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RESULTS HIGHLIGHTS




Steady Business Development under the Implementation of a series of Business Model Reforms
RMPITEBEEARSEE, WHREKRE

994 stores (about 40%) of the core collection converted to consignment model and
share inventories via online warehouse, resulting to higher sell-through rate of 2021
SS products

9945 (£140%) F RAEHFHAH, @4 L OELEER, 2021452 3=
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Online stores turned self-operated, strengthening e-commerce channel management;

expanding virtual inventories of physical stores via stores in WeChat Mall to

improve store efficiency
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GP margin significantly up by 10.1 p.p. to 49.5% due to increased markup rate
starting 2021 SS seasons and smart casual collection’s retail GP margin
H2021EFEE FaRIHImZ, LREFUTEBHREANIK, BHREEFRTT
10.14> 1 73 5. 2249.5%

Revenue up by 23.9% to RMB 1,354.3 million; net profit up by 0.9% to RMB 271.5
million; earnings per share were RMB 22.7 cents, up by 0.9%; figures reflected the
Impacts of changes in business models

WANTT23.9% 2 N 1,354.3 /170 FAIIETH0.9% E N R 127157 576: SR
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In 1H 2021, total retail sales of LILANZ products up by 25% to 30% YOY
EARAE TLILANZ ] 7= i sk Z2 85 80 ] L 3G 1. 25% 22 30% \



Maintaining Relatively High Dividend Payout
REFBEIRE LR

 (HK cents) Dividends per share
BRIRE

m 1 % B Interim Dividends KW &, Final Dividends

57
54
> Interim dividend: HK13 cents per share and
44 " Special interim dividend: HKS cents per share
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Revenue and Gross Margin
W\ K B FIZ Revenue YT

o Revenue up by 23.9% to RMB1,354.3 mn

» Smart casual collection: Most of the stores switched to direct-to-retail in
(RMB mn) July 2020, sales for the period recognised at retail value

49.5%
39.49% / » Core collection: Wholesale business recorded double-digit sales growth,
70 yet the point of sales recognition of about 40% of the stores was delayed
1,354.3 after switching to consignment model, and thus, total sales only slightly
increased
1.093.3 o WA F7+23.9%%1,354.3H /i G
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Gross Margin &F] %
23.9% o GP margin significantly up by 10.1 pp to 49.5%

> Increased markup rate of particular products based on product design
and market competitiveness starting from the 2021 SS seasons

» Retail GP margin of the smart casual collection was higher than the
wholesale GP margin in the same period last year

o FAIZE HA9.5%, [FELKIEMEIN10.14NH 2 &
1H 2020 1H 2021 > 20215 E =TT4G, e mikit. s g m A alre B %
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SD & A Expenses
HE. THEATBUTX

Advertising and Other Selling and Administrative
Promotional Expenses Distribution Expenses EXxpenses
Vs ol —_
[ o RHE I HAWSHE RO HITX TBOTX
(RMB mn) (RMB mn) 17 0% (RMB mn) £ 0% 16%
7.5% 6.4% 2.7% 230.5 61.7
54.3*
81.4 86.8
29.7
1H 2020 1H 2021 1H 2020 1H 2021 1H 2020 1H 2021
o Brand advertising expenses at similar level o The sharp increase in expenses was o Depreciation and property management
as in the same period last year attributable to the operating expenses of the expenses increased as the new head-quarters
o Renovation subsidies rose due to higher smart casual collection stores after conversion started operating in Q1
number of new stores and the roll-out of to direct-to-retail model in 2H 2020
new store image of core collection o WBMIEN —FEEM, ITIHKDLE
o B HKIEIG AN I 2 il T8 55 T-20204F 2 FH&
o mnIE S S R R FHEERENEMHAE TR

° iﬁ%g%ﬁiiig%;g%%ﬁm * Amount included AR provision of RMB7.4 mn
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Profit & Margin
A K A=
Gross Profit
& Margin
B REBFR

49.5%

39.4% —
670.8

431.0

1H 2020 1H 2021

GP margin significantly up by 10.1 p.p. due to:
Increased the markup rate based on product
design and market competitiveness

Retail GP margin of the smart casual collection
was higher than the wholesale GP margin in the
same period last year

BRI RMIEIENL10.140E 7, R
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Operating Profit
& Margin
LENEREENHR

(RMB mn)

VvV O

YV V O

28.1%
° 22.7%

306.7 307.8

1H 2020 1H 2021

OP margin down by 5.4 p.p. to 22.7% , due to:
Higher selling expenses for the smart casual
collection and online stores after conversion to
direct-to-retail

Deferral of the receipt of government grants

G FE R N P54 H 4 1 E22.7%, JR K

TR 55 I ) B ﬁ a Ja i B
BUR A ISGIE

Net Profit
& Margin
2 ZINEYSRE ZRIN RS

(RMB mn)

24.6%
20.0%

268.9 2715

1H 2020 1H 2021

NP margin down by 4.6 p.p. to 20.0%
Higher SD&A expenses and the delay in
receipt of the government grants offset the
increase in sales revenue and GP margin

FERNE R T %4.6 5 7 5 220.0%
SD&A% FH 8 hn LA BURF AN B ISR IEIR . #K
YA BN S B R 38



Working Capital Cycle
BERERBERY
Average Trade

Receivables Turnover Days
S35 W R 5 i K R e R K

(Day)
135
87 78 88* 69
IH 2019 FY 2019 1IH 2020  FY 2020 1H 2021

o If based on period-end balance, turnover days
was 54 days

o Turnover days reduced as about 40% of the
core collection stores have been converted to
consignment model.

o At 30 June 2021, AR provision of RMB16.6
mn was made

o IRWIRRBUIE, FFERENS4K

o FERFINZ40%)E ARG, B R
T

o T2021%6H30H, DiHEMNILH ZIKkFikE A
KiM16.6H /57t

*Based on turnover / cost of sales before provision for
inventory buy-back in 2020

Average Inventory
Turnover Days

FEIF R AR

(Day)
185 ) 208
129 111 139
1H 2019 FY 2019 1H 2020 FY 2020 1H 2021

Inventory balance up by RMB234.1 mn to RMB901.2
mn, mainly attributable to core collection after
converting about 40% of stores to consignment model
Inventories of about RMB309.1mn were bought back
from consignment stores on 28 February 2021
Inventory balance of smart casual collection
continued to improve

At 30 June 2021, inventory provision of RMB20.7
mn was made

FRemmmANRM234.18 HoEANRT01.2H H
JG, FEHT RN Z140%)5 A
F2021452 A 28 H MAREH 5 4 B I 2 N IR 11309.1H /5
JCIEAT
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120216 H30H it FEArtk & NI T20.7H /57T

Average Trade
Payables Turnover Days

P2 LAY B By ik A e R

et 114
102 91 95% 93
1H 2019 FY 2019 1H 2020 FY 2020 1H 2021

o If based on period-end balance, turnover days
was 77 days

o AP balance down by RMB121.2 mn

o Production and delivery schedules of some of
the products have been adjusted backward as
control over channel and inventory
management enhanced after converting the
smart casual collectoin to direct-to-retail model,
and about 40% of the core collection stores to
consignment model

o IHIRRBUTE, MERBONTTR

AT B2 5 IR A N R T 121.211 37T
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AR, IRE SR BRI, AR
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Cash Flows
WEhE

RMBmn ARMHZAL

Net cash generated from operating
activities

2 E NI TA

Net cash used in investing activities
BRSP4

Net cash used in financing activities
AL RS I &I H

(156.3)

(351.6)

Net decrease in cash and cash

equivalents
W BRI & F v 158

(384.5)

Cash and cash equivalents as at 1 Jan
TUHLH IS KRG F )

Effect of foreign exchange rate changes
A 2R AR B ) S

1,738.9

(0.7)

Cash and cash equivalents at 30 Jun
T6ANHRERAEZFN

1,353.7

Operating cash inflows £ 4 A

o Major reconciling items with net profit for the period:

o AP balance down by RMB121.2 mn as control over channel and
inventory management enhanced after converting the smart casual
collectoin to direct-to-retail model, and about 40% of the core
collection stores to consignment model, production and delivery
schedules for some of the products have been adjusted backward

o SIAWFR]IE EE R T IH «
o NATHEGKHRAFTROANRTI21. 25 7. BESEEHE. DX

TR Z140%) 5 s AR R, SRIE R bR E ER T
H8 53 7 il B 2B B R B ) 2R T Ji 1

Investing cash outflows #% % Bl 4

o CAPEX of RMB170.1 mn

o WA X ANRMIT0. 1H 370

Financing cash outflows % 31 43

o Payment of 2020 final dividends RMB267.9 mn and capital and interest
elements of lease rentals paid totalling RMB83.7 mn

o AF2020 K A BN M267.9 A Jijt, PAREAMHEZ A EKFEILN
K83, TH /i Jt



Healthy & Strong Cash Position
R &K

(RMB mn)
I Total Cash and Bank Balance
/—
BITRIAEER
m Bank Loans Net Cash Balance
AT K G g R
1,759.5 1,740.6
1,646.4
1,462.8
1,353.7
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Sales Channel Management

HEREEH

(RMB mn) Sales by region & X $58 Store Count by Region & X JE45% H
Open  Close

2021-1-1 5 x5 2021-6-30

523.5
Eastern China
Iy 790 46 57 779
Central and Southern China 297 59 49 730
g

332.7 328.7 South-Western China
312.4 o, 494 25 26 493

North-Western China

231.3 271 19 22 268
200.3 AR
+8.1% Northern China
it 294 10 30 274
122.0112.9 :
110.6 -
92 1 %ojréh Eastern China 185 5 93 164
429 &

38.2 Total &%k 2,761 154 207 2,708
Total Retail Floor Space 398,900 397,100
Eastern China Central &  South- Western North- Western Northern China North- Eastern | & JE £/ [H] FH (-0.5%)

U Southern China China China b China S
e i i it 4t (sam “F77K)

1H 2021 1H 2020 14



Sales Channel Management (Con’t)
sHEREETH (8

<> Enhanced control over sales channel: Smart casual collection & online stores converted to a direct-to-retail model; |
about 40% core collection stores adopted a consignment model

<> Optimised retail network:

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

v Store network and display space enhancement of the smart casual collection in various regions by stages, enhancement
work in Xi‘an and Zhengzhou completed in 1H 2021

v' Started rolling out the 7t generation store image to existing core collection stores, about 100 stores completed in 1H 2021

v' Channel upgrade continued: 821 stores in shopping malls, accounting for about 30% of total store count and about 33%
of the total retail floor space

> RAHSEEEH: BHS. MIERAEE . ERINQ40% 5L

> MAFEMLE.

v ORPURRUEH, R4k sz E Pkt 05 i )T 615

v RBRES S H BAAE RN L K E BRI A, BRI T . AN S R L

v ERIIFEHESTETRIEFERE R A )M, BPRETERZ) 10055

v ORERARE: WYR)EEEEe21K, SRS EZ30%, HEEETIZ33%

Total store count as at 30 June 2021: 2,708 HE

> 2,

Distributor
2021426 301 BEH: 2,708 K Stores ['1/5 279 Stores )& 1 298 Stores )&

421 core collection stores: 287 smart casual collection stores Direct-to-retail stores

> 2,421 X FRVIEH; 287 KER S RIEH +5
Enhancing Inventory Management
o Sell-through rate of the 2021 SS collections has increased as virtual inventory of RIt A EE
stores expanded via online warehouse o MWL F ORISR REIES, 2021FE I G B R IET)
o Inventory level of smart casual collection decreased continuously while that of o B FEAAK RS T FRVEMS ST HAKT, EBrliEEE
core collection was slightly above target level but within a manageable range o HITERPRS, I s b4l 8 & K& FE A7 I L
o Monitor the sales and inventory condition of stores via a ERP system 15



New Retail Business Development

\ Online Stores Converted to Direct-to-Retail Model
NEEWFKE e

o Promotional sales online and live
streaming of promotion events were
more flexibly organized

o The retail sales value of online stores up
by 15% to 20% YOY

o FHRIGHEHFE MM AL B3k s
e VG 3l
o W JEZEHE LI 15% % 20%

Using the WeChat Platform - ey Added\More New Products for Online Sales
BURHER RIS T4 L2 \ / 330 6 G 2 5 7 P

Actively Promote Business of

# Encourage physical stores to use A\
WeChat platform to attract more
customers

o Stores in Wechat Mall expand the
virtual inventories of stores and

helped improving store efficiency

/ o Launched new special edition of pants
products for online stores during the 618
shopping festival

o Produced swiftly in-house by adding 7
production lines for small batch orders

o F6.18FL i I 15 £ W L HE HH T w4 S Pl

o FHEBNSLARIER RS T & 1N [EEEE:IEN
= o FEEBIA B FIIN-LaRA 2. PRk
O TR S AT RS il R AL MR A

17, IS RER T

LILANZ PANTS
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Product Design, Development and Supply Chain Management

¥

FEE B TRR RPN E

o UEFREFE W RIANMEAL BT KRG
> bRAE. 2R RAEBI4EREZ170%
> 2021475 WUHRT i — DRI 2 2475%

o T RIS JIRE = MR

> 20214747 HA SEMARTHRRT % 3 517 OIS RO J it
AT

> AT TIROIEPTE " dh ] SRISRYFERS, 2021%F R %
THGIE= BB T3 sa S F Al b i n gy 2%
o EANHE PR M I BE ST

> T EREFIEFTF R IAL RS, AR, A
%E&ﬁi%%%ﬁ¢%%$ﬁ%ﬁ,ﬂuﬁﬁﬁ%ﬁ
PR i

o SR AHEKERA
> 21440 N, B5E bR AT R N A

R
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Adhere to the personality-themed and original designs of products

> 1H 2021: the proportion of originally designed products was
maintained at about 70% among products sold

» 2021 winter collection: expected to be further increased to around
75%
Increased products’ markup rate based on product design and market
competitiveness

» Completed the upgrade of the fashion elements and design of
products of the smart casual collection in the 2021 SS seasons

» While adhering to the strategy of providing products that represent
excellent value-for-money, increased products’ markup rate based on
product design and market competitiveness starting 2021 SS seasons

Adding fast-developed products capability

» Started developing new suppliers in sourcing materials for fast-
developed products since last year, able to launch more fast-
developed products online with in-house production capability to
produce small batch orders swiftly

Strong research and development team

> About 440 members comprising international and local talents
17



Marketing, Promotion & Awards
mREE, 518 RR

Launched a series of brand promotion activities

FHEH —IE B B A ) IS,

o Continued brand promotion activities featuring the brand
ambassador Han Han

ZREL AR T N EhTEAE bl AR5 50

o Sponsored the New Year’s Eve talk show "'2021, Speaking the
Truth“ participated by Han Han, including sponsoring the costume
of certain guests and placing image advertisements
e FES NS T 10 75 (2021, A—w—1
o IR A RN E R &R

B B

o Produced a short film about the post- epidemic positive feelings which
was broadcasted on various online media and in high-speed train

A5 DA S 1R T PR 08 S5 R A 2 W AR DL AE B 2 R

The "l Look Great with the World" commercial shot by Han Han
and Li Dan launched in 2020 Q4 garnered the "'Creative
Communication Gold Case" award in the 10th ADMEN
International Awards in 2021, and won the Gold Award for the
2021 1Al Awards.

20204 DU+t Y . AR S AN 43 [ FRAN T AL+
(] T4 B 3R20214E 8+ JRADMENE R KM E [ RIEfE1E
RELPFER| R 2021 FIAMEERRG HXREX

Continued to participate in the Advertising Festival of
Chinese College Students to enhance brand awareness
among a young consumer demographic

%gﬁ%*@kﬁifﬁﬁﬁﬁ,ﬁﬁ%ﬁ%ﬁ%ﬁﬁ%

Solicited publicity plans and ideas for its brand
and product design from college students

MRS R SA A J SR T Wl R B il e T IV LA T 5%

1

] ....-

The activities engaged over 1.5
million college students

I BN 1 150 75 44 KA
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Marketing, Promotion & Awards (Con’t)

mEEE, EEERH (4

Launched LILANZ crossover products

FHE H B A4 T il

o Core collection and smart casual collection
launched crossover products with China Daily
and the science fiction “The Three-Body
Universe” respectively
TR IR 55 7000 5 A B H AR AR B2 /N i <<
ZARS>HEH IPEL A R 5]

~
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wsr»v.&:n.-trlynumsuma'

Continued to cooperate with Adream
Foundation to enhance corporate image

G5 LBRAZPREESSE, RIAMBESR

In addition to donations, the Group also
launched student-designed tops on Father’s
Day in June. All sales proceeds were donated
to the fund

R IR, LE7N SO HE e AR
) BRI, P S IGEs BRI T R
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OUTLOOK & STRATEGY
Bl 55 SRR
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Prudent & Flexible Operation Strategy
B T R IEHREE R

Continue to optimise store network and retail management

BEMNIETEMNLE . RAFEEH v’ Strictly select and open stores in suitable shop locations
U, . X N X in quality shopping malls to replace street stores with
T NS e oA B low efficiency P
EMEﬁEQ& Emﬁ;j%ﬁ o oue RSN v" Add stores in outlets as a recurring channel for inventory
v ARSERIE SRS SENOIT I, A o EE P A learance
v ORRRIS AR ARERIMI BLALALAS DXRE R A, v Smart casual collection: Continue store network and
%%Ef%%élm‘ PHERASE. Ma. Kb display space enhancement work in various regions by
i . . . SO stages and will cover stores in Hefei, Nanchang,
v 7H1ﬁiﬁl—§j}iﬁwl ’ ﬂﬂ?ﬁﬁj\% ﬁﬁﬂﬂ%ﬂfﬁ*ﬁ%lmﬁi Changsha and other cities in 2H 2021
jm%% - E’Jﬁi “ T e e e v" Organised training in July to strengthen distributors to
Vo bR RIS U e R use WeChat platform to attract traffic and increase sales
v Objective: further enhance store efficiency and product
— sell-through rate
Operational Targets
& 202UELE B BELTHK . ¢ The total retail sales growth for FY i | =
> HERK10%E M L, 2021: )
BT F915%8k BL_E » Revised from 10% or more
to 15% or more
& 20214E MRS - o |
> HE3R100-1505, < Store counts adding in FY 2021:
3T H50-1005 » Revised from 100 to 150 stores
to 50 to 100 stores




Prudent & Flexible Operation Strategy (Con’t)

BRI RIERIEE K (42

New Retail

o Launching more fast-developed products
by using the Group’s in-house
Broductlon capability to produce small

atch orders swiftly

o Working with environmentall OIy certified
suppliers to launch eco-friendly series

special edition products online for 2021
FW seasons

Brand Promotion

) ki

o Continue to conduct brand promotion on
TikTok, Xiaohongshu and other portals

o Crossover products of the core
collection with China Daily and the
smart casual collection with the science
fiction “The Three-Body Universe” will
be continued and launched in the FW
seasons

o Continue rolling-out the 7th-generation
store image upgrade of the core
collection to about 400 existing stores in
2H 2021

o The smart casual collection plans to
launch a new store image in 2H 2021

BEEAERLE . DL PER SRR F R
FERAHE S 15 )
ER55F E BRI P, SRR
ZH SR EARD D BIBE 4 7=
WELERK S R%L SEHE BT

o FEERKIREE FE RFE-LAE

%éﬂkﬁiéﬁz}oowﬁ'ﬁﬁ i
o BESIMIELE TN IEHEEIEHESR

TMNH EDF
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Construction of the New Headquarters and New Logistics Park

g BB K i

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

o MTMErNHEFHeT “F_—F -HIEXEM, AEBKERE SN

Pl ‘/ -
o Phase | of the new logistics centre aims at commencing operation before the 11 —— e —

November shopping festival, which will effectively enhance inventory management = /;_',‘u.-._—————— _
P P e v e e S | e
and logistics efficiency == J ™

o RNV b 2 — MK B A ELLIVWYI T RIOT e E s, KA e TSR B A
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DISCLAIMER
CAL

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.



=
>
o
L oI
= H
T
W 1T
O ¥




