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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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LFRVFEATWASTEHEN

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.

2l BN (1996 - 2017)

80 - B45 Ho i Total Revenues (1996 - 2017)
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Data source: Company Annual Report
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Shareholder Return

LRWD2EEASZNSTEHGN
Rit@:# Rits4a Ri4AH B 2= e b TAE (h#)
Accumulated Financing Accumulated (V2B TLEFTAIRE) Fixed Assets Net Assets Total Assets Market Cap ( Right Axis )
Amount Dividends Net Profit Attributable to
Shareholders of the Company
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Data source: Company Annual Report
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2a%% Introduction of Our Leader

ERNEERERSEH KW AR

BN (MEEFATLERRAFRADEESE. BEL. &)

Pan Gang, the Chairman and CEO of Yili Group

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

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

- 200546 A £ 4, AEAFA R 69F F KE LK

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

ARG
Social Positions

P EES S TAREARERARE

Member of the 19th national congress of CPC

- AR BWER

Member of the national committee of CPPCC

° “P./\Jkﬂﬁa = ‘E']/\‘K

Vice President of the Federation of China
S P EALRHAEAK
Vice President of Chinese Entrepreneur Association

S Y.

Vice chairman of the All-China Youth Federation

R N e

Chairman of Chinese Young Entrepreneurs' Association

- P EVALEA R ERK

Vice chairman of Dairy Association of China
- PERERS S SK

Vice chairman of China - EU Association
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FERAE
Major Recognition
« FREFIRATRE N
CEO Pan enjoys the special allowance of the State Council.
e 20114F, L KRR &2 AR
2011, Outstanding leadership award of Green economy in Asia & Pacific area
o 20104, I KA & 7 L An4h
2010, Outstanding business leader in Asia & Pacific area
e 20104, B P E AT LA B4 L AR b
2010, Business leader in Power of Changing China Awards
o 20094, 20094 B + K 4 A2 FAR A
2009, Top 10 Chinese economics leader
o 20074, 4K ¥ AT R B RR A Ak AR A 32
2007, The best leader of Russia-China friendship
o 20064, 3K KA AR F F 4040
2006, Davos Youth Global Leader
« 20065, &EH A —FHLF
2006, National May-1st Labor Medal
e 20054, CCIV ¥ B 4 & 25 A4
2005, CCTV China Annual Economic Figure

« 20045, YA AFAWEF
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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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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LFRWDFEEREVWATEHKN

&M FHE AT

Financial Highlights

AR (B7R) R
RMB (million) 2016 2017 Growth Rate
ERIN &N 60,609 68,058 12.3%
Total Revenues

EXFIE SN 59,614 66,801 12.1%
Core Business Revenues

ER _ 22,813 25,063 9.9%
Gross Profit

AR 38.3% 37.5% -0.75ppt
Gross Profit Margin

B AH 5,524 7,116 28.8%
Operating Profit

)2 % T o 8] B AR 69 4 A i 5662 6.001 6.0%
Net Profit Attributable to Shareholders of the Company ! ! )
SRR 9.3% 8.8% -0.52ppt
Net Profit Margin

R H (L) 0.93 0.99 6.5%
EPS (RMB)

g’; ; R s R 26.58% 25.22% -1.36ppts

A BAA R LT L HEA HAERB: NAEKFE

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

LFRWDFEEREVWATEHKN

EX- X S GNPy

Core Business Revenues Breakdown by Segment

AR T (7 1) 20164 LN 20164 &1t 2017 KN 20175 Lt ¥ &

RMB (million) Revenues % Revenues % Growth Rate

fwi‘”"".t 49,522 83.1% 55,766 83.5% 12.6%
iquid Milk

AL 2B

” B 5 4 5 4194 7.0% 4606 6.9% 9.8%
ce Cream

W B A5

Milk Powder and Milk Products 5,456 9.2% 6,428 9.6% 17.8%
A F R A

Mixed Feeding Stuffs and Others 441 0.7% ) ) )
o 59,614 100% 66,801 100% 12.1%

BIER IR 8] B

Data source: Company Data 13
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QR Core Business Revenues Attribution

LFRWDFEEREVWATEHKN

2 /
PN K )T E F R SERES
Revenues Growth Attribution Revenues Growth Attribution by Segment
Lt MATHR (B7F L) B W TTR oA M ZEH) S & A E
left axis : revenues (RMB million) right axis : growth contribution ASP Product Mix Volume
8,000 1 - 12%  20% -
9.7% 0.6%
N - 10%
- o/
6,000 15% 5.8%
P 21%
4,000 - 6% 10% 2.3%
6,127
2.7% - 4% o | 112% 11.5%
2,000 l 5% 8.5%
| 1,734 | 232 - 2%
0 - - e 0% - -
- 0% .
651‘7 -0.7% -1.0%
-V. (o)
- - L -29 = = - 2
e e s 9 4 % AR T A 5o Aotk
Volume Product Mix ASP Liquid Milk Milk Powder and Milk Products Ice Cream

BAE R N E) B

Data source: Company Data
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Market Share of Yili

201747 & & 33.8%
Bl b Bt 271 ANE a5

The market share of our ambient products

-4

Ambient Products
was 33.8% in 2017, up 2.71 ppts YoY.

0,
70 33.8 33.8
303 32.4 32.7

33.1 33.0 33.2 33.6 33.7 33.9 34.0 34.7 34.2 34.5

4308 30,8 31.2315

30.3 30.1 30.0 30-

201757 & & 16.2%
Bl bk B9+ 0.62 NF 4 5

The market share of our chilled products

NS4

R E
Chilled Products
was 16.2% in 2017, up 0.62 ppt YoY.

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2016 2017

%

16.9 17.1

16.516.5 14

16.8 16.7
16.3 164 14 1 16.1 16,0 16.3 164 162161

15.4 15.5

152150 149 147 150

20175 & 2 5.2%
B IILUi% RS T

Infant Milk Eormula The market share of our infant milk

formula was 5.2% in 2017, up 0.67 ppt YoY.

HIERE: RARE

Data source: Neilsen

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2016 2017

0,
% 55 55 55 57 ., 56

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2016 2017

15
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Cost by Segment
LRWV1FEEAEVWHSGHEKN
2 N\
Ak Z5- AT
Cost by Segment
M B MEBEAT R E<4 ]
Direct Material Ditect Labor Manufacturing Expense
120%
8.2% 15.3% 17.2%
100%
2.6% .
80% 4% 9.7%
60%
40%
20%
0%
AL Wiy B A H] S AAR
Liquid Milk Milk Powdet and Milk Products Ice Cream

B YE R N5 B

Data source: Company Data
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Bk 5-2A) B 4F

Gross Margin by Segment

AR

Total

\ 4

0.75 ppt

38.3%
37.5%

2016 2017

BAEARM 2> 8] J A

Data source: Company Data

AR L BARTE a3 B

Liquid Milk Ice Cream

‘ 0.03 ppt
0.79 ppt f

43.1% 43.1%
0% 35.2%
2016 2017 2016 2017

Wik B A5 )

Milk Powder and Milk Products

\ 4

2.22 ppts
5620/0 5400/0
2016 2017

17
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HEREETAR

SG&A Expense Ratio

e A&

Selling Expense Ratio

iR T R & e () SEEARAE
30% Selling Expense Ratio A&P Expense Ratio
(o)
23.3% 9
25% 220% 22.8%
N v v
o | 17.9% 18.5%
S ~
15% 12.1% 12.6% 12.1%
. N u N
10% 8.2% 8.5%
L N
5%
2013 2014 2015 2016 2017

BB A 9] R

Data source: Company Data

7%

5%

3%

ik S

G&A Expense Ratio

5.8% 57% 57%
A A, 7\
O,
>.0% 4.9%
= N
2013 2014 2015 2016 2017

18
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Operating Efficiency

J2 K FR R # R 2K

Accounts Receivable Turnover (Days)

33 34 3.6
2.8 €0
3 24
40
2
1 20
0 0
2013 2014 2015 2016 2017
J AT 3K R # R A
= Accounts Payable Turnover (Days)
61.7 595
60 50.5 51.8 533 0
40 -5
20 -10
0 -15
2013 2014 2015 2016 2017 -20

BRI 5 B

Data source: Company Data

HA R 4R K

Inventory Turnover (Days)

43.0 454 432
353 381
2013 2014 2015 2016 2017
P& 7 #H R
Cash Turnover (Days)
2013 2014 2015 2016 2017
6.0 -4.7
-12.8
-15.1
-17.8

19
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Net Cash Flow from Operating Activities

PRI TR X

Cash Flow and Capital Expenditure

Zig S ILAR

B BEF A
Unit: RMB million
14,000 12,817
12,000
10,000 9,536
8,000 7,006
4,000
2,436
2,000 IIII
0
2013 2014 2015 2016 2017

BRI 5 B

Data source: Company Data

5,000

4,000

3,000

2,000

1,000

AT X

Capital Expenditure

B3 BEF A
Unit: RMB million
3,946
3,652 3,419
3,241 ’ 3351
2013 2014 2015 2016 2017

20
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Dividend Rate Steadily Improved

LFONTEERALTRAEHKY
2
Dividend Rate

80%

70.9%
60%
40%
20%
0%

2013 2014 2015 2016 2017

IR 8 S 21

Data source: Company Data
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Innovation

T hE

Brand

Channel
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L :4
Quality

B kR Ak

Globalization
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Brand
BRAND BRAND STRENGTH
011 2016 ‘
o~ it
@@) 802 195 |
Amul 77 767 Chlnese Brands
BANAPERL008
2018
DAN.ONQ 79 4 81 5 KANTAR 1A TARDEBROWN www.brandz.com

S — > « . & » > = = N
A 2 AR RAT A 20174 Ak k203" R E T, NEAME LKL
87%, YrLEMBER M FLk B,
According to the “2017 Ranking of Top 20 Global Dairy Companies” published by Rabobank, Yili has steadily ranked among the top
8 in the global dairy industry and continued to lead the Asian dairy industry.

F£20174 B BrandZ™ &z BLY A F B S k2 1005% F , AR A BB R S ATk 55—,

On the list of BrandZ™ Top 100 Most Valuable Chinese Brands 2017, Yili again ranked No. 1 in the food and beverages industry.

24
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52022 FE =M =F =B S ES LT ma

3 Ceremony of the Official Dairy Pro

Gl les[ase =

Partnerotthelolympicland Paral)

1PiF, b3 2022
{E#I20224F 2 B RS I B RS S FKE

2B A A T20225 X R L Fo KRR LT TR —
A S SRR, AT R BERE REF
F, ERFERGACTT B R AR F LG R, &
A AT S A T RIRE ENAE S

Yili ibecomes the only official dairy partner of the Beijing 2022 Winter Olympics
and Winter Paralympic Games. “Yili"brand has once again formed close ties with
the Olympic Games, which not only allow us to better serve the healthcare of

billions of consumers, but brings our brand new vitality as well.

25
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Data source:
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Innovation

LN N

(
ﬁéQMT%Uﬂ,/\Q%?HQﬁ%fix
22015, o, KPAERBMEEA
46937, R B, 8 A ZRE A FKFF
TR T Eo

As of December 2017, Yili has obtained a total number of 2,201
patent licensing. Among them, the number of invention patent
licensing was 469. Meanwhile, we have 3 patents that have

won the Chinese Patent Excellence Award.

\_

AR €

Company Data

J i

\the research results of our “Chinese Breastmilk Database”.

/A ) Yk 4 A BT R, 18 iR AR ﬁ"x"ﬂ'
HREFR, BESHENIMTELTR, B
WMITJ& & 7 b4t 37 AR 69 Bl i, ARIE
P EFHILKIEEY AR E, HERT
AR A B LB T A o

Yili insisted on promoting innovation strategy. Based on consumer
insights and research on consumer demands, we integrated R&D
resources at home and abroad and proactively carried out
innovative cooperation through the whole dairy industry chain. We

also launched “Pro-Kido Ruihu Infant Formula”, on the strength of

W,

26
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Key Products

T

e

Satine Ambrosial /Q/-}"'Q . Chang Qing
e m m S
i % T 5 B4R Nk 3] 45.7%
. @ a-‘ F 100% 7 7 Key products accounted for 45.7% of total revenues
%39 @  Changyi
T 100%

= gy AR A

Pro-Kido Chocliz ‘ e

BRI 5 B

27
Data source: Company Data
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B4R T B B
%h LB 7 W58y

Pro-Kido Ruihu Infant

R TR
BRI Fo

Ambrosial Series

Formula New Products

7= A BN & P4 9.2% Joy;ayft*
New products accounted for about 9.2% of total revenues. ﬁ#;‘f
Joy Day

55 ik 3% A AR
kst bt ALY

Choliz Qixuan Chocolate Pureday

Crispy Ice Cream

BRI 5 B

Data source: Company Data
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LFRWDFEEREVWATEHKN

BE2017TFF K, & AEATAR EL537
%, L EFRHA T 54%.
By the end of 2017, Yili directly controlled nearly 530 thousand

RERFREFBIERT, »&FRERSENLS
3 village-level outlets , up 54% YoY.
=4

HEREH T Bk B RMRALT NG S
&, AN 8] BLgh UL Wy £ B SR 3 69 4 O
KFRRAANT 4 5., % RE T 09 Ak 458 5
b b 2 0 3 K38.9% .

According to Nielsen data, the retail sales market share of our

PR RAER T, BRE2017TF12A, A
AFBREEALSN T EEEA
80.1%, W EFRATIANAG S 5. £IEA
JE R, AT IRRE G0 RE R T
SR EFRFH0.T4ME 5 5

According to Kantar data, as of December 2017, the

ambient liquid dairy products increased by 2.7 ppts YoY. The

distribution of our infant formula milk in Maternal and Child

channel increased by 4 ppts, and the retail sales in this channel penetration rate of our ambient liquid dairy products reached

increased by 38.9% YoY. 80.1%, up 3 ppts YoY . In convenience stores, the retail sales
market share of our ambient liquid milk products increased by

%B»%vﬁﬂ ’ /I—\\‘;'] @ﬁiﬂk%’li)\#i—tﬁigk 0.7 ppt YoY.

130%

During the reporting period, revenues from e-commerce
business increased by 130% YoY.

SRR AN, RRK, SUE -,

Data source : Company Data , Nielsen , Kantar
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I_;'%% AR SRR fE R, BT TREALT K
W, F5 A IAR L) A4k Ao BN B £ E AR
B e 2y 3H T B A2 AR A
We adhere to the belief of "Yili represents the highest quality” and the

“quality first" strategy by enhancing the globally leading full-chain end-to-

end self-control quality system and efficient risk control system. I

[ipnzans zse | 7uzen
TE NS, FEMERALEERR
We have zero tolerance for hidden dangers in food safety, and

will continuously improve the quality management mechanism

and enhance the “quality first" management system. I

30
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Globalization

1. 2RI LFRARE

Guarantee of global dairy resources

NPT T I TS L CNET T T .3 U A=
BB BT AR R IT RS R AR 5@,
R HATHAC

Yili continued to deeply integrate its procurement business, and optimize in areas such

as cost optimization, quality control throughout the entire process, supplier cooperation,

and efficiency improvement of purchase order.

2. AR A B B B F

Strategic synergies of global industrial chain layout

28 F— R ILE T W BT EYT A REN A AW
AF T4, MMAENE “ARTR. 20, 23KTH =X
KRR, 2T L4k By 69 Bk T FIAE 5 A e 2 I,
“Pro-Kido Ruihu Infant Formula” , the new generation of our infant formula milk, has been
manufactured at the production base in Oceania. With the orderly advancement of the

systems of “Global Resources, Global Innovation, and Global Markets”, the strategic

synergies of our global industrial chain layout have become increasingly apparent.

31
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Q4 Current Situation of China's Dairy Industry

LFWNFEREVWSHTEHKN

o~ S
PSR WY &
‘m About suppliers

‘ 4.2%YoY 6.77% YoY ‘
16 YoY f f 3.27%YoY

611K 29357 vk, 3590.411Z 7%,

611 companies 29.35 million tons RMB 359.041 billion 244.874¢ 7T,
RMB 24.487 billion

FUdn A A A £ EIRIYES 3 A7 A2 BN A7 A E &R
Number of dairy Dairy production Total sales of China's Total profit before tax of
processing companies dairy Industry China’s dairy industry

HIERR: BRGE R, BEXEXKSE

Data source : China Bureau of Statistics , China Customs Data 33
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Feley Current Situation of China's Dairy Industry

LFRWDFEEREVWATEHKN

N KT RAEE

A=/

KTEER

Offline retail sales

8.7% YoY 7.5%YoY 8.5% YoY
Bl EIR WRRS ERERE S
Dairy products of all g&tgftgj ;’%f’y’[.;:ﬁ:r
Kindsas awhole  \piont liquid dairy Chilled liquid
products dairy products

HAERF . RRAE

Data source : Nlelsen

11.5% YoY

AL AR
B oh )L T Wk

Infant milk formula in supermarkets
and maternal and child stores

About consumption

KEEXTAREER

Retail sales of online and offline combined

11.6% YoY

10.2% YoY

PRAT

Milk powder for adult

L4 )L B 77 Wy

Infant milk formula

34
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Feley Current Situation of China's Dairy Industry

LFRWDFEEREVWATEHKN

71 |

v, % 4| #ﬁ' RRRBAMEER =, REH, JLRARAABR I 5T 569 REH SRR AL5.6%,
el According to Nielsen data , the total retail sales of the probiotics beverage and yogurt segment increased by 15.6% YoY during

Product Innovation . .
the reporting period.

RRBRBFEER T, WEH, RAEGRE RS TEFRRAGERALS. 1%, R B
& BRI YL f%Ti@ﬁ%ﬂfoﬂ%,iﬁ%ﬁ“Mﬁ%Lf HRI A CH REHEEHRARL T
@ Channel Diversification B226407, v FIR3EK34.6%.
According to Nielsen data , the retail sales of liquid dairy products in convenience stores increased by 15.1% YoY during the
reporting period, which was significantly faster than other retail stores. During the same period, iResearch e-commerce data
[=a

show that the total retail sales of dairy products in e-commerce channels has reached RMB 22.6 billion, up 34.6% YoY.

E_Wﬁﬁ.ﬁ‘—ﬁ RARBEMHIERL T, ZWEIRTARNTHRELILSEZEHN L LERHEKE8%, HE
AT HRIERE ST —ZRTRALZHEEHEE.

Rapid development in lower According to Nielsen data , retail sales of liquid dairy products in lower tier cities and rural areas increased by 8.8% YoY,

tier cities and rural areas significantly higher than the retail sales growth of similar products in tier 1 and tier 2 cities.
| l NEaH. REOHTHNKESRT, 2BEHHRALHME THFLEZAFE LRSS,
K LHoh, 2017 S AR KT E e R, B A RH SIS R AT 2
N Ex._ 75 k Prices of domestic sugar and paper packaging materials have been high, and the whole milk powder price has been continuing
Raw material prices to rise since the second half of 2017. Affected by those factors, the cost control pressure of domestic milk companies in 2017
under pressure was greater than that of the previous year. During the reporting period, the purchase price of domestic raw milk was basically
stable.

HIFERR: BRA, X

Data source : Nielsen , iResearch 35
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LFWNFEREVWSHTEHKN

Ak, BRAILZENE LI A

Domestic dairy companies face both opportunities and challenges going forward

HLig

Opportunities

1. LA T THES KX

Great potential in dairy consumption market

2. HRANCMF BPREGEHER

Higer demand for innovative products and services from consumers

3. fLbdy "R BEBHF

Trend of globalization in the dairy industry

B,

Challenges

1. THEAREHEEFTPEREAN

Continuous cultivation and investment needed for market development

T XAIRT. AR AREF T BHERA

More investment in innovation, R&D and emerging channels needed

3. LEWEERAEHENEX

Increased cost control pressures for dairy companies

36
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LFRWDFEEREVWATEHKN

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.
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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.
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We will continue to take “Precise Marketing, Lean Operation and Precise Management" as the guidance to strengthen our core business ability.
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We built an resources sharlng platform to serve for our business development in the new era.
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We will srengthen the practice and inheritance of Yili culture to enhance the cultural foundation of our company.
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B Culture and Brand
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Our Culture
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“Yili” represents the highest

quality.
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QR Our Culture
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Vision
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Becoming the most trusted
healthy food provider
around the world.
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Core Values
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Excellence Accountability
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Innovation Win-Win
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Our Culture
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The Spirit of Yili
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Be loyal, trustworthy, Be courageous in meeting Be extremely disciplined,
grateful, and value challenges, diligent in highly efficientin
emotions overcoming them execution
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Be vigilant, Be self-disciplined and

over-innovative self-reflective, fostering
a virtuous atmosphere
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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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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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