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Results Highlights



Flexibility to Meet the Challenges of the Epidemic to Drive Smooth Business Growth

Net profit amounted to RMB448 million, gross profit margin was 46.0%, representing
an increase of 4.1 percentage points year-on-year

4.48 : 46.0%: 4.1

Step up efforts to promote new retail business and successfully P_romoted the new model of
selling new products through e-commerce, increasing gross profit through higher unit price
of new products and the new retail business started to record net profit

i)

Consolidated the distributor retail network and facilitated the relocation of about 50 shops tg
prime locations in Tier 1 and Tier 2 cities to enhance shop efficiency
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Adhered to the strategy of providing products that represent excellent value for money,
increased originally designed products, and launched hydrophobic downs as quality items
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New logistics centre came into operation, further enhancing the effectiveness of
inventory control and logistics distribution
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Maintaining Stable Dividend Payout

Dividends per share * Final dividend HK9 cents per share and Special Final
dividend HKS5 cents per share to be distributed
- Interim Dividends Final Dividends » Total dividends for 2022 amounted to HK32 cents per share
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Revenue and Gross Margin

RAZ

= Revenue down by 8.7% to RMB 3,086.2 mn Revenue |
= Revenue of core collectiondownby7¢5%:. === e
= \With about 40% of stores converted to the consignment model, together with a satlsfactory
off-season inventory clearance, an increase in sales was recorded and reflected in Q1
0/ = Offset by the weaker sales in April, May and from late October onward due to the pandemic
41.9% = Provided distributors with a total of RMB83.7 million in rebates
= Revenue of smart casual collection down by 14.2% :
= The retail unit prices increased by 15% to 20% following an enhancement of product design
= Plunge in foot traffic

(RMB mn) |

Sa/ah
3.086.2 - o 8.7% 3,086.2
- . 7.5%:
8.7% " 40% .
- 2 fEE h
" 8,370
= - 14.2%:
- 15% 20%
= GP margin up by 4.1 p.p. to 46.0% YoY. Grossl\/largln ______________________________________________
= The inventory provision of RMB122 million recorded in 2021 and the write-back of inventory
provision of RMB22million during the year
= Excluding the impact of inventory provision and rebate, the GP margin was about 45.5%, up by
1.2p.p. YoY
: - 46.0%: 4.1
FY 2021 FY 2022 « 00 19 : 0.22
mmm Revenue kX ——Gross Margin : 3 : 45.5%: 12



SD & A Expenses
2R

Selling and Distribution Expenses

A

(RMB mn)
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2290
314.8

i 1608 5.2%

EY 2 Y 20

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

Selling and distribution expenses amounted to
791.7 mn, down by 3.6 mn from 2021

A. Advertising and renovation expenses
accounted for 13.0%to revenue, up by
59.7mn to 401.7 mn from 2021

B. Other Selling and expenses comprised
mainly salaries and online platform fee,
accounted for 5.2% of and revenue

C. Self-operated stores operating expenses for
smart casual accounting for 7.4%, down by
85.5 mn to 229.3 mn

- 791.7 . o
3.6
A. o %*13.0%: 2021
59.7 401.7
B. A 7:5.2%:
/;E
€ & 5 7.4%: 85.5
229.3

Administrative Expenses

8%

171.4 178.9

FY 2021 FY 2022

The write-back of trade receivable provision was
RMB6.0 million in 2021, while a provision of
RMB12.7 million was made in 2022

2021 6.0
2022




Profit & Margin

Gross Profit & Margin Operating Profit & Margin Net Profit & Margin
'3 63 63
41.9% 0
' 0]
1,537.2 14202 13.9%
I I b - = =
FY 2021 FY 2022 FY 2021 FY 2022 FY 2021 FY 2022

The GP margin was about 46.0%, up by 4.1 p.p. Net profit for the year was RMB448.1

YoY million, down by 4.3%
The inventory provision of RMB122 million Net profit margin increased by 0.6 p.p.to
recorded in 2021 and the write-back of inventory 14.5%

provision of RMB22.26 million during 2022

448.1 e 4.3%

4.1 46.0% F0.6 14.5%
2021 1.2 . 2022




Working Capital Cycle

Lz

Average Trade Average Inventory Average Trade
Receivables Turnover Days Turnover Days Payables Turnover Days

W M

FY2021

1H 2022 FY2022 FY 2020 1H2021 FY 2021 1H2022 FY 2022

1H 2022 FY 2022 FY 2020 1H 2021

FY 2020 1H?2021 FY 2021

The increase in trade payable days is mainly
because of increase in usage in trade bills
which will be settled in later stage

AP balance up by RMB144.4 mn

Affected by higher trade receivable balances
in 2021

The decreased turnover of trade receivables
due to the conversion of around 40% of core
collection stores to the consignment model

s

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



Cash Flows

RMB mn

FY 2022

Net cash generated from operating activities

S

Net cash used in investing activities

Net cash used in financing activities

Cash and cash equivalents as at 1 Jan

1 1 Az

Effect of foreign exchange rate changes

653.7 ==

(1,175.1)

90.4

611.8

1,571.6

(0.3)

960.1

Operating cash inflows

= The major reconciling items with net profit for the year :
= Increased trade payables
= Depreciation expense of RMB225.3 mn

- I
- 225.3

Investing cash outflows

= CAPEX of RMB378.5 mn, time deposit of RMB850.0 mn, and less
interest income of RMB52.2

- Bl 378.5 . 850.0
x 52.2

Financing cash outflows

= Payments of 2021 final dividends and 2022 interim dividends
totalling RMB340.9 mn and lease rental payments totalling
RMB95.5 mn, and less net bank loan borrowings of RMB361.2 mn

- 2021 52022 3 340.9 . A
95.5

361.2 o



Healthy & Strong Cash Position

Total Cash and Bank Balance
m Bank Loans = Net Cash Balance
1,740.6
1,583.7
1,462.8
1,353.7 1,380.9
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2020.6.30 2020.12.31 2021.6.30 2021.12.31 2022.6.30

1,454.6

436.5

2022.12.31
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Business and Operational Review
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Sales Channel Management

Sales by region

mFY 2021 mFY 2022

1,400.7  (-5.3%)

781.1

554.7
472.2

295.6
290.5 2552

211.3

92.2

i 74.2

Eastern China Central &  South-Western North-Western Northern China North-Eastern

Southern China China China China

Store Count by Region
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Sales Channel Management (Con’t)

Optimised retail network:

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

« Optimised store network of smart casual collection and the store locations by moving
closer to first- and second-tier cities and approximately 50 stores has been optimised ~ Enhancing Inventory Management
during 2022

« Continued to promote the seventh-generation store image of the core collection, a total
of approximately 300 existing stores were renovated during the year

* Channel upgrade continued: 835 stores in shopping malls, accounting for about
32% of total store count and about 34% of the total retail floor space

* Inventory balance during the year approximated that of last year

* Inventory level of smart casual collection decreased continuously;
Distributor channel inventory of spring items of core collection
was at a higher level, while the rest were at a healthy level

L::1
it 1’!5 g
. : = . 2022 50 *
5 i E y % /| |
. 7 e 300 ES 2 R
. B 835 32%:
34%

735 - €7)) Total store count as at 31 December 2022: 2,644
Sub-distributors 2393 core collection stores: 251 smart casual collection stores

Direct-to-retail stores

Stores 251 Stores 11265 Stores 11128 2022 12 31 2,644

-12 2,393 251
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New Retail Business Development




Product Design, Development and Supply Chain Management

Adhere to the personality-themed and original designs of products

»  Proportion of originally designed products was maintained at about 75% among products sold
during the year

*  Proportion of these products utilising proprietary fabrics developed by the Group was around 50%

»  Precisely developed a machine-washable, quick-drying and water-repellent down jacket product

* The icy pineapple shirt is made of fabric independently developed by China Lilang and was
popular among consumers. There were successive rounds of quick replenishment orders even only
on online channels

|
. il B 75%
. ¥ 50%

Strong research and development
team
* About 350 members

i
- 350
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Marketing & Promotion

53

Launched a series of brand promotion activities

LILANZ

Continued cooperation with Han Han
and joined hands with Chinese
National Geographic in spring and
summer

‘E

In autumn and winter, the themed
commercial “Style all the way, Fast
or slow” was launched

5

Launched summer collection
of LESS IS MORE brand
ambassador Gao Hanyu

LESS IS MORE

Launched a virtual ambassador
Li Li to help promote the new
autumn and winter water-
repellent down in 2H 2022

L

R

~ LESS IS MOTE
LILANZ

Became the official menswear partner
of the new film “Only Fools Rush in”
of brand ambassador

Formed a co-branding partnership
with Chinese National Geography
magazine and artist Cao Yu (Leo).

a
Leo

LESS IS MORE has formed a co-
branding partnership with science
fiction “The Three-Body Universe” for
its shop image.

LESS ISMORE #

Demwen . L ANZ
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Outlook and Strategy
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Prudent & Flexible Operation Strategy

Continue to optimise store network and retail management

...............................................................................................................................

* Increase the number of shops in quality shopping centers
in provincial capitals and prefecture-level cities

..............................................................................................................................

Approximately 400

stores are scheduled to
undergo renovation of
the same kind in 2023

\ 2023 400

Operational Targets

e 2023 H

 Total number of stores for FY 2023:
Net increase of 100 stores

...............................................................................................................................

Add stores in outlets as a recurring channel for inventory
clearance

..............................................................................................................................

Smart casual collection

Continue store network and
display space enhancement
work in various regions by
stages

Over 100 shops planned to be
optimized in 2023

2023 100

* The total retail sales growth for FY 2023:
10% or more growth

2023 X

100

10% 20



New Retail

Cultivate the business model
of selling at online stores and
delivery to offline stores, and
introduce better service, to
provide more convenient and
considered shopping
experiences to customers

Other than being a channel of
the Group for inventory
clearance, online stores will
also become an important tool
for the Group to launch more
new products

Continued optimisation of the
proportion of new stock in e-
commerce products is
expected in 2023. Together
with precise online
promotions, the Group will
drive traffic and develop
customer loyalty, and thereby
promote growth in online
sales

Strive to achieve sustained
growth in the overall sales
from e-commerce business
during the year




Summary

China Lilang is determined to build a brand of quality menswear, through more direct contact with the consumer base and grasp
the needs of the middle class, in order to stand out after the epidemic and become the benchmark brand of menswear in China
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External challenges

Epidemic challenges over the past few years, reduced
footfall and market demand

the slowdown in China's economic growth

low competition in the market
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External

Pure distribution — 4 channels: distribution,
consignment model, direct retailing and e-
commerce.

More directly understanding and response to
consumer needs, reduced receivables and
enhanced cash flow
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External opportunities

The shift from an export- and investment-led economy to
a consumer-led economy, with the rise of the middle
class and increased demand for quality products

+
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Internal

Established of a creative and logistics park and the
upgrading of automated production

Stronger brand building, better inventory management
and logistics distribution, and stronger recruitment
difficulties
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DISCLAIMER

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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