total payout of RMB1,206.5
million (2013: RMB952.2 million), or a
distribution of 71.0% (2013: 72.4%) of the
current year’s profit attributable to equity
shareholders.
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MANAGEMENT DISCUSSION AND ANALYSIS

Liquidity and Financial
Resources

As at 31 December 2014, the cash and
cash equivalents of the Group amounted
to RMB4,933.7 million, representing

an increase of RMB589.4 million as
compared with the cash and cash
equivalents of RMB4,344.3 million as at
31 December 2013.

The net cash and cash equivalents
(including fixed deposits held at banks
with maturity over three months,

pledged deposits and other current
financial assets, minus bank loans)

was RMB5,430.8 million as at 31
December 2014 (as at 31 December
2013: RMB5,074.5 million). This is mainly
attributable to:

° Net cash inflows from operating
activities amounted to RMB1,685.9
million, which was nearly equal
to the profit attributable to equity
shareholders, representing effective
cash generating process.

e  Net cash outflows from investing
activities amounted to RMB864.7
million, mainly including capital
expenditures amounting to
RMB262.7 million, net amount of
placement of fixed deposits held
at banks with maturity over three
months of RMB605.0 million, uplift of
pledged deposits of RMB5.0 million
and net increase in other financial
assets amounting to RMB6.0 million.

e Net cash outflows from financing
activities amounted to RMB238.2
million, which represented the
payment of the final and special
dividends in respect of the financial
year 2013 and the interim dividend
in respect of the financial year,
dividend paid to non-controlling
interests of a subsidiary, and the
payment of interest expense on
bank loans, offsetting with the new
drawdowns of bank loans.
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Year ended 31 December
Operating cash inflow

Capital expenditures

Acquisition of interest in subsidiaries
Others

Free cash inflow

As at 31 December
Cash and cash equivalents

Fixed deposits held at bank with
maturity over three months

Pledged deposits
Other current financial assets
Bank loans

Net cash and cash equivalents

As at 31 December 2014, total assets of
the Group were RMB11,383.8 million of
which current assets were RMB9,347.0
million. Total liabilities and non-
controlling interests were RMB3,588.6
million and total equity attributable to
equity shareholders of the Company
amounted to RMB7,795.2 million. The
Group’s gearing ratio was 11.8% as at
31 December 2014 (as at 31 December
2013: 4.8%), being a ratio of bank
loans of RMB1,348.3 million (as at 31
December 2013: RMB490.2 million)

to total assets. Such bank loans were
denominated in Hong Kong dollar and
at fixed interest rates.

Assets/Liabilities Turnover
Ratios

The average inventory turnover days
slightly decreased by 1 day. The average
trade receivables turnover days slightly
decreased by 3 days. The average trade
payables turnover days decreased by 11
days. This represents a better managed
cash generating process and a healthy
operating cash inflow for the financial
year.

2014 2013
(RMB million) (RMB million)
1,685.9 1,128.1
(262.7) (178.7)
= (15.2)
3.9 7.5
1,427.1 941.7
4,933.7 4,344.3
1,100.0 495.0
210.4 2156.4
535.0 510.0
(1,348.3) (490.2)
5,430.8 5,074.5

Assets/Liabilities Turnover Days
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Pledge of Assets

As at 31 December 2014, the Group
had bank deposits of RMB210.4 million
(as at 31 December 2013: unlisted
available-for-sale investments amounting
to RMB510.0 million and bank deposits
amounting to RMB215.4 million) pledged
to secure bankers’ documentary credits
for certain construction projects and
contracts.



Capital Commitments and
Contingencies

As at 31 December 2014, the Group
had capital commitments of RMB278.7
million, primarily relating to the
maintenance of information management
systems and the expansion of in-house
production facilities.

As at 31 December 2014, the Group
had not provided any form of guarantee
for any company outside the Group.
The Group is not involved in any current
material legal proceedings, nor are there
any pending or potential material legal
proceedings involving the Group.

Financial Management
Policies

The Group continues to control financial
risks in a prudent manner and proactively
adopts internationally recognised corporate
management standards to safeguard the
interests of shareholders. As the functional
currency of the Company is the Hong

Kong dollar and the Company’s financial
statements are translated into Renminbi

for reporting and consolidation purposes,
foreign exchange differences arising from
the translation of financial statements are
directly recognised in equity as a separate
reserve. As the Group conducts business
transactions principally in Renminbi, the
exchange rate risk at the Group’s operational
level is not significant. Nevertheless, the
management continues to monitor the
foreign exchange exposure and is prepared
to take prudent measures such as hedging
when needed.

Significant Investments
and Acquisitions

During the financial year, the Group

has made no significant investments or

any material acquisition or disposal of
subsidiaries. The Group continues to seek
business opportunities such as acquisition
of and cooperation with international
sportswear brands to operate brand
management business so as to increase the
returns on shareholders’ equity.

Strong Financial Position

Solid capital base

Shareholders’ equity

68%

Low gearing

High Liquidity
Current assets

82%

Liabilities and others

32%

Non-current assets

Light assets

18%

Total assets
(million)
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MANAGEMENT DISCUSSION AND ANALYSIS

PROSPECTS

The lack of product differentiation and
intense competition are generally expected
1o speed up consolidation in China’s
sportswear industry in the short-term.
However, our strong fundamentals and
effective retail-oriented measures make

us capable of outperforming our peers

and delivering sustainable growth and
profitability. Moreover, it is generally believed
that the expansion of domestic demand, the
improvement in livelihoods, the acceleration
of the development of the sports industry
and the popularisation of sports in China

will further drive demand for affordable
sportswear with good features. Therefore,
we will leverage our core strengths to
maintain our leading position in various
markets and to tap the market potential in
the long run.

Strengthening Our Brand
with Effective Marketing
Strategy

We have always focused on effectiveness
and the synergy between our diverse sports
resources and our branding strategies.

QOur collaboration with the NBA China
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will popularise basketball and strengthen
ANTA'’s professional brand image in China’s
basketball market. More eye-catching
“ANTA-NBA” co-branded products wil

be launched to cater to the tremendous
demand from the growing number of NBA
fans and basketball lovers in China. We will
also enhance customer loyalty to ANTA and
to boost sales of ANTA'’s value-for-money
premium basketball products through our
“Basketball is Priceless” team’s strong
influence and popularity in China. To further
differentiate our brand among our peers,
we will continue to leverage our long-term

partnership with the COC to root ANTA’s
unique image of representing the essence
of China’s sports. We will also make every
effort to provide a full range of high-quality
gear to our 24 sponsored China national
teams, including the legendary gymnastics
team, which has always been a strong
contender for gold medals and a symbol of
China’s pride in sports during different major
sporting competitions in coming years.

Enhancing Product
Differentiation through
Continuous Innovation

We always make the best use of our

R&D resources and regularly develop
unprecedented functional technologies

to enhance our customers’ athletic
performance and to cater to their specific
needs. We will continue to provide comfort
and foot protection for adults and kids by
upgrading our advanced technologies such
as A-Web 2.0 and A-Loop, which feature
excellent breathability and shock absorption,
respectively, into our value-for-money
footwear products. Moreover, all forms

of apparel technologies and high-quality
advanced fabrics for different sports and
weather conditions are applied to our diverse
range of apparel products. In addition, more
eye-catching FILA collections and new
product lines will be launched through our
highly-effective publicity campaigns and in-
store POPs featuring our brand ambassador
to continuously showcase FILA’s unique
brand image and trendy lifestyle to high-end
consumers.



Optimising Retail-
oriented Measures to Stay
Competitive

In order to maintain a sustainable distribution
network, we will continue to implement
retail-oriented measures to help our

retailers improve their retail performance,
maximise their profitability, enhance their
store efficiency and manage their orders
and in-store inventory. Our solid presence
at prime locations in high-potential cities in
China brings us more opportunities to gain
market share. We expect there to be total of
between 7,400 to 7,500 ANTA stores, 1,500
to 1,600 Kids sportswear series stores and
550 to 600 FILA stores in the PRC by the
end of 2015. In view of the rapid growth of
online shopping, we will roll out more brand
new online exclusive products on our ever-
expanding e-commerce platforms, and will
further cooperate with outstanding offline
distributors to maximise mutual benefits
between web-based and brick-and-mortar
stores.

Achieving Sustainability
through the Optimisation
of Operations

To better control over our distributors and
franchisees from different regions, we will
establish a business management platform
which enables us to monitor and enhance
retail store operations more effectively with

the support of comprehensive data collected
from our ERP system. We will also build an
all-round human resources platform, refine
our organisational structure and strategically
recruit, nurture and retain talented people to
strengthen our execution capability. Besides,
our sustainable supply chain backs up and
brings synergy to the long-term development
of all our high-potential businesses. Therefore,
we will further optimise our supply chain and
quality management systems to reinforce
our suppliers’ level of quality controls, and

to enhance overall production efficiency and
cost effectiveness through technological
innovations in manufacturing.
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Over the years, we believe that good
corporate governance is an indispensable
organisational element for sustainable
development. As a responsible corporate
citizen, we conduct fair and equitable
business transactions, maintain high ethical
standards and comply with all laws and
regulations by incorporating CSR principles
into our business practices. To nurture a
harmonious society, we have also been
actively involving many charitable activities
by leveraging our strengths and resources.
During the year, we cooperated with a variety
of organisations to support our community
in a wide range of campaigns that include
charitable donations, sports development,
youth education, environmental protection,
etc. in promoting social prosperity and
stability.

External

Internal

Investors

Suppliers and Distributors
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Community Involvement

In order to give back to society, we are
devoted to protecting underprivileged
people from social unfairness and cultivating
interest in sports among young people.
Since 2013, we have been partnering with
the COC, the Champion Fund and the Juan
Antonio Samaranch Foundation to establish
the “Olympic Charity Collaboration Alliance”,
which focuses on the development of the
sports industry and the popularisation of
sports at schools in China. In 2013 and
2014, the “Olympic Charity Collaboration
Alliance” ran a wide range of “Sport-All for
All” charity projects in Beijing, Heilongjiang,
Qinghai, Shanxi, and Yunnan, etc., and
donated ANTA sportswear to nearly

200 schools across 31 provinces and
municipalities in China. In July, our Chairman
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Government and Regulations
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Consumers
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and CEO Mr Ding Shizhong personally

- s — iy - participated in “ANTA and Sport-All for
o s !E!, o i BR * x h ﬂ all” charity project in Xining, Qinghai along
AEE ROl -canaaene with the COC and a number of renowned

Chinese athletes to promote sports among
i L1 [ ] i I L :
e :-“ n * TI11. youngsters. To show our support for child
s

development, a staff volunteer team led by
our senior management visited children in
Yuxian, Hebei in April. We spent a fulfilling
and pleasant day playing fun games and
delivering dedicated gifts to children. During
the year, we also donated our products

to support the “Sowers Action Cycling

for Education” campaign with the aim of
promoting education-related aid in rural
areas of China by helping poor and disabled
students complete their educations.
Furthermore, in the aftermath of natural
disasters, we provide support to areas in
need of rescue and relief work. In response
to the severe earthquake that hit Ludian
County in Zhaotong, Yunnan Province in
August, we donated supplies to victims,
demonstrating our continuous efforts to help
them rebuild their homes.

i i-_-"-'. -
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As young people are the future pillars of
i our society, supporting all-round education
el o & and youth development is one of our key
halad s NS et ; focuses. One of our basketball endorsers,
I b I. ﬁ l;l E H * .,E ' NBA player Rajon Rondo, took part in our
y - T W first “ANTA Ball Control Training Camp” in
iz | L 14 early September. This new top-level learning
platform provides an opportunity for young
Chinese point guards to reach world-class
levels and become the Chinese version

Fa b
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of Rajon Rondo. The professional training
program is specifically designed by Douglas
Bibby, the personal coach of Rajon Rondo,
with Rajon Rondo himself also sharing his
techniques and experience with the young
Chinese point guards and demonstrating his
ball control skills. Furthermore, in order to
improve the teaching standards of physical
education teachers in rural areas, we have
established the “Olympic Training Program”,
which provides professional training courses
in cooperation with the COC. In November,
we are gladly named as “Project Hope 25-
Year Outstanding Contribution Award” by
China Youth Development Foundation in
recognition of our efforts in promoting sports
among young people over the years.

In addition, we are committed to promoting
the popularisation of sports and healthy
lifestyles across China. During the year, we
were not only devoted to arousing people’s
enthusiasm for sports, but also encouraged
sports lovers to make contributions to the
community through participation in sports
events. Apart from organising the “Keep
Moving for Healthier Lives — Cycling in
Jinjiang with Olympic Champions” cycling
event, we also sponsored the Olympic Day
Run for the sixth consecutive year, attracting
more than 80,000 running enthusiasts from
19 cities across the country. By integrating
the Olympic Day Run and online marketing,
we donated RMB1 to children living in
remote mountain areas for every 100
calories burned by runners. With 100 million
calories consumed, we donated a total of
RMB1 million worth of ANTA sportswear to
impoverished primary school students in
Mabian Yi Autonomous County in Sichuan
Province. To promote running and achieve
the sports charity objective of “You Run,

| Donate”, we jointly sponsored the “JAS
Run” public welfare project with the Beijing
Olympic Development Association and the
Juan Antonio Samaranch Foundation with
the further support of Xiaomi Technology
Co., Ltd. The project was launched to
create a high-tech charity running platform
combined with our sports outfits and a
Xiaomi bracelet. Participants can download
a specially-developed app which they can
use to check their data and status as they
exercise, and can choose the appropriate
mode of exercise. When charity running
groups achieve their assigned mileage
targets, we will donate products or money
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to the designated beneficiaries via the Juan
Antonio Samaranch Foundation. “JAS Run”,
a breakthrough public welfare project, allows
the general public to personally participate

in charity work through healthy running
activities.

Environmental Protection

We are committed to building an
environmentally-friendly corporation that
pays close attention to conserving the
Earth’s natural resources. To incorporate
environmental sustainability into our
operations, we strive to minimise our
environmental impact while ensuring

high standards in our product quality and
investigating the introduction of eco-friendly
materials into our products. Meanwhile,
our factories operate in strict compliance
with the relevant environmental regulations
and rules. We have received all necessary
permission and approval from the relevant
Chinese regulators, and have obtained
ISO14001 Environmental Management
Systems certification since 2005. For the
purpose of formulating environmental
management targets, monitoring our

-
-
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emissions and initiating environmental
protection-related activities, we have
implemented an Environmental Management
System based on ISO14001 at both our
offices and factories. This system helps us
address environmental issues and improve
environmental performance, and the related
analysis is regularly reported to the senior
management for review and improvement.
In order to meet national standards, we
have engaged a third-party consultant on

a regular basis to monitor the impacts on
the environment. In addition to providing the
“Chemical Safety Guidelines on Apparel,
Footwear and Accessories”, and the
“Supplier Chemical Safety Handbook” as
well as consultation on environmental issues
to our major suppliers, we require them to
sign a declaration letter to ensure that their
manufacturing processes and products are
eco-friendly and safe. To promote a sense
of environmental consciousness and allow
suppliers to participate in environmental
protection, we regularly conduct inspections
of our suppliers and encourage them

to obtain certifications to improve their
environmental protection standards.



We have established “3Rs” - which

stands for “Reduce, Reuse and Recycle”

- environmental strategies focusing on

the water, electricity and paper usage
throughout all of our operational processes.
“3Rs” not only plays an important role in
reducing costs effectively, but also helps us
avoid adding to the environmental burden
caused by producing and disposing of
unnecessary materials. During the year, we
passed assessments on waste gas, waste
water and noise, and hired a professional
company to collect waste after sorting.
Moreover, we have always been devoted

to reducing energy consumption. Aside
from utilising energy-saving light bulbs and
natural light, we also educate our employees
to be more involved in executing our
environmental guidelines in order to raise
their awareness on energy conservation
and environmental protection. In addition,
we closely monitor energy consumption at
our offices and factories and encourage our
staff to make use of natural light. Permission
is required for lighting and air conditioning
during non-business hours. By limiting the
use of company vehicles, we encourage our
employees to take public transportation to

work. Moreover, we constantly maintain a
certain green coverage ratio at each floor of
our workplace to beautify the environment.

Harmonious Workplace

We believe employees hold strong positions
in the success of our business. Therefore,
we are determined to promote workplace
diversity, protect employee rights and
encourage a friendly corporate culture.

With the aim of motivating our employees
to demonstrate our core values and to
ultimately boost their sense of belongings
o us, we strictly implement employment
practices, internal equality and non-
discrimination principles. As at 31 December
2014, we had about 14,300 employees
(2013: 12,700 employees), of which 48%
were male and 52% were female.

In order to assist employee in reaching the
“keep moving” spirit, we support individual
learning and self-improvement among our
employees at all levels by providing tailor-
made training sessions and education
subsidies. During the year, we organised
over 1,000 training classes totalling over
50,000 training hours, which included
mentorship programmes, technical training
sessions, safety courses, retail training
camps and on the job trainings. Meanwhile,
anti-corruption seminar and whistleblowing
policy were conducted to prevent corruption,
fraud and other inappropriate behavior.

We also optimised the process for internal
promotion. Through the establishment

of a new programme called “Champion
Intelligent”, potential participants underwent
comprehensive trainings to hold managerial

positions. These training sessions are
beneficial for our employees in adopting
professional knowledge and improving
efficiency in processes, which ultimately
increase their job satisfaction and morale.
In addition, we implemented a fair and
transparent performance evaluation
system to reward employees for their work
contributions. During the year, we organised
55 internal evaluations and promoted more
than 300 employees.

By offering competitive remuneration
packages and comprehensive fringe benefits
to our employees, our staff turnover rate
remains stable, while job performance and
productivity are maintained at high levels.
Apart from an attractive bonus system,

staff vouchers, staff discounts, transport
services and meal subsidies, we have
expanded the scope of health assessment
in our annual employee health check-ups
for disease prevention. Moreover, our annual
employee satisfaction survey provides a
direct platform for us to hear the opinions of
our employees and improve our deficiencies.
The results of 2014 employee satisfaction
survey shows that we have made gains

in satisfaction and support among our
employees over last year. To facilitate a
harmorious work culture, we organised the
“Appreciation Month Campaign” to motivate
our employees to live with a positive mindset
via sharing sessions and parties throughout
the year. Our internal monthly newsletter,
“ANTA Youth”, also provides the latest
updates on ANTA news so as to deepen
our employees’ sense of attachment. To
encourage a harmonious corporate culture
and to promote a healthy work-life balance,

- m;;ﬁ&ﬂﬁam ﬁ@@_ﬂ.
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we provide sports and leisure amenities
such as tennis and basketball courts, leisure
centres and gymnastics facilities to our staff,
as well as a variety of educational, social,
sports and volunteer activities that include
birthday parties, annual parties, singing
contests, outings, sports club events as well
as basketball and badminton competitions.
To raise awareness on sports among
employees and to boost support for athletes
competing at the Sochi Winter Olympics,
more than 10,000 employees participated

in a signature campaign, and medal winners
were invited to our headquarters to share
their experiences after the Games. In

the meantime, we set up our own “Love
Charities Foundation” to sponsor medical
expenses for sick employee or their relatives.

As a responsible employer, we fulfill the
relevant legal responsibilities to build a safe
and healthy workplace. Apart from complying
with all relevant labour laws, regulations

and industry practices - including minimum
wages, gender equality and the prohibition
on child labour - we have established internal
employee handbooks to ensure that our
employees and business partners follow
these identical and well-defined employment
policies. To prevent workplace injuries, we
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work in strict compliance with our “Safety
Handbook” as well as the “Environmental
and Occupational Health Handbook”,
and our employees are required to follow
all safety precautions and procedures.
Obtaining the “Occupational Health and
Safety Management Systems Certificate”
proves that our products, manufacturing
processes and sales management fulfill the
relevant safety standards and requirements.
Our well-trained safety officers also
constantly monitor and examine our safety
measures to ensure that our production line
workers receive the relevant safety training
and are equipped with protective gear.

Corporate Governance

We have established corporate governance
policies to ensure that our business
operates in accordance with our well-
defined corporate governance principles.
We conduct efficient communications with
our suppliers, distributors, business partners
and shareholders to ensure that they comply
with our corporate governance framework.
We provide competent support, retail data
analysis and updated market insights to
distributors and retailers while also actively
sharing with our suppliers the best practices

for enhancing their management, operations
and R&D capabilities. These measures not
only enable us to reinforce our continuous
relationships with our business partners, but
also help all parties comply with our code

of business ethics, and more importantly, to
achieve a win-win outcome.

In order to comply with the changing
trends and the Listing Rules, we constantly
review our corporate governance practices
in a timely, fair and transparent manner

S0 as to circulate up-to-date information

to our investors and to the public. We
understand that effective communication
and accurate information disclosure not
only give us credibility, but also facilitate the
flow of constructive feedback and ideas
that are beneficial to good approaches to
investor relations and our future corporate
development. Besides annual reports,
interim reports and announcements, we
facilitate our communication between
stakeholders by explaining financial and
operational information through meetings
and roadshows. Company, trade fair and
store visits also allow them to have a deeper
understanding of our business.



To enhance information accessibility and
efficiency, we have launched user-friendly
brand and investor relations websites (http://
www.anta.com and http://ir.anta.com) so
that stakeholders can obtain the most recent
information on us anywhere and anytime. We
not only announce our financial results and
hold AGMs without delay, but also instantly
upload a wide range of relevant information
onto our investor relations website such as
annual and interim reports, press releases,
announcements and webcast presentations

for interim and annual results. To stay
abreast of the rapid development of mobile
communications, our mobile version of our
investor relations website (http://m.ir.anta.
com) provides an additional convenient
channel to online users to review our
information. During the year, our outstanding
2013 Annual Report was not only named the
“Bronze Winner of Annual Report - Overall
Presentation (Sporting Goods)” at the Galaxy
Awards 2014, but also earned the “Citation
for Design” at the Hong Kong Management

Interactions between the Group and the Investing Public

Media relations

Disseminate latest information
to media and public through

Investor relations website

Provide interactive and user-
friendly platform to gain
access to our financial and
business information.

press releases and media

interviews.

Regular updates
Provide operational data and
business updates to enhance

corporate transparency.

Investor/analyst briefings
and press conferences

Senior management meets
investors and media directly to
report the financial information

and business development.

Answer questions from
participants and enhance
interactive communications.

Statutory reports

Disclose financial and
operational information
through annual and
interim reports as well
as announcements.

Investor meetings,
roadshows and investor

The Group

AGM

Face-to-face meeting with
shareholders to answer
questions and collect
feedback, aiming to facilitate
the understanding and
communication between the
shareholders and us.

Company visits

ANTA store visits to facilitate
a deeper understanding of our
business.

conferences

Participate in regular meetings,
roadshows and investor
conferences to update global
investors and to address their

concerns.

Feedback collection

Gather research reports and market views on
us. Respond to the suggestions and questions
on operations and strategies, and enhance
communications with the public.

Arrange company, trade fair and

Association’s Best Annual Report Awards
2014. We also won the “Asia’s Outstanding
Company on Corporate Governance” award
for the third time since 2010 and 2013

at the “10th Corporate Governance Asia
Recognition Awards - The Class of 2014”
presented by Corporate Governance Asia
magazine, demonstrating public recognition
of our excellence in corporate governance.

Shareholders,
Investors,
Analysts,

Regulators,

Media, Public
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INVESTORS INFORMATION

\ i ]
Investor Tl

May | have the share information and stock
codes of ANTA Sports? :
Share Information j‘

Listing Day: 10 July 2007
Board lot size: 1,000 shares
Numbers of shares outstanding: 2,496,932,000 shares
(As at 31 December 2014)

Stock Codes il —
The Stock Exchange of Hong Kong 2020 I

Reuters 2020.HK
Bloomberg 2020HK
MSCI 3741301

Investor -

L What was the dividend per ordinary share paid
g by ANTA Sports for the year?
Dividends

HK cents 2010 2011 2012 2013 2014
Interim dividend 20 26 23 19 25
Final dividend 25 26 17 22 28
Special dividend - - 8 7 8

Investor

d . - I'.
When will the 2014 final dividend and special ; " - ’
dividend to be paid?
T oy
Important Dates
11 February 2015 Annual results announcement
1 April 2015 Annual general meeting
10 April 2015 4:30 p.m. Record date of 2014 final dividend and
special dividend
On or about 23 April 2015 Payment date of 2014 final dividend
and special dividend
31 December 2015 Financial year end date of 2015 " . ' '

1
Investor /',
e ¥ ‘j Could you give me ANTA Sports’ contact

. o details?
Investor Relations Contacts g
If you have any inquiries, please contact:
Investor Relations Department - ANTA Sports Products Limited
Unit 4408, 44th Floor, COSCO Tower, 183 Queen’s Road Central, Hong Kong
Telephone: (852) 2116 1660 Fax: (852) 2116 1590 E-mail: ir@anta.com.hk

Investor Relations website: ir.anta.com Brand website: www.anta.com

Hill+Knowlton Strategies Asia
36/F, PCCW Tower, Taikoo Place, 979 King’s Road, Quarry Bay, Hong Kong
Telephone: (852) 2894 6378 Fax: (852) 2576 1990 Email: anta@hkstrategies.com



REPORT OF THE DIRECTORS

The Directors have pleasure in submitting their annual report together with the audited financial statements for the year ended 31
December 2014.

Principal Place of Business

The Company was incorporated in the Cayman Islands and is domiciled in Hong Kong and has its registered office at Unit 4408, 44/F,
COSCO Tower, 183 Queen’s Road Central, Hong Kong. The Group’s principal place of business is in the PRC.

Principal Activities

The principal activities of the Group are the manufacturing, trading and distribution of sporting goods, including footwear, apparel
and accessories, in the PRC. The principal activities and other particulars of the subsidiaries are set out on pages 125 to 127 of the
annual report.

The analysis of the principal activities of the Group during the financial year are set out in note 1 to the financial statements.

Major Customers and Suppliers

The information in respect of the Group’s sales and purchases attributable to the major customers and suppliers respectively during
the financial year is as follows:

2014 2013
Percentage of Percentage of
the Group’s total the Group’s total
Sales Purchases Sales Purchases
The largest customer 4.7% 5.1%
Five largest customers in aggregate 19.2% 19.2%
The largest supplier 5.2% 4.7%
Five largest suppliers in aggregate 22.5% 19.1%

At no time during the financial year have the Directors, their associates or any shareholder of the Company (which to the knowledge
of the Directors owns more than 5% of the Company’s share capital) had any interest in these major customers and suppliers.

Five-year Financial Summary

A summary of the results and of the assets and liabilities of the Group for the last five financial years is set out on pages 8 and 9 of
the annual report.

Financial Statements

The profit of the Group for the year ended 31 December 2014 and the state of the Company’s and the Group’s affairs as at that date
are set out in the financial statements on pages 85 to 127 of the annual report.

Transfer to Reserves

Profits attributable to equity shareholders, before dividends, of RMB1,700,310,000 (2013: RMB1,314,835,000) have been transferred
to reserves. Other movements in reserves are set out in note 26 to the financial statements.

An interim dividend of HK25 cents per ordinary share (2013: HK19 cents per ordinary share) was paid on 3 September 2014. The
Directors now recommend the payment of a final dividend of HK28 cents per ordinary share (2013: HK22 cents per ordinary share)
and a special dividend of HK8 cents per ordinary share (2013: HK7 cents per ordinary share) in respect of the year ended 31
December 2014.
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Charitable Donations
Charitable donations made by the Group during the financial year amounted to RMB3,021,000 (2013: RMB2,046,000).

Non-current Assets

Details of acquisitions and other movements in non-current assets (including property, plant and equipment, construction in progress,
lease prepayments and intangible assets) during the financial year are set out in notes 10 to 13 to the financial statements.

Bank Loans

Particulars of bank loans of the Group as at 31 December 2014 are set out in note 20 to the financial statements.

Share Capital

Details of the movements in share capital of the Company during the financial year are set out in note 25 to the financial statements.

There were no purchases, sales or redemptions of the Company’s listed securities by the Company or any of its subsidiaries during
the financial year.

Pre-emptive Rights

There are no provisions for pre-emptive rights under the Company’s articles of association or the laws of the Cayman Islands where
the Company is incorporated.

Directors

The Directors during the financial year were:

Executive Directors

Mr. Ding Shizhong (Chairman) (R)
Mr. Ding Shijia (Deputy Chairman)
Mr. Lai Shixian (N)

Mr. Wang Wenmo

Mr. Wu Yonghua

Mr. Zheng Jie

Independent Non-Executive Directors

Mr. Yeung Chi Tat (A, N)
Mr. Lu Hong Te (A, R, N)
Mr. Dai Zhongchuan (A, R)

A: Member of Audit Committee
R: Member of Remuneration Committee
N: Member of Nomination Committee

Details of the Directors’ biographies have been set out on pages 82 and 83 of the annual report.

In accordance with article 87 of the Company’s articles of association, Mr. Ding Shijia, Mr. Lai Shixian and Mr. Yeung Chi Tat will
retire from office by rotation at the forthcoming AGM and, being eligible, offer themselves for re-election.

Each of the Directors in the Board has entered into a service contract with the Company for a term of 3 years until terminated by
giving 3 month’s notice in writing thereof by either party to the other.

None of the Directors, including those proposed for re-election at the forthcoming AGM, has an unexpired service contract which

is not determinable by the Company or any of its subsidiaries within 1 year without payment of compensation, other than statutory
compensation.

ANTA Sports Products Limited Annual Report 2014



Directors’ and Chief Executives’ Interests and Short Positions in Shares, Underlying
Shares and Debentures

As at 31 December 2014, the Directors and chief executives of the Company and their associates had the following interests in

the Shares, underlying Shares and debentures of the Company and its associated corporations (within the meaning of Part XV of
the Securities and Futures Ordinance (“SFQ”)), as recorded in the register required to be kept under Section 352 of the SFO or as

otherwise notified to the Company and the Hong Kong Stock Exchange pursuant to the Model Code for Securities Transactions by
Directors of Listed Issuers (“Model Code”):

Interests in Shares and underlying Shares and associated corporations

Approximate

Company/ Number of percentage

Name of Number underlying of interest

associated Capacity/ of Shares Shares in such

Name of Directors corporation Nature of interest interested interested®  corporation®

Mr. Ding Shizhong ~ Company Founder of a discretionary 1,383,071,000 (L)@ - 55.39%
trust

Anta International ~ Founder of a discretionary 4,144 (L)® - 41.44%
trust

Mr. Ding Shijia Company Founder of a discretionary 1,374,625,000 (L) - 55.05%
trust

Anta International ~ Founder of a discretionary 4,084 (L)@ - 40.84%
trust

Mr. Lai Shixian Company Interest of spouse 160,875,000 (L)® - 6.44%

Company Beneficial owner - 5,250,000 (L) 0.21%

Mr. Wang Wenmo  Anta International ~ Founder of a discretionary 1,141 (L)® - 11.41%
trust

Mr. Wu Yonghua Anta International ~ Founder of a discretionary 601 (L)" - 6.01%
trust

Mr. Zheng Jie Company Beneficial owner 300,000 (L) - 0.01%

Company Beneficial owner - 400,000 (L) 0.02%

(L) — Long Position

Notes:

(1) As at 31 December 2014, the number of outstanding ordinary shares of the Company and of Anta International were 2,496,932,000 and 10,000 respectively.

(2)  The interests in underlying Shares represent the interests in share options granted pursuant to the Company’s share option schemes, details of which are
set out in the section entitled “Share Option Schemes” below.

3) 1,373,625,000 Shares were held through Anta International, an associated corporation, representing 55.01% of the issued share capital of the Company

as at 31 December 2014, and 9,446,000 Shares were held through Shine Well (Far East) Limited (“Shine Well”) directly. Shine Well is entitled to exercise or
control the exercise of one third or more of the voting power at the general meeting of Anta International and therefore is deemed to be interested in all the
Shares held by Anta International. The entire issued share capital of Shine Well is held by Top Bright Assets Limited. The entire issued share capital of Top
Bright Assets Limited is in turn held by HSBC International Trustee Limited (“HSBC Trustee”) acting as the trustee of the DSZ Family Trust. The DSZ Family
Trust is an irrevocable discretionary trust set up by Mr. Ding Shizhong as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the
DSZ Family Trust are family members of Mr. Ding Shizhong. Mr. Ding Shizhong as founder of the DSZ Family Trust is deemed to be interested in the Shares
held by Anta International and Shine Well and 4,144 shares of Anta International held by Shine Well.
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(4) 1,373,625,000 Shares were held through Anta International, representing held 55.01% of the issued share capital of the Company as at 31 December 2014,

and 1,000,000 Shares were held through Talent Trend Investment Limited (“Talent Trend”) directly. Talent Trend is entitled to exercise or control the exercise

of one third or more of the voting power at the general meeting of Anta International and therefore is deemed to be interested in all the Shares held by Anta
International. The entire issued share capital of Talent Trend is held by Allwealth Assets Limited. The entire issued share capital of Allwealth Assets Limited
is in turn held by HSBC Trustee acting as the trustee of the DSJ Family Trust. The DSJ Family Trust is an irrevocable discretionary trust set up by Mr. Ding

Shijia as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the DSJ Family Trust are family members of Mr. Ding Shijia. Mr. Ding

Shijia as founder of the DSJ Family Trust is deemed to be interested in the Shares held by Anta International and Talent Trend and 4,084 shares of Anta
International held by Talent Trend.

(6)  The interests of Mr. Lai Shixian in the Company are held through Anda Holdings, which holds 160,875,000 Shares, representing 6.44% of the issued share
capital of the Company as at 31 December 2014. Spring Star Assets Limited holds the entire issued share capital of Anda Holdings, which is in turn held by
HSBC Trustee acting as the trustee of the DYL Family Trust. The DYL Family Trust is an irrevocable discretionary trust set up by Mr. Lai Shixian’s spouse,
Ms. Ding Yali, as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the DYL Family Trust are issue of Ms. Ding Yali. Ms. Ding Yali
as founder of the DYL Family Trust is deemed to be interested in the Shares held by Anda Holdings and Mr. Lai Shixian is also deemed under the SFO to be
interested in the interests of his spouse, Ms. Ding Yall.

(6) The interests of Mr. Wang Wenmo in Anta International are held through Fair Billion Development Limited, which holds 1,141 shares of Anta International,
representing 11.41% of the issued share capital of Anta International as at 31 December 2014. The entire issued share capital of Fair Billion Development
Limited is held by Asia Bridges Assets Limited, which is in turn held by HSBC Trustee acting as the trustee of the WWM Family Trust. The WWM Family
Trust is an irrevocable discretionary trust set up by Mr. Wang Wenmo as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the

WWM Family Trust are family members of Mr. Wang Wenmo. Mr. Wang Wenmo as founder of the WWM Family Trust is deemed to be interested in the 1,141

shares of Anta International held by Fair Billion Development Limited.

(7). The interests of Mr. Wu Yonghua in Anta International are held through Spread Wah International Limited, which holds 601 shares of Anta International,
representing 6.01% of the issued share capital of Anta International as at 31 December 2014. The entire issued share capital of Spread Wah International

Limited is held by Allbright Assets Limited, which is in turn held by HSBC Trustee acting as the trustee of the WYH Family Trust. The WYH Family Trust is an

irrevocable discretionary trust set up by Mr. Wu Yonghua as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the WYH Family
Trust are family members of Mr. Wu Yonghua. Mr. Wu Yonghua as founder of the WYH Family Trust is deemed to be interested in the 601 shares of Anta
International held by Spread Wah International Limited.

Save as disclosed above, as at 31 December 2014, none of the Directors and chief executives of the Company had or was deemed to

have any interests or short positions in the Shares, underlying Shares or debentures of the Company and its associated corporations
(within the meaning of Part XV of the SFO), which has been recorded in the register maintained by the Company pursuant to section
352 of the SFO or which had otherwise been notified to the Company and the Hong Kong Stock Exchange pursuant to the Model
Code.

Interests and Short Positions of Substantial Shareholders

As at 31 December 2014, the persons or corporations (not being a Director or chief executive of the Company) who had an interest or
short positions in the Shares and underlying Shares of the Company as recorded in the register required to be kept under section 336

of the SFO were as follows:

Interests in Shares/underlying Shares

Approximate

Number of Shares/ percentage

underlying Shares of interest in

Name of Shareholders Capacity/Nature of interest interested the Company
HSBC Trustee Trustee (other than a bare trustee)® 1,660,446,000 (L) 66.50%
Anta International Beneficial owner 1,373,625,000 (L) 55.01%
Allwealth Assets Limited Interest in controlled corporation® 1,374,625,000 (L) 55.05%
Shine Well Interest in controlled corporation® 1,373,625,000 (L) 55.01%
Beneficial owner® 9,446,000 (L) 0.38%

Talent Trend Interest in controlled corporation® 1,373,625,000 (L) 55.01%
Beneficial owner® 1,000,000 (L) 0.04%

Top Bright Assets Limited Interest in controlled corporationt 1,383,071,000 (L) 55.39%
Anda Holdings Beneficial owner 160,875,000 (L) 6.44%
Ms. Ding Yali Founder of a discretionary trust® 160,875,000 (L) 6.44%
Interest of spouse® 5,250,000 (L) 0.21%

Spring Star Assets Limited Interest in controlled corporation® 160,875,000 (L) 6.44%

(L) — Long Position
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Notes:

(1)

@)

(3)

The interests of HSBC Trustee in the Company are held through Anta International, Anda Holdings, Anda Investments, Shine Well and Talent Trend,
representing approximately 55.01%, 6.44%, 4.63%, 0.38% and 0.04% of the issued share capital of the Company, respectively.

HSBC Trustee was the trustee of the DSZ Family Trust and the DSJ Family Trusts and it held the entire issued share capital of Top Bright Assets Limited
and Allwealth Assets Limited, which in turn held the entire issued share capital of Shine Well and Talent Trend, respectively. Each of Shine Well and Talent
Trend was entitled to exercise or control the exercise of one third or more of the voting power at general meeting of Anta International and therefore each
of them was deemed to be interested in all the 1,373,625,000 Shares held by Anta International. Accordingly, HSBC Trustee, Top Bright Assets Limited,
Allwealth Assets Limited, Shine Well and Talent Trend were indirectly interested in the 1,373,625,000 Shares held by Anta International. 9,446,000 Shares
were held by Shine Well directly. Accordingly, HSBC Trustee and Top Bright Assets Limited were also deemed to be interested in the 9,446,000 Shares
held by Shine Well. 1,000,000 Shares were held by Talent Trend directly. Accordingly, HSBC Trustee and Allwealth Assets Limited were also deemed to be
interested in the 1,000,000 Shares held by Talent Trend.

HSBC Trustee was the trustee of the DYL Family Trust and it held the entire issued share capital of Spring Star Assets Limited, which in turn was entitled to
exercise or control the exercise of one third or more of the voting power at general meeting of Anda Holdings. Accordingly, HSBC Trustee and Spring Star
Assets Limited were deemed to be interested in the 160,875,000 Shares held by Anda Holdings.

HSBC Trustee was the trustee of the DHM Family Trust and it held the entire issued share capital of Sackful Gold Limited, which in turn was entitled to
exercise or control the exercise of one third or more of the voting power at general meeting of Anda Investments. Accordingly, HSBC Trustee and Sackful
Gold Limited were deemed to be interested in the 115,500,000 Shares held by Anda Investments.

Spring Star Assets Limited was entitled to exercise or control the exercise of one third or more of the voting power at general meeting of Anda Holdings and
therefore was deemed to be interested in all the 160,875,000 Shares held by Anda Holdings.

The entire issued share capital of Spring Star Assets Limited was held by HSBC Trustee acting as the trustee of the DYL Family Trust. The DYL Family Trust
was an irrevocable discretionary trust set up by Ms. Ding Yali as settlor and HSBC Trustee as trustee on 23 May 2007. The beneficiaries under the DYL
Family Trust were issue of Ms. Ding Yali. Ms. Ding Yali as founder of the DYL Family Trust was deemed to be interested in the 160,875,000 Shares held by
Spring Star Assets Limited.

Ms. Ding Yali was deemed under the SFO to be interested in the 5,250,000 underlying Shares of her spouse. Mr. Lai Shixian, an Executive Director of the
Company, which may be issued to Mr. Lai Shixian upon exercise of options granted to Mr. Lai Shixian under the Pre-IPO share option scheme, details of
which are set out in the section entitled “Share Option Schemes” below.

Save as disclosed above, as at 31 December 2014, the Directors were not aware of any other person or corporation having an
interest or short positions in Shares and underlying Shares of the Company as recorded in the register required to be kept by the
Company pursuant to section 336 of the SFO.

Continuing Connected Transactions

Certain related party transactions as disclosed in note 30 to the financial statements also constituted continuing connected
transactions under the Listing Rules which are required to be disclosed in this report in accordance with Chapter 14A of the Listing
Rules. The following transactions between certain connected persons (as defined in the Listing Rules) (“connected persons”) and the
Group have been entered into and are ongoing for which relevant disclosure had been made by the Company in the announcements
of the Company issued on 11 January 2013 and 2 July 2013.

1.

Packaging Material Supply Agreement with Quanzhou Anda Packaging Co., Ltd. (“Quanzhou Anda”)

On 11 January 2013, ANTA China and Quanzhou Anda entered into an agreement to renew the existing packaging material
supply arrangement (“Packaging Material Supply Agreement”) for a term of 3 years from 1 January 2013 to 31 December 2015 in
relation to the supply of paper packaging materials, including but not limited to, cardboard cases, paper bags and shoe boxes,
from Quanzhou Anda to the Group from time to time on normal commercial terms which are no less favourable than those terms
made available to the Group from independent third parties.

Under the Packaging Material Supply Agreement, the prices for paper packaging materials shall be agreed in arm’s length
negotiation between Quanzhou Anda and the Group from time to time, and shall be comparable to and no less favourable than
market prices of similar paper packaging materials offered by independent suppliers to the Group. The general credit period shall
be 30 to 60 days, which shall be comparable to and no less favourable than such terms offered by other independent suppliers
of similar paper packaging materials to the Group.

Quanzhou Anda is an associate of Mr. Ding Shizhong and Mr. Lai Shixian (both of them are Executive Directors of the Company)
respectively under Rule 14A.12 of the Listing Rules and is therefore a connected person of the Company. The transactions under
the Packaging Material Supply Agreement constitute continuing connected transactions of the Company under Chapter 14A of
the Listing Rules.

During the financial year, the Group’s purchase of paper packaging materials from Quanzhou Anda amounted to
RMB30,235,000.

Annual Report 2014 ANTA Sports Products Limited 69



70

REPORT OF THE DIRECTORS

2. Master Services Agreement with Mr. Ding Shijia

On 2 July 20183, the Company entered into an agreement with Mr. Ding Shijia (for and on behalf of certain entities) for a term of
2.5 years from 2 July 2013 to 31 December 2015 for the provision of certain services by those entities to the Group (“Master
Services Agreement”). Those entities are entities or corporations which is directly or indirectly controlled by Mr. Ding Shijia and/
or collectively with his associates (including without limitation his family members and or close relatives) or in which any of the
above persons had an interest (“Relevant Entities”), and those services are the leasing of land and properties (including leases
of land, factory premises, warehouses, staff quarters and offices), and provision of warehouse management services and logistic
services by the Relevant Entities to the Group subject to the terms and conditions of the Master Services Agreement (“Relevant
Services”).

Under the Master Services Agreement, the Relevant Entities shall provide the Relevant Services to the Group, as may be required
by the Group from time to time during the term of the Master Services Agreement, at prevailing market price which reference

to the nature of the relevant land and properties and the scope of the Relevant Services provided to the Group by the Relevant
Entities (including location and area of the property, ancillary facilities and equipment, and transportation network). The service
fees for the Relevant Services shall be agreed and determined on arm’s length basis between the relevant member companies
of the Group and the Relevant Entities from time to time, which shall be comparable to and no less favourable than 