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Down by 26.7% to RMB 2,680.8 mn, after provision for inventory
Revenue | v _hack of RMB390.0 mn
BN ) g 7 E 4% 4 A R T390.0F1 1T/, /b 26.79% 2 A T
2,680.8H 51yt

Down by 31.4% to RMB 557.2mn; EPS Down by 31.4%
Jili/31.4% % N M557.2H Jijt; BB A0 31.4%

Net Profit
#FE

Total Retal
Sales

Q4 up by 10%-15%; FY down by 10%-15%
SHPUZEIE K 100%-15%; 44 T £:10%-15%

Up by over 1.2 times

RetaiISaIe BaHER .24

M 5T EE

Inventory clearance accelerated in 2H 2020, inventory level and its
ageing improved

NREFEATREINR,  FEAFIKT RKE A Bl

Healthy

sikicsh
Prry

LILANZ
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‘Maintaining High Dividend Payout
S RFERIREHER

Dividends per share

NN E=|
!: {KA A . ..
RS B Final dividend: HKZ19 cents per share and
= iz 2 Interim Dividends = A& Final Dividends Special Final dividend: HKS8 cents per share

m RIS 1994 &
Ry ARSI B . 87 AL

57
o4
44 44
40 M Interim dividend: HKZ12 cents per share and

Special interim dividend: HKS5 cents per share

m PR R, 126 KX
i PR B AR SHEIL

B Total dividends for 2020: HK44 cents per share

B 202045 LR B AT 44

2016 2017 2018 2019 2020 seccccccccccce
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. Revenue and Gross Margin

CIRARERIE

44.9%
38.4%
3.658.50 Revenuelit A
- Gross MarginE | %
2,680.80
-26.7%
FY 2019 FY 2020

Revenue Declined ¥t A\ g/

O

YV VYV

YV V VY

Revenue decreased by 26.7% to HK$2,680.8 mn after the provision for inventory buy-
back of RMB390.0 million; excluding such provision, revenue down by 16.1% to
RMB3,070.8 mn

Revenue for smart casual collection recognised at retail value in 2H 2020

Total retail sales for the year decreased by 10% to 15%

Cancelled some S/S orders and reduced F/W pre-orders to facilitate destocking

KN R2>26.7%%22,680.8 H Ji oG, &t CFIRR A7 Rk % NI M390.0 1 /iyt;
Bizdk %, WA/ 16.1% % AR 1113,070.8H /37T

T 45 2512020 R 4R LR EE AR

A BT :10% 42 15%

U 2 21T 0 N R AT 1, DA &5 B EAT

Higher Gross Margin 521K

YV V VY ©O

YV V VYV O

Gross profit margin was 44.9%, up by 6.5percentage points due to:

Proposed inventory buy-back at below normal wholesale price

Relatively low 2019 GP margin due to an one-off sales rebate

Retail GP margin of the smart casual collection in 2H 2020 was higher than that of
wholesale

B N44.9%, FEHN6.5 F 4 R A

FUUEEAT Bl T 35 1 L R I

20194 T 1| Z& LRI 41 B — V0P 45 [m] 4 Ty A1

2020 F F-F R 5 R FE BRI A EBFERE



SD & A EXxpenses
B, ﬁ%ﬁ&ﬁﬂ&%‘i

Advertising and Promotional Expenses Other Selling and Distribution Expenses Administrative Expenses
[ & R HAEHE R HTX ITBUF
9.3% o 350%
9.0% N 5%
339.3 7.096
2.8%
275.4 1.9% 216.5
103.9 108.4
70.4
o Advertising expenses increased as there were more o The sharp increase was primarily attributable to o Administrative expenses for 2020 included a
brand promotion activities in 2020 _ the operating expenses of the stores of the smart loss allowance for trade receivables of
o Renovation subsidies decreased substantially as the casual collection after conversion to direct- RMB?7.4 million
number of store openings dropped retailing in 2H 2020
o Renovation costs for direct-retailing stores opened o 20208EAT I AU FE N UL R 5 K 2T iR IR £
in 2H 2020 were capitalised as fixed assets o PRAKIEHEIN 2 T #7555 /24112020 | 2 ANRM748 T

FREE R E T
o [ B I[N 20204 dh A S N BT
BN % F DR TR IR R H R B T e s
o 2020 RFAEHY B E JE MR BRA T A VE E

7.
ﬁ}i **

O

Ratio of expense to revenue before provision of inventory buy-back
29000000006 OCGBOCGCONOSS 8



| ﬁ%ﬂ&%ﬂﬂ‘ﬂi

Gross Profit & Margin Operating Profit & Margin Net Profit & Margin
EBF REBFIR LENEREENHE ) R 2R
44.9%
38.4% ’ 26.8%
24.3% 22.2%
1,403.2 20.8%
979.8
1,203.8 812.2
FY 2019 FY 2020 FY 2019 FY 2020 FY 2019 FY 2020
o GP margin up by 6.5 pp due to: o Operating profit was down by 33.5% due to the decrease in o  Net profit was down by 31.4% due to the
> Proposed inventory buy-back at price below normal sales and the provision for inventory buy-back decrease in sales and the provision for
wholesale price o OP margin dropped by 2.5 pp mainly due to: inventory buy-back
> Relatively low 2019 GP margin due to an one-off sales »  Higher selling expenses for the direct-retailing stores of o Effective tax rate down by 0.9 pp
rebate smart casual collection in 2H 2020
> Retail GP margin of the smart casual collection in2H > Compensation of RMB50.8 mn paid to distributors i.r.o. the
2020 was higher than that of wholesale conversion of smart casual collection to direct-retailing
o BFIFIEING.SNH 5 w5 K : o BN T 2633.5%, FEMTHERD LEFRIGRSE o  1FAE T Ek31.4%, TZLE T E RN
> A B h s L A A o QX*%J{IﬂKFﬁiz 5NAE R, FEHT: b PRI i [l W R % P 35
> 20195 T AR PR HI R — X A AH B |l 0 TR > 2020 MRAERESHES %ﬁ%ﬁ%ﬁ‘%ﬁﬁi‘bn o HBEIETE0.9N AR
> 2020 R PR ST E B REG R B S > b HE SRR S B AN R T50.8 1 5 JoAME e 2
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Working Capital Cycle
BERSA%BRY

~Average Trade Average Inventory Average Trade
Receivables Turnover Days Turnover Days Payables Turnover Days
> )
ﬁi’afmﬁ CE S GEPR FIH IR R RS 34 B R 5 Tk R e R
(Days) 185
IH 2018 FY 2018 1H 2019 FY 2019 1H 2020 FY 2020 IH2018 FY 2018 1H 2019 FY 2019 1H 2020 FY 2020 IH 2018 FY 2018 1H 2019 FY 2019 1H 2020 FY 2020
o Turnover days based on year-end balance was o Total inventory balance decreased by RMB22.2 mn to o There was no material change in the payment
75 days. RMB667.1 mn, _ terms with suppliers.
o AR balance reduced by 245.6 mn to o Smart casual collection: balance reduced as inventory control
RMB711.7 mn improved. o PERIF AT KR EARAES)
o Core collection: balance increased and included inventories of
o FERKF, KRBTSR RMB60.2 mn resulting from 2020 S/S cancelled orders
o MU Z kD NR 2456 /62N o Inventories of about RMB309.1 mn subject to buy-back as part
M 711.7H1 /it of the conversion of 1,388 core collection stores to

consignment model in 2021 was included as other assets in the
2020 financial statements

o MAERSEREANRT222H T tENRT 667.1H /it
BRS RV FEAEHIERES, FEFETR
*k o FE&RH: WEIIHE2020FE 1T 5 EUEMAN R T60.2H
Based on turnover / cost of sales before provision for JiTG, PEAERE N °
inventory buy-back o 20214F 3 R F1,388 5% 54 LA QA IO B 3 1749 N R 11309.1 .
E‘ﬁﬁEZOZOm&Lﬁu,f/Eﬁ\:{m{j}Fz [ A N N NN NNNNENHNNN] 1
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Cash Flow
WEhE

Operating cash inflow Z& 8 &R A

o The major reconciling items with net profit for the year:
» AR balance down by RMB245.6 mn
» AP balance down by RMB107.4 mn
» The effect of provision for inventory buy-back on net currect assets

o A FAE LTI -
> NS 2 I F R P NI T245.6 5 /17T
> NAS A 5 K R B> NIRRT 107.4 8 /it
> JEAF B 4R 28 5 15 Im 51 58 P2 R 52

\

Investing cash outflow %% Bl 43

o Capex of RMB261.4 mn less interest income of RMB44.8 mn and the net
proceed of RMB25.8 mn from the disposal of a subsidiary

OFEAT XL NKRM261.4H Fi76, FHRAIEWANK T44.85 Fion. LK
HE—HE AR TSI R 125.8 5 /it

RMB mn ARMHARL FY 2020
Net cash generated from operating activities 2733
AT ST |
Net cash used in investing activities (190.8)
HEE S S BL 4 |
Net cash used in financing activities (590.3)
AL |
Net decrease in cash and cash equivalents (78)
SRS & Sl TR '
Cash and cash equivalents as at 1 Jan 1750.6
FLALTHM A BIES 0 o
Effect of foreign exchange rate changes (3.9)
ST A8 B (I R |
Cash and cash equivalents at 31 Dec 1,738.9

TF12A31HR & KR ESENY)

Financing cash outflow g% B 4y !

o Payments of 2019 final dividends and 2020 interim dividends totalling
RMB521.2 mn and lease rental payments totalling RMB67.4 mn

o W AT2019AK WA B 22020 Hi AR B3t N R 11521.2 | 15 76 AR 55 £+
HIENRT67.45 Hot




“Healthy & Strong Cash Position

Total Cash and Bank Balance
BITRINEE R

= Bank Loans m® Net Cash Balance
HRATHEE* VR I 4 5 4

1.858.1
1,759.5 1,740.6
1.462.8

(5] wn (7p]
[ [ [
3 3 3
X’ ¥4 v
S S S
3 3 3
[@)] (@) (@)]
S = =
S 2 2
S # F i S =

s w0 Y 0 P
2 & 28 273.8 2 &
o o o

= o = o 5

( ]

2018.12.31 2019.12.31 2020.6.30 2020.12.31 i
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::,Séiles Channel Management
 HEREETH
Sales by region & XgHE ™

(RMB mn)
-15%
1279.7
1082.2 | 11%
960.6
851.3
2%
647.8
503.8
1%
-19%
323.4 .
302.2 290.7 536 5 39%
156.3
95.1
Eastern China Central &  South-Western North-Western Northern China North-Eastern
7R Southern China China China i China
g i [ith] #At
FY 2019 FY 2020

Store Count by Region & X JE4#H % H

Opened Closed
2020-1-1 5 KME - 2020-12-31
f;;t\em China 810 79 99 790
(éje%ral and Southern China 714 83 70 797
Slﬂci)%;h-Western China 505 47 58 494
%ojréh-Western China 288 20 37 271
iNéojréhern China 299 34 39 294
/N%:\ojréh-Eastern China 199 8 29 185
Total &40 2815 271 325 2,761

Total Retail Floor Space 406,400 398,900

(-1.8 %)

oL T AN
(sqm “F-772K)

** Before provision for inventory buy-back

00000000 OCOCKONIIIS Y



- Sales Channel Management (Con’t)
SHEREETH (8
Enhanced control over sales channel: Converted smart casual collection to direct-retailing in 2H 2020
Optimized retail network:

v Closed underperforming stores and opened stores in carefully-selected quality shopping malls

v Channel upgrade continued: 807 stores in shopping malls, accounting for about 29% of total store count
and about 32% of the total retail floor space

v" Opened 36 outlet stores as recurring channel for inventory clearance

I ERIERER]: 2020 T LERE SR NEE

T E ML

v RWIE TEE e R INEAR S, [RIN 4R SR E PR U R 3 T i 1

v ARSRRTIIRIE: W5 He07 K, (MBS H £929%, 5B EHERZ132%
v T RB6 5K BRI AF Dy B AR B TE

Direct-to-retail stores Distributors

Total store count as at 31 December 2020: 2,761 1 3 48

> 2,466 core collection stores; 295 smart casual collection stores | Stores [7)& Stores ['1J& y Stores [1)5

T°2020412 31 H L% 2,761%

> 2,466 FERIEM; 2955 7% R E + 315

\:\\N_f’,:/,

Kept Channel Healthy R R
o Monitored store sales and inventory via ERP system o BEITERPARSE, Wita )k a4y e K EAE SN

o Cancelled some 2020 S/S orders and reduced 2020 F/W pre-orders o BUH X RFNEBI2020EFE 1T L, TRIE(K20205E Rk . X1

o Organised online and offline promotions to accelerate destocking o WAL A TNAERIIRE IS s N s B E AR

..............15



_New Retail Business Development
- FBEBLERE

¢ Opened stores in WeChat Mall
¢ Enlarged virtual inventory and increased
sales efficiency of individual stores

Organized various Using Online stores
promotional WeChat as on major
activities to boost sales online
online customer platform shopping
traffic platforms

T EW _E )

N7 S
[

WAL 5

¢ Placed ads on web
portals & commissioned
internet celebrities to

promote products O FETU R B

O AHNT ML 5. O T REER EBDERF K mE S
RIS ML X

LILANZ

W +— S 3T B el G S T

HERESRTL

TOPI,

Rtbigic

557%

@ Online store sales
increased by more than
1.2 times

O MEFEHENELL2

&
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::Pgroduct Design, Development and Supply Chain Management
Pty R RN EE

o Adhere to personality-themed and original designs for products
» Proportion of originally-designed products for the year : about target level of 70%
» Of which using proprietary fabrics: about target level of 50%

o Strong research and development team: about 450 members comprising international and local talents

o Sustainable fashion initiatives:

» launch an eco-friendly jeans collection in 2020 SS seasons that are made of blended fabrics of cotton yarn
and polyester yarn extracted from recycled plastic bottles

» Adopt the latest washing technology in the washing process of jeans products to save labour and energy,
and reduce water consumption

o DEFREFE M HIAMNMEA BT KR P
> NP IRBIEE . Z170% (HFRKT
> HoA N BT & MA R E] . 2150% (HFRAKFE)

o BAWIRHBIN: L9450 N, W& E s AR N7

B o s s
: >;%$$%%E§%m%%¢ﬁﬁ%ﬂ,ﬁﬂ@ﬁ%ﬁﬂ%%m% B2 DL R LI
9]

> FEAEFE AR R B K AR, B8 A A1 FAK B Bela e

..............17



R B RKT

R AR T TAPP IR - ADMENE Frk22amae st F3IR [LHER
K [ 202048 B LIRS B TOP 15 ] / Ao - K | K [ G100 S| 250 /

Marketing, Promotion & Awards

Launched a variety of brand promotional events which attracted extensive market attention
and won multiple awards in the advertising industry:

HEH AR S EHE) 5B, SIRETHHTZKE, BRE) HH 2R

New LILANZ brand ambassadors HEH A F R = 5
FLILANZF RS A Launched various LILANZ crossover products
- Engaged two top artists, Han Han and Li Daﬁ Launcheo_l crossover produ_cts with Chi_na Daily,
as brand ambassadors US graffiti artist Jean Michel Basquiat from
B B SERIZHE A LILANZ G KA 25 the 1980s,etc
© Brand promotion campaign through various HiEANZ fﬁg’ézi% Rt XERBEAKEAES
channels (including placing ads on web portals, Em’} - i
in airports and EMU) in Q4 2020 ¥ /£ The promotional campaign for the LILANZ X
THENFEAANFRE CHEIEEME. Pl K VAL gﬂ CHINA DAILY products won the "Gold Case
BIEFER ) AE R i " Award" and was accredited among the "Top 100

Branding Cases of the Year" in ADMEN

- k
"\ The promotion campaign was hailed as being %1 International Award Presentation Ceremony
~among the “2020 Top 15 Best Commented &
-
-~

J/ ‘ﬂ/;
7 Cases” by Advertising Gate APP

LILANZ X CHINA DAILY BE4Z 5= 5L H#E 78

00000‘0000000018



Marketing, Promotion & Awards (Con’t)
mEEE, EAERER (8

Continued to work with the Academy Award of
Advertising Festival of Chinese College Students

GRS 5 E AT HEART

Solicited publicity plans and ideas for its brm
and products from college students

R (15 SN <36 SW/SE- P 0 S S o W= L)

Other brand promotional events

FoAt b A S 3

Sponsored the costumes of actors in an \

urban hit drama, "Who Says | Can't Get
Married?«

PR CERREA T ) HERE

i\ The in-depth interactive communication in
&;- _ colleges i.r.o. the promotion of LILANZ as the
S business wear brand of the new generation won
the "Brand Rejuvenation Award" and the "Top
10 Brand Rejuvenation Cases Award“in
ADMEN International Award Presentation
Ceremony

Placed advertisements on web portals

AT WSz &

Engaged internet celebrities to promote products
online, etc.

TR ZL A HERS P2 i S5

M) RIS BT 1 55 ) it JR A7 AE AR 7 V¢ P52 . 3 2 )
FEARAEADMEN E fr K3 g4l E3R1
f;?[] iﬁﬁfﬁ%%ﬁ%J o [ R+ KRR

FIRG X
ny
‘\;

=i R

SHABRTR,
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Cautiously Optimistic, Expand in 2021 Prudently
CHESRM, 20214FEFR R 5K

0 _
Target to add 100 to 150 stores in 2021 Ui%;gf}gzr&nj:re 20214 H #3381100- 15058 & 4
v' Continue channel upgrade and open more v REEHEIRIEF S, IR TR E 2
stores in quality shopping malls A i A
v' Plan to open more stores in outlet malls as v RIS INTE BRI 3 T B AF 9 eis B
recurring channel for inventory clearance fFIRIE

Total retail
sales target

2021
BFEH bR

2021 SPRING COLLECTION

..............21
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Core Collection — Convert 1,388 stores to Consignment
Model starting 2021 SS seasons

b 4

v

v

v

Covering stores of selected distributors with higher management
capability in Fujian, Shaanxi, Guizhou, Henan etc

Accounting for about 56% of total core collection stores and about

60% of sales of core collection in 2020 before provision for
inventory buy-back
Objectives:
= Strengthening inventory management as inventory transfers
become flexible and buffer inventory for individual stores
could be reduced
= Help to improve sales efficiency with expanded virtual
inventories
= Continue to leverage the retail management talents of
distributors while using the Group’s financial resources to
accelerate channel upgrade in particular regions

To increase wholesale prices to cover inventory risk

New Retail Business — Convert to self-operation

v
v

Convert online stores to self-operating stores
Objectives:
= Enhance management and control
= Facilitate the launch of more special edition products online

Plan to launch eco-friendly special edition products online in F/W
collections

Stores in Wechat Mall complementing the physical stores to
increase sales efficiency

FERF - 1,3885)5 H2021F E FEHMRHER

v Pk, BERIBENHEEIEE, M. Bk
PG B i) rg S [X

v E RV ER S HZ56%, (52020 RAIESE (FELEME
R & 0T £160%

v HH:
. %%ﬂuﬁiﬁiﬁ@i BEALG B 2 D
= PRIRHEER, HBIETERL

- REFAIHENZTEEEAA WA, el
I 25 B, INPRAEA B X IR IEFE Y

RILERE

v RS DLIRRN A XS

HEBEWS - NEEEN

v MIEBCNEE
v HH:
= RTHER REE
= 7 fEHEH BE S P BRI IR
voOFRIRK ZFHEL IR RSV RINGE E N _E AR
v TR B S SRS BN, B0 A

....'.........22



Brand Promotion

v

v

To carry out various activities in various channels to
promote products and LILANZ brand

Continue to launch crossover products with China
Daily or other IP

Plan to roll-out the 7t-generation store image for
the core collection to cover about 500 existing stores
in 2021

Plan to launch a new store image for the smart casual
collection in 2H 2021

Product Positioning

v

v

Continue with the strategy of “providing products of
excellent value-for-money”

The gradual enhancement of fashion and design
elements of the smart casual collection will be
completed in the 2021 SS seasons, and is expected to
improve profitability of the collection.

A A

v

WAES N RIEHE A F BTG HET 7= 4 &L LILANZ
ris Ji

sk 5 b [E H RS B4 e i

T RN BB G TGRS AT
&, T RIFE2021 2B L1500 BLE JE 5

BT A5 TN RITE 20214 4R BB 2

7= it K8

v
v

MEEPAT “RAYIEATE 57 SRS

G ARTHR R % RAIRT M BRI T A T 20204
BHFEMR, A AR S RER

XX X X X WK



“onstruction of the New Headquarters and New Logistics Park

vaz:y 98 SE K/

o The new headquarters in Fujian has begun operation in February 2021, providing a new step
for the development of the Group.

o MTMERNHEHET " F_—F - HIEXEM, AEBRKERE S

o Phase | of the new logistics park is targeted for opening in the second half of 2021,
which will facilitate better inventory management of the Group.

o AR EEE I BAr T = F ——F N EFEIIREIE, RKERAGERBRTT
Pefr B
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DISCLAIMER
B 5 = 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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