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About Yili C/
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FARIZIMNGE—. =ik8ERIPERmEL,

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

FRRTFENERK. FREREEAVFLmEL.

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

FREFEE—XRRMFERIEEREERIFE | 792008FILREZRM20105
EiStHESRMARSAHZEIR T,

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.
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2016FF R INIL606.09127T , SEHNHER N 5)EFH56.621270 , XOURFFEK |, rea BN E &4,

Total revenues of Yili in 2016 were RMB60.609 billion, and net profit attributable to owners of the company was RMB5.662 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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Data source: Company Annual Report 5
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Shareholder Returns
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Data source: Company Data
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Address from Chairman
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EFFARS , HE ERERMA - —FIAZBFIR  —FRA
BB . FARAREGHEREGXFIPTAZR—MA |, 1§
FMHIA | ERFHIEFSRERIA.

— FHSREESEKEN

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, President of Yili Group
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Introduction of Leader ERESEN
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Pan Gang, the Chairman and President of Yili Group

2002Fp AP ES20RER TV PIERFIRAIEE

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

20055F6 RES | (HAFIEBRIES KRS

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

S

External Recognition

hEHFRE T OREERETEAAE

Member of the 17th national congress of CPC

Et+_EEEBRNER _

Member of the 12" national committee of CPPCC
BREERFEEREMAZERRAR

Member of UNDP Private Sector Advisory Board
SETHEEIERE

Vice chairman of All-China Federation of Industry and Commerce

PELESFREREIER

Vice chairman of the All China Youth Federation

PESFEIRMEER

Chairman of Chinese Young Entrepreneurs' Association

PEDIHSEIESR

Vice chairman of Dairy Association of China

PEMRENEISK

Vice chairman of China - EU Association
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Introduction of Leader
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External Recognition

EZESBRTREN _ .
President Pan enjoys the special allowance of the State Council

20116 , WAL RBLEFNL R

2011, Outstanding leadership award of Green economy in Asia & Pacific area

2010%F , MR gl st

2010, Outstanding business leader in Asia & Pacific area

20105, WZHERIEI HE 4T

2010, Business leader in Power of Changing China Awards

2009£F , 2009FE+ KL AL

2009 , Top 10 Chinese economics leader

20075 , HPRFERERKREVITHIZ
2007, The best leader of Russia-China friendship

20065 , INRETSERE MM
2006 , Davos Youth Global Leader

20065 , £ER—FHIRE
2006 , National May-1st Labor Medal

20054 , CCTVHRESFELFAY
2005 , CCTV China Annual Economic Figure

20044 , FESFRNURE
2004 , China Youth May-fourth Medal




(Y EEDE &)
Management Thinking HAESEN

"B & "B FEESCHE

The “global networking” and the “along-the-supply-chain innovation" strategy
‘mEEE" & "SHEE" SIERE

The “quality management" and the "precise management" management ideas
"BiE" & HE KEHEHEES

The strategic partner of the Olympic Games and the World Expo

FRRELL "BEATERE. TUWERMTMNEE. 1=
MEXTEWME" RIFRFIEN , FESEWVAIB—IRIK.
— PRI EEEN
Accumulation is more important than speed, the prosperity of the industry is
more important than the success of individual enterprise, social value is more
important than business wealth. That's the value that we hold in every step of

our growth.

—— Pan Gang, President of Yili Group

10




14 55 [o] pR

Financial Review




7§ EEMSEE @)

Financial Highlights HAL SN

FEMSIEIR

Financial Highlights

AE® (BhAmT) B

RMB (million) 2016 H1 2017 H1 Gro?vth Rate

Eik%u&)\ 30,087 33,494 11.3%
evenues

RS 29,378 32,798 11.6%
ore Business Revenues

EF

). 11,613 12,692 9.3%

EFI=

Gross Profit Margin 39.5% 38.7% -0.83ppt

BlRiE 3,266 4,053 24.1%
perating Profit

HETEL EEFE

Net Profit Attribultablelto Owners of the Company 3,211 3,364 4.8%

ErIES

i Margin 10.7% 10.0% -0.63ppt

BRIEE(T )

EPS (RMB) 0.53 0.55 3.8%

\, M b M)?-\_(

AR 15.2% 14.3% -0.85ppt

HERIR « NEEEE

Data source: Company Data 12
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Core Business Revenues Breakdown by Segment I

FEWSIAAES

Core Business Revenues Breakdown by Segment

AEF (HF7T) 2016H1 WEN  2016H1 &H,  2017HL UGN 2017HL St fekss
RMB (million) Revenues % Revenues % Growth Rate
FWL. 23,495 80.0% 26,490 80.8% 12.7%

iquid Milk
SRk
XS 2,931 10.0% 3,242 9.9% 10.6%
ce Cream
W R8T 6
Milk Powder aﬂz Milk Products 2,534 8.6% 3,039 9.3% 19.9%
Hith
=it 419 1.4% 27 0.1% -93.6%
SN

29,378 100% 32798 100% 11.6%

Overall

HUERIR | AEEUE

Data source: Company Data
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Gross Margin Change by Segment

FASTH=REL

Gross Margin Change by Segment

PG N

BEEWS

Core Business Segment

BRARZL

Liquid Milk

RIRF=mERS

Ice Cream

kLS

Milk Powder and Milk Products

Eaﬁk

Overall

2016H1

37.2%

43.7%

58.5%

39.5%

2017H1

35.9%

43.9%

56.7%

38.7%

T

Change

-1.27ppts

0.27ppt

-1.80ppts

-0.83ppt

HUERIR | AEEUE

Data source: Company Data
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Market Share of Yili ERESEN
36% 33.8% 33.8% 33.6%
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. (o] B .
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e
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15.4%

152% 15.0% 14.99% 14.7% 15:0%

14% - T T T T T T T T T T T T T T T T T 1
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2016 2017
6% o
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48% 48% 4.8% 4.8% 4.8%

4.6%

EMJLyH*ﬁ 5% - 4.5% 4.8% 46% 4.7% 4.9% 4.7%

Infant milk formula

4% + T T T T T T T T T T T T T T T T T 1
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2016 2017

FHERIR : FR/RF%
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Data source: Nielsen
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SG&A Expense Ratio HRESED
v P &= 27
HEERR SPELJEEES
Selling Expense Ratio G&A Expense Ratio
e AR ue (Bep) TEEHERR
30% Selling Expense Ratio A8P Expense Ratio 8%
(o)
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25% 22.0% . TA 5.8%
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o v N 6% A _

200% | 8% 1799  185% 5.0% A AN
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u i N AN
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HERIR « NEEIE

Data source: Company Data 16
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Operating Efficiency )
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Mo, 4& M,
IVl eI Gt FIREERE
Accounts Receivable Turnover (Days) Inventory Turnover (Days)
5
4.2 60
454 432
238 40 )
3 24 24
j . i i
1 0 ! - - — - -
2012 2013 2014 2015 2016 2017 H1 2012 2013 2014 2015 2016 2017 H1
RS IRGREAEREL MEFERE
o Accounts Payable Turnover (Days) Cash Turnover (Days)
61.7 61.8 2012 2013 2014 2015 2016 2017 H1
v = : oy
40 -
-10 -6.0 “l
20
151 124 28
0 -20 -15.1
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HIERIR « AEEUR

Data source: Company Data 17
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Cash Flow and Capital Expenditure I
P S >
ZEMFNEIR BAFTZ
Net Cash Flow from Operating Activities Capital Expenditure
BfI : BATT B : BATT
Unit: RMB million Unit: RMB million
14,000 12,817 5,000
12,000 3,946
4,000 3,652
9,536 3,419
10,000 3102 3,241
3,000
8,000
6,000 5475 2,000
4,000
2,409 2,436 i) 1,000
2,000 | I I—I
0 0

2012 2013 2014 2015 2016 2017 H1 2012 2013 2014 2015 AULE

BIESER | NEEIE

Data source: Company Data 18
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Dividend Rate Steadily Improved HRESED

ZUE =

Dividend Rate
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Data source: Company Data 19
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Brand

PG N

RS | AR RTFReRIESRRERLT | e EERMETAHETE
& NEXErEFRE S EEAFIERE | REEZHEBINARE.
During the reporting period, Yili continued to adhere to product quality and promote a healthy lifestyle.

Through the community platforms in the Internet era, Yili has gained wide acceptance by implementing
the strategy of precise positioning on targeted customers and accurate dissemination on brand image.

RNEWFANERM "EzxRmhEitel” AE—Ismtl , #—SrRHR RN E
FRREAIRES] .

As the only dairy enterprise selected into the CCTV “National Brand Plan”, Yili shows the charm of
China’s brands to the world.
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Products BREGED

ER~mIIARECERKIE31%

Revenues of key products increased by nearly 31% YoY

Fiis

FHEHER
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MeiYiTian
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WD I5R%% ERi%
Pro-Kido Chocliz Zhenxi

HIERIR « AEEUR

Data source: Company Data 23
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FF=mi A\ G EEEY7 %

New products accounted for nearly 7% of total revenues

#)  BEE |
) ﬁﬁ‘

~

T ERPEEERIT #rEmT “Joy DayRbk&R:

NEIN e A A B R %) i DACEF
ARIZ A mBI FFEN "SEaRRs " . "tHREZSTEREL LK

17 7 A OBRBIFTH

The package and flavor of

)Lﬁaﬁwﬁy\u "I5R% FHIZREKER" F2
& N
Pro-Kido Ruihu infant milk Many new products such as “Joy Day
formula ,specially designed for flavored fermented milk”,  “Pureday
Chinese babies, was launched. _Cheese buttermilk : and “Chocliz Qixuan
ice cream” came into the market.

Ambrosial ambient yogurt was
upgraded.

BIESER | NEEIE

Data source: Company Data
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DERASIER  &Z2017F6H16HRIT , NElRERSEILEN
higigERNT8.5% , W EFEREFATIINEDR , FrmiihiggiE
BEJIETFIEGR,

According to Kantar, as of June 16th 2017, the penetration of Yili's ambient liquid dairy products

was 78.5%, up 1.3 ppts YoY, showing an increasingly enhanced penetration capacity year by year.

ERHFRENEIERE T , IREH , QT840 LEC S MmER R ET &R
tt EFFEHAE<35.9%.

E According to Nielsen, during the reporting period, retail sales of Yili's infant milk formula in

Maternal and Child channel increased by 35.9% YoY.

HEKRR - EE , B

Data source: Kantar , Nielsen 25
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Globalization BREGED
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2BF—RED)LESINE ‘%
gn_?,g#'" EXFMEF=EhE

“Pro-Kido Ruihu”, the new generation of Yili's

infant milk formula has been off the assembly

line in the production base of Oceania.

[EAE "£K&FIR. £KelF. £kmin" = XAERRNEFEH | 2B lEm B
EX RS EICERINEIN,
With the orderly development of our three systems, i.e. "global resources system, global innovation system and global

market system", the strategic synergy advantage in global industrial chain layout became more apparent.

26
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Current Situation of China's Dairy Industry I

BRI miEEIBER S EH

Domestic dairy consumption growth steadily picking up

> ERGUBAGEERER  BIOEBEEVERL > H2EREANERSE) , BREEMERT , =
RSN ES A PULeH 2 ST R B AR, R RO %.
According to the National Bureau of Statistics, the average The gap between urban and rural residents income has been
monthly consumer confidence index increased by 9.9 ppts YoY. narrowed. According to Nielsen, the retail sales of liquid dairy products
in tier 3 & tier 4 urban and rural areas increased by nearly 9% YoY.

S

> BRBEEFARIMR > "Zha" EESRER
Food consumption upgrade speeding up. Business opportunities brought by “ Two-child “ policy.

FRBE N2 mhing L T RPIRK

Emerging channels helping the dairy market to grow both online and offline

&L 3ORrEm iR ER  201761-68 , BRI SEERRENTSEIIIECIA88.425T , th L
BIHAIE1<22%,

Online : According to iResearch, from January 2017 to June 2017, the retail sales of overall dairy products in the e-commerce channel
has reached RMB8.84 billion , up 22% YoY.

ET : BRERSHEIERR , 2017F1-68 |, RSEIASZ4) LESIHHNTEML LFRES NG K
7.3%. 9.4%. Hep , EAERIRSKI BT ETELIEERF13.2%.

Offline : According to Nielsen, from January 2017 to June 2017, the retail sales of liquid dairy products and infant milk formula increased by
7.3% and 9.4% YoY, respectively. Among which, the retail sales of liquid dairy products in convenience stores grew by 13.2% YoY.

kR - ERFTR Rz n

Data source: National Bureau of Statistics of China , Nielsen , iResearch 28
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Current Situation of China's Dairy Industry I

= &3 O — b 14
BUFRZEL e IRITI B H R
Innovative dairy products leading the consumption upgrade
ERHFFEIRE T | IREH , B REIRSARNMAS iz FERSTHEIEEEIL20%,
According to Nielsen, during the reporting period, the combined retail sales of new lactobacillus beverages and yogurt products grew
nearly 20% YoY.

BEFBCRREAmRESRE
Government policy ensuring dairy quality and safety
HEHER L) LECS ZUn e/ T E IR R,

Promoting infant milk formula registration system.

2017SE 3 R A ED

Dairy enterprises facing costs pressure in 2017

RS ENERFESIENSERSE. 201755408 , ERNERE. KR RUMNEFE LK
Flit2017 A AT A EIBE KT L5F,

During the reporting period, the purchase price of domestic raw milk was basically stable. Beginning in early 2017, domestic sugar
and packaging materials prices continued to rise. It is expected that dairy enterprises will face greater costs pressure in 2017
compared with the last year.

FHERIR : FR/RF%

Data source: Nielsen 29
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Our Culture BREGED
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Vision

P AEIRR(EFEMAVER

RmigftE

Becoming the most trusted
healthy food provider
around the world.

31




AT @)

Our Culture BREGED
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Core Values

B ik B3

Excellence Accountability

el #r =
Innovation Win-Win
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Soul of Brand
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Nourish for Life

=EREmAvE S B
REREESIRIES

It is the provider of healthy
food and also the advocator
of healthy lifestyle

33
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DISCLAIMER

AHHASEFENLIVERROBIRAT (BR 27" ) fFH  BXEENHSE, HFiPRAY
TR, ARRKER. REBRFREMIFERIRA LT BRINRESHIMSR | MIFRIRIERIRAY
RIEEAERNHRRERISERURE | ZSREMMRAAZHITE TUZERRIZN , SEEARRT
&Rz, SEFRBREVELL. CRZF). mipnf. TURF. MEXKR. iEE. USHRERN
%, BRAETEIRENL,

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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