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Yili is the No.1 dairy enterprise in Asia.

FRAZPEAER R S RERELGILLLL,

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

FA R B —— KR A S RIE R R 474E, 420084 b 7K i 24220105 L 4%
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Yili is the sole enterprise in China who conforms to both 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 healthy food enterprise sponsor for both Summer and Winter Olympics games.
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Total revenues of Yili in 2020 were RMB 96.89 billion, and net profit attributable to shareholders of the company was RMB 7.08 billion. Both revenues
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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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Pan Gang, the Chairman and CEO of Yili Group
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By 2002, he was the youngest president among the 520 key industrial enterprises
- 200556 H £4-, EFARANEFKELERK

He has been holding the position of Chairman and President of Yili Group since June 2005
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Management Thinking
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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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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
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Financial Highlights
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Financial Highlights

AET (BF ) 3§ &
RMB (million) 2020 H1 2021 H1 Growth Rate
E b A 47,528 56,506 18.9%
Revenues
E 8l FRON 47,085 55,653 18.2%
Core Business Revenues
LA 17,977 20,899 16.3%
Gross Profit
£ %
Gross Profit Margin 38.18% 37.55% -0.63 ppt
& AL 4,782 6,387 33.6%
Operating Profit
DE IS il o A B L 5 R I 3735 5322 42.5%
Net Profit Attributable to Shareholders of the Company ! ! ’
4] %
e i 7.86% 9.42% 1.56 ppts
IR AL (L)
EPS (RUE) 0.61 0.88 44.3%
‘f"; f 7ol F 13.28% 15.90% 2.62 ppts
E AARIELEEA HIFRR: NABE 10

Note : gross profit is calculated from core business revenues Data source: Company Data
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Core Business Revenues Breakdown by Segment

TELRFEANES

Core Business Revenues Breakdown by Segment
ART (B7F ) 2020 H1 N 2020 H1 &b 2021 H1 &N 2021 H1 & it ¥ %
RMB (million) Revenues % Revenues % Growth Rate
:/.& ﬁ&:fb 35,444 75.3% 42,407 76.2% 19.6%
iquid Milk
Wiy BAG ) S
Milk Powder and Milk Products 6,642 14.1% 7,627 13.7% 14.8%
IS B B
I/? R* o 7 51 4,867 10.3% 5,538 10.0% 13.8%
ce Cream
3
O" e 133 0.3% 81 0.1% -39.0%
thers
ij& 47,085 100% 55,653 100% 18.2%

BAE KRR o8 I
Data source: Company Data 1 1
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Market Share of Yili
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Market share in 2021H1 was 38.8%. Among which, Top 1 ranks of both

Ambient Products

high-end organic UHT milk and ambient yogurt were further enhanced.

2021 B ¥ 5 & 154% ., b, “i”
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Chilled Products Market share in 2021H1 was 15.4%. Among which, market share of

“ChangQing” remained Top 1 in the sub-category of chilled yogurt,

and market share of fresh milk increased substantially .

2021 EF#F E & 6.7%, FHEK 0.9

A /\l,‘g‘o t h W SE S GG A0SR %
%%}L%*ﬁj\ ~E 2 A fh&—kml\, 947 B A
U i

Market share in 2021H1 was 6.7%, increased by 0.9 ppt YoY.

Infant Milk Formula

Among which, market share in maternity channel increased steadily.

¥IERR: RR&

Data source: Nielsen

Unit: %
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Gross Margin by Segment OQS)
0.63 ppt 0.03 ppt
$ '
38.2 % 37.6 % 35.0 % 35.0 %
AR 1 ORARSL ’ -I
2020 H1 2021 H1 Total 1 Liquid Milk 2020 H1 2021 H1
R et e L T R e e T T e °
Wiy BAGE do 1 AR S R B 1.82 ppts
Milk Powder and Milk Products |  lce Cream ‘
45.9 % 43.2 % : 50.9 % 49.1 %
¢

2020 H1 2021 H1
BRI 5] FIE

Data source: Company Data 13

2020 H1 2021 H1
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SG&A Expense Ratio

Selling Expense Ratio
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Selling Expense Ratio

== (L) JSEEHTAE
A&D Expense Ratio

24.9%
0,
23.3% 22.8% ‘ 234% 22.2% 22.0%

13.8%
12.6% 12,1%’ w/o 11.4%
— T —— 113%
2016 2017 2018 2019 2020 2021 H1

RAE R O8] BRI

Data source: Company Data
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G&A Expense Ratio
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G&A Expense Ratio
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Operating Efficiency
JL BB B o MK 2K %) 3 R 5 R B R K

Notes Receivable and Accounts Recelvable Turnover Days Inventory Turnover (Days)
50 -
44.4
6 1 43.2 422
40 4 <l 37.2 36.6
4 -
5 30
0 - 20
2016 2017 2018 2019 2020 2021 H1 2016 2017 2018 2019 2020 2021 H1

R AF B BRLAT K K 4 R A P& P 4 R

Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)
30 - 2016 2017 2018 2019 2020 2021 H1
66.0 65.3 2
61.9 60.8 63.6 047 Z
60 +
-7 -
12 4
40
-17 4 151 -14.2
20 -18.6 194
2016 2017 2018 2019 2020 2021 H1 22& ’ 21.1

RAE R O8] BRI

Data source: Company Data 15
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Cash Flow and Capital Expenditure i
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Net Cash Flow from Operating Activities Capital Expenditure
25 BH A $l5: BH A

Unit: RMB million Unit: RMB million

12,817
9,852 1617
8,625 8,455
7,006
6,337
I 5,091
2016 2017 2018 2019 2020 2021 H1 2016 2017 2018 2019 2020

BTN 6] B AL A A S A 0 A5 4T
Net cash paid by acquiring subsidiaries and other business units

B LR R W R A SR A A4
Cash paid for the purchase and construction of fixed assets,
intangible assets and other long-term assets

e R 28 B 16

Data source: Company Data



BEING 2022

vidend Rate ik

tR20225 28 REEHAHKE
Official Partner of the Olympic Winter Games Beijing 2022

N e
Di

70.9% 70.9% 70.5%
66.1%

64.4%

2016 2017 2018 2019 2020

BRI 5] FIE

Data source: Company Data 17
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Supply Chain
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Digitalization
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Supply Chain

3 Lagdn b
Support for Upstream

WA BRI, 8B E. T LKL,
RIEIBRZEF F@meg “FlERE" Hh,
AW b Pe i 3 5 AT E FAR % 5L~
G R R

Through interest connection in technology, financial, industry,

risk and other aspects, the company boosted the
revitalization of rural economy and the healthy and

sustainable development of dairy industry chain.

z
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Production Capacity Layout Optimization

@i PR AR R 2D #@Ei
F%%‘%m%a,&ﬁTé%ﬁﬂ%E
Tk

The company improved the operational efficiency of global supply
chain through construction projects, such as "Yili Modern Health

Valley" and production bases in Southeast Asia.

AEREESHE

Global Health Ecosphere
..................................... — — .

BT ERSERE, F “bRBEERL
Ve R HAT AT BAR, B ARE T 4
P AR A

Along with global partners, the company made full advantage of

the synergy of "global supply chain network" and has effectively

ensured the high efficiency of supply, production and sales system.

20
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“BrandZ™ X A7 69 “2021 4 5% ELH4E &
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Among BrandZ™ “Top 100 Most Valuable Chinese Brands in
2021 list, Yili ranked First in the food and dairy rankings for 9

consecutive years.

Brand Finance X A #9 “ A sk & B A 5L
oS 10587 N A IS —, kg4
#‘/ﬁ: “/i\ﬂ"%’bpu nnﬁ?ﬁ%‘j} }f%‘” ‘:F' Zj‘)’fJ
Among Brand Finance“Global Top 10 Most Valuable Dairy
Brands” list, Yili ranked First again. And in its “Global Most
Promising Dairy Brands” list, Yili ranked First for 4 consective

years.
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20214 I3 % b 21T
wE ¥, AT %
W AAB IE101C VA LG 7K
T H R AIK, HEL6HF
AN THRTFERSH
oa
Kantar Consumer Index “Asian
Brand Footprint Report 2021”
indicates Yili has been the most
chosen brand by consumers for 6
consecutive years, reaching more

than 1 billion consumers.
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Key Products and New Products
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Leading Product Innovation
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NE AR REET T AT IRE FELSRHAL KA LS
[5) #A 3% K20.7%

FIA, 28] #7 s BN & p15.6%,

Sales revenue of key products “Satine”, “Ambrosial”, “Changqing”, “Pro-Kido ”, “ Chocliz ” and others grew by 20.7% YoY.

New product sales accounted for 15.6% of total sales revenue.

NE AR T At AR-BEER GBI AT BRFNFHHE. R E
¥R F RABI. “QQE” LEARKE S FAH. THRET FHRAGRREK. K
BRI SLARAILFH R, AsRA. ZmEi = RRELHFTE.

Through new products "Satine A2 Beta-casein Organic Milk", "ZhenNong High Calcium Milk", “Channgng Tea & Fruit Yogurt-Half
Sucrose", "QQ Star Kid's Formula Goat Milk", "Chocliz Hazelnut & Tangerine Ice Cream", "YoungFun Sparkling Dairy Drink", etc., Yili
served global consumers with high-quality, multi-category products.

Capability

% o B L | 5

" &_3.3 | \ e i Q -~ A
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¥ gt 2 . o Bl B
® + o C— 5
Chocliz Hazelnut & ﬁ . i i i f &75 i . " . .

ZhenNong High Calcium Milk Satine A2 Beta-casein QQ Star Kid's Formula Goat Milk YoungFun Sparkling Dairy Drink

Tangerine Ice Cream

Organic Milk

22
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Penetration further enhanced, E-commerce revenue continued to grow

PUERAAEIE R T BRE202156H, NaAwRBESELRGTHSEEAHET%, th EF R
RIFTISAB 5. A8 B LSRN L4 B K21. 8%0
ERERAKFELT, AVUATFE, NAFTRRSWVTHHRAE —.

According to kantar , as of June 2021, market penetration rate of ambient liquid dairy products of Yili was 85.7%, 1.5 percentage points higher than the

same period last year.E-commerce revenue rose 21.8% compared with the same period last year.

According to Syntun, market share of ambient liquid dairy products of Yili ranked First in E-commerce platform.

1.5 ppts W R AR K

E-Commerce growth

) 21.8%
A

HAERR: DUERIE, ZEEIE, N K 23

Data source: Kantar, Syntun, Company Data

lu: 4& %
ﬁﬁ@&ﬂtwﬁ
Ambient liquid milk penetration
rate & YoY growth

TERASWEHFE
ﬁ"%%\zﬁ H 2
Ambient liquid milk market
share in E-commerce platform
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Digitalization
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The company integrated the WeChat mini-programs of brands
such as "Ambrosial", "Satine" and "YoungFun", and
established the data and business center with independent
intellectual property. Consumer satisfaction was further
improved through efficient services such as one-click order,

online payment and online one-on-one nursery nutritionists.

z
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The company built the digital consumer operation
platform and upgraded the digital transformation

team to accelerate the digital transformation of the

entire business chain.

HREFEFTE, WAk ” Lsg by
T SRR, B TR E
ii'%’:/fh’ff%ﬁl_ i NN g o

To build the digital transformation ecosystem, the
company deployed an algorithmic platform and

empowered upstream, midstream and downstream

partners in the industry chain.

24
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Increase in Consumer

Demand
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Rising Cost Pressure
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Data source: Nielsen
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Industry Status
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During the reporting period, with the recovery of domestic economy, the consumption demand for healthy food with representive of dairy products
maintained a good growth trend. And both market penetration and consumer coverage of dairy products continued increasing. Nielsen data

showed the domestic retail sales of liquid milk, milk powder and cheese segments increased by 9.0%, 7.7% and 35.3% respectively YoY.

35.3%

Liquid Milk Milk Powder Cheese

8, RAI. A, KA. BAFRMANAER L KK Lk, Rler, BERR 5 E
FEM LRI BB F R R TR, BRI T R
During the reporting period, price of raw milk, grease, carton and plastic were on the rise. At the same time, the uncertainty of international

trade restrictions, exchange rate fluctuations and epidemics overseas resulted in development challenges for dairy enterprises.

26
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Belief
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“Yili” represents the highest

quality.
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Vision
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o

Becoming the most trusted
healthy food provider
around the world.
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Our Culture
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Core Values
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Excellence Accountability
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Innovation Win-Win Respect
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The Spirit of Yili

ij\ T] \*'\‘.s‘

Ownership mindset

= Bk

Strong sense of responsibility

BT

Powerful execution capability
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Brand Essence
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Nourish for Life
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It is the provider of healthy
food and also the advocator
of healthy lifestyle
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AMAH A KEFA L LERBRA RNE R, 8XE &L T. L PP R
AT R KR ARRFFATIEE AR R AN ] B AT AR F AL,
7 3E AT AR A IO BRAE L R AT 89 KRR EF B RIER T 2 H T
FTTEAENH A, SFERRT: MEE. ZRFROTL. LEXIH. T
WA ATLSEF TR FHE MH5FAEETAF, ARTHEZETRT AL,
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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