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2019 Interim Results Recorded Continuous Growth
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Revenue up by 19.1% to RMB1,540.0 mn with LILANZ revenue grew 20.3%
N ET119.1% % AN 1,540.0 5 /576, LILANZ &Y I120.3%

Net profit up by 14.0% to RMB388.5 mn; EPS up by 14.0% to RMB32.5 cents
{FAE _ET114.0% 2 AR T388.50 /it SRR A A ANRHE32.5%, 15N
14.0%

Average high single-digit SSS growth with channel inventory maintained at
healthy level
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Market expansion on track and 83 stores added in 1H2019
Bty Em, ERFEERITEe3R

Sales of online stores accelerated in 1H2019
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Maintaining High Dividend Payout
RIFERIRE LR

Dividends per share
- (HKeents) :
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m P B Interim Dividends = K /% S, Final Dividends

54

» Interim dividend: HK18 cents per share and
Special interim dividend: HKS cents per share
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FINANCIAL REVIEW



Revenue and Gross Margin
NS EEV IR

41.9% 41.4%

1,540.0

1,293.1

%+

19.1%

1H 2018 1H 2019
m Revenuelt N\ === Gross MarginEF| %

LILANZ Revenue £ FiEIkA
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1H 2019

1H 2018

Revenue Continued Growing Yt A\ 71K

o Revenue increased by 19.1% to RMB1,540.0 mn; LILANZ revenue
up by 20.3%

o Store expansion since 2018 and encouraging SSSG for the period
driving sales growth

o Footwear orders surged by more than 50% for FY2019 and sales up
by more than 30% in 1H2019

o WK 19.1%% AR T1,540.0F Jist: LILANZIRZA 1-71+20.3%
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o ZE - NERFER MBI INEE50%, FEFEHEEHIEK
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Slightly Lower Gross Margin &3] 25 F %

o The Group’s strategy is to offer consumers products of excellent
value-for-the-money so as to gain market
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SD & A Expenses
WE. PHEATEITX

Advertising and Other Selling and

; A Administrative
Promotional Expenses Distribution Expenses Expenses
A=, S N
FERAETX (e R R AT FEE  EoT
0 3.6% 3.3%
9.5% 9.1% > 3 50.1
139.4 070 2.1% 46.7
128 33.2
I 29-7
1H 2018 1H 2019 1H 2018 1H 2019 1H 2018 1H 2019
o S&D expenses other than A&P expenses o Administrative expenses increased as the
increased as business expanded operation center for the smart casual collection
o Expense ratio dropped as revenue increased in Shanghai commenced operation in Q4 2018

o Expense ratio dropped as revenue increased
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Profit & Margin
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Gross Profit Operating Profit
& Margin & Margin
B R BHR ZLENHEREENHR
G, — AL _ (RMBmn) 30.2%
o 638.2 29.5%
541.9
464.8
381.4
1H 2018 1H 2019 1H 2018 1H 2019

o Operating profit margin improved mainly due
to the lower expenses ratios as sales increased

o ZEMEERLT, FEBTHEWMS
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Net Profit
& Margin
R f 15 I =
®VBm)

26.3%

25.2%

388.5
340.7

1H 2018 1H 2019

Net profit margin declined by 1.1 percentage
point due to an increase in effective income
tax rate

T TR E JBR ETE, 13RI R R
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Working Capital Cycle
BERERABERY

Average Trade
Receivables Turnover Days
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. 83 85 -5 87

1H 2017

FY 2017

1H 2018 FY 2018 1H 2019

(@)

Average Inventory
Turnover Days

FEF R R
80 79 78 98
1H 2017 EFY 2017 1H 2018 FY 2018 1H 2019

Inventory balance dropped RMB66.5 mn during the
period to RMB609.9 mn
Balance up by RMB 284.4 mn as compared to 2018
interim period due to:
= increase in consignment inventories as the
smart casual collection was converted to
consignment model in 2018
= increase in 2019 F/W trade fair orders
= more products produced as F/W trade fairs
were held 10 days earlier

RN TR T66.5H /5t E A K M609.97
JiTt
AA2018H #AE I N K 284.4 1 J5 765 A«
o BRI T20185F AR, A4 FEAFEE N
o 2019Fk. &IT LIl EI N
o K. BT RESHEIORZAT, FEEmIE N

Average Trade
Payables Turnover Days

P22 LA B 5 WK B e R
©w)

90 87 81 92 102

1H 2017  FY20l7 1H2018 FY2018 1H 2019

o AP turnover days based on period end balance
was 81 days, same as 2018 interim period

o AP balance decreased by RMB201.4 mn to
RMB405.8 mn as the large AP balance at the
end of 2018 due to the building up of
consignment inventories of the smart casual
collection in the last quarter, was settled
during the period.

o HEMNATRA G RFE AL RECN8LR, 5
2018+ HA—F¥
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Cash Flow
WEhE

RMBmn ARMHZAL

Net cash generated from operating
activities

ZENESIILERA

Net cash used in investing activities
BEESIIM AR H O

Net cash used in financing activities
Al I B 4

o Major reconciling item with net profit for the period
171 = Decrease in AP balance by RMB201.4 million as the large AP
balance at the end of 2018 due to the building up of consignment
inventories of the smart casual collection in the last quarter, was
(41) settled during the period

o 5 NI Z
, o AR SR N B 20141 J3 70, 2547 48 25 R4 1 45 104l B
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Net increase in cash and cash

equivalents
e BB & 5y in i 8t

. Investing cash outflow # % Bl 43

o CAPEX of RMB69.5 mn less interest income of RMB28.5 mn

Cash and cash equivalents as at 1 Jan
TLHLIH IS KR EF N

Effect of foreign exchange rate changes
A I REAR H R 5

o \ YA TF 2 AR T60.57 7378, HIRF B A A R 28,577 73 7
Financing cash outflow g % 8l 4 i H

- o Payment of 2018 final dividends RMB328.2mn less proceeds from bank
loans RMB237.4 mn

Cash and cash equivalents at 30 Jun
T6RA30HEAERIEZMY @
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Healthy & Strong Cash Position
RN EKF

Total Cash and Bank Balance
WBITRIMEE R

m Bank Loans m Net Cash Balance
BRAT HE k> 2R

2,046.3 2,018.1
1,874.1 1,842.9
1,646.4
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Sales Channel Management
HEREEHE
Sales by region EXHE

(RMB mn)

504.7

Eastern China Central & South- Western North- Western Northern China North- Eastern
A Southern China China China 4edt China
HH g [iiRes] [ith| b
m1H 2018 m1H 2019

Opened Closed
2019-1-1 VAN XI5 2019-6-30

E;%t:\em il 764 66 48 782
Central and Southern China 677 46 14 209
HH e
South Western China

482 24 16 490
fitfe]
North Western China
ik 262 20 15 267
Northern China
e 278 27 8 297
North Eastern China

207 7 2
1k 0 8 08

Total &L %% 2,670 191 108 2,753
Total Retail Floor Space 379,900 394,100
S i T AR (+3.70 %)
(sgqm *F-J52K)
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Sales Channel Management (Con’t)
SHEREEH (4

Except the flagship store in the headquarters, all retail stores are operated

by distributors Over 10 years of business relationship with all LILANZ
B 1AL TR ERE S Ah, HART S R A E distributors
_ BAFT A LILANZ]
1504 | 77 789 \“
R Distributors | Sub- 1,158
Stores 1% — T distributors S’ ‘
(1124 — tores J1i
(4 19) (V41)

Channel upgrade: Over 680 stores in shopping malls

RIETHS:: EMYIT )5 B 680K

Ongoing measures enhancing sales channel management:
Increase in number of stores operated by 15t tier distributors RS R T B IR E
due to:
AT A P E R A N, A O ERP system monitoring all stand-alone stores; healthy channel inventory and
satisfactory retail discount levels
O Growing foothold in 1st and 2nd tier markets O Continue to provide training to distributors
O Result of continuous upgrade of retail management, phasing out sub-
distributors with sub-optimal management standards OERP A G B i Jhor )4 . BiEEAEE, TEIHZ4EEFAH K
O 4R 2Ly 7 A i R AL Bl
OfE—. iy aisgin
O FHEHALLIRTE, BH/KPFRER Lo HmBaain
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New Retail Development
NEERE
Promotes the business of LILANZ core collection and smart casual collection by actively integrating online services with offline in-

store experiences I A

AR 4h & 26 FIRSS DA R 26 FARES, #E TLILANZ] £ &5 ER S 2505

Set up online stores on major online sales platforms for both the LILANZ core

collection and smart casual collection.
Provides customer relations management services via the WeChat platform

[LILANZ | =R LASAR R 55 RAAE R T EE N AR &7 6 B L
WAL T B R AR IS R E HAR 55

Organized various activities to promote the online business:
» Launch of online special edition products
« Commissioning KOLs to promote products
* Placing advertisements on renowned web portals
 Collaborating with the search engine of Baidu to increase
traffic

FIBRE 5 IRALIE

LIEANZ
EWEGR

N
~
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Product Designh & Development
PR R IT R

o International and local R&D teams totaling around 400 people, showing talents in the R&D of products with excellent
value-for-the-money and meeting consumers’ preferences

o  The operation center for the smart casual collection in Shanghai has started operation in the fourth quarter of last year;
Staff recruitment is currently underway

o b 5 A MBI A AT BAIE 29400 N 51, % H KHEE A BRI 93 BP0 BT (B 7

o fT EEREFMSRIEETLETEERNEFERNEIE,; HErkk THEH &

o Kept on enriching its product mix, especially adding more youthful and fashionable products to meet the demand of
customers of first- and second-tier markets and of shopping malls

o Increased the proportion of season-neutral products to further reduce the potentially adverse impact of extreme weather on

sales and improve overall sales efficiency

Supports the Group’s strategy to promote its products to a younger demographic.

ARLEF P A, JCHEMINE 2R, MR, BUE —, 2y KWV R R R

BRSPS B EE ], PAE— D AR S R AT B XS A B S L AR TR B A

W & 55 BIRE 2 i A AR R SR

1A IR T AR

o O O O

% of original design products adopted

% of original design products /the Group’s proprietary fabrics

(by style) out of total

_ 8% o Do e E R
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Marketing & Promotion
BEH5EM%
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 Advertising and promotion through » Worked with the Academy Award of Advertising
advertising signs in BJ — SH high speed Festival of Chinese College Students, soliciting
railway print ads from college students with registered
« Soft-sell advertising in newspapers and brand slogan “Less is More” as the theme and
magazines as well as WeChat account touring around China higher educational
institutions to introduce its branding philosophy

» Appointed celebrities to shoot photos and
KOLs for advertisements used in
traditional print media and web portals

* Hot items were launched online on the 18
June “Special Shopping Day”

o TERUP L EERE LR AR

o TEARGEARGEE K R A UEF & LR L S ERZEETEEARTEREET, PO

=L JEPRITE WHFRIE [ Less is more] SN, fE&E K
SRR S R, KB EEER

WS EmEIE R LT S EES
ARG L] P Pl 5T
* T£6.1804% H HE H H 7 A0
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Stable 2019 Trade Fair Orders Growth
2019iT R & TR e K

2019 WINTER 10-13% -
Stable order growth in

2019 trade fairs

= 2019 1T TR 1T g E K
2019 FALL 21% —

2019 SPRING/SUMMER 23%

2018 WINTER 33%

2018 FALL 31%

2018 SPRING/SUMMER 21%
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Cautiously Optimistic, Continue Expansion Plan in 2H 2019
BESAW, 2019 PEAEHEST R

Retail Channel Expansion and Upgrade New Retail Development Brancc'l Promotion
FEEEY KA TEENRRE it AR

Continue the market expansion plan, target to = ® To launch more online special editions of =~ m Continue to upgrade in-store shopping
add around 200 stores FY2019 specific product categories experience
Core collection’s new stores mainly focusin ™ To add more products and styles on the B More fashionable 7t generation store
3rd- and 4th-tier cities online stores to boost customer flow. image will be adopted in some of the new
Smart casual collection continue to focus in : stores of the core collection on pilot basis
provincial capitals and prefecture level cities, = B REFERFE H7~ mt RAEH B 2 HIRRF 5] @ Actively preparing IP crossover products
adopting different store expansion strategies i for the 2020 SS collections
for 3 classes of provinces/cities. W R PR EE 22 k= DA A
Continue to add more stores in shopping malls XM W AR

W E R R G R RS E
RSN TIINY R, 24F BRI INZ1200% RIEHTE R
)i W BN —F TR E RN E T AL
F RV FEAEI . AT S (IP)ER A% 7= i

B oy QRS PR S T R T T
RN ARG 2T K AN R R A 3 e SR
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Operating Targets for 2H 2019
TEERZERP
o High single-digit SSSG
5] 5 4 v By B K

o 2020 SS trade fair orders like-to-like growth of no less than high single-digit
2020 FF H 21T Br o 1T AR T e B A B ) 1
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DISCLAIMER
G577 B

The information contained in this presentation is intended solely for your personal reference. Such information is subject to change without notice, its
accuracy is not guaranteed and it may not contain all material information concerning China Lilang Limited (the “Company”). The Company makes no
representation regarding, and assumes no responsibility or liability for, the accuracy or completeness of, or any errors or omissions in, any information
contained herein.

In addition, the information contains projections and forward-looking statements that reflect the Company’s current views with respect to future events
and financial performance. These views are based on current assumptions which are subject to various risks and which may change over time. No
assurance can be given that future events will occur, that projections will be achieved, or that the Company’s assumptions are correct. It is not the
intention to provide, and you may not rely on this presentation as providing, a complete or comprehensive analysis of the Company's financial or
trading position or prospects.

This presentation does not constitute an offer or invitation to purchase or subscribe for any securities or financial instruments or to provide any
investment service or investment advice, and no part of it shall form the basis of or be relied upon in connection with any contract, commitment or
investment decision in relation thereto.
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