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Official Partner of the Olympic Winter Games Beijing 2022
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A RILHE—. 28T PEILLA L,

Yili is the NO.1 in Asia and global top 8 Chinese dairy company.

FA AP ERELR K. o X REL2M B,

Yili owns the largest scale and the most perfect product line in China dairy industry.

AR EE— — SR A & LB - AR AT, 920084 4L o JLIE - Ae201048 L i 494
AR S0 LA ek, 20174, FAHEAHRTELR, RABTR "L RSB,
Yili is the unique enterprise in China who conforms to Olympic Standard and World Expo Standard, providing dairy products for both
Beijing 2008 Olympic Games and 2010 Shanghai World Expo. In 2017, Yili became the Official Dairy Products Partner of the Olympic

and Paralympic Winter Games Beijing 2022, which made Yili the only sponsor for both Summer and Winter Olympics games.
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201748 Ak BNIE680.5812 7L, FIFAE ()& EFASRAEA) 0.0MLL, RBARFEK, SRS RMILLElL.
Total revenues of Yili in 2017 were RMB68.058 billion, and net profit attributable to shareholders of the company was RMB6.001 billion. Both revenues

and net profit maintained growth as compared with last year and continued to rank NO.1 in Asia dairy industry.
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Shareholder Return
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2a%% Introduction of Our Leader
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ER] (MESPHTLERRAARADLESE. EFE. E8)

Pan Gang, the Chairman and CEO of Yili Group

© 20024 AR A F E 520K EF & Tk 4 b R F 5269 8 3K

By 2002, he was the youngest president among the 520 key industrial enterprises

« 200546 A £4-, HHFAERGEFKELER

He has been holding the position of Chairman and President of Yili Group since June 2005

AL S
Social Positons
PR T RALEREARAKR L

Member of the 19th national congress of CPC

- AR B ER

Member of the national committee of CPPCC
P AL LR AEAK

Vice President of the Federation of China
- EMLEREBEaK

Vice President of Chinese Entrepreneur Association
R TS PXS DS EY

Vice chairman of the All-China Youth Federation

CPEEELLEHALR

Chairman of Chinese Young Entrepreneurs' Association

- P EMBLBAGEEK

Vice chairman of Dairy Association of China
P EABRABLE LK

Vice chairman of China - EU Association
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Major Recognition
F 2 E 5 A ek E N
CEO Pan enjoys the special allowance of the State Council.
o 201150, & K& & 2 A ARah
2011, Outstanding leadership award of Green economy in Asia & Pacific area
20104, I& K 2% 77 AL AR 4y
2010, Outstanding business leader in Asia & Pacific area
« 20104, B B 89 7 Ak J) 2 4 Ak AR A
2010, Business leader in Power of Changing China Awards
+ 20094, 20094F B+ K4 A2 F-A Ad
2009, Top 10 Chinese economics leader
* 20074, H ¥ AT A RR A AR A R
2007, The best leader of Russia-China friendship
20064, 3K R AT A 2R F AR Ah
2006, Davos Youth Global Leader
.« 20064F, AH A—yHhRF
2006, National May-1st Labor Medal
e 20055, CCTV ¥ B # & % 5 A4
2005, CCTV China Annual Economic Figure
« 20045, FEASF AT RE
2004, China Youth May-fourth Medal
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Management Thinking

ke T & “A4uENH Kk Tk

The “global networking” and the “ along-the-supply-chain innovation" strategy
“RRER & HHER FEEA

The “quality management " and the "precise management” management ideas

Biz” & “HH KFEHTHAEL

The strategic partner of the Olympic Games and the World Expo

&«

BFARGE L B ER TR AT B R T AMRAE
b, ARSOMEX TR LM E 9AEN, 485l s
—RARK.

— FAREAEFRKER

Solid results matter more than time taken; Industrial prosperity outranks
personal glory; Social value takes precedence over business fortune; That’s the
value that we hold in every step of our growth.

—— Pan Gang , Chairman/CEO of Yili Group
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%a%% Address from Chairman
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BEARFARP, R ERFHRA —F ARG F69,
—FF ARG e, R AR B X AR AT
R—FFA, BN, FZFE RS R A

—— A RHEFRKEN
In my opinions, there are two kinds of people: the ones who drink milk and the

ones who do not. My goal is to combine the two kinds of people into one, the ones

who drink milk and enjoy the nutritional and healthy lifestyle by drinking milk.

—— Pan Gang, Chairman/CEO of Yili Group

10
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Financial Highlights

AR (87 1) K e
RMB(million) 2016 2017 Growth Rate 2017 Ql 2018 Ql Growth Rate
Bk B 60,609 68,058 12.3% 15,790 19,753 251%
Revenue
ER QI SLES 59,614 66,801 12.1% 15,351 19,526 27.2%
Core Business Revenue
A 22,813 25,063 9.9% 5,897 7,556 28.1%
Gross Profit
AR 38.3% 37.5% -0.75ppt 38.4% 38.7% +0.28ppt
Gross Profit Margin
B A 5,524 7116 28.8% 2105 2,502 18.9%
Operating Profit
)28 F B s 8] B AR A I
Net Profit Attributable to 5,662 6,001 6.0% 1,734 2,100 21.1%
Shareholders of the Company
A E 9.3% 8.8% -0.52ppt 11.0% 10.6% -0.35ppt
Net Profit Margin
/= ant 2=
FEROKCA (L) 0.93 0.99 6.5% 0.29 0.35 20.7%
EPS (RMB)

GRS 26.58% 25.22% -1.36ppts 7.24% 8.03% +0.79ppt

AR A 5] S 12

Data source: Company Data
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Market Share of Yili
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Btk LA 1.91 NE 4%

The market share of our ambient products

Ambient Products
was 35.5% in 15t quarter, up 1.91 ppts YoY.

%
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—F AT & £ 17.6%
Rl LA 1.42 A E 5 &

The market share of our chilled products

4913

Chilled Products

was 17.6% in 1%t quarter , up 1.42 ppt YoY.
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—ZFTE % 6.1%
B IIL0% RN S

INEIR VISR The market share of our infant milk formula

was 6.1% in 1t quarter, up 0.72 ppt YoY.

Bh )Ly R @8 e 7 2%

R,
Data source: Neilsen , the E-business data is excluded from the infant milk formula
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Selling Expense Ratio

0,
25% . 23.3% 22.8% 22.8%
B
wr ~
18.5% od
20% 17.9% :
7 s
15%
10%
5%
2013 2014 2015 2016 2017 2018 Q1

BB A 9] R

Data source: Company Data
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Operating Efficiency

RO 2K 5] # R 2K

Accounts Receivable Turnover (Days)

5 41
- 60
4 33 34 36
2.8

3 24 40
2

j i i ’
1
0 0

2013 2014 2015 2016 2017 2018Q1l
J AT 3K R # R A
= Accounts Payable Turnover (Days)
17
6 59.5 561

60

50.5 51.8 53.3
40 -5
20 -10
. -15

2013 2014 2015 2016 2017 2018 Ql -20
BGRB8 R

Data source: Company Data
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Inventory Turnover (Days)
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Zig S ILAR

Net Cash Flow from Operating Activities

B BEF A
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Data source: Company Data
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Capital Expenditure
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Dividend Rate Steadily Improved

LFONTEERALTRAEHKY
2
Dividend Rate
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Data source: Company Data
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ER B S G E=E)
2018 77042

N 31 1+ %
ZA ‘;] "".&‘J Total revenues to be

2018 Business Outlook

ANERSS %)
751¢

Total profit before tax to be

RMB 77 billion RMB 7.5 billion

B FRERR BE, TS EAHRAANAELRIBA T A IEERRAFHRYRETIEES,

We will adhere to the belief of "Yili represents the highest quality” and continuously enhance the globally leading full-chain end-to-end self-control quality
system and efficient risk control system.

WA T RISy, R ABIANH AL, BRIEREE LS, SEIe &) Bk 53 SR Ig K.

n Following the market development trend, we will lead the industry through continuous innovation and will proactively expand the international business to
201 8#— achieve sustainable and healthy growth of our business.

N E)RE B SHER HREH. MEEE. HAER AiE, TEIREERS

We will continue to take “Precise Marketing, Lean Operation and Precise Management" as the guidance to strengthen our core business ability.

2018 Deployment n BRERBRLEZFS, REFHLELE,

We built an resources sharlng platform to serve for our business development in the new era.

H BAAP A AL R BAT B4R, B52 8] Bk K F 89 AL AR

We will srengthen the practice and inheritance of Yili culture to enhance the cultural foundation of our company.

BRI 5 B

Data source : Company Data 18
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Our Culture

LHONFLEAERSEHE KN AR

75| Bp Se

“Yili” represents the highest

quality.

20
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Vision

PR ) & BRRABATAZ WA

}?x 22 wn%ﬁ’@%%

Becoming the most trusted
healthy food provider
around the world.

21
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Core Values

7 A 2 4

Excellence Accountability

B #7 3t

Innovation Win-Win
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Our Culture

B£I/IN6 2022

ﬁWy

ERWNTERERSBHE KN o

17 FI A5 AP

The Spirit of Yili

BmFRE FTEL 242 72 B
AT IS ENY & SE &7

Be loyal, trustworthy, Be courageous in meeting Be extremely disciplined,
grateful, and value challenges, diligent in highly efficientin
emotions overcoming them execution

J&2 % AEa A
S AT R iF AR

Be vigilant, Be self-disciplined and

over-innovative self-reflective, fostering
a virtuous atmosphere

23
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Brand Essence

LFRWDFEEREVWATEHKN

e A

Nourish for Life

fdﬁ‘@:}% B é’]#ﬂ%%‘ A

It is the provider of healthy
food and also the advocator

of healthy lifestyle ‘

24
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%a%% DISCLAIMER

LFONFELRAENSTEHEKN

AMAH AR EFA ZLERDR DA RN (BHFR A87 ) %4, 48K &8

Bo L P F BT LD RIER% . KRB FF A e IR BB A o 3] B Aj AL

ARFHEIE, M IERT KRR A I ARIEL T RAT B 89 R RS, ZF Y

'Ti%z‘iﬁ'-‘i"%'l TETTERZGH R, QEERRT: MEES. EF ’?v??zi'ié‘? x
LN /Eixﬁf] TR AT EF . BN HE MR ETAF, F%

BRI A
This material is provided by the Inner Mongolia Yili Industrial Group Co., Ltd. (the "Company"). This
presentation is a simple description, which is for reference only, not a complete version. Material involving

industry, strategy, vision and other forward-looking statements is not substantive commitment to investors.

Investors should be aware of investment risks.
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