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Revenue Up by 6.7% to RMB 1,491.1 mn

�f�•�Î�Ð 6.7%8#�ê"A�1 14.91�ï�s

Core collection stores have resumed normal operations with higher sales 
�W�K�U�R�X�J�K�R�X�W���U�D�W�H�����F�R�X�S�O�H�G���Z�L�W�K���W�K�H���S�U�L�F�H���L�Q�F�U�H�D�V�H���R�I���W�K�H���*�U�R�X�S�¶�V���S�U�R�G�X�F�W�Vin the 
second half of last year, its sales improved during the period, with a growth of a 
low single-digit
�k3+�G�p�9�ÇK*�’�=!“�hF�:U�¦��	w �^5t)· �È�Ð�:	ë�¤�;	z�¤ �×
ñ ���'�È
K0�^�¾�O�µ�9�p�i�´�ÈK0�^H�NÍ�…�Ç�~	…�}� �ÎK¯
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
E«�v�Ñ�ÇK*�O�µ
<�g�˜M’!“�h:U�J�È�DK0�^
A�­�¦ Eî8$�$Q� �^5t )·�È�…�Ç K0
�^ 	ü�}� �ÎK¯

Sales Channels Reform Completed; Push Forward Brand Strategy Upgrade 
$PFƒ�iM™�¼�@�È�ØF�
ñ(|�H+•	w4×���Œ

Net profit up 5.2% to RMB270.5 mn, gross profit margin was 51.8%, 
representing an increase of 3.1 percentage points YoY
�ð�Y#Ö�Î�Ð 5.2%8#�ê"A�1 2.705�ï�s�È"��Y)·�j 51.8%�È
<"��Î�Ð 3.1�Z,®�6&é

Pushed forward the Lilang �E�U�D�Q�G���V�W�U�D�W�H�J�\���X�S�J�U�D�G�H�����S�R�V�L�W�L�R�Q�H�G���L�W���W�K�H���³Lilang
�P�L�Q�L�P�D�O�L�V�W���P�H�Q�V�Z�H�D�U�´�����7�K�H���V�W�R�U�H���L�P�D�J�H���U�H�Q�R�Y�D�W�L�R�Q���S�U�R�M�H�F�W���K�D�V���U�H�V�X�P�H�G���L�W�V���S�D�F�H����
the Group accelerated the pace of using a new store image to display a more 
fashionable and younger brand
�ØF��YFþ
ñ(|�H+•	w4×���Œ�È�Ê�}�Ë�YFþ2Q34+g?
�Ì�Ä�Ç8F�’B‘?
����0;�Ö
Gý�.!•�@�È�Ð���Y+X�à�Ç8F�’B‘�…/j�$�r�J�Ã�$�¤EE
ñ(|�’B‘



Maintaining Stable Dividend Payout 
5$�10c�Ê#n�Ÿ"�)·
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�‡ Interim dividend�Ö HK13 cents per share and 

�‡ Special interim dividend�Ö HK5 cents per share 

�‡ �]�O6Ñ�Ÿ!ÿ6Ñ �Ö13$_�		ú

�‡ (©�[�]�O6Ñ�Ÿ!ÿ6Ñ�Ö 5$_�	

26

17 18 18 18

2019 2020 2021 2022 2023

Dividends per share

!ÿ6Ñ#n�Ÿ
�]�O6Ñ�Ÿ Interim Dividends �[�O6Ñ�Ÿ Final Dividends

34

44

57

(HK cents)

32
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Financial Review
财务表现回顾2



51.8%
48.7%

1,397.8
1,491.1

1H 2022 1H 2023

Revenue�f�• Gross Margin"��Y)·

(RMB mn)

�ƒ Revenue raised by 6.7% to RMB 1,491.1 mn

�ƒ Core collection revenue increased by 3.2%: 

�ƒ All core collection stores resumed normal operations with higher sales throughout rate

�ƒ Price increases were implemented in 2H2022, resulting in improved sales during the period

�ƒ Smart casual collection revenue increased by 21.5% :

�ƒ Smart casual collection stores also operated normally with higher sale throughout rate during 

the period and recorded double-digit sales growth

�ƒ �f�•�ÎK¯ 6.7%8#�ê"A�1 14.91�ï �s
�ƒ �k3+�G�f�•�ÎK¯ 3.2%:

�ƒ �k3+�G�p�9�ÇK*�’�=!“�hF�:U �¦��	w �^5t)·
�ƒ 	ë�¤�;	z�¤F�>|���'�È�¦K0�^�¾�O�µ�9�p�i�´�Ä

�ƒ E«�v�Ñ3+�G�f�•�ÎK¯ 21.5%:

�ƒ E«�v�Ñ�ÇK*�O�µ
<�g�˜M’!“�h:U�J�È�DK0�^
A�­ �¦��	w �^5t)· �È�…�ÇK0�^	ü�}� �ÎK¯

�ƒ GP margin was 51.8%, an increase of 3.1p.p. YoY

�ƒ Sales proportion of the smart casual collection with higher gross profit margin showed 

increased
�ƒ Price increases were mainly implemented in the 2H of last year, resulting in higher YoY sales 

unit prices in the 1H of this year.

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

inventory

�ƒ "��Y)· �j 51.8%�È
<"� �ÎK¯ 3.1�Z,®�6&é
�ƒ "��Y)·E³Q�,´E«�v�Ñ�J�ÑK0�^	•"���Q�
�ƒ 	ë�¤���'�k?±
X�;	z�¤�0�û�È
�!”�ú�¤�:	z�¤
<"�K0�^	…�'E³Q�
�ƒ 
�$5*6E÷�“�Ã�ˆ�È�Ã�ˆ���7
����ê"A�1 5,970�7�s
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Gross Margin "��Y)·

Revenue �f�•

6.7%

Revenue andGross Margin 
�f�•	ú"��Y)·



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

�ƒ 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

�ƒ >|�o�0�_�j�ê"A�1 7,340�7�s�È	•K0�^"��ÿ
�A8#4.9%

�ƒ �O�µCi+X�ÿ�A�k?±+a�¾Fn�O�Ä�f�@!n�W�u
�ÿ�A��	úL¿-p+Û�õE÷	ë�È�¿�•,´E-�v�Ñ8�
:U�Ç� -��W�u�ÿ�A�È
�6<�,8$�Ä�f�@!n	ú
�¯+X�sCt�×���7
����p8$ 8

(RMB mn)

Administrative Expenses
>|�o�0�_

Selling and Distribution Expenses 
K0�^	ú�6K0 �0�_

(RMB mn)

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

K0�^	ú�6K0�0�_�W�u�Î�Ð�ê"A�1 8,220�7�s8#
�ê"A�1 3.984�ï �s�Ö

A. �¯
z	ú>õ��Ci+X	•�f�• 13.6%�ÈE³2022�¤
�Î�Ð 8,480�78#2.027�ï �s �Ä�k?±
��j 2022

�¤�:	z�¤,´�¯
z
¼>õ��AÑ�B�ØF��` 2022�¤
�;	z�¤
¼ 2023�¤�:	z�¤

B. �¦��K0�^	ú�6K0�0�_Ci+X	•�f�• 3.5%�È
�k?±	5����CtCi+X

C. E«�v�Ñ8�:U�ÇCi+X	ú+e�v�£
 Ci	•�k�f�•
4Ö9.8%�È�;L} 420�7�s8# 1.42�ï �s

117.9

202.7

51.7

53.3

146.6 

142.4 

1H2022 1H2023

A B C

84.9 73.4

6.1%

4.9%

SD & A Expenses 
K0�^�Ã�6K0	ú>|�o�0�_



681.3
772.6

1H 2022 1H 2023

9

�ƒ The GP margin was about 51.8%, up by 3.1 p.p. YoY

�ƒ Sales proportion of the smart casual business with 

higher gross profit margin increased

�ƒ there has been a writeback for part of the inventory 

provision due to the decrease in off-season inventory.

�ƒ "��Y)·
<"��Î�Ð 3.1�Z,®�6&é8#4Ö51.8%

�ƒ "��Y)·E³Q�,´E«�v�Ñ�J�ÑK0�^	•"���Q�
�ƒ F~�“�Û�ˆ$K�A�ÈG��6�Û�ˆ�Õ�É�Ç��
��Õ

�ƒ Profit from operations increased by 3.9% to 

RMB 305.4 million

�ƒ Operating profit margin decreased by 0.5 p.p to 

20.5%

�ƒ the selling and distribution expenses increased at 

a larger extent than the gross profit.

�ƒ 4ÿ:U�Y#Ö�Î�Ð 3.9%8#�ê"A�1 3.054�ï�s
�ƒ 4ÿ:U�Y#Ö)·�;L} 0.5�Z,®�6&é8#20.5%

�ƒ K0�^	ú�6K0�0�_	w�u�W�¾"��Y	w�u

�ƒ Net profit was RMB 270.5 million, an 

increase of 5.2%

�ƒ Net profit margin decreased by 0.3 p.p.to

18.1%

�ƒ �Y#Ö�j�ê"A�1 2.705�ï �s�È�:	w 5.2%

�ƒ �ð�Y#Ö)·�;L} 0.3�Z,®�6&é8#18.1%

Operating Profit & Margin
4ÿ:U�Y#Ö	ú4ÿ:U�Y#Ö)·

Net Profit & Margin
�ð�Y#Ö	ú�ð�Y#Ö)·

(RMB mn) (RMB mn) (RMB mn)

48.7%

Gross Profit & Margin
"��Y	ú"��Y)·

51.8%

293.9 305.4

1H 2022 1H 2023

20.5%21.0%

257.0 270.5 

1H 2022 1H 2023

18.4% 18.1%

Profit & Margin 
,ø�Y	ú�Y#Ö)·
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�ƒ Turnover days reduced as a result of more 

long outstanding receivables were collected 

during the period and sales proportion of 

smart casual collection increase.

�ƒ As at 30 June 2023, a provision of RMB14.0 

million was made

�ƒ +a�¾Fn�O�Ä�f!nN©
��f�Î�Ð�È�Ð�:E«�v�Ñ
K0�^	•"���Q� �È
˜Eœ�Y� �ÿ�A�Ä

�ƒ �¾2023�¤ 6�8�Å�È���7H�NÍ4Ö�j�ê"A�1
1,400�7�s

�ƒ Inventory balance decreased by RMB92.3 million to 

RMB792.8 million. The decrease was mainly 

attributable to improvement in efficiency of 

inventory management and successful clearance of 

off-season inventory. Inventory turnover days is 

similar to that of June 2022

�ƒ As at 30 June 2023, a provision of RMB55.8 million 

was made

�ƒ �ˆCW5��‰�ÿ�A�ê"A�1 9230�7�s8#�ê"A�1 7.93�ï�s�Ä
�k?±
��j�Ã�ˆ1Ñ*6�x)·��	w	ú�@�Ï$5*6E÷�“�Ã�ˆ�Ä

˜Eœ�Y� �> 2022�¤ 6�8-(9�

�ƒ �¾2023�¤ 6�8 30���"AÑ���Ã�ˆ���7�ê"A �1 5,580�7
�s

�ƒ The increase is mainly because of increase in 

usage in trade bills which will be settled in 

later stage

�ƒ �k?±+a�¾�Î�Ð�¯+X�6�¾E³
>Lf!å5�1Ç,´Ch
�C/˜�ž+XGÿ�Î�Ð

69 57 54 54 51

1H 2021 FY 2021 1H 2022 FY2022 1H 2023

Average Trade 
Receivables Turnover Days 
�£
w�Ä�fCh�C CV!n
˜Eœ�Y� 

(Days)

208

145

217 195 211

1H 2021 FY 2021 1H 2022 FY2022 1H2023

Average Inventory
Turnover Days

�£
w�ˆCW
˜Eœ�Y� 
(Days)

93 79 91
111

140

1H 2021 FY 2021 1H 2022 FY2022 1H 2023

Average Trade
Payables Turnover Days

�£
w�Ä��Ch�CCV!n
˜Eœ�Y� 
(Days)

Working Capital Cycle 
:UF�CtH�
˜Eœ�Y� 



RMB mn �ê"A�1,®�7�s 1H 2023

Net cash generated from operating activities
4ÿ:U#k�Ø)àH�#q�•

598.6

Net cash used in investing activities 
�ÅCt#k�Ø)àH�#q�*

(1,045.8)

Net cash generated from financing activities
=½Ct#k�Ø)àH�#q�•

422.9

Net decrease in cash and cash equivalents
)àH�	ú)àH�1y�'(™ �ÿ�A �ðNÍ

�Ä24.3�Å

Cash and cash equivalents as at 1 Jan 

�¾1�8 1��)àH�	ú)àH�1y�'(™
960.1

Effect of foreign exchange rate changes

�F�1"w)·
��Ø,´�¡
ý
0.4

Cash and cash equivalents at 30 Jun
�¾6�8 30�� )àH�	ú)àH�1y�'(™

936.3

�ƒ Placing of pledged deposits and time deposit totalling RMB1,009.0 

million.

�ƒ �ˆ�n�å�ì�ˆ!n
¼�Ê�O�ˆ!n
8�¡�ê"A�1 10.09�ï �s�Ä

�ƒ The major reconciling items with net profit for the period :

�ƒ Decreased trade receivables

�ƒ the collection of overdue accounts receivables improved

�ƒ �>�OL$�ð�Y#Ö�k?±B38²N©-��Ö
�ƒ �Ä�fCh�CCV!n�ÿ�A
�ƒ �f
�Fn�O�Ä�f�@!n,´�õ�å�9�p�i�´

Operating cash inflows 4ÿ:U)àH�#q�•

�ƒ Net bank loan borrowings of RMB632.5 mn, payments of 2022 final 

dividends totalling RMB148.6 mn and lease rental payments totalling

RMB53.5 mn

�ƒ K&>|Cg!n�ð�O�•NÍ�ê"A�1 6.325�ï �s�È �_�� 2022�[�O6Ñ�Ÿ�¡�ê"A
�1 1.486�ï �s �È��	ú0�Cq��!n�¡�ê"A�1 5,350�7�s

Investing cash outflows �ÅCt)àH�#q�*

Financing cash inflows =½Ct)àH�#q�•

11

Cash Flows 
)àH�#qGÿ
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(RMB mn)

273.8

72.6

646.7

436.5

1072.4

1,462.8 

1,740.6 

1,353.7 

1,499.0 
1,380.9 

1,454.8 

1,823.7 

2020.6.30 2020.12.31 2021.6.30 2021.12.31 2022.6.30 2022.12.31 2023.6.30

Total Cash and Bank Balance
K&>|	ú)àH�5��‰
Bank Loans

K&>|Cg!n
Net Cash Balance

�ð)àH�5��‰
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Healthy & Strong Cash Position 
0c�•,´)àH�"d�£
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Business and 
Operational Review
业务及营运回顾
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633.2

346.9

213.2

147.7

112.6

37.5

568.0

347.1

208.0

142.0

97.8

34.9

Eastern China 

	~�L
Central & 

Southern China 

�]	‡

South- Western 

China

?¯	‡

North- Western 

China 

?¯	G

Northern China 

	~	G
North- Eastern 

China

�L	G

Sales by region 
4	j Hç�^

1H2023 1H 2022
14

Store Count by Region 
4	j�ÇK*� -�

(RMB mn)

(-0.1%)

(2.5%)

(4.0%)

(15.1%)

(7.5%)

(11.5%)

2023-1-1

Open 

�0�Ç
Close 

�£�Ç 2023-6-30

Eastern China 

	~�L 744 34 34 744

Central and Southern China 

�]	‡ 715 21 32 704

South-Western China 

?¯	‡ 502 14 15 501

North-Western China 

?¯	G 280 21 5 296

Northern China 

	~	G 252 21 14 259

North-Eastern China 

�L	G 151 3 12 142

Total �k�  2,644 114 112 2,646

Total Retail Floor Space 

�k�ÇK*M’0�
(sqm �£�é2£ )

403,703 410,231
(1.6%)

Sales Channel Management 
d¨$Ö=È_ûKIC®



Enhancing Inventory Management:
�‡ Inventory balance decreased during the period, with particularly notable reductions

in off-season inventory, mainly attributable to the additional outlet stores opened

and the setup of online retail channel as the default channel for inventory clearance

�‡ Inventory turnover efficiency





�j�W.D
�
�LO
�‡ 4Ö350�ê

Strong research and development 
team
�‡ About 350 members

17

Adhere to the personality-



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

�k3+�G1\�3���ÇK*�’B‘>õ��
���ŒLv5��Ø�¯8#)à�9L��Ç�È�O�µ�¼
�@156�æ�ÇK*,´�ÇK*>õ��
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Famous artist Kido Gao has 
became the brand ambassador 
to interpret the
simple menswear design 
phoilosphyof Lilang

�ƒ4Ò8ª�êQ�&J�·�*�+
ñ(|�W�¯�È
%D4þ�YFþ1°4Ö+g>õAîAÑ�"�–

�/�L�O�D�Q�J�¶�Vwashable polo shirts, which 
actors Yihong Duan, Raymond Lam 
Fung, Guanying Peng, and Hao Qin 
wore during the story-based
video shooting for magazines

%D
ˆ!å�…�¿�Ã�Ç���Ã�•�Ð9!�Ã0��:�I
�6�[DÛ0¯�YFþ6@#GPolo>›�Þ-(�r��,´
�u�»�O�W(w

Marketing & Promotion
$iAôKIC®#r+K�È



Outlook and Strategy
前景及策略4
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Operational Targets
4ÿ:U-��7

�‡ Total number of stores for 2H2023:
Net increase of 100 stores     

�‡ 2023�¤�;	z�¤�Î�Ð4Ö 100�æ�ÇK* �‡ 2023�¤�˜�¤�kM&�^H�NÍ�ÎK¯�Ö
10%

�‡ The total retail sales growth for FY2023:
10%

�‡ A series of brand promotion activities 
launched

�‡ Launched of redesigned logo �Ë�YFþ
LILANZ�Ì

�‡ F��b 
ñ(|�Ø�¯#k�Ø
�‡ �Ø�*�à �v�í �Ë�YFþLILANZ�Ì

Prudent & Flexible Operation Strategy 
* 0MO�?t<:EƒMÎS$JUDd



Prudent & Flexible Operation Strategy(�&�R�Q�¶�W)
* 0MO�?t<:EƒMÎS$JUDdo�Mìo�
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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

�‡ Will launch quality and iconic items online before the 
Double 11 e-commerce Shopping Festival

�‡ �&�X�O�W�L�Y�D�W�H���F�R�Q�V�X�P�H�U�V�¶���O�R�\�D�O�W�\���D�Q�G���L�Q�F�U�H�D�V�H���J�U�R�V�V���S�U�R�I�L�W��
margins, and provide another growth point for annual results

�‡ Drive sales growth through e-commerce live streaming on 
TikTok

�àM&�^

�‡ 5�5��Ø�Ø+e�v�È�¦��5•�Ç�jLö
��Ø�*�à�×
ñ,´�¦�]�0�Z
Gý?±�£
 

�‡ �¾�;	z�¤�È5•�Ç�6�Ø�*�$�J+e�v(©�[(x�×
ñ
�‡ 
X	ü 11+e�v8²�}�È�½
X5•�:�Ø�*)�(©,´�±8$	…
ñ
�‡ �)�«#¸Ci65,´��B
�Ö�È��Q�"��Y)·�È�j�˜�¤�J5����Ë
�

�0�Z�ÎK¯&é
�‡ F?E÷�ÆN#-$�Ý�VCWP¡�ØK0�^�ÎK¯

Retail Management and Brand Promotion
�‡ Enhance the Lilang Member Programme by 
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Open Forum
答问时间5
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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 �³�&�R�P�S�D�Q�\�´��. 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 �&�R�P�S�D�Q�\�¶�Vcurrent 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 �&�R�P�S�D�Q�\�¶�Vassumptions 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.

DISCLAIMER 
�}CS� �>


