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Optimizes Channels Layout to Achieve Long-term Growth

%%é%ﬁﬁ‘ﬁ J& s im& IR

Revenue up by 7.3% to RMB 1,600 mn
NI 7.3% 4 N [ 1164270

Net profit grew 3.6% to RMB280 mn, with a gross profit margin of 50.0%,
A 3.6% % AR 2.81476, EFIZN50.0%

The core collection recorded a revenue growth of 4.5% YoY. Introduced the direct retail model
into the core collection, and terminated the co-operation with distributors in the Heilongjiang
province, thus promoting the transformation to DTC model (hybrid of direct retail and sub-
distributors) in core collection

TR IA 5% R LI . ERIERBILE R NEER, ZE5RITA
SAHEEAE, HEFE RV EIEREEIN GEREE)ES A0 fmiEaEIE) K.

Smart casual realized a revenue growth of 17.3%
27 45 S BILLT.3% 1 3G K

Continued to promote its new retail business and achieved a revenue growth of 37% YoY in e-

commerce sales
PWAEHER T BN S, WE FBERIA LI n37%
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Maintaining Stable Dividend Payout
HERPRa E TR E 2R

Dividends per share
FIR 2.

Interim dividend: HK13 cents per share

Special interim dividend: HKS5 cents per share
AR SRR 137
50 A S R . BRI

m 13 #% & Interim Dividends

K BAR% B, Final Dividends

44
34 32 36
27
16 14 18
2020 2021 2022 2023 2024
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2 Financial Review
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Revenue and Gross Margin

N e BH &

= Despite the decrease in sales by repurchase of inventory and compensation to distributors in
Heilongjiang province, as a result of termination of their operating rights for transformation
to DTC model, growth remained with the contribution by e-commerce and outlets,
* Smart casual collection revenue increased by 17.3% :
= Maintaining the growth from the fourth quarter of the previous year, through e-commerce
and outlets

= Revenue raised by 7.3% to RMB 1,600 mn

51.8% 50.0% = Core collection revenue increased by 4.5%:

(RMB mn) 1,600.0
1,491.1

. OB 3%E AR T61Z7T
. R K 4.5%:
o R BT B L R B FIDTCRE, SEGZIMIX §56 5 AR, F4
WA BRSBTS T RORMES, 37 S B A B Bl F (s b e
- BR% RSN K17.3%:
- R B G E EAF, L T I RN Kk

Gross Margin HF|Z
=GP margin was 50.0%, a decrease of 1.8p.p. YoY

= Mainly due to compensation for the termination of co-operation with distributors in
Heilongjiang Province and a lower average unit prices caused by sales mix changes

7.3%

1H 2023 1H 2024 = BFERN50.0%, [FIELTFERL8NE 4 A
_ mRevenuellt A Gross MarginTE il o FEH T BRI AR S ERA DB AME . FrE S A AR 5] BT 2 BN B
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, SD & A Expenses

HE THRTBEI

Selling and Distribution Expenses

HERTHITX

(RMB mn) =A B mC

955

133.1

158.1 O\

133.1

212.8
203.1

-I\ .

1H2023
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1H2024

Selling and distribution expenses amounted to
RMB466.4 mn, raised by RMB68.1 mn during the
period, due to an increase in advertising and
promotional expenses, direct-to-retail store
expenses and salaries:

A. Advertising and renovation expenses
accounting for 13.3% of total revenue,
increased by RMB9.7 mn to RMB212.8 mn
YoY

B. Direct-to-retail stores and online store
expenses accounting for 9.9% of total revenue,
increased by RMB25.0 mn to RMB158.1 mn
YoY

C. Other selling and distribution expenses
accounted for 6.0% of total revenue

A M T S A N IR T6,810 5 e &= AN IR T

4.66412.7C, EEH T HHET %, HE)IEHHA

N T30 A sk .

A, T RCREERR E BN13.3%, #520234F
6] {3 i N IR 97075 o2 AR T2.12842.7t

B. EHEEMNHEREFEHH L EIRAN9%, [F
e hn AR 12,500 /5 76 22 N IR f11.58112. 7t

C. HAhsHEE R0 BHN6.0%

Administrative Expenses

BT
—— 50%
4.9%
73.4 79.9

2023 1H 2024 1H
Administrative expenses were RMB79.9
million, with an expenses-to-sales ratio of
5.0%

The increase is primarily due to higher
employee salaries and bonuses

T A N 7,990 570, S EHR
£5.0%
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Gross Profit & Margin Operating Profit & Margin Net Profit & Margin
BH R EBHE SENERZENER eI NS iz R
@ | s — oo R
20.5% 19.6% 18.1% 17.5 %
772.6 800.5
305.4 313.8
270.5 280.1
1H 2023 1H 2024 1H 2023 1H 2024
1H 2023 1H 2024
The GP margin was about 50.0%, down by 1.8 p.p. = Profit from operations increased by 2.8% to Net profit was RMB280 million, an increase

YoY RMB313.8 million of 3.6% YoY

Mainly due to compensation for the termination of = Mainly due to an increase in gross profit and Net profit margin decreased by 0.6 p.p.to
co-operation with distributors in Heilongjiang government grants 17.5%

Province and a lower average unit prices caused by = Operating profit margin decreased by 0.9 p.p to
salesimix changes 19.6% ORI N R T2.8076, [k 1 F+3.6%
(A 2N (0.6 1 70 A 17.5%

%%Jzﬂtﬂﬁﬁl 8/~ H 71 i %2£50.0% = ZEFERIN2.8%% A R Ti3.13812. 70
BT 2B BRI A VE AR B AME . B fg@}%ﬂ%&ﬂW%%ﬁm
&Fﬂu%fﬂ/\%mliﬂﬁﬂ?i’]wﬂ BEAR s ZEFNEE TR0.94 H 4 A E19.6%




’Working Capital Cycle

BERERBERE
Average Trade
Receivables Turnover Days
25 WL B 5 T K R e R B
54 54 51 42 29
1H 2022 FY2022 1H 2023 FY2023 1H 2024

Turnover days reduced as a result of more
long outstanding receivables collected and
increase in sales proportion of retail sales
during the period

As at 30 June 2024, a provision of RMB15.3
million was made

FH 3R [RIUAT 14 HA A R g 187 AT R I 344
o EEIN BES S ERAGLE T
Ji i A ek >

1202446 H30H, k&L ANR T
1,530/ 7t
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Average Inventory
Turnover Days

7B R R
(Days) |
217 211
195 170 189
1H 2022 FY2022 1H2023 FY2023 1H2024

Inventory turnover days was 189 days, a decrease of
22 days as compared to the interim period last year

Inventory balance increased by RMB5.5 million to
RMB831.1 million, mainly attributable to increase
in purchase of raw materials inventory

As at 30 June 2024, a provision of RMB41.9 million
was made

Ji e RECN189K, 5 R HHAH bbb 22K
EFeas a1 N R M550 /5 76 £ A R 18.31142. 7t
T B T R ALK == 3

F20246 H30H, itk AR M4,1907 7t

Average Trade
Payables Turnover Days

2 LA R 5 KR e R 3
162
IH 2022  FY2022 IH 2023 FY2023  1H 2024

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

jEJE?HfHF#JFWTExT* I )57 5y 5400 ] 2
I
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’ Cash Flows
NERE

RMBmn ARMTHEZA

Net cash generated from operating activities

ZEENASHRA

Net cash used in investing activities

BRES AR H

Net cash used in financing activities

R B E ST B

Net decrease in cash and cash equivalents

W& KA EFM YR 38

(124.8)

(265.8)

(171.0)

Cash and cash equivalents as at 1 Jan
TIALIH I & LI EE 0 )

Effect of foreign exchange rate changes

A IR AZ B (150

Cash and cash equivalents at 30 Jun

T6H30HAERAEFNY
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1,077.2

0.26

906.4

Operating cash inflows £ & Bl 4 A

= The major reconciling items with net profit for the period :
= Decrease in trade and other payable balances by RMB116.7
mn

= 53Rl A 3 B KT
= NAYER B e A AR N R T L.16712 7T

Investing cash outflows % %% Bl 4 it

= Comprised placing of pledged deposits and fixed deposit totalling
RMB85.0 mn

= AR AR AN E At AR 18,5007 7T«

= Net repayment of bank loans totalling RMB16.4 mn

= Payments of 2023 final dividends totalling RMB196.7 mn

= Capital and interest elements of lease rental paid totalling RMB50.1
mn

 ARATOEEIFE A R 1,640 /5 7T
= AT2023 K HAME B N R M1.96712 7T
o O EZ S AL F BBt AR 5,010/ 76



’ Healthy & Strong Cash Position

BRI &K

1,499.0
1,353.7

No outstanding bank loans

72.6

2021630 2021.12.31
FER LESS IS MOTE

Total Cash and Bank Balance
RITRIESER

Bank Loans m Net Cash Balance
BRATHEEK I 4 ah 4

1,823.7

1,380.9 1,454.8

1072.4
646.7
436.5

2022.6.30 2022.12.31 2023.6.30

1,996.1

1,143.2

2023.12.31

1,938.1

1,137.4

2024.6.30
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%ales Channel Management
716.8 Sales by Region %IX%% Store Count by Region %’B‘.E%ﬁ H

633.2 (RMB mn)

Open Close
2024-1-1 VAN x5 2024-6-30

Eastern China

S 774 38 44 768
Central and Southern China
o i 721 27 26 722
365.3 :
346.9 South-Western China
i 491 15 19 487
North-Western China o . . i
213.2505.4 it
169.8 Northern China
147.7 <k g 267 34 7 204
125.3
128 North-Eastern China
| 132 10 12 130
37.6 o
17.4 Total &%k 2,695 131 117 2,709
. = .
Eastern China Central & South- Western North- Western Northern China  North- Easterr Total Retail Floor Space 429,543 442,417
HA Southern China China China ek China Sk )5 B TR AR (+3.0%)
i Fifd 7k e | (sqm “FJ52K)
H2023 m 1H2024
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Sales Channel Management (Con’t)

HERETHE (4

Introduced a direct retail model for the core collection and terminated
the co-operation with distributors in Heilongjiang, and promoted to
transformation to DTC model. Further improvement of sales income and
gross profit in the region

The Group’s solid financial foundation and ample cash flow strongly
supported the sales channel reform

Continued to pragmatically optimize the distributor retail network,
adhering to the strategy of opening stores in prime locations within
high-quality malls, and attracting customers through the most brand-
distinctive decor to boost sales

ERIGIANEER, LIS BRI T HEaE, #2170

HHH A A SR, Aokt —D iR XA B 5 EH

XSV 55 BE A S TR VBB Ut, A IR IE R IS 5 K T
FRE 55 SEHARAL > B T 2 R 4%, IR REAE DL R 3 P A D A A
JE, Solid f B AR R BRI G B, ST

» Majority of the inventory repurchased from former distributors in
Heilongjiang during the first half of the year was sold

» Opened 4 new outlet stores, focusing on selling current-season
products that remained unsold in other retail stores. E-commerce
platforms were utilized as a crucial channel for inventory clearance

 Leveraging the intelligent logistics system of the new logistics park,
the Group rapidly brought inventory products to market and promoted
inventory sales through flexible promotional activities and live-
streaming sales events

o SR M BIETT IR o0 45 7 0 [ Y B 2 R A7 OB 5 Hh

o OTAR] BRI, A A T IO RAE A, IR
FY RS P 5 /R i PEAT B B 2L RIS

o & BB DR b X R BEAL DI R G, R A A T 3,
W R AR . BRI S, (R A R

BHE)S Total store count as at 30 June 2024

Direct-to-retail stores

1°20244F:6 H 30 H &l JE L 2 y 709

Stores ['15 Stores 15

Stores |')5

' +10 -19




New Retail Business Development

MEBLFKE

New Retail Drives Growth
%2%%@%&

Revenue from the new retail business rose by 37% YOY
. DlIJI’Ing the 6&8 E-commerce Shopping Festival, the Group ranked fourth in the menswear industry in term of
sales in T-ma
Sales érovvth through the Tik-tok platform were particularly outstanding among various platforms

Y SIS A LG K- 37% B

GB%ﬁW%%%W S TATER B R B B AT ML A A5 A 7 38 0D or
ST R LR T A 16 B K Ay e

Live Streaming Delivers Strong Performance

B i iR

Continued to promote live-streaming sales by delivering high-quality, highly interactive content on online
platforms

Launched more e-commerce products

Intensified efforts to develop its e-commerce business by further covering more platforms including “Pinduoduo”

TR e Pk, 1ML SR R U BT P

) T

FEH
IR T S, i 2 L% “HE 2 S N £ &

%stem Upgrade and Optimization

G EmA
Comprehensively upgraded the retail management system, achieving seamless integration and real-time data
sharing between online and offline platforms

» Leveraged technologies such as WeChat Mini Programs, the Group enabled interconnectivity among various
retail terminals

» Capitalized on the interactive features of social platforms by opening stores on WeChat Mini Programs and
offering custorr)ir relationship management services

« EHITRTEEH A, *WTQ%F¥AM%%ﬁ%%ﬁﬁ*MA?

o MAEAMERF SR, LS TE L i I E.

I s 2751 V25 et e S R E S P EMﬁﬁﬁFﬁﬁTW%%% I R 55
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’Product Design and Development
PRt 5K

The Group launched its debut original
long-lasting drip-dry white shirts with

two long-lasting white patented
technologies. The shirts maintain a
drip-dryness grade of DP3.5 and a
whiteness value of 150+ after 30
machine washes

LR E R A B R, K
RS EE /NS Rl s 3 NI D/ RV
J5 1 SR 14 FF DP3.5 4% 1) % 2 M 150+
H3 = AR
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WRCAttREREHINE®
HRSIHE
BEFABR TR

BRENPE)BRAT R NBRFAD R BT
SHRLFNEWRCABHRIGALR: "BERISABB IR

Following the enthusiastic market
response to the wash-resistant POLO
shirt, the Group introduced the newly
upgraded wash-resistant POLO shirt 2.0.
The polo shirts remain smooth and new-
looking after 30 machine washes and
their colors do not fade

Ak i Y POLOAZ 3R 15 T 37 A ZN ) Ji=
A5 13 1B R i e POLO#2 2.0,
230X MLBEAT AR B s, 1y HLA
t,

The Group introduced the SMART
Elite Collection suits, which showcase
the minimalist concept of China
Lilang’s brand philosophy while also
featuring exquisite design details to
attract Gen-Z consumers

HEH SMARTHE JE 25 P ik, RILH
] ) BR b R ) TR 2 B, TRV it
PR E AN N A, R Z AR
TH o H O

Adhering to the strategy of
“Simplified Design, Excellent
Quality”, the Group continues to
provide consumers with high-quality
products at competitive prices

S AT L vt Sk B
%% R8N H P 5 SRR AL
P

BEMFATN EBAM & 5




Marketlng & Promotion

m—— I |7] cigns
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Appointed Xu Kai as the brand ambassador,
frequently integrated elements of Chinese
intangible cultural heritage into its offerings, and
collaborated with renowned designers, to further
strengthen its position in the young business
market

e IVSETE A= NI 27 NG R ESE | St
Ak, Srnd vt e A atE, #t— bt
FE T 8 55 T 7 v (R i fr
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Outlook and Strategy
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Prudent & Dynamic Operation Strategy

B E AR ZJJXLE%@E‘J&%%E%

g

For the full year of 2024,
the Group plans to achieve

The Group will continue to
deepen its core strategy of
providing high  product
quality at attractive prices
by consistently introducing
innovative and

g

The Group will continue

expanding its store network,

prioritizing the opening of
new stores in  prime
locations at  premium
shopping malls in
provincial  capitals and
prefecture-level cities and
closing  underperforming
stores

The Group will expand the
scale of store openings in
outlet to attract consumers
with a higher value strategy,
aiming for further inventory
clearance  to  increase
product sell-through rates

LRI KRR R

TFIE R, DLEE AL SR ms
WGl H B, BB iEE
AP BB R

a net increase of 50-100
stores and complete the
seventh-generation
renovation of 400 stores to
enhance the brand image

2024 4F 4= 4 1 R 15 18 hn
50-100 & )5 4, I 7€ Bk
4005 [1)5 By 38 bR 3 1&
T, ’_ARBESR

differentiated new products
to provide consumers a
more value-for-money
shopping experience

5 K 5 B2 R AL < B AL

T WAz O SR, AW

t BT A 2 A ) B
dn,  9TH B SR AL R
B BEYEN

L EERGEEY RN,
- ERSRKEmREEY
LT s, A S PR R
Ji
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Prudent & Dynamic Operation Strategy (Con’d)
HIESW. SIXEENEE HIE (8)

The Group will continue to actively expand its new retail
business and increase online promotional efforts. Utilizing
platforms such as Tik-tok and Xiaohongshu, the Group aims to
drive sales growth through live-streaming and other methods
W Ak LR AR SR B T S5, KL BT R, A
B ANAPRETE, BEERKWEETN, WA EEK

The target for the new retail business for the year is to achieve
30% or more growth; the Group aims to achieve a 10% growth
rate in overall sales
WrEES BA 2 T EFELP30% L ERIE K, AR,
I F]10% 3 K
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The Group plans to launch the “E-Commerce Special Edition
Products of the Environmental Collection” and hot and iconic
items in this fall to prepare for the upcoming Double 11
Shopping Festival

T AERK R E H A OR B A R AR S RO v A R A R
OB L T A i A

The Group will implement a “Multibrands and
Internationalization” development strategy. A joint venture has
been established to commence operation of MUNSINGWEAR
in the mainland next year. The Group is preparing to open its
first international store in Malaysia

LR KSR “Z R, B KRENR, @il

A 5 o8\ B AEAE N T FEMUNSINGWEARE S, 1IE%E 4%
TE R PG WIS R AN R — K T1)E

\
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