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Who We Are

— Aleading online consumption and consumer finance platform for educated young professionals in China

Personal |
( Installment Loan [g)

Consumption on
Fengile Platform

Consumption Investment
and Credit Demand
Demand

— LEXINRE —

Consumption on Educated Accessible Proprietary Risk
Partner Platforms with E Young Adults Credit and Management
Le Card oo Superior User and Advanced
Experience Technology

Payment from Wallet
Apps with Lehua Card

84.2 mm

Registered Users
as of Mar 31, 2020

20.7 mm

Users with Credit Line
as of Mar 31, 2020

Loan Origination
in 1Q 2020

Funding
Partners

RMB34.1 bn

Direct Lending

=

Individual Investors >

RMB58.5 bn

Outstanding Loan Balance
as of Mar 31, 2020




We Serve Educated Young Adults in China

Our Differentiated Customer Cohort

RMB 9.2k 10.7 Months

Average Credit Limit Average Tenor
in 1Q2020 in 1Q2020*

High Growth
Cohort

High Income
Potential

27.1% 2.57%

Weighted Average 90 day+ Delinquency
APR in 1Q 20202 Ratio as of Mar 31, 20202

High Consumption Strong Desire
Needs to Build Credit

Source: Company filings

Note: Educated young adults refer to (i) students enrolled in college programs or associate degree programs in colleges, or college students, and (i) working population with college or associate degrees and under the age of 36, or educated young professionals
1 Represents the weighted average loan tenor for the loans originated in the first quarter of 2020

2 Weighted average APR is weighted by loan origination amount for each loan originated in the first quarter of 2020

3 Represents outstanding principal balance of on- and off-balance sheet loans that were 90 to 179 calendar days past due as a percentage of the total outstanding principal balance of on- and off-balance sheet loans on our platform as of March 31, 2020



Our Unigue and Competitive E-Commerce Platform

Lehua Card

== Enhanced Customer Solutions through Virtual
Credit Card Function

RMB30.2 bn

4.8 mm Active Users A
Loan Originations

since the launch

since the launch

Significantly Expanded Point of
Sale for Potential Customers

LT ¥ ©O O

Traveling Restaurants  Ride Hailing Utility Bills
= 0 = &
[

Convenient Phone Public Online
Stores Top Up Transport Shopping

e

Fengile E-Commerce Platform

RMB1.2 bn
GMV in 1Q 2020

2.4 mm
SKU as of Mar 31, 2020

JD.com Collaboration

Source: Company filings

== Enables Installment Payment Functions from a
More Extensive Partner Network

70 Partners

as of March 2020
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A Track Record of Strong Execution Since IPO

Effective User Increasing Loan Stronger Monetization

Enlarged User Base

Acquisition Origination Capabilities

Registered Users Number of Active Customers Total Outstanding Balance Quarterly Operating Revenue

(mm) (mm) (RMB bn) (RMB bn)

84.2
58.5
15

Sep 30, 2017 Mar 31, 2020 2017 Q3 2020 Q1 Sep 30, 2017 Mar 31, 2020 2017 Q3 2020 Q1
(IPO) (IPO) (IPO) (IPO)
Users with Credit Line Number of New Active Customers Total Loan Origination
(mm)
(mm) (RMB bn)
34.1
20.7
e
Sep 30, 2017 Mar 31, 2020 2017 Q3 2020 Q1 2017 Q3 2020 Q1

(IPO) (IPO) (IPO)

Source: Company filings



More Diversified and Scalable Funding Sources

% of Total Loan Originations 100%

Institutional Funding Outstanding Balance

e Increasing Institutional Funding Partners
()

(RMB bn) 100+ Funding

) @ taikk Partners

Cﬂ'ﬁ'ﬁﬁ' N | 30+ Funding

“é ‘” Ear:kufshan hja.\ . .

= e ¥ ’ Partners Strategic Cooperation

62 &) R T with 10+ National Banks

I
At the Time of IPO As of Now !

% of Total Loan Originations

Individual Investors Outstanding Balance

‘.e More Ways For Individual Investors to Invest

Srren (@ O

Online Investment Platform Trust Fund Wealth Management Program

(RMB bn)

9.2
5.3

At the Time of IPO As of Now !

1. As of Mar 31, 2020
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We Serve Educated Young Adults in China

. . — ’
— Tracking the Same Customer Cohort Acquired In 1Q15? We Are Many (?ustomers
_ First Touch Point for
% Active Customers . .
Loyal and o, 58.3% 58.7% 59.5% 57.9% 55.9% 50 304 £ (g Consumer Finance Services
éCtive 38'& 7 50.0% 49.5% 48.1% 46.5% 46.5% 44.1% 41.4% 38.9% 37.0% 427 35 206 30 g0t
Bau;teomer A\ Illustrative Credit Line Size (RMB)
And More

2 3Q 4Q 1Q 20 3Q 4Q 1Q 20 3Q 4Q 1Q 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q
2015 2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019 2020

Average Outstanding Principal Balance of Loans per Customer (RMB) m Home Decoration / 100,0002
) 13,789 13,778 13,639
gl’O\;V With o 7ag 10523 11366 11666 13,116/.13,442 12,684
ustomers’ , ] — — .
Demands se77 11278 T8 8354 9% Wedding / 75,0002

3,331 3181 3352 3,5954'258/

First Car / 50,0002

2 3Q 4Q 1Q 20 3Q 4Q 1Q 20 3Q 4Q 1Q 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q
2015 2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019 2020

30-day Delinquency Rate "] Relocation / 30,0002
Superior
Credit 2.13% 2.17% Training / 12,0002
1.78% 9 '
% 1.56% 1.54% 9% 1.61% 1.67%
Performance i 3= 42 L4 1.34% 0506 1.029 1.010% 1.06% 1.09% 1.14% 1.15% 1.19% 1.11% 140%
—

Laptop / 5,00072

2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q
2015 2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019 2020

LWL
B < Unique Insights into Current I Strong Understanding of Targeted Offerings, Larger
- .. and Future Consumption .‘1 Credit Profiles and Credit Lines and Improved
= Needs Behaviors Pricing over Time

Note:

1 Represents a cohort analysis on the customers acquired in the three months ended March 31, 2015. This analysis compares certain metrics of this customer cohort for each three month period from April 1, 2015 through March 31, 2020. Active customers refer to customers who
have made at least one transaction during a specified period on our consumer finance platform

2. lllustrative amount only; does not represent actual credit lines granted by the Company



Increasingly Diversified Customer Acquisition Channels

Lexin’s Unique Channels Traditional Channels
m yplliin Fenqile Le Card Lehua Card
O Advertising

Organic
Traffic

On-the-ground
A Word-of-Mouth - .
&)')_(8 Referrals 9 () ;roa(,%(hefgc'::ﬁ;?mmn O Digital Marketing

Referral Sales Force

Z£S. Joint Promotion % Partnership with O Marketing Campaign
_.I.l with banks (&) retail brands

Partnership




Our Advanced and Customized Credit Risk Management

— Hawkeye Engine: Automated and Dynamic Credit Approval

I
]
=9
7
Traditional Credit Bank Account

Attributes and Information, Email Prlcmg & Terms

Application and Phone Optimization
Information Number Data

Social Media
Information

w CreditRisk Assessing Credit
& Level

Risk

Optimizing

Detecting Marketing
Spending Borrowing el i M Potential Resource
@ Behavior User Behavior 4’400 + DeCI_Slonlng RUI_eS 1 Frauds Artificial Allocation @
Profile 14,000 + Potential Data Variables Intelligence

within Seconds to arrive at ...

YES/NO Approved Credit Line Amount
6 Other

Increasing Collection
Information

Efficiency
~98% of loan applications are handled automatically

We have been awarded The Best Lending Technology in China by The Asian Banker in 2019

1. As of December 31, 2019



Our Advanced and Customized Credit Risk Management

— Complex Network: Effective Fraud Detection Based on Multiple Factors

LBSRBR TG

BPTARBRS T

B RS

Activities
on Lexin
Platform

Delivery
Address

Personal
Information

Potential
Borrower

Multi-factor Inputs

Borrowings
at Other
Platforms

More advanced risk
analytics model

More precise risk
pricing model

More efficient debt
collection



Our Management Team

Jay Wenjie Xiao

Founder,
CEO and Chairman

Tencent il

Jared Yi Wu

President and Director

Tencent il

& rizwit

Strong Management Team Uniquely Combining Internet and Traditional Finance DNA

Craig Yan Zeng

Chief Financial Officer

® oy
Wiz VanceInfo

BE Microsoft

Ryan Huanian Liu

Chief Risk Officer

@ EEERIT
atsadb,

SOCIETE
CENERALE

Standard
Chartered

Kris Qian Qiao

Chief Financing
Cooperation Officer

Tencent il
(€LY
@ tais

JANK OF CEINA

Shirley Yunwen

Yang
Chief Human
Resource Officer

Tencent #ifl

Walmart
7

Jason Ming Zhao

Chief Marketing Officer

i 3
3 360

YOUKU

10
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Business Growth

— Total Outstanding Loan Balance! — Total Loan Originations?
(RMB bn) (RMB bn)

1
2

42.8
37.0
26.0
324 20.1

Dec 16 Dec 17 Dec 18 Dec 19 Mar 20 1Q 2019 2Q 2019 3Q 2019 4Q 2019

Outstanding principal balance represents the total amount of principal outstanding for loans originated on our platform at the end of the relevant period, which includes both on and off-balance sheet loans
Total loan origination represents the total amount of loans originated during each relevant period, which includes both on and off-balance sheet loans

1Q 2020

11



More Resilient Business Mix

— Total Operating Revenue — Gross Profit
(RMB mm) (RMB mm)

3188 3,148

2,493 2,500

1,775
1,099

246
680 1,036 1,143 527
1Q 2019 2Q 2019
1Q 2019 2Q 2019 30Q 2019 4Q 2019 1Q 2020
B E-Commerce Related H On-Balance Sheet Loans Off-Balance Sheet Loans
Revenue! Related Revenue? Related Revenue3

&) Gradual Shift to More Off-Balance Sheet Assets with Lower Risks

1,701

3Q 2019

@) Strong Growth Trend in Gross Profit Driven by More Resilient Business Mix

1 Corresponding to online direct sales and services income in Income Statement
2 Corresponding to interest and financial services income and other revenue in income Statement
3 Corresponding to loan facilitation and servicing fees in Income Statement

1,478

4Q 2019

167

]
1Q 2020

12



1

Diversified and Scalable Funding

— Loan Origination by Different Funding Sources
(%)

Increasing Institutional Funding

2016 2017 2018 2019 2020

- . L .
X Institutional 4® |Individual

Annualized weighted average interest rate by funding debt balance as end of each period; quarterly figures annualized

— Weighted Average Interest Rate of Institutional Funding Partners

Continued optimization of funding cost
(Off b/s loans, excludes intermediary payments and guarantee costs)

1Q 2019 2Q 2019 3Q 2019 4Q 2019 1Q 2020

13



Credit Statistics

—Vintage Curve —30 Days+ Delinquency Ratio

4.00%

2.90% 3.00% 2.70% 3.45%

1Q19 2019 3019 4Q19

—90 Days+ Delinquency Ratio

co +3 +6 +9 +12 +15 +18 +21 +24 +27 +30 +33 +36 +39 +42 +45 +48 +51 +54 +57 +60

s 701500 ] s 201502 s 2015003 smmn 2071508 s 2015/ ] s 201602 e 201503 e 201 504 s 201170 ] s 201 70)2 s 2017013
e 201704 s 201801 s 201802 s 201803 s 20180 s 201901 e 201902 e 201503 s 20104 s 202001

1.42% 1.49% 1.40% 1.56%

1Q19 2Q19 3Q19 4Q19

1Q20



Credit Statistics

— Total Day 7 Delinquency

5.30% 5.09%
4.71% 4.65%
— 4.24% 4.03%

970 3.60% 3.48% 3.60% 3.66% 3.61%
pa— : o — R
weekl week?2 week3 week4 weekl week?2 week3 week4 week1l week?2 week3 week4
Jan-20 Feb-20 Mar-20

— M1 Collection Rate

ﬂow
o 89.70% 2029% e 0

89.52% U7 89.59%

8. 76% 88.88% 89.23%
87.22%
86.25%
weekl week2 week3 week4 weekl week?2 week3 week4 weekl week2 week3 week4
Jan-20 Feb-20 Mar-20
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Well-maintained Operating Efficiency

— Total Operating Expense/Average Loan Balance! — Operating Expense Breakdown/Average Loan Balance!

1.30% 1.30% 1.30% 1.10%

1019  2Q19  3Q19  4Q19

0.70% 1.10%

1Q20 1019  2Q19  3Q19  4Q19

0.90%

1Q20

Non-advertising

Sales and Marketing Advertising

1.00% 1.00% 1.00% 0.90%

1Q 2020 1Q19 20Q19 3Q19 4Q19

General and Administrative Research and Development

0.70% 1.20% 1.10% 1.10% -

1Q20 1Q19 2Q19 3Q19 4Q19

0.80%

1Q20

1Q 2019 2Q 2019 3Q 2019 4Q 2019

Operating expense as a percentage of average loan balance has decreased

1 Average loan balance represents the average beginning and ending outstanding principal loan balance on and off-balance sheet of respective year.

16



Profit Trend

— EBIT (GAAP Measure)t — EBIT (Non-GAAP)?

(RMB mm) i (RMB mm)
857 i
733 :
512 :
§ (791)
1Q 2019 20 2019 30 2019 4Q 2019 : 1Q 2020 1Q 2019 2Q 2019 3Q 2019 4Q 2019

1 Net (loss)/income plus income tax (benefit)/expense and interest expense, net
2 Adjustments include share-based compensation expenses, investment-related impairment and investment loss
3 Includes a negative impact of approximately RMBO0.9 billion resulting from estimates of expected credit losses and fair value changes of guarantee derivatives in association with the ongoing Covid-19 pandemic.

(720)2

1Q 2020

17
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Our Growth Strategies

Benefits

A/

Consumption

Finance

m

Invest in Technology

Expand Customer Acquisition Channels
and Grow Our Customer Base

to Serve Their Growing Credit and Consumption Needs

Strengthen the Partnerships with Financial Institutions,
Further Scale and Diversify Funding Sources

Pursue Strategic Alliances, Investments and

Acquisitions

18



THANK YOU



