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About Yili

EFRIZIMNE—. £EK105ENFERLAEY
Yili is the NO.1 in Asia and global top 10 Chinese dairy company.

FRIRFEMEEK. FmtxEerFmidl

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

FREFIRFEE—XENFESRIEE N HESINE | 792008FtREIZSFI20105F gt
T@'zéffl:zaﬂ Hﬁ%ﬁ’]#L%Unnﬂ:

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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Address from Chairman

EFRFIARS , HFE EREFWIA © —FARBHIRY
— AR ABFIR , FRIARERMEE XA
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— FRIEREEIEN

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 to let everybody enjoy
drinking milk.

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

2002 APES20RER TPV RFRRSHE,

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

20056 HES , (HAFISBINEFKHFLSH

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

TERE

External Recognition

20125 , £ET/AEIER , £EBNER

2012, Vice-chairman of All- China Federation of Industry and
Commerce, member of the national committee of CPPCC

20114, WAFSLEFALTHIZ

2011, Outstanding Asia-Pacific Green Economy Leader

20104F, IR FAk G

2010, Outstanding Business Leader in Asia-Pacific Region

20105, £EBEAEIERE

2010, Vice Chairman of the All China Youth Federation

2009£F, 2009£FFE+KEAE 5Tt

2009, Top 10 Chinese economics leader

20074 , HEHFR+EXARE

2007, Deputy of the China Communist Party Congress

20065, 2ER—BHHRE

2006, National May-1st Labor Medal

2004£F, PESFHMRE

2004, China Youth May-fourth Medal
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I\/Ianagement Thinking

® LEMN" & "IN IR
G The "national networking" and "global networking" strategy
o HEREE & "RALH EREE

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

O "HEiE" & "ttF" TREHREG

The strategic partner of the Olympic Games and the World Expo

ARRELL "BENFEE. TIERETMNEE. HaifE
AFBUME" BFEFIEN , I5SEIWEIE—IRAIK.
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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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China
Dairy Industry
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Development Opportunity
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ERHRIARIFERATRANER | iHERRSE , AR EEEERTRE
PIKEERAIRAZR , BERM ARAE , iHEEIXAEMIXRIERRART.

In the future, China’ s economy will keep a steady increase and consumers will continue upgrading
their spending. The per capita dairy consumption of China still has a large room to improve,
especially in the vast rural areas where the consumers’
in a low level.

BLOERAIFMEESE (F5/A/FE, 20145F)
Per capita consumption ( kg per person/year,2014 )
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Source: USDA, China Bureau of Statistics .

consumption and drinking frequency is still
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China
Dairy Industry
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Challenges

Ll RS REIFRIREEIRS | FmEamEEE |, Sl HmEE,
The development of dairy industry more and more relies on production innovation.
With the decrease of production life, innovation will be more important.

RERGRZIZN , RESTTH | FTREIEEXS ERENFIEERR HkX.
The channel environment has changed dramatically and the channel is becoming
diverse. The rise of new channel challenges the channel management of a company.

Eﬁ%ﬁ%ﬁ?&&ﬁﬁn?ﬁé  ERZESHIREERREE  fRTEnE]
AR

Consumers pay high attention to food safety and bear less tolerance on food safety
accident. Dairy company faces the challenge of paying more attention on food safety
control ,quality management, etc.
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China
Dairy Industry

Dairy Products
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China
Dairy Industry
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Liquid Milk

25

20

15

10

1||| .

e FEE(BER , i)

Output (million tons, left axis)

R , i) [ 70%
YoY (%, right axis)

- 60%

- 50%

- 40%

- 30%

- 20%

- 10%

- 0%

T T - '10%

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

2012

2013 2014 9M2015

HIEKR : FESITE

Source: China Bureau of Statistics



ZREHIE

Development History
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History of Yili

1956-2004 2005-2013 2014-Today
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History of Yili

1956-2004 #5ZFRK1<HE] Birth & Growth

19565 , R IFHERRFFE(ENE | NEFIRIEIS.

FRRTERR  HERANARELZ—,

In 1956, the Cow-raising Cooperation Group at Hui Min District in Hohhot was founded which was Yili" s predecessor. Yili is one of the earliest dairy
companies in China and also has the longest history.

19995 , FAFIBISIRSIHEIER , FEITHE "RSMERT . Bit, ARMRERSERSTE.

In 1999, Yili Liquid Milk Division was founded. Since then, Yili pioneered a new era of liquid milk in China, and stepped foot from Inner Mongolia to the whole China.

2005-2013 11XHA Expansion

20055 , fRRIBLAILER2008FRIZSE—IEEIFIREL .

In 2005, Yili became the exclusive supplier for Beijing 2008 Olympic Games.

20094 , fAFIpL/920105F LigtHEaE—iSEA S MmE .

In 2009, Yili became the only supplier for the 2010 Shanghai Expo.

20124 , RRpACHRIERTEREARHEFRISMR.

In 2012, Yili became the exclusive supplier for Chinese Olympic Athletes of London 2012 Olympic Games .
2013F , RRENBEREARESHERERRAZFHIA TR,

In 2013, Yili became the exclusive supplier for Chinese Olympic Athletes of Rio 2016 Olympic Games.

2014F4% BB GHA A Dairy Giant

20145 , FARIENMIASIRS001Z , AiAhESE—RTZiERIFLILAR.

In 2014, Yili generated more than Rmb50 billion net sales. Yili also became the first Chinese dairy enterprise which achieved 100 billion market capitalization.

2014538 , AHEEREFEIAFSH=EERME-THLIANERIET , FRSHZRHTRAS | Rzt EFL BRT 8 EMSES08/NT AL,

In March 2014, under the witness of the Chinese president Xi Jinping and the King of the Netherlands Willem-Alexander, Yili set up the top level of oversea research and development center
in Wageningen University, Netherlands.

2014578 , FRIERER=EERITAN (2014F2BkF2058) REFEREAZEEINL

In July 2014, Yili Group jumped to the 10t place for the first time in  ‘The Top 20 Dairy Companies in the World' published by Rabobank.

20145118 , ATYEEREFEIAFSHA=CIRAH-ERHRIVET | FREEERR=REEREFENEE , SR IARI30ZART.

In November 2014, under the witness of Chinese president Xi Jinping and New Zealand prime minister John Key, Yili Group invested 30 billion CNY to set up the Yili Oceania production
base in New Zealand.

201559R , PEERFFEIEFNEEHTESHDHE , BEFEATSIRNGSR. BREESE —hEaRE 88 mIL.

In September 2015, during the Chinese president Xi Jinping's state visit to the U.S., the high leveled and advanced wisdom group - Sino US Food Wisdom Valley was founded mainly by Yili
Group.
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Main Business
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Main Business of Yili
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Liquid Milk Milk Powder Yogurt Ice Cream
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ain Business of Yili

R T % R
Milk Powder Liquid Milk Ice Cream

#LblAm

Dairy Products

JLEY

Children's Milk

NO.1 Market Shares

20145 , (ARIAIET FEFASMEGE TR, Pahin. RIKME. wSHHznUR) LEDHRRED
QRZI=EES S VAN

In 2014, Yili owns No.1 market shares in China’ s overall dairy products, milk powder, ice cream, liquid
milk and children ‘s milk market.

HERR - FEEUVEKSS. PELEFHEEFOEKSRHN (2014FEFERRESERAIT)
Source: China Commodity Sales Statistics of 2014, jointly issued by China General Chamber of Commerce and
China National Commercial Information Centre
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Market Share of Yili
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SG&A Ratio
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Selling Expense Ratio G&A Ratio
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Operatlng Efficiency

B : FAFIBAD RS EEE R EL

Receivable Turnover (Day)

: RRUBRAD RIS KRB R 2L
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Cash Flow and Capital Expenditure

SEMSIER (84 83H7T)

Net Cash Flow from Operating Activities (million)
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Stock Dividend Rate
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Core Advantages
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Core Advantages
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Channel

Capacity
Layout

Global
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TURINFE, BXksHi, BAEMRMCREFNEESEEIA

Yili has an operation and management team with rich industry expertise , international
vision, and the determination to pursue excellence

ik, Fi2. AHEIEHE. AFNRIME

Yili has professional, young, passionate and excellent employees
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88.1%

PRI mAESIESR
1%£88.1%

The brand
penetration of Yili
has reached 88.1%.

%Nx—/ 1%y Yz L{j]:%'

Distribution Advantages of Yili

EnzE
5002754
HEMA,

Yili has covered
over 5 million sales
outlets across
China.

i
MILLION

BX , Kk
L YZADRR=m |,
FAHBEEFD.

Yili sells about 110
million pieces of
products per day.

3744,

20144 , FRE
T RRHER
123701215

Over 37 billion
pieces of Yili" s
products in all
kinds of categories
were sold in 2014.

N8

BILLION

=5, B/
11{ZFEEEET
= REIEFRERAY
(273l TN

We serve 1.1 billion
Chinese consumers
with nutritious and
tasty Yili products
every year.
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Capacity Layout of Yili Jper— Milk Source
Milk Source %fortheast
of Xinjiang

PRSEACAREE , IREs P
S | BEHIHEES

Yili has 64 production bases whose milk
source bases are located around the whole
country. And its sales organizations also
have extended to villages and towns .
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Classic I\/Iarketlng Cases of Yili

BaiE Olympic Games
Mt |, Bifes , BIBRRIES | FREE12F P ERIZERRHEFRILEIR

From Beijing to London and even further to the Rio 2016 Olympic Games, Yili has become the exclusive supplier
for the Chinese Olympic Athletes for 12 consecutive years
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& World Expo
20104 EisthiE<s | BRA7000R ERSMEESRE |, IRUEFAHR ;

At 2010 Shanghai Expo, Yili exclusively supplied nutritious dairy products for the 70 million guests from
domestic and abroad

2015 K=1HER | FRmEB/RIEZ S HARTRI,

At 2015 Milan Expo, Yili quality will be proud to accept a global inspection and feedback again.
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Yili's International Layout
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fi1= Netherland
20144 , hEA IS SEAGEINRE DL,

The highest standard overseas research center in the

y entire Chinese dairy industry.
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20154 , =im, BAIS S5 —PERRE ===

BAMT, it - SAF Italy

In 2015, the high-level and advanced wisdom 20134 , SHERXIARARE S1E.

group-Sino US Food Wisdom Valley was Yili and Sterilgarda Alimenti S.p.A. entered into \

founded. a strategic cooperation. \\
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#f= New Zealand

20144 | 2L REAN—AEILIEN , SH=MEXFEE
BRI S EIDN,

Yili established the biggest global integrated dairy industry

base and signed a strategic cooperation agreement with the Lincoln
University.
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Global Position
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Yili’s Position in Global Dairy Industry

SEREI S, WFLIE—{u

{ Global Dairy Top 20 Report - 2014 ) Yili ranks the 10th in global dairy industry and the 1st in Asian dairy industry

Dairy turnover,2013 Dairy turnover,2013
(USD billion) (EUR billion)

Company Headquarters

1 Nestlé Switzerland 28.3 21.3

3 Lactalis France 19.4 14.6

5 FrieslandCampina Netherlands 149 11.2

7 Arla Foods Denmark/Sweden 12.5 9.4

9 Dean Foods USA 8.6 6.5
10 Yili China 7.6 5.7
11 Unilever Netherlands/UK 7.5 5.6

KR - T=AFRITRAARMN (2014527 2058) HEBiRE
Data source: 2014 Global Dairy Top 20 Report, recently issued by Rabobank
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Yili’s Position in Global Dairy Industry

2014£F
FRIENEWN544.36127T

M E—L
In 2014, the gross revenue of Yili reached
RMB54.436 billion, ranking the 1st in Asia.

20145
BRNEFIIEBAL.671Z7T

N —AL
In 2014, the net profit of Yili reached
- RMB4.167 billion, ranking the 1st in Asia.
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Mission & Vision
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Mission & Vision of Yili

1010 wiey TOP D —
WORLD ¢ WoRLD

20145 % , BNSFEANEEARN "HRAZ
IKRESEHNERAEMIEHRE" | XTSE
FRE2EHEPERmTILAIFRRIMA.

At the end of 2014, he upgraded our vision at: To
be and be recognized as the most trustworthy
healthy food provider around the world. This
therefore marks a new era of Yili Group making a
difference in China’ s food industry.
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Mission & Vision of Yili

{Ean : AEREUHER IEK A KEERRAETS

Mission : To keep innovation for human being’ s healthy life

: AERESEHINERR TS

V|S|on To become the most trustworthy healthy food provider around the world and to be acknowledged as such
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Key Plan to Achieve Corporate Development Goal

LIFSSC2200004 , SEIRSCHRRRSITEMTIIG , AIEABINIFTOMMIAIEDR , 25t

E =5
RESHE HAFH R AT R R R SR S RRRSNRIEAE,
Quallt Control To keep up with internationally advanced quality safety standards while sticking to FSSC22000; and to continue optimizing
y and upgrading company’ s product quality management ,as well as food safety risk prevention and control system relying
on the company’ s overseas research platform and strategic cooperation resources.

Q o TURIER P+ ERRERASE,
ﬁJZFE = EE Actively and responsibly constructinga ‘milk+" internet health ecosphere.

73 SEY = =hit S NP A=) 1 A
@7 o ative Vanagement | FRRO20SIBOT , EEhiL LA TEREES,

Exploring O20 channel innovation and promoting integration of resources online and offline.

W0 KEERFmEEMENRT | T8 FREEERRE,
- - 3 =5 Paying attention to the increase in asset value of major sub-brands and bringing forward the common.
/Q\ AA[d E EE development of parent brand and sub-brands.
Brand Management BEEE =R EEELEENTES | LiEMEEESERE , IR REERE.

Constructing ‘Cloud Health’ consumer communication and interaction platform, implementing.
accurate brand dissemination, and improving brand loyalty.

;z}:’] }? Eiﬂ_j&_ MBI, TELERE | RIS K FRIRYRE.
I Promoting normalized and standardized management of pastures and improving the unit yield and raw milk quality of pastures.
Q%éﬁf?“’“”‘ SO e ARSI IR 5 T SMORIGHE | #— IR R R BT HIREIA T,

Construction Accelerating the construction of the international raw material purchase and supply platform in milk source base, and further

improving the supply-demand balance to guarantee a good overall level of basic raw materials.
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Supply Chain Operation
Optimization
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Capacity Layout
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. Industrial Chain Finance

X

Key Plan to Achieve Corporate Development Goal

NEGIMREBERBFEFRENHRLK B2 "=aEEFEe" .
The company is planning to accelerate the expansion of mother & baby and e-commerce channels, and to
constructa ‘Cloud Business Information Platform” .

BIREE, TELE. MURESTENESDE | SR HNEHEERER,
Continuously improving supply chain operation efficiency through benchmarking management, project
implementation, process optimization, system perfection and other methods.
PEHEHSCMEERRMBEZIR.

To keep promoting the construction of SCM information system.

HHFREECE | I—RARIRNREREE,

Optimizing the capacity allocation and improving resource collaboration efficiency.

MXILiEEEFEFIFEN TR + Il itSRIE.

Planning and implementing internet + industrial chain finance project with Yili' s characteristics.

fEENEEAM + , WASLHIATERPRS, EPXREERSE (CRM ) | HNEEERS (SRM) | UERQ
BEIMRASHIEEERE ; I SERMIVENER. ERER , B, HNES ETESHEKEIOLS RS
X |, TSRS RASE.,

Forging an industrial chain financial ecosphere internally through the interconnection and interworking of ERP system,
Customer Relations Management System (CRM), Supplier Management System (SRM) and finance company e-banking
system by virtue of internet+; And externally , improving the interfacing with settlement and credit management
systems of financial institutions, as well as business systems in terms of markets, supermarkets, suppliers and other
upstream and downstream cooperative partners.
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Industrlal Integratlon
and Merger & Acquisition

REWET A

Big Data Utilization

Key Plan to Achieve Corporate Development Goal

EIEBIMARFL , RESIMUBHR  WEERTTHREEEFER.
To rely on oversea research center, focusing on global advantageous resources, setting advanced quality management
system .

IEPIIR,. 7R, mhd. REFRFNBENS  ERERTSEFEHERIS.

To rely on integration advantages of milk, capacity, brand, channel sources, therefore to move forward our business
sequentially facing the global market.

FERIMAR SCENEE. B, AWs  BIRENINEEKKREND |, RIFREL
S SHFTERKRE.

Continuously paying attention to and study a wide range of cooperation, integration and merger &
acquisition opportunities, and maintain the parallel growth and development of existing business branches
and new business opportunities on the strength of inherent and external driving force for growth and

development.

AOFBADABEHER RN REEEREFFSIEERR | MhiniiEEEIERI T T
iz LAIESmiTA. iHEEEE , NMEFHEEEREE.

To study the demands and behaviors of market and consumers through adequate use of the company’ s information
resources regarding the variety of sales terminals and member consumers as well as cooperative partners, in order to
guide the product development and consumer communication and thus to improve the overall customer satisfaction.
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DISCLAIMER

IR EFAFSDWERROBIRAE (&R 28" ) &K , BXERXESE, HPPRATIREE.
KRR, REBRFAEMIRARRALT HRINIARKEHAINR |, MAERIRRIARIE B AR R ERISE
FUEiE | wEREMEFRAHZHITETIRERITN , BIRERRT : &iKE. SERRFERIEN. ITRZH. ™
WIpER. TARFE. RN, EE. USLhERNE. BREEZIERENK,

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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