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Yili is the No.1 dairy enterprise in Asia.

FAZF AL R T REREEO Lk,

Yili owns the largest scale and the most complete product line in China dairy industry.
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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
and net profit maintained growth as compared with last year and continued to rank NO.1 in Asia dairy industry.
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Accumulated Financing
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Shareholder Return
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Market Cap (Right Axis)

Amount Dividends
Shareholders of the Company
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Introduction of Our Leader
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Pan Gang, the Chairman and CEO of Yili Group
- 20025 P A P B 520K T 5 Tk 4k g F 4269 8 3

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

ARF (B% ) 2020 Q3 2021 Q3 R E 2020 1-3Q 2021 1-3Q KR E
RMB(million) Growth Rate Growth Rate
LR 26,242 28,501 8.6% 73,770 85,007 15.2%

> b &

EEAFHAN 25,776 27,827 8.0% 72,861 83,481 14.6%
B 9,017 9,986 10.8% 26,993 30,885 14.4%
AT 35.0% 35.9% 0.90 ppt 37.0% 37.0% -0.05 ppt
RSN 2,703 3,022 11.8% 7,486 9,409 25.7%
DEY el A PALTD E R i b

Net Proft Atsbutabl o 2,289 2,622 14.6% 6,024 7,944 31.9%
Shareholders of the Company
Al

R 8.7% 9.2% 0.48 ppt 8.2% 9.3% 1.18 ppts
R ()

TR 0.39 0.44 12.8% 1.00 131 31.0%
W &

H R - ) 21.7% 23.9% 2.23 ppts
E: AR R ET RS EA BHERR: 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

EE L FBNL S
Core Business Revenues Breakdown by Segment

AR (BF L) 2020 1-3Q A 20201-3Q &b 2021 1-3Q KA 20211-3Q it k&
RMB (million) Revenues % Revenues % Growth Rate
fzﬁwb 57,290 78.6% 64,716 77.5% 13.0%
iquid Milk

Wiy B A

Milk Powder and Milk Products 9,369 12.9% 11,669 14.0% 24.5%
AL 2 &

RS 5 5 6,034 8.3% 6,947 8.3% 15.1%
ce Cream
O‘}M@ 169 0.2% 149 0.2% -11.9%

thers

E‘)g& 72,861 100% 83,481 100% 14.6%
BB RN N E) B A
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Data source: Company Data
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Market Share of Yili
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Unit: %
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r% B8 NEH L. HF, SRANGIEFIRR s5p 386 388 355 389 ¥ 38.9 180 385 386 355
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Ambient Products Market share in 2021Q1-3 was 38.7%, increased by 0.1 ppt YoY.
Among which, Top 1 ranks of both high-end organic UHT milk and G u u u u u u T T T T T T T T T T T 1
ambient yogurt were further enhanced. Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep
2020 2021
=5 = F —F & « $ﬁ‘ %
2021 =5 FE T &£ 151% « K, "¥| Unit: %
e B2 ARBBRIG T EAERBETHE S| 158 102 160 161
'fBi . 153 152 154 152 153 152
- 149 146 146

e R F—, KIREYT HHEH A BRI

Chilled Products Market share in 2021Q1-3 was 15.1%. Among which, market share of]

13.5 133 134

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

and market share of fresh milk increased substantially . Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep
2021
B %
2021 AT = & & ?ﬁ$$71%, Fl b3 K 1.1 | Unit: % 78 80 80

NE D o

%%)L'ﬁﬁ% HP EEUE AT R,

Infant Milk Formula Market share in 2021Q1-3 was 7.1%, increased by 1.1 ppts YoY.

Among which, market share in maternity channel increased steadily. | . . . . . ; . . . . . . . . . . . .
Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

2020 2021

BERR: REK 12

Data source: Nielsen
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SG&A Expense Ratio
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Selling Expense Ratio
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G&A Expense Ratio

5.4%

/
\6% 47’% 4.4%
\7V \

5.0%

24.9%
2330, 23.4%
% 22.8% * ’
’ ’ 22.2%
L 4 * 21.3%
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Data source: Company Data

2016 2017 2018 2019 2020 2021 1-3Q
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Operating Efficiency
N X, 2
TN B R 2K R # R 2K R R A
Notes Receivable and Accounts Receivable Turnover (Days) Inventory Turnover (Days)
6.2 . 50 A
44.4
6 1 51 e 422
42 4.4 40 38.1 372
4 33.4
o | 30
0 20
2016 2017 2018 2019 2020 20211-3Q 2016 2017 2018 2019 2020 20211-3Q

R AF B BRLAT WK AR R 4 R 4K P& R 5 R4

Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)
80 - 2016 2017 2018 2019 2020 2021 1-3Q
66.0 65.3
61.9 60.8 63.6 63.1 4
60 A
9 A
40 A 14 -
151 142
-19 A
0 -18.6 194 18.5
2016 2017 2018 2019 2020 2021 1-3Q 2 -23.1

BRI 2> 3] R

Data source: Company Data 14
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Cash Flow and Capital Expenditure

ZE N EINAR TATE L

Net Cash FIow from Operating Activities Capital Expenditure
$l5: BEH A Fl5: BH A
Unit: RMB million Unit: RMB million
e 12,419

9,852 1617
8,625 8,455
7,006
5,091

2016 2017 2018 2019 2020 2021 1-3Q 2016 2017 2018 2019 2020

AT T 8] R HAL T A B A5 AT 69 A48

Net cash paid by acquiring subsidiaries and other business units
B R R R A R R  ZAAA

Cash paid for the purchase and construction of fixed assets,

intangible assets and other long-term assets

BRI 5 BB

Data source: Company Data 15
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Data source: Company Data 16
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“Yili” represents the highest

quality.
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Vision
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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

2 # £ T
Innovation Win-Win Respect

o | &

20225 FMEBHAHERME
of of Baljing 2022

20



4k AL

Our Culture
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The Spirit of Yili

i/\ TJ NP AN

Ownership mindset

= B s

Strong sense of responsibility

A8 IR AT 7

Powerful execution capability

21



3

BENING 2022

o W47 Bl )

Brand Essence
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Nourish for Life

AR R, b
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It is the provider of healthy
food and also the advocator
of healthy lifestyle

22
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i AF A5 R R R I A PRIE L A BRI A 09 KR ARTE ; ZF SRR I 2 H T &
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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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