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‘ ‘ §ales Channels Reform Completed; Push Forward Brand Strategy Upgrade |
— | FREBCESER, fEEER SRS TR

Revenue Up by 6.7% to RMB 1,491.1 mn
NI 16.7% % N R 114.9112. 7T

Net profit up 5.2% to RMB270.5 mn, gross profit margin was 51.8%,
representing an increase of 3.1 percentage points YoY

FEREEIN5.2% %2 N K H2.70512 70, EFZF KN51.8%, [FELIEHN3.14NEF 7 A

Core collection stores have resumed normal operations with higher sales
throughout rate, coupled with the price increase of the Group’s products in the
second half of last year, its sales improved during the period, with a growth of a
low single-digit

T RGP SR IE S R AR, I L TR AER R,
HE TN ANUGEE, HESHRACE B K

Smart casual stores also resumed normal operations in full and sales were positive
with higher sales throughout rate, recording a double-digit growth for sales

B S A HAN R ER e, HEERir e s8i mEEsE, Fe48
XU HOE K

Pushed forward the Lilang brand strategy upgrade; positioned it the “Lilang
minimalist menswear”. The store image renovation project has resumed its pace,
the Group accelerated the pace of using a new store image to display a more :
fashionable and younger brand =
FETEA B At s T2 TAE, sEfr [AERRR S 4E | o JERiEREB LR —
HAR DA, PR S R s SRR I B RS S R

-~



Maintaining Stable Dividend Payout
AR EIRBELER

Dividends per share
(HK cents) Hﬁ/)ﬁ %\

rh A% B Interim Dividends K H% &, Final Dividends
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Interim dividend: HK13 cents per share and

Special interim dividend: HKS5 cents per share
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‘ ‘ Revenue and Gross Margin

A SEV B

— 51.8%
1,491.1
1,397.8
6.7%
1H 2022 1H 2023

Revenuelt X Gross Margin-EF|%

Revenue raised by 6.7% to RMB 1,491.1 mn _
= Core collection revenue increased by 3.2%: Revenue l[&]\
= All core collection stores resumed normal operations with higher sales throughout rate
= Price increases were implemented in 2H2022, resulting in improved sales during the period
= Smart casual collection revenue increased by 21.5% :

= Smart casual collection stores also operated normally with higher sale throughout rate during
the period and recorded double-digit sales growth

WA K:6.7% 2 N R T114.91147¢
= RYAIEK3.2%:
= FERVTHIEEKE I ETIZE R ERER
= RETRPEMATRN, HEETHNAENGE.
= BRI SS R YINEE K 21.5%:
= BRESIEEHANRESTIER S, HEEM IR SRR, FEHENM YK

Gross Margin | 23
GP margin was 51.8%, an increase of 3.1p.p. YoY g %*lz

= Sales proportion of the smart casual collection with higher gross profit margin showed
increased

= Price increases were mainly implemented in the 2H of last year, resulting in higher YoY sales
unit prices in the 1H of this year.

= Reversal of inventory provision of RMB 59.7 mn as a result of clearance of off-season
inventory

FH)Z H51.8%, [FELIGK3.14NH 40 4
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‘ ‘ SD & A Expenses

HE. %’éﬁ&ﬁﬁﬁi

Selling and Distribution Expenses

HERTHTX
(RMB mn) A "B mC

142.4

146.6
53.3

51.7
202.7 -/

117.9

1H2022 1H2023

Selling and distribution expenses amounted to
398.4mn, raised by 82.2 mn from 2022:

A. Advertising and renovation expenses
accounted for 13.6%to revenue, up by 84.8
mn to 202.7 mn from 2022 as a result of
shifting of advertising and renovation
projects from 1H2022 to 2H2022 and
1H2023

B. Other Selling and expenses comprised
mainly salaries expenses, accounted for
3.5% of and revenue

C. Smart casual collection direct-to-retail stores
expenses and online platform fee accounting
for 9.8%, down by 4.2 mn to 142.4 mn

BB S AT SRR N N IR 8,220 /5 o &

N M3.98412. 70

A T R HIRN13.6%, B20224F
H#4118,480 11 222.02744 70 EE N 42022
EEAEER TS AR AR IR 31)20224F
T AEFN20234F |2 4F

B. AR KX EH T S 9 A (HURN3.5%,
AR T 2

C. BHABEESNHNERY G52
£19.8%, [[%42077 0% 1.42127C

Administrative Expenses

84.9 73.4

Administrative expenses were RMB 73.4
million, accounting for a reduced sales
proportion of 4.9%

The decrease in administrative expenses was
mainly due to the reversal of provisions for
trade receivable and right-of-use assets, as a
result of significant decrease in overdue

trade receivables and the number of loss-
making smart casual collection direct-to-
retail stores as the pandemic situation

subsided

TS NN T7,340 75 78, oG4S LI
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‘ ‘ Profit & Margin
ﬁ%ﬂ/&%ﬂﬂ‘ﬂ%

Gross Profit & Margin

Operating Profit & Margin Net Profit & Margin
B RBHIR ZE R R A YR R R 2
) o e
/
48.7%
172.6
681.3 21.0% 20.5%
18.4% 18.1%
203.9 305.4
257.0 270.5

1H 2022 1H 2023 1H 2022 1H 2023 1H 2022 1H 2023
The GP margin was about 51.8%, up by 3.1 p.p. YoY i Profit from operations increased by 3.9% to = Net profit was RMB 270.5 million, an
Sales proportion of the smart casual business with RMB 305.4 million Increase _Of 5.2%
higher gross profit margin increased = Operating profit margin decreased by 0.5 p.p to = Net profit margin decreased by 0.3 p.p.to
there has been a writeback for part of the inventory 20.5% o _ 18.1%
O TR R R e e R i A e R s el =  the selling and distribution expenses increased at ‘ 3

a larger extent than the gross profit. = FENANET2.705{296, EFF5.2%
B [F LA 03, 14N 1 43 s ZE £151.8% N B = MEE R 0.3 2 R ZE18.1%
TR RB R Sl 55 A o L = ZEFEIEIN3.9%E A R M3.05414 70
MR JEAEPRD, 5 A 1S DA IEI%* - ?7“* 11 28 0.5 H 40 1 22.20.5%
BRI SO K T B A TR




| ‘ ‘ Working Capital Cycle
_J BERERBRE

Average Trade Average Inventory Average Trade
Receivables Turnover Days Turnover Days Payables Turnover Days
FE SR 5 KRR B R B SRR AR 2 LA B B KR R B R B
©) |
208 217 195 211 m 140
69 i SR (T ——
> 57 54 54 51
1H2021  FY 2021 1H2022  FY2022 1H 2023 1H2021  FY 2021 1H?2022  FY2022 1H2023 1H2021 FY2021 1H?2022 FY2022 1H?2023
Turnover days reduced as a result of more = [nventory balance decreased by RMB92.3 million to The increase is mainly because of increase in
long outstanding receivables were collected RMB792.8 million. The decrease was mainly usage in trade bills which will be settled in
during the period and sales proportion of attributable to improvement in efficiency of later stage
smart casual collection increase. inventory management and successful clearance of
As at 30 June 2023, a provision of RMB14.0 off-season inventory. Inventory turnover days is B TGS AR T RS B B s L B
million was made similar to that of June 2022 Z]mj’EﬁH =
= Asat 30 June 2023, a provision of RMB55.8 million
SRR iNIie Rzl e I A oS made

HE SR E, BRI
T20234F6 H i, R&EEmMLI N NRT RSSO N 92305 0 N7, 93124 7T

1, 400 /i 7C F B E R RA DR T AT
JE R 520224686 H AHZ:
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‘ ‘C%hﬂww
NEeERE
RMBmn ARFBEAGLT 1H 2023

Operating cash inflows £ & Hl &R A

= The major reconciling items with net profit for the period :
598.6 = Decreased trade receivables
= the collection of overdue accounts receivables improved

Net cash generated from operating activities

ZEENAESHRA

Net cash used in investing activities (1,045.8) »  SHAEEA)E BT -
o = NICET 5 k>
= SIS B 1 LA PTG

BREHA SR

Net cash generated from financing activities

o 422.9
BB ESHEHRA
Net decrease in cash and cash equivalents Investing cash outflows £ B0 23t
B4 K IS /> 15 (24.3) - PI_a:(I:.ing of pledged deposits and time deposit totalling RMB1,009.0
_ million.
Cash and cash equivalents as at 1 Jan N & + —
- . . T EWFRE 3T . .

T1HLE 4 Lo 960.1 P IR N E WA 4L AR 1310.0912 7T
Effect of foreign exchange rate changes 0.4
AR AR B B ' o

. Financing cash inflows flt &5 B4\
Cash and cash equivalents at 30 Jun 936.3 = Net bank loan borrowings of RMB632.5 mn, payments of 2022 final
T6H30HINELKINEFMY ' dividends totalling RMB148.6 mn and lease rental payments totalling

RMB53.5 mn

n ARATIREREHE AT R T16.32542 70, S2AT2022 K BAM Bt AR
M1.4864270, VLA BT k3t AR 5,350 /5 70
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‘ ‘ Healthy & Strong Cash Position

%{@E‘Jfﬂﬁﬂﬂz

1,462.8

273.8

2020.6.30

Total Cash and Bank Balance
RITRIESER

m Bank Loans m Net Cash Balance
BRAT K VI 4 45 4%

1,740.6
1,499.0
, 1,454.8
1,353.7 1,380.9
(7]
c
(9+1
k=
X
c
4+
O
(@)
k=
e)
3 =
2 =
S &
o = 72.6 .
z R _ s IS L
2020.12.31 2021.6.30 2021.12.31 2022.6.30 2022.12.31

1,823.7

1072.4

2023.6.30
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Business and
Operational Review
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‘ ‘ Sales Channel Management

HEREEHE

Store Count by Region & X JE4#H % B

6332 Sales by region & X $HE
(11.5%)
(RMB mn) Open Close
568.0 2023-1-1 5 KJE 2023-6-30
Eastern China
A 744 34 34 744
Central and Southern China 15 51 32 204
(-0.1%) T
3469347 1 South-Western China 502 1 15 501
[itfea]
North-Western China
(2.5%) il 280 21 5 296
213.2 Northern China
208.0 (4.0%) 1w 252 21 14 259
(15.1%) e
. (0]
147.7 1420 North-Eastern China
112.6 41t 151 3 12 142
97.8 (7.5%)
375 Total &L%X 2,644 114 112 2,646
349
. Total Retail Floor Space 403,703 410,231
S R T A (1.6%)
Eastern China Central &  South- Western North- Western Northern China North- Eastern (sgm %273‘}[6)
fap/n Southern China China China fedt China
HH e i) B8 b y

1H2023 m1H 2022



‘ Sales Channel Management (Con’t)

) wemamm (@)

Optimised Retail Network: W@%M%

«  Apart from increasing number of stores, the Group focused on enhancing the br7IEINIES R, HAEERATIERE, ke HPkEER
quality of stores. It continued opening stores in carefully-selected quality R SEARERAE A E, EORHE AR, DARE S A
shopping malls and prime shop locations with bigger floor space. Those PERBASIRIT BRIG NI 1E, DOk RI5E 585 H bR
relocated or newly added stores are equipped with stronger brand identity, to o BRRSINELUSEING, DU E I A B AR TS 2 1A )
achieve a higher store efficiency FIH

«  The store network of the smart casual collection has been rectified during the - SRERFHEIE: WYKL EI8425K, N EE S EH £131.8%,
period, with the location of stores being optimised and the utilisation of store sl i T AR 2 34.3%

layout being improved
« Channel upgrade continued: 842 stores in shopping malls, accounting for about
31.8% of total store count and about 34.3% of the total retail floor space

Enhancing Inventory Management: A EFAEHE:
« Inventory balance decreased during the period, with particularly notable reductions * ¥ ZEZRFH/D, Hrhid ﬁﬁ?‘lﬁ% E?&ﬁﬁﬁ%%%ﬁ
in off-season inventory, mainly attributable to the additional outlet stores opened S DA R LZR B Z A i s R
and the setup of online retail channel as the default channel for inventory clearance = [t 9 [ #5 \A% F i 34 e A7 32 i?xﬁ(? FRINEFSEE
« Inventory turnover efficiency has increased due to commenced operation of the i R P A FR 0

logistics centre, thus the direct to retail stores inventory for the core collection and
smart casual collection are improving continuously

E_% : Total store count as at 30 June 2023:
Direct-to-retail stores

soresis 2D 2 | stores s Stores (175 2023476730 H 2 i 4 2 : 046

| +1 | +32




New Retail Business Development

' WEEVFLE

Actively Integrate Online Services, Strives to Promote New Retails Business les

BRREias LIRS, KAORBRHFEILS

»  Operates under the online-only sales model of direct-to-retail online stores and the ordering-
online-while-picking-up offline model of WeChat Mall

»  Strive to promote the business of LILANZ core collection and smart casual collection

* New retail remains one of the Group’s top priorities for business development.

o BEEEEMIERAER EAE LEmL T R REE

o KA TRIEFLILANZ | R K %55 5% #2500 5%

o KELIFFE LSRR EE A

Actively Integrate Online-Only Sales to Further Increase Profit Margin Further Utilization if Social Platform
BRI EE WS, HaiAERE K H— BT 6

« Continued to utilize the WeChat platform to took advantage of the interactive
features of the social platform to capitalize on the complementary advantages of
online and offline services

» Mainly used to clear off-season inventory

» As the efforts of clearing off-season inventory during the period has reduced,
the sales for WeChat Mall have also dropped.

» launched the ice-type polo shirt hot products on its e-commerce platform
during the 618 E-commerce Shopping Festival

* Invest in online promotional activities to drive sales growth through e-
commerce live streaming on TikTok.

» the retail sales for online stores increased by approximately 24% yoy

TSR, fEHE T SRSk IE T B RS P & (RS, R T A 38
S +24% | yisiim s, SsamEsws

Consolidated new retail sales grew by 2.8%, yet the growth in profit margin was significant

bR ERER K2 8% - (HFNER K-



‘ ‘ Product Design, Development and Supply Chain Management
Pt AR RGN EE

Adhere to the personality-themed and original designs of products
» Proportion of products for sales during the period with original designs was
maintained at about 75%

ZH% » Proportion of these products utilizing proprietary fabrics developed by the Group
KRR =L was around 50%

» Launched washable shirts and washable polo shirts during the period

R [REYEFTEFR ] FIKEE

o I EE LI 4E R 275%

o N AR BT R MR TR R i BB £950%
o HEH WA it Polots

£
f////} Strong research and development
{yf& team
3) » About 350 members
AT A 4
DP. 2, SR AHT % B A
;)mx-::zm ® é/‘] 350]\
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‘ ‘ Marketing & Promotion

R EEH K EF

Famous artist Kido Gao has
became the brand ambassador
to interpret the

simple menswear design
phoilosphy of Lilang

HAZ N T BB,
AT e A

Lilang’s washable polo shirts, which
actors Yihong Duan, Raymond Lam
Fung, Guanying Peng, and Hao Qin
wore during the story-based

video shooting for magazines

HRABZER. e, ZEk. ZRN
73 7 5 5 R B e PolofZ FEAH AR F Y
& PNA

The renovation works of the seventh-
generation store image of the core
collection will be promoted
gradually to existing stores, in which
156 stores have been renovated
during the period

FERIFLREHE RS
TAERESEHE) ZBATIE, HIN5E
FR 15658 &5 B H 318
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4/ Outlook and Strategy
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‘ ‘ Prudent & Flexible Operation Strategy

e T e e e e e e e e e e e e —

'ﬁ' ‘EfRE E’J%*‘*ﬁﬂiﬁ

- —— - o m Em Em e e e o e

shopping malls to a more favorable
location and larger store size within

« Add stores in outlets as a recurring
channel for inventory clearance

o EH W ERHETIES)
o HEHHRE [FIEFLILANZ |

o o o o o o

' Y
O X AN n
N L .
Enhance Brand Image L Consolidate Store Network o Maintain Channel Health
|
tET a5 ! L] ) i X % N PRIFR R
v ) v D v
«  Aseries of brand promotion activities 1} < Stores in Jiangsu, Qingdao and Wuhan! |« Promote channel optimization,
launched L will be renovated in the second half of | improve the store network, and
« Launched of redesigned logo [ F[&f ! | the year | enhance store efficiency and product
LILANZ ] 1!+ Relocate some existing stores in ! sell-out rates
|
5 i

1 themalls e UL, B RENG . 1

U PRERRNIIR. RIS 0 THER R

Lo HPR e ARARINTEBARSEITT IS, 1R
' N e BB IR S fE R IR A 3 EPE N BEAERRIE
S e N VOB AL B R BE K A 4 P S .

Total number of stores for 2H2023: The total retail sales growth for FY2023:
2% Hbr Net increase of 100 stores 10%

- + 20234 FREMINLIL00KEH 20234F &4E B B ES MK
10%

Operational Targets

e e e e e e o e o e S e e e M e e e o o



Prudent & Flexible Operation Strategy (Con’t)
HEMRIENEERE (48)

a

New Retail

« Continuously promote e-commerce and take online stores as
one of the important platforms for launching new products

 For the second half of the year, online stores will launch
more e-commerce special edition products \.f

« Will launch guality and iconic items online before the
Double 11 e-commerce Shopping Festival

* Cultivate consumers’ loyalty and increase gross profit
margins, and provide another growth point for annual results

 Drive sales growth through e-commerce live streaming on
TikTok

Retail Management and Brand Promotion

 Enhance the Lilang Member Programme by organising more
member activities and providing exclusive promotions and

discounts
e » Comprehensively strengthen its retail information system
o GRSHESNERTE, JFLLE Y5 FHE B E B H A
pellin - c T L

o JNEEAEEZS TR, BLEEEKNS LGS, INMEMEE
AL AN HT 40
o SR EFEEREE RS

o TR, PUEHEL T S R R

o FEXULTRTS AT, FHER LAt A B

o BORMMHILIE, REEAE, NE SR
— AR

I 4 LI A SRR B



5/ Open Forum
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‘ ‘ DISCLAIMER —I_

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.




