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Transformation and Expansion Go Hand in Hand, Achieving Dual Growth in Sales and Efficiency

RESHRIFE HE S5y

Revenue increased by 14.8% year-on-year to RMB3,543.8 mn and net profit rose
by 18.4% year-on-year to RMB530.4 mn
SN TR EE 3 i014.8% % A\ FE 1133,543.8 5 36, 1A [H e L 7118.4% %
530.4H /7t

Smart casual collection's self-operated business achieved a significant growth of
35.2%, becoming the main driver of sales growth

BT 55 H BN ST SRBL 1 35.2% K KRS K, BN & K 1 25 7

growth in e-commerce for the year

DR BT R 4, SEBLT HRR PR TR P 117 6% 1 K

Optimized retail network with a net increase of 51 stores during the year, giving a

total of 2,695 retail stores nationwide as at the end of December 2023
WALZEM LS, FERIFINTTEBE51%, T2023FE12H K T4 E 162,695
XEEIE

Adhering to the strategy of “Simplified Design Excellent Quality" while increasing the
mark-up rate of individual products based on product design and market competitiveness
FeRE (Aot sBkE BT SRS, R 4%7 it R se 4 )4
il P I 2

I Continued to drive the new retail business, achieving a better than overall 17.6%



Maintaining Stable Dividend Payout
HFRREIRE

Dividends per share
FIR S
A AW, Final Dividends

w1 1)1 B Interim Dividends
Ji% L LE % (%) Dividend Payout Ratio (%)

77 51
2 74 74
57
44
31
34 32 36
27

I : : 18

2019 2020 2021 2022 2023

Final dividend HK13 cents per share and special final dividend
HKS5 cents per share to be distributed

Total dividends for 2023 amounted to HK36 cents per share
Dividend payout ratio reached 74%

Total dividend declared since IPO: HK$7 Billion. Total dividend
per share since IPO: HK$5.80

R AR B s S8 A e L 3 A A 4R l) A B st S s e S AL

20235 A LR B4 1 36l

i S L HR IR 2 74%

EWEASCBIRET0LHE T, FRIKE Ok 246 A%5.804 T
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Revenue and Gross Margin

A EZV IR

Revenue raised by 14.8% to RMB 3,543.8 mn, of which revenue for second half of the year raised by
21.6% yoy, mainly driven by the resumption of social activities and the normalization of store operations
= Revenue of core collection increased by 10.7%:
= Distributors’ digestion of the inventory from 2022 suppressed the growth of new orders
= No rebate offered to distributors in 2023

—— 48.2% = Revenue of smart casual collection increased by 35.2%:
46.0% " = More newly opened stores and higher proportion of sales of premier products
' = Increases in sales per store and average unit price
3,543.8
= A K14.8%E AR M3,543.8 /i7c, HA FER I K21.6%, FEMm THaimsnkEm
3,086.2 S IEHZE

= RANNIEK10.7%:
= TR TH 2022 A A VT B K A7 4
= 2023FALER A N SR AR A

= BRS RV IEK35.2%:
= TR Z Kom i R A TR T
= RS EE AT Y BN BT T

=  GP margin up by 2.2 p.p. to 48.2% YoY

= Benefitted from the improvement in inventory management capabilities, the reversal of inventory
provision in 2023 was RMB26.66 mn higher than that in 2022, and no sales rebates were offered to
distributors during the year

14.8%

= BFENL8.2%, FHEEMK 2.2 H N
= RBEELFERE IS, 20235 THRAF TRk A Rl k20224 2 N IR T26.66 H JiJt, 1 HAFE
AN S 8 v 2 A IR )

FY 2022 FY 2023
mmm Revenuelt A ——Gross Margin & )%



SD & A Expenses
HE. 7HEATBOT

Selling and Distribution Expenses

HE R HITX
RMEMD - = A B C
148.1
111.6
287.8
278.4

521.4
401.7

FY 2022 FY 2023

Selling and distribution expenses totalled 957.3
mn, an increase of 165.6 mn from 2022:

A. Advertising and renovation expenses
accounted for 14.7% to revenue, up by
119.7 mn to 521.4 mn compared to 2022

B. Expenses of smart causal collection stores
and online stores increased by 9.4 mn to
287.8 mn, representing 8.1% of revenue

C. Other selling and distribution expenses
increased by 36.5 mn to 148.1 mn,
accounting for 4.2%

SR o BT 31957 .3 T, #5202247 1Y

Hn165.6 /3 :

A JTEEEBTHEIRN14.7%, 52022
FEWIN119.78 J1 £521.41 Ji G

B. BHE&LAHFEEIEHH WS 1%, 1
9.4 H JiJt & 287.8 1 /it

C. HAhAHE N a8 in36.5H o e
148.1H Ji7t, 5 EIAN4.2%

* Ratio of expense to revenue before provision of inventory buy-back

Administrative Expenses

BT
5.8%
- 5.0%
178.9 177.1
FY 2022 FY 2023

Management of accounts receivable continued to
improve, impairment charge of accounts
receivable is RMB6.9mn less than that of 2022

Strong growth in sales of Smart Casual Stores
lead to written back of impairment charge of
right-of-use assets of RMB2.5 mn in 2023

SO 2R B R4, NSO 3Rk & 6
SRE202245 8% /06.9H Ji Ut

BT 25 11 A B e i K S 2 I BUR 23R
%2023 [F1442.5H Ji ot




Profit & Margin

NS
Gross Profit & Margin Operating Profit & Margin
EBH KB R LEMNEHEELENEE
48.2%
(RMBm) RMB ) | 17.2%
s L7068 T
1,420.2 '
610.6
/
20.2% 519.1
FY 2022 FY 2023 Y 2022 Ey 2003

The GP margin was about 48.2%, up by 2.2 p.p.
YoY

The write-back of inventory provision is
RMB26.66 mn more than 2022

FHZRF B N2.24N H 4 S 2 4148.2%
A7 D P 4% Bl ¥R 852022 18 i N [ 326.66 71 i
713

Profit from operations increased by 17.6% to
RMB610.6 mn

Operating profit margin increased by 0.4 p.p to
17.2%

B ANEREIN17.6% % N\ K M610.6 5 /G
%*P MEZ FT04NE 7> S ELT.2%

Net Profit & Margin
A B A
. (6]
14.5% —_

530.4

448.1

- 18 .

FY 2022

FY 2023

Net profit for the year was RMB530.4 mn,
up 18.4%, of which net profit for the second
half of the year up by 36.1% yoy

Net profit margin increased by 0.5 p.p. to
15.0%

FRlE N B M530.4H fiot, MK
18.4%, Hrp R4 R A LE 11K 36.1%
T RE R TFF0.51 H 47 2 ££15.0%




“ " Working Capital Cycle
- BERSARRYE

Average Trade
Receivables Turnover Days

P25 DB B T R e R

1H 2021 FY 2021 1H 2022 FY 2022 1H 2023 FY 2023

Turnover days reduced as a result of more
long outstanding receivables were collected
Increase in sales proportion of the smart
casual collection which are mainly retail
sales during the year

Ja e RS> T el YA [m] 1 BRI AR A [l
VLR €/ eIkl
A AR O T B 954 & PRI

Average Inventory
Turnover Days

AR RY
208 217 195 211
M5 —

1H 2021 FY2021 1H 2022 FY2022 1H 2023 FY2023

The decrease of average inventory turnover days is
mainly due to more efficient inventory management
which resulted in higher sell-through rate of
inventory

Total inventory balance decreased by RMB59.4 mn
As at 31 December 2023, total provision of
RMB66.5 mn was made in accordance with the
Group’s inventory provision policy

SERAIAF R R e R B> T R B T A AU AT
B S EERE

MAF TR b N M59. 45 Ji T
T20234E12H 31 H B & FRE R 2 7 IR S BURE
HIR& S AN R H66. 5H /it

Average Trade
Payables Turnover Days

PR B B TR R e R B

1H 2021 FY 2021 1H 2022 FY 2022 1H 2023 FY 2023

The increase in trade payables turnover days

Is mainly because of the increase in usage of

trade bills which will be settled in later stage

Trade and bills payables balance increased by
RMB150.1 mn during the year to RMB729.9
mn

LA 57 5 Wk o e R n % e -4 S
Ja B B 1K 51 5 55 48 s

- PN LA B2 5 M e AT SR 40 45 R N
150, 1A EEANRMT729. 97 73 7T




Cash Flows

Bl g

RMBmn ARMEBEAT

Net cash generated from operating activities

ZEEHRESHA

Net cash used in investing activities

BEESIEH H

Net cash generated in financing activities

BB SIS TA

Net increase in cash and cash equivalents

e XA &FM P8

Cash and cash equivalents as at 1 Jan
TIALH & SR EE )

Effect of foreign exchange rate changes

TR AR S 5

1,077.2

Operating cash inflows & & A

The major reconciling items with net profit for the year :
» Increased trade payables
= Depreciation expense of RMB220.5 mn

55 4R 1R B I
= AR G K kB
= PrIHHA S AR 220.5H 3

Investing cash outflows %% Bl 477 H

CAPEX of RMB131.7 mn, time deposit of RMB1,099.0 mn, and
less interest income of RMB20.5 mn

EARTF L NRMI3L7H Fi7T, e AR N R M1,099.05 /1
JG, FIERAEWA N T20.5H /it

Financing cash inflows it %t 1 > i

Payments of 2022 final dividends and 2023 interim dividends
totalling RMB348.5 mn and lease rental payments totalling
RMB98.3 mn, and less net bank loan borrowings of RMB687.5 mn

SAF2022 R HAME B N 2023 A B3t NI Ti348.5H Jiot, PAN
MG RIENRT98.3F /570, JARIT I &S0 E & N R T
687.5H JiJt



Healthy & Strong Cash Position
PR B &K

1,353.7

No outstanding bank loans

2021.6.30

Total Cash and Bank Balance
RITEUNEE R

m Bank Loans m Net Cash Balance
RATHEK 15 I 4 45 R

1,823.7

1,583.7
1,380.9 1,454.8
1,072.4
646.7
436.5
72.6 .
]

2021.12.31 2022.6.30 2022.12.31 2023.6.30

1,996.1

1,143.2

2023.12.31
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Sales By Collection
i JE 22 5 4 B L

Sales by collection & & 5448

(+10 7%) FY2022 mFY2023
© 28411
2.566.4
(+35.2%)
c19g 1027

Core collection Smart casual

Bl 55
% of revenue by collection & &% 5 tb
FY2022 FY2023

Smart
Casual
RRE 55,
16.8%

Smart
Casual
B,
19.8%

Core
Collection
F 251,
83.2%

Core
Collection
F 271,
80.2%

“EBER RS BREBREE

«  FERFLilanziEfr “FLABRE” , U=, WL ERT130-50% 5L E, W H AL

e 55 VAR DAY 0 5038 2 e >R

- RS LESS IS MOREZEN. “HEMEL” » Lh—. LAV ETTH20-405 B+,

i A HL 7R 55 T B R WA 55K

o W, BESRINZETIEESESNERIE K, ARG K 35.2%; F R5IHT
AT B 20224 PEAE, LB T20234F 1T TR B KA TR, U A IHIA10.7%

o ERPIEE XA B 22 57 0 O ks AL B 22 3 9 I AR HE TR SR o [ 20204 B 55 AR VIR

HEBALE LK, RN SHEEN iR 219.8%, HREEA,
PR St AT R

“Single Brand, Dual Collection” Strategy Achieves Remarkable Results

B iy BEEOU AR B s

»  Core collection is positioned as “Minimalist Menswear”, targeting men aged 30-50 in third-
and fourth-tier cities and county-level areas, and catering to their improvement needs for

business-casual attire

*  Smart casual LESS IS MORE is positioned as “Youth Business”, focusing on urban youths
aged 20 to 30 in first- and second-tier economically strong cities, and aiming to meet the

inelastic demand from business commuters

*  During the year, the smart casual collection benefitted from the growth in the store number and
store efficiency, leading to a remarkable 35.2% increase in turnover. Meanwhile, the core
collection experienced limited order volume growth in 2023 due to distributors’ need to clear

inventory from 2022, and achieved a revenue growth rate of 10.7%

* The Group's differentiation strategy, featuring dual collections, caters to the more precise needs
of a wider group of consumers. Since the adoption of direct-to-retail model for the smart casual
series in 2020, its revenue contribution has increased to 19.8% and profitability has been
achieved for the year. The implementation of the “Single Brand, Dual Collection” strategy has

been highly successful



Sales Channel Management

HEREEH
Sales by region & X4 &
(+14.7%) FY 2022 mFY 2023
1,522.6
1,327.
(+12.4%)
799.0
711.0 (+8.1%)

(+22.5%)
4722 °10.4 )

290 5
211. 3

Eastern China Central & South-WesternNorth-WesternNorthern China North-Eastern
1E7R Southern China  China China 1E4k

e VY EEiD

356.0 (+29.4%)

Store Count by Region & X 4% B

Eastern China

2023- Opened Closed  Net Open 2023-
1-1 T K FIEE 12-31

744 102 72 30 774
YR
Central and Southern
China 715 72 66 6 721
g
South-Western China

502 2 4 -11 491
7 5 3 3 9
North-Western China

280 4 1 1
7L 8 8 30 310
Northern China

252 41 2 1
N 5 6 5 267
North-Eastern China

151 14 -1 132
%t 33 9 3

Total B % 2,644 309 258 51 2,695

Total Retail Floor
Space
o5 TH AR
(sqm “F75K)

403,703 429,543
(+6.4%)



Sales Channel Management (Con’t)
HEREEHE (8

Channel Reform Bears Fruits:

» Established four sales channels: the distribution and consignment models of the core
collection, the direct-to-retail stores of the smart casual collection and the direct-to-
retail stores under the e-commerce sales model

* Each of the sales channels recorded profit and store efficiency increased
significantly

* During the year, the smart casual collection continued to expand its store network,
optimize store locations and improve the utilization of store space. The
refurbishment of stores in Jiangsu, Qingdao and Wuhan has been completed,
resulting in a significant improvement in the sales efficiency of the stores

* Channel upgrade continued: 879 stores in shopping malls accounted for about
32.6% of total store count and about 35.1% of the total retail floor space

é%lﬁﬁ&iﬁﬁ%ﬁﬂ
FEN O IIAMEERIE: ERFIKDHIAVHERN. BRESHEEEA KA
= L A AR A

o RIREHFRAEA, JERYEEK

o BRTSENRFEY R LE, DU AL E S s S S R R, TR
T AT 258 R e, B A S = F T T

o BRENMEE: WYIRAIER8TI, LIS HL32.6%, 5 E AL
35.1%

BESEHE

SC Direct-to-retail stores

ub-distributors

Stores [ 1)&

_____________

Smart casual collection

BRi%

Core collection
BV

The break down of the stores by types
25 R ARy

Street stores
ik 1,429 (-4) 15 (-6) 1,444 (-10)

Stores in shopping malls and outlet

stores

Ve ee 3 e B SR

703 (+32) 253 (+34) 956 (+66)

Shop-in-shops in department stores

B 1 1 261 (-20)

34 (+15) 295 (-5)

Total H% 2,393 (+8) 302 (+43) 2,695 (+51)

—%
769 sup e 30

stores 1k || 176

_______

Strengthened Inventory Management Capabilities

« Opened 22 more outlet stores, the sell-out rate of core collection and
smart casual collection stores continued to increase

With the operation of the new logistics center and the implementation
of intelligent logistics systems inventory control further improved,
achieving cost reduction and efficiency improvement

SRR

o SENIETT BRI R 221, 5 AR A AR 55 1 A 45 A Rt — 2P 4R T
o WREIR NGB, KREE R ARG, 3t DRI AR
PLFEAI L

Total store count as at 31 December 2023: 2,695
2,393 core collection stores; 302 smart casual collection stores

T2023F12 31 H A JEH: 2,695 5K
2,393 X X 2 A E5; 302 KR % 2455



New Retail Business Development

Vigorously Expanded E-commerce Live Streaming
Drives Growth in the Online Business

AARBEZRR, Wk hilkgHk
Launched the hot pants products on its e-commerce platform during the 618 E-
commerce Shopping Festival
On the eve of the Double 11 Shopping Festival, held the “LESS IS MORE Grand
Anping Bridge Show: Knowledge and Practice of the Youth”, through the highlights of
an outdoor fashion show broadcast on TikTok, and laid a good foundation for the sales
during the Double 11 Shopping Festival.

Utilized platforms such as TikTok to provide consumers with detailed
product information, thereby driving growth in the online business
Added 7 production lines in its plant for rapid response to small

batch orders A 17.6% year-on-year
growth in new retail sale
1+6.18 FiL 1 U 15 7 I 4 LE R SR AR K during the year

[XW11] B4, 2570 [LESS IS MOREZ-F 8 AE AT 4E K5
RSO A R A B, O XL BB FAHSE
R ik A HERLLIEK17.6%

ERE ST SRMEFEE R MER, AMirahz bk 55 gk
FEEBI BB FWn-Eacd g, tRid /M bEA



Implemented the Strategy of “Simplified Design, Excellent Quality”

Proportion of originally designed products was maintained at about 75% among products sold during the year
Proportion of the products utilising proprietary fabrics developed by the Group was around 50%

The newly upgraded Hydrophobic Down 2.0 has been awarded the double certification from the World Record
Certification Agency (WRCA)

The launch of the hydrophobic down resulted a 30% increase in the Group’s total down sales YoY

The wash-resistant polo shirt collection launched in the summer also uses the fabric independently developed
by China Lilang. Even if repeatedly worn, washed and ironed, the shirt is still as smooth, bright and colorful
as new

#Lﬁ L 8eth. Hlldmm ] KSR

TR P R G EL R T 2 75%

R N R H R T A B TR 2 EE 511 2950%

HEHH TR TR K 952.0, SR A 22 s DGEN A WRCAMNR & A IR AIE

TEACRI A BT, 5 sl AR AR P 9 a1 5 ¢ 2= 4 [R) B 1 K. 30%

B4 i EPOLOK R [AFER AR B LAt A e, B E 5. . SRR UH

:

Strong research and development

Leru 2 0Wiy, team

» About 343 members
g
jl'l"i 7 AR B

o #1343\



Marketing & Promotion

i R B N EA%

Collaborated with National
Geographic China to launch
the “Most Beautiful
Highways and Apex
Landscapes in China” study
tour program

mhillEl E_ . EE_ NN

Launched a redesigned logo, reflecting
the business philosophy of the Group -
“Simplified Design, Excellent Quality”

PEHS BT AR L, S RER ] SR RF Y

LY — [HAWTh. HBk o 5 rp [ 1 A K AR
N . [ B3 o it B o [ A S
pgrading the store space through e e

immersive installations that channel a
strong sense of technology
I M EL R R IR s B T

ﬂé&}?ﬁ%@érm TRIIEIIN E_. B F N

Became the partner of Mango
TV’s large-scale variety show

i‘!Eﬂ LESS IS MOTE

“Call Me By Fire Season 3”
AT RTVREI L

G ERIH3Y S E Ak fk Held the “LESS IS MORE Grand Anping

Bridge Show: Knowledge and Practice of the
Youth” at Anping Bridge, a World Heritage
Chen _Chusheng and Zhang Yuan Site in Jinjiang, Fujian
serving as the ambassadors of

Lilang’s Minimalist Menswear

PRAEAE . sk AR
A R ] £ ) S A

TEAR VL s b 22 PR as
[ LESS IS MORE %M B 4E R T AR K55 |
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Prudent & Flexible Operation Strategy
B {ET R 3 28 SRS

Leveraging the Advantages of Sales Channel Reform and Continuing Store network Expansion

RNNEEHERENENMIS - BREYT KISHMLE

e Leveraging the Advantages o
w ﬁ’ Enhance Brand Image 9 of Sales Channel Reform Maintain Channel Health
ST 52 .'. S i T 5 G 5 (REERE
« Launched redesigned logo [ &R « Plans to achieve a net increase of « Intensify the launch of new products to
LILANZ ] 100-200 stores incre_ase the_ propor_tion of higher priced
« Plans to complete the seventh « Continue to open new stores in ”el‘?.’ Items, |mpr0\r/]|ng the ?IV erage
generation renovation project for prime locations at premium S€ ]i-ntgbp:!fe afnSht € méerat
400 stores in 2024 shopping malls in provincial ProTitabifity ot the proaucts —
o« ST TFIEILILANZ | capitals and prefecture-level cities ) Q]i(:lﬁte?rf?:rli?\ 33:1[[(?? a;g;;cn“cg'”g
o THEIF20244 58 1400 [ 1)5 1 o THRII$ 48 I1100-2005 1)k o JnaEHE HE ?%;P%fﬂﬁc%%%ﬁ
HEREBITE o WERFAE o R L i) T oL T A S ek
AR &E@’fﬁﬁﬂ:}?ﬁ nn];?{; Lb =] 4 J] HHA
CoIE Y2 B
o QRSHINAE BURESRETITIE, AR i
A BRI

. «  Total number of stores for FY 2024: *  The total retail sales growth for FY 2024:
Ope rational Targets Net increase of 100-200 stores 15%

25 Hip . D02MEALEBEESE . 0MEAERBELTHE.

B H1100-200%% 15%




Prudent & Flexible Operation Strategy
B 2 s

New Retail ﬁ;g Brand Promotion

v Eﬂﬁ% 38
- . I A N T e R
Step up efforts to develop new retail IR FE R e ) JE .+ Implementing a “multi-brand and
businesses » N internationalization™ development
Provide personalized shopping - JENPE ESAwITE T, iR strategy
experiences through methods such as PEAPEC I ISR 56 Seeking to collaborate with

e-commerce live streaming on TikTok international brands in domestic

N , = market with the aim of providing
Continuously introduce innovative A B G R consumers diversified choices

) e H ! ) .
and differentiated new products B Enriching product designand
Compl t the advant f onli widening revenue source, pushing its
T el Tty Y Sy o Z5E WG 5 SRS B I B AME brands into the international arena

stores and physical stores, and H VE 35 A N r . \
optimize channels to further drive %’_ggﬁj"%%’ wENH wSET T 25, Bise] &

sales growth Ji& SR g

Aim to achieve 20% growth in new o HAFTF20244F 3 2V 25 52T ﬁf&iggg%ﬁ;géﬁ

el 20%HSH SR R T R SRR,
o ) [
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. DISCLAIMER %3 7 BH

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.




