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Strategic Transformation Drives Sustainable Growth

A e BB I S K

Revenue up by 3.0% to RMB 3,650 mn » recorded the Profit Attributable to Equity Shareholders of RMB 460.8 mn » with a gross
profit margin of 47.7%

A :3.0%Z A RT136.5(Z7T, AR S AN R/ A RM4.611Z7T » BHIFAT.7%

Smart Casual realized a revenue growth of 27.2%, continuing the positive momentum from 2023

S5 R IREEN RS 27 290K » B = FHRFHL

Recovered distribution rights from the distributors of North-Eastern China and Jiangsu Province, and first implemented the DTC(direct-to-
consumer) model for core collection. The operating performance of the new business model appears positive.

HRILRII R EHEEE 2N - BARGRTERSINEERENFE (DTC) B » I EREANERB LR

New retail sales recorded a rapid growth of 24%, reflecting the Group’s successful efforts in strengthening Tik-tok and other e-commerce
platforms development, as well as the addition of new platforms including ""Pinduoduo' and ""POIZON", to enrich the coverage of e-commerce
platforms, which have yielded desirable outcomes.

MEEHETLR24%NREEK - K3 T RENGRAERZFNHEAL B FEERIE « Fi¥EEHS S MEYENFFEAFE B PFE R R
MY LIEAG 7 BT .

Continued to proactively explore new and diversified marketing approaches, through initiatives such as brand strategy upgrades,
celebrity endorsements and digital marketing efforts, outperforming peers

AWBUBRRZ TTERF IR - BRI - REA ~ S LEHSSHERE - SHIETRMLRB
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Maintaining Stable Dividend Payout

RS E RS EER

Dividends per share
FRIR S
A% S Final Dividends

e 1A S Interim Dividends

Ji% H. 2 (%) Dividend Payout Ratio (%)

. 74 74 73
36

34 39 30

16 14 18 12

2021 2022 2023 2024
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Final dividend HK9 cents per share and
special final dividend HK3 cents per
share to be distributed

Total dividends for 2024 amounted to
HK30 cents per share

Dividend payout ratio reached 73.1%

Total dividend declared since IPO:
HK$7.3 Billion. Total dividend per share
since IPO: HK$6.1

TRA AT BB OB S Ry Al AR
S S HRAL

2024 FE 3R B 3054
B B EE#RIRF73.1%
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Revenue and Gross Margin

WA B EFZR

Revenue increased by 3.0% YoY to RMB 3,650.0 mn

Smart casual collection revenue grew by 27.2%,
driven by strong expansion in outlets and effective
live-streaming sales on Tik-tok

Core collection revenue dropped by 3.0%,
primarily due to the buybacks of distributor
operations in Northeast and Jiangsu regions,
transitioning to a DTC model, which led to a
decline in distributor sales. The Group paid one-off
compensation to former distributors, the amount of
which was directly deducted from sales revenue

FREWARIEEHK 3.0% - K AR 3,650.05 /57T

RS2 e m T ARSI R A 5 SR EE DA
K rE B ST B8Rl EWOE K 27.2%

FZ2FIEWTER3.0% » EEBERER T4ERILE
TRALR TR X o 4 i Y o B A - 15 1 DT CES
A SRS E TR - EEFEEIE
PGS — M E S o I B B AR
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48.2%

Gross profit margin was 47.7%, decreased
by 0.5 p.p. YoY

(RMB mn)

3,543.8

47.7%

3,650.0

3.0%

FY 2023

mmm Revenuellit A

FY 2024
Gross MarginEF| %

The decrease in gross profit margin was
primarily due to one-off compensation
payments to distributors and a decrease
in the reversal of inventory provisions

The reversal of inventory provisions
decreased by RMB 31.42 mn in 2024
compared to 2023, further increasing the
cost of sales

BHEA47.7% > FEEETREOSMED R

BT FE Z BN R S —
RUEMEE > DURAF TR EIRR
AT
20247 S P (A1 2023 5 b
NEM 3,142)57T » dt—DH I 1
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SD & A Expenses
HE ~ THETEHXX

Administrative Expenses

Selling and Distribution Expenses TBUT X
BEEE T AT S Selling and distribution expenses totaled 1,058.9 (RMB mn)
(RMB mn) mn, an increase of 101.6 mn from 2023:
A B C A. Advertising and renovation expenses

accounted for 13.1% of revenue, a decrease
of 38.2 mn to 483.2 mn compared to 2023

2201 | B. Expenses of direct retail stores and online
stores increased by 67.8 mn to 355.6 mn,

feet representing 9.7% of revenue
C. Other selling and distribution expenses
increased by 72.0 mn to 220.1 mn,
2878 355.6 | accounting for 6.0% of total revenue FY 2023 FY 2024
B SO SR, 058.9H /5 2202344
hn101.6 5 /5 -
A TR RAEERR U AL3.0% o BR20234F ——
i/ 138.2 )3 £483.2H /57T Administrative expenses were RMB188.2 mn,
- g with an expenses-to-sales ratio of 5.2%
B. EHEJENMHEBEZTHGUCASTY% - B : o :
beld 483.2 6785 TE 355.6%%77: : The increase is primarily due to higher employee
| C. HMLAIE RS I L RIIT2 05 s SAIAIEs and bonuses
22015 /77T 0 5T A6.0%
TR 2 ARM188.25 A7t » HEELER
£5.2%
FY 2023 FY 2024

BN E T 0 L LB R
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Profit & Margin

F R AR

Gross Profit & Margin Operating Profit & Margin

== B R BAR LEFNHERLEFNER

48.2%
T 477%
17.2%
1,706.8 e — 15.1%
. 610.6 550 5
* 3

FY 2023 FY 2024 FY 2023 FY 2024
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Profit Attributable to
Equity Shareholders &

Margin

FREAR N o5 RIS B AR =R
15.0% \

12.6%

530.4

o

FY 2023 FY 2024

461.1




Working Capital Cycle
EERERERE

Average Trade
Receivables Turnover Days

RESIVL LS E LTS

1H 2022 FY 2022 1H 2023 FY 2023 1H 2024 FY 2024

Turnover days reduced as a result of increase
in sales proportion of direct retail sales
during the year

JEE KRB/ T TR N E S H R
EERBIE I
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Average Inventory
Turnover Days

S IR R R
(Days)
2T 195 211 o0 189 183
—

1H 2022 FY2022 1H 2023 FY2023 1H 2024 FY 2024

The increase of average inventory turnover days is
mainly due increase in proportion of sales in direct
retail and consignment during the year. Besides, sales

of winter collection decreased because of warm winter

effect in late 2024.

Total inventory balance increased by RMB261.2 mn
As at 31 December 2024, total provision of RMB49.0
mn was made in accordance with the Group’s
inventory provision policy

SPIEF T F‘%’%%ﬂﬁ&?ﬁigﬁ?fﬁlﬁlﬁ#&ﬁ
HAVEHELEAIEID - LAt - 22024 RAIR L5
N - ZZZFIHEFRT ME
BEFREREMART261.2H /57T
20245212 A 31 H EZ IS Z 7 ST S BUR(E
ik E A KRM49.05 57T

Average Trade
Payables Turnover Days

T35 LA B 5 T K B R B

1H 2022 FY 2022 1H 2023 FY 2023 1H 2024 FY 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
Trade and bills payables balance increased
by RMB185.0 mn during the year to
RMB914.9 mn

NS5 2 ek o e R &S i F TR
M B Z R B S A E A

B N NS A SRR R SR B A S T
ANERM185.05 St 2 ARM914.95 57T
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Cash Flows

PWemME

RMBmn ARTEBHZAL

Net cash generated from operating activities

ZEFHAERA

Net cash used in investing activities

BRENH SR

Net cash used in financing activities

BB S SIS

FY 2024 Operating cash inflows 24E Bl <0 A

»

= The major reconciling items with net profit for the year :

527.3 = Increased inventories by RMB261.2 mn and increased trade
and other receivables by RMB94.8 mn

= Depreciation expense of RMB250.8 mn

Net decrease in cash and cash equivalents

W& RIEFN YR 35

Cash and cash equivalents as at 1 Jan
TIHLIHI & LIS

Effect of foreign exchange rate changes

A TR AR B ) 5

(306.3)
= SERAFNE EERETIOE ¢
 fFETRE AN AR 252.6 5 5 7T M N USRS R LA R Ui
(471.6) AIE NI A RT94.85 7T
= PrIHHAZ AKRT250.8H 7T
(250.6) Investing cash outflows & 55 Bl
_ = CAPEX of RMB112.8 mn, time deposit of RMB207.2 mn, and less
interest income of RMB19.5 mn
1,077.2
" PAITSEARM28EH ST  (FRUEFRARM207.25 57T
03 HUBA U AN RT19.58 /57T

Cash and cash equivalents at 31 Dec

F12H31HH & KR EEMY

Financing cash inflows gl %5 514 57

827.0 = Payments of 2023 final dividends and 2024 interim dividends
totalling RMB390.2 mn and lease rental payments totalling

F1B0 LESS IS MOTE

RMB109.8 mn, and less net bank loan borrowings of RMB20.2 mn

" SZY2023K AR E K 2024 ke S I ARM390.25 57T © Lk
*ﬂﬁfg ;j{%/\ﬁﬁlowﬁﬁﬁ BT OGS PRI R
20.2 JT
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Healthy & Strong Cash Position

TRV BLE/KF

1,380.9

646.7

No outstanding bank loans

TEARATBEK

2022.6.30

F1B0 LESS IS MOTE

Total Cash and Bank Balance

45— =+
RITRIMELER
Bank Loans m Net Cash Balance
BITREA A EER
1,996.1 19381
1,823.7
1,454.8
10724 1,143.2 11374
436.5
2022.12.31 2023.6.30 2023.12.31 2024.6.30

1,972.2

1185.3

20241231
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3. Operational Review
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Sales By Collection
ol 2SI BRI

Sales by collection % 2514 &

mFY2023 = FY2024
(-3.00%)
284110 % 756,40
(+27.2%)
893.6
702.7

Core collection

E Nl

Smart casual collection

TS

% of revenue by collection & &% & H.

FY2023

Smart
casual
LR

19.80%

Core
collection

ERS
80.20%

FIBO LESS IS MOTE

FY2024

Smart

casual
SR
24.50%

Core
collection
F£71
75.50%

“HG RS RIEROREE

T RFLilanzENL “FAERE” , D=, UL ELTH30-50% 5+ 8, W2 AL

BENGINEERERT PR

2TI5LESS IS MORESEN “FHFHERSE” , L—. L RATFmT20-40% 5B+ 3%,
it A2 L 7 4530 B 1 ) 1 R

SEWN, FEERT SR E U SR T DL R B B R 1) B Rk, B AIE N
WK27.2%; T RH)FE BT EF T4 AR AR BRI 75 VU4 K085 7 1 20 8 AL, #5LA
DTCH AL E, MFERIUE RS A ME S, FFEEMNEERNINR, SRR
#£3.0%

T RIEHEATDTCHA TG = R AR TNk i R S5 T 9 H I &R o SR BITHTF DTCHRE U 4 45
BER A AR, R = AT AR R B

“Single Brand, Dual Collection” Strategy Achieves Remarkable Results

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 from the strong increase in average sales of single
store and the significant results in new retail channels, leading to a remarkable 27.2% increase in
turnover. Meanwhile, The core collection recorded a slight decrease of 3.0%, mainly due to the
Group’s recovery of distribution rights in the three provinces of the North-Eastern China and
Jiangsu Province and the transition to DTC model for operation, and the compensation is paid to
former distributors in the four provinces, with the amount directly deducted from sales revenue.

After the shift to a DTC model, the core collection will focus on enhancing connections with
customers. The Group expects a positive sales impact of this model to become evident starting
from 2025.

14



Sales Channel Management

Sales by region & X #4& Store Count by Region %X JE4%t H
1563.9 2024-  Opened  Closed 2024-
1522.6 mFY 2023 mFY 2024
(RMB mn) 1-1 )5 xJ)E 12-31
Eastern China
774 178 163 789
7R
Central and Southern
China 721 131 127 725
e
809.8 829.0 South-Western China 491 79 75 488
[iicE]
North-Western China
1 4 2
FE L 310 9 39 320
4996 4954 Northern China
or
3559 3880 14s o 267 75 32 310
273.4
North-Eastern China
132 2 2 141
%k 3 9 0
82.4
265 Total X% 2,665 534 456 2,773

Total Retail Floor 429,543 460,205

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

. . . . Space (+7.1%)
dd=yin Southern China China China =5y China
1 it il [ 71k &5 AR

(sam ~FJ5K)
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Sales Channel Management (Con’t)

HERETH (8

The break down of the stores by types ~ Core collection ~ Smart casual collection
R F &5 B 55

Channel Transformation, Streamlining Sales Channel Structure

RIEHR BRI

Street stores
T 1,415 (-14 1 1,430 (-14
i 5 (-14) 5(0) 30 (-14)

* Introduced the DTC model by implementing such model for the “LILANZ” Sy (L e e el ol e

core collection in the North-Eastern China and Jiangsu Province, replacing stores 764 (+61) 272 (+19) 1,036 (+80)
the previous business model operated by distributors VAT 23 I BRI
» Enhances the store operation efficiency and product management capabilities Shop-i :
o - i p-in-shops in department stores
of the LILANZ core collection in the region. With the help of the Group’s | iiaa 272 (+11) 35 (+1) 307 (+12)

advanced digital operation system and the full-chain value integration

| 52 2,451 (+58 322 (+20 2,773 (+78
advantages from production to retail, it will better leverage the Group’s - Total B% . . (T )_ . _(+ ) S )
competitive advantages + Continued to consolidate and optimize its nationwide sales network, while
« 203 stores under DTC model opening stores concentrated in premium shopping malls with prime
locations
o ZEHEICHIX BT A 2T TLILANZE &%) | [DTCIE R, Bty * Opened 26 net outlet stores, focusing on selling current-season products
FH— AR LS R that remained unsold in other retail stores. E-commerce platforms were
o IR [LILANZE 271 | 2% X 5T E S8R 515 S sas y, (& utilized as a crucial channel for inventory clearance
st BT E B iR RMANE T 2 REN SN ERR AT, FHK . . e
AT E S S SRR R o DU A A VI B B R4, LGSR i P 1 DB AL T B
. DTCHER [ ]JE 2035 o EIT260H B SRETE, AHE AR TR I SEE R, AR

T G AF TR R A R B 2R TE

HEJE Total store count as at 31 Dec 2024:

Self-operated stores

Stores 1) 3 8 2 Stores ['1f& Stores 15 T2024F12 A 31H & B2 2 y 7 7 3




New Retail Business Development

MEEVFRRE

Brand-new Sales Strategy

A3 B A

o E-commerce platforms have been
transformed from an inventory clearance
channel to a retail sales channel mainly
for new products

o Increased input strength toward Tiktok
and traditional e-commerce platforms

o During the year, e-commerce achieved
24% growth, outperforming the overall
business

o BT L CMEIEEY, &
N BB 1 % A

o MIHCHERE RS T GBI

o 4 PR HL R STHLAR T e 1 2408 K

FIBN LESS IS MOTE

Live Streaming Delivers Strong

Performance

=R/ G e

O

Continued to promote Iive-streaminﬂ
sales by delivering high-qualit?/, highly
interactive content on online platforms
Intensified efforts to develop its e-
commerce business by further covering
more platforms including
“Pinduoduo”and “POIZON”

1R R L%, TR & R
. BRI
BRI REAT R %, B eSS [
221 R [ fEWETE

System Upgrade and Optimization
RGETHFAAM

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

Invested in intelligent workshops and a
smart warehouse and logistics
distribution system, which improved the
Group’s ability to fill orders quickly

SETIEEEE AL, LA T

S ) Totibont 5 Bk S 3 5

IR VRS, 12 2 e

I

BT A I S
=

‘ REAL G AP B IE
AR, TR AN FLRE )
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Driven by Breakthroughs in Product Design and Development, the Sales of Down Jacket Increased by 41%

FEEm BT RIT R R, SRR S K41%

| CHENPENG

The Group's newly introduced: “Fearless of Wet
and Cold, Water-Resistant and Warmer” Water-

Repellent Down 3.0. It uses Hoplion Downtek
PFC Free™, referred to as the “International Top

Water-Repellent Down”, a non-fluorinated,
ultrastrong water-repellent down. It achieved an
excellent result of over 10,000 minutes in the
IDFL Shake Test

LR FHEL “TCHIEY, HEKELRE” 1B
KP83.0, KRHMA “ B IGAE KPS
2 FRI-E BEDowntek PFC free ™3RSR R RIE
IKEk, TEIDFLERE 7 ik B S i i 10,0007
BRI 7 i
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HIBERiER (WRCA) BAETAR ™

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

HEHSMARTHS e K410 PE R, I
] 1) RS 5 FEL ) i 2 3 2, RIS
PR B4 o s, sl Z AR

Bk e OBAR 5 ¢ B0 BEREN BIEA NEE
EETETEE PR TELT RN S SRR ER EIETE LS

H9E Aot

WRCARLEREFIAIE®
R L

The Group launched its first original durable  B5EFRFA BR 24T

white non-iron shirts with two patented SHECERIRARE SR SN
SHREFUEWRCA B RINER: "BRBABRTNE

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

L BIFE A A A 42, R WU
A AT RE A, 30HLEEE KR £
DP3.54 ) 4.2 S 150+ 118 = 1 EEAA

Adhering to the brand philosophy of
“Simplicity but not Simple”,
continued to provide consumers with
high-quality products with value
through the implementation of the
“Simplified Design, Excellent
Quality” strategy

BV R EORN R PTG e
B s [ R8Tt e 5
(RIS, i 2 & 4 ALt B A 4y
R




Marketing & Promotion
R & B

2024 RTV (AR EUFSEMREF
Partnered with National Geographic China to launch the

“Follow The Silk Road to Paris” IP collaboration. The
Collaborated with variet‘y show Call Me by Fire 4 for the third time initiative featured sports champions and actor wearing
HE2Z (PIHa) B =E A Lilang’s SMART Elite Collection suits, further elaborating
on the brand connotation of “New Business Aesthetics”

5 EEZRMEEERM (15 28BER ] MIPEE
2, BIEHE i E SR mA N5 FE R EESMART
RV, @8 [HmssEY] BN

Invited renowned celebrities to wear the Lilang LESS IS MORE collection and host
brand meet-and-greet events in Jinan, Guiyang, Xuzhou, Zhengzhou and Nanchang.
These events showcased a new paradigm for young business professionals, enhanced
the Group’s penetration in the regional markets, and strengthened consumer
awareness of the China Lilang brand

WiE AN 4% B A B B FIRELESS IS MORE R FIMREE, 7EH RS S1FH. 4RI FBIM.
F B 22 LI &, EEFER S He, HESIEREXETSIEE,
#i80 LESS IS MOTE  [ERETHNER e Pl N ESPRI N Wi eyeb e 212013
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§ Tty ¥

e YRIE 2

The sponsored fashion short film "Best
Wishes™ conveys China Lilang's brand
philosophy of "Simplicity but not
Simple™ and its brand mission of
"Creating a Better Life”

e W HS i IS R CAERTAE, (Al
SN AR BN BE <] LA a7 B i T
5 <R IE S I AT R i R R
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Prudent & Flexible Operation Strategy
B R AR SRVERY 4278 SRR

Continued the Implementation of

Growing Momentum of Smart
Casual Collection

Strategic Layout and

Channel Reform Development of Sales network

RELEIRTE BHERED LRI BRI AT R R 2 R B P 4%
o The “LILANZ” core collection would o LESS IS MORE smart casual

continue the implementation of channel
reform

By effectively utilizing the successful
implementation of the DTC model for the
first time in 2024, the Group would
enhance the connection between brands
and consumers with a more effective way

Potential of the DTC model expected to be
further unlocked and contribute to sales

collection will increase investment in
product research and development to
enhance the quality and design of the
products.

Developin(?fproducts with high
quality and functionality

Further strengthen the brand's
differentiated advantages and
continue the positive development
momentum.

Net increase of
100 stores in FY225

Including enhancing the
scale of store openings in
outlets

Flexibly to enhance
overall store performance

growth from Year 2025 o LW 100K [1)E
L ZF [FIMLILANZ | 2 ELEimibf o LESS IS MORE i 55 JlIK ™ i o BRI AT
G BRI, =TT B s S st 5 RS
E20DAF M UHEITDTCHIN, B | o FREZHEEALADEIEOT S | o FNSUIETIER

JIN 58 it B VH B 22 TR (R B A&
SHEEDTCHL 7 /1Rt 20255 S 1 —
BRI A BB AE DTk
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Actively Develop New Retail Strategies to Achieve Faster Growth.

Rk @ Z ERig IS E PRI K

o Increase the proportion of new
products sold online to 80%

o Intensify online promotion efforts,
continue to use popular social media
platforms such as Douyin, and deeply
reach consumers across the country
through live broadcasts and other
methods to drive sales growth

o New retail business to achieve a
growth of 15% or above in 2025

o WENITE LAY E ¥ ML EE Z280%
o NIKRAFLEHE JIRE » 4R HRRS
LN TR G o T
TR R A R EDYTE
SR b
‘ o B H FriE T 2025452
8 15%%k DL A K

F1B0 LESS IS MOTE
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“Multibrands and Internationalization” Development Strategy Starts This Year

"X ~ B b RRERFE)

o “MUNSINGWEAR* expected to start online sales in the first half of 2025, while
the first physical store will be opened in the second half of 2025

o Lilang officially entered the international market this year and is expected to
open the first store in Malaysia in the first half of 2025

o I% P/I_UNSINGWEARJ TS PR SR AN E » TREFIEEF R

o FIERSHFIEFPE AE PR, T Skl EFER A E R IS

[ _’j‘_!ilillan ';
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DISCLAIMER
EITEH

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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