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About Yili EAEDEN

FRIRIMNSE—. =bk8ERYPEZLmEL,

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

FRRTFENERK. FREREEAVFLmE.

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

FAEFEE— —KERNMFERER R IHERITNE | 792008FtREZRM20105F EigtHE
SIRHARSZHIZLH L,

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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About Yili

HFFEE N

2015 FRFIEWLDBNTEW A ER600{ZKK | iXE603.6/27T , FEIEASCINI#FiE46.5427T , TORURIFR
BB |, FFERREITMZLI S —,

Yili became the first member of “RMB 60 billion club” . Yili has achieved an operating revenue of RMB 60.3 billion Yuan
and net profit of RMB 4.6 billion Yuan in fiscal 2015, ranking No. 1 in Asian dairy industry.

o 1996-20155(AFIRTEIIZN ( BfT : +1Z5T)
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Data source: Yili Annual Report
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Address from Chairman

EFFARS , HAE EREWMA - —FIAZRBFIR  —FRA
EARBEFIR . FARAREGMEREGXFIPAZR—MA |, 1§
FPIA—FZFMEFSRERA.

— FHSEEEEEN

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 HAL BT

EmN (Emr. 2

Pan Gang, the Chairman and President of Yili Group

2002F R AP ES20RER T P EFRERISE
By 2002, he was the youngest president among the 520 key industrial enterprises

20055F6 RES |, (HAFIEHRNESKIRCH

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

£t

External Recognition

PEHFEE T OREERRASNAER

Deputy of the China Communist Party Congress
EEBINER

Member of the national committee of CPPCC

£E TREEIER

Vice-chairman of All-China Federation of Industry and Commerce

peeEBFREGREIER
Vice-chairman of the All China Youth Federation

PESFEIRIES

Chairman of Chinese Young Entrepreneurs' Association

PEDI I SRIESK

Vice-chairman of Dairy Association of China

PERENSEISK

Vice-chairman of China - EU Association

=R ESHAAEN

President Pan enjoys the special allowance of the State Council
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External Recognition

20165 , REEAIFEARMEIZER MR
2016 , Member of UNDP Private Sector Advisory Board

20114 , WALREBLEFARHMMHE
2011, Outstanding Asia-Pacific Green Economy Leader

2010%F |, WA gl 3sts
2010 , Outstanding Business Leader in Asia-Pacific Region

20105, AR ERIE I D2l

2010, Business leader in Power of Changing China Awards

2009£F , 2009FE+KELALFF{THH

2009, Top 10 Chinese economics leader

20075 , B RFERENRE TR

2007 , China-Russia friendship most elegant enterprise leader

20065 , I RETEIKE F4MH
2006 , Davos Youth Global Leader

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

20054 , CCTVEELFZAY
2005, CCTV China Annual Economic Figure

20045 , FESFRHIURE
2004 , China Youth May-fourth Medal
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Management Thinking HAEDE

”é.f/\w " & ”ész—/ \IX—X_I " E“Zm%*}jﬁ

The "national networking" and "global networking" strategy

EHEE & "kIEIFH" EHEEE

The" “precise management " and “reverse innovation " management ideas

ur-I\—" & ”'I'E‘T " j(%{fl:#%ﬁfiu\

The strategic partner of the Olympic Games and the World Expo

PRI "EENTEE. TUERKETMAEE. 1t
MEXTEUME" BIFEFIEN , ESEWVAIE—IRAK.

— FFEREEIKEN

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
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Financial Highlights BAEDEN

FEMSET

Financial Highlights

AB® (BhAT) R } ) R
RMB(million) 3Q 2015 3Q 2016 Grof/lvth Rate 1 3Q 2015 1 3Q 2016 GroEvIvth Rate
S 15,728 16,085 2.3% 45 879 46,171 0.6%

: SAFUTAN 15,411 15,943 3.5% 44 685 45321 1.4%

ore Business Revenue
G%rji'i o 5,446 6,132 12.6% 15,783 17,745 12.4%
2=

fﬁi},‘roﬁt vargin 35.3% 38.5% +3.13ppts 35.3% 39.2% +3.83ppts
ﬁ%};ﬁ'{fgﬂpmﬁt 968 1,263 30.6% 4,044 4529 12.0%
HEFEARERE

Net Profit Attributable to 975 1,178 20.9% 3,637 4,390 20.7%
Owners of the Company

R Vorai 6.2% 7.3% +1.13ppts 7.9% 9.5% +1.58ppts
Eg%gﬁl?(ﬁ ) 0.16 0.19 18.8% 0.59 0.72 22.0%
ffﬂiﬁﬁg - - - 18.7% 20.9% +2.17ppts

HIERIR : AREUE

Source: Company Data
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Market Share of Yili BAREGEN

315 315 319 320
5 310

ads, o % 33 29.9 30.2 302 30.3 31.0 307 305 311 31.3 30.6 30.5 30.
r /. 3; 285 57 288 289
Room Temperature 27 | . . . . : : i i i , . . . ; ; : : T T T )
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2015 2016
17.2 171 168 16.9
1&;11511 . iz 155 159 158 160157 153 155 151 15 155 158 pu . 158157 156 o
Low Temperature 14 : : : : : : : : , , , . ; . . . . . . . -

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep
2015 2016

%7 58 59 60 59 6.0 57 58
mﬁn@) Lyﬁ*ﬁ o 7/ >% 37 55 3 53 54 55 55 56 56 57 57 56

Infant Milk Powder 5 ' : ' U g ' ' T T - - T T - - T T - . T )
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

2015 2016
#iEKIR - ACRBRFR | Hep , B40) KRB SHEERE

Source: AC Nielsen ; The E-commerce data is excluded
from the infant milk powder
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SG&A Ratio

()

L FRIBRIHE TR

Selling Expense Ratio
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& : RO EIRERER
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HIERR | ASEIE

Source: Company Data
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Operating Efficiency HAEDE
& - FRIRRAD UK B R AR  FRIRIDF R
Receivable Turnover (Day) Inventory Turnover (Day)
! 60 1 454
43.0 :
3 2.6 40.1 385 375
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1 20
0 0 - ‘
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& : RIS R IR B R EL & : FRIROINEEERE
Payable Turnover (Day) Cash Turnover (Day)
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59.8 0 - ‘ . ‘
i
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HIERIR : NEEE

Source: Company Data
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Cash Flow and Capital Expenditure BAEDEN

 FRIRGEZEEENER (B BATT) & : FRIIROERFTZ (B BH7T)

Net Cash Flow from Operating Activities (million) Capital Expenditure (million)
15,000 - 5,000 -
12,299 3,946
12,000 -+ 4,000 - 3,652
9,536 3,102 3,241
9,000 - 3,000 -
6,000 - ST 2,000 -+
3,000 - 2,409 2,436 1,000 -
0 j ; . ; 0
2012 2013 2014 2015 2016 Q3 2012 2013 2014 2015

KR | A EEE

Source: Company Data
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Stock Dividend Rate BAREGEN
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Source: Company Data
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Business Outlook

SAVSUINZEIN630(Z

2016E Total revenue to reach 63 billion
LS A S ERETI60(Z

2016 Company Plan

20164 FHERBRCINE , BURRE
SELEReEE

/z\EIEB% Upgrade the leading quality strategy,

enhance the food safety and
2016 Company Deploy production safety management

Total profit to reach 6 billion

PABIFRFNEIFTC 3R | D

L EIRSISSIFEEERIGIK
Driving through innovation and
globalization, promoting healthy and
sustainable increase of company’ s
business

EFETIS

K S, BaEE. B
EE" BBEE , IEHZSE
%ILEERED

Set "accurate marketing, prefect

operation, precise management “as
goal, enhance core operating ability
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Our Culture —

(B

Belief
(RFIBDamR

"Yili” represents the highest quality

RN Es. (=EEN )

Quality is as precious as life itself. (based on the highest principles)
* 100%FAL , 100%%F2 , 100%EE, (R=EiNE)

Quality represents 100 percent devotion, 100 percent attention to safety, 100

percent health-enhancing dedication. (reflecting the most stringent standards)
ANBRREEEE. (=RS1TH)

Everyone is a creator of quality. (demonstrating the finest behavior)

18
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Our Culture

HFFEE N

=
IR ST~

Vision
A ERESEHNERE miRHE

Becoming the most trusted health-food provider
around the world

At RIRH R m R~ RS

Delivering the finest products and services to the world
ESARERETHN

Advocating a healthy lifestyle for the benefit of everyone

SlMEERITILAR R

Leading the industry’ s development on the world stage
ERtaSE

Fulfilling social responsibilities, with diligence and devotion

19




Our Culture BAREGEN

ATl )

N {EW

Core Values

I

Exceeding expectations continuousl
Excellence D J

Y ) ALEE

Whole heartedly embracing responsibility

Accountability

Qg wp BFOH
. Inventing and progressing each and
Innovation every day

L ——— N
H &= m) EFiH
Win-Win Progressing hand in hand for collective
strength and superior results

20
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Our Culture BAREGEN

RFlfEHH

The Spirit of Yili

FERALUREIN—NEASOE | 5l 7 EEEERFE OB
SEHFUTAORIFERBEH  BRSHEFAFEIZORFOFIER
FHAYATE R,

With a strong ownership mindset, Yili people molded its unique core competitive
advantages, including a spirit of accountability, outstanding execution capabilities,

and exceptional qualities in the pursuit of excellence.

- BiTE, EEHR - BRBRE, IS0
Be loyal, trustworthy, grateful, and value Be vigilant, ever-innovative
emotions
BFEs , AUEE . BEEY . RESE
Be courageous in meeting challenges,
diligent in overcoming them
LSRR , BWIAT
Be extremely disciplined, highly efficient in
execution

Be self-disciplined and self-reflective
fostering a virtuous atmosphere

21
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Soul of Brand

HFFEE N

aFrEniR/J

Nourish for Life

=REEEmAvE S B
ERRETLIES

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

22
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DISCLAIMER

AHBERAROFANZWERARDERAE (B 28" ) FwEl , BXERRESE.
HpiP RAUTI R, RKEHES. RKRESEFREMEIRARIRA AT BRI AR RN
M, TIEIRIARRERIBIRIEE ORI IR BERISERURIE | XSRIEMEFRAHZHTET
AR , BIEREARRT - &K, LBV, (CFRZR). HipoH. 17

WEsg, INEXEG, (AR MSHMEETHE, BIREETERENK,

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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