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About Yili C/
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FARIZIMNGE—. =ik8ERIPERmEL,

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

FRHEFEIERK, FosxfEeadZlail

Yili owns the largest scale and the most perfect product I|ne in China dairy industry.

FREFEE—XRRMFESREEREERAE | 792008FILREIZRM20105 LigtH
B IRHEIRSHIZLH fadE il

Yili is the unique enterprise in Chlna 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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2016FESIINIL606.09127T , SLHLEFE (1I3EEAT] ) 56.62127T , SRS | 2B IMELIV BT,

Total revenues of Yili in 2016 were RMB60.609 billion, and net profit attributable to owners of the company was RMB5.662 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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Data source: Company Annual Report 5
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Shareholder Returns
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Data source: Company Annual Report
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Address from Chairman
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EFFARS , HE ERERMA - —FIAZBFIR  —FRA
BB . FARAREGHEREGXFIPTAZR—MA |, 1§
FMHIA | ERFHIEFSRERIA.

— FHSREESEKEN

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 ERESEN

s v .
ER (EEx. 2m)
Pan Gang, the Chairman and President of Yili Group

2002Fp AP ES20RER TV PIERFIRAIEE

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

20055F6 RES | (HAFIEBRIES KRS

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

F—F =
EFERE
External Recognition

HEHEE T OREERRARAR

Member of the 17th national congress of CPC

EERINER

Member of the national committee of CPPCC

£ETHKaIERE

Vice chairman of All-China Federation of Industry and Commerce

PELESFREREIER

Vice chairman of the All China Youth Federation

PESFEIRMEER

Chairman of Chinese Young Entrepreneurs' Association

PEDIHSEIESR

Vice chairman of Dairy Association of China

PERENSEISK

Vice chairman of China - EU Association

=R ESHASIAEN

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

20165 , XEEFIFEIARMONEZER KR
2016 , Member of UNDP Private Sector Advisory Board

20116 , WAL RBLEFNH R

2011, Outstanding leadership award of Green economy in Asia & Pacific area

2010%F , WARZRH gl asts

2010, Outstanding business leader in Asia & Pacific area

20105, AR ERIE I D E R

2010, Business leader in Power of Changing China Awards

2009£F , 2009FE+ KL AL

2009 , Top 10 Chinese economics leader

20075 , HPRFERERKREVITHIZ
2007, The best leader of Russia-China friendship

20065 , INRETSERE MM
2006 , Davos Youth Global Leader

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

20054 , CCTVHRESFELFAY
2005 , CCTV China Annual Economic Figure

20044 , FESFRNURE
2004 , China Youth May-fourth Medal
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Management Thinking EAEDED

"EERMN" & "SERERK" GBESCHE

The "national networking" and "global networking" strategy

EHRER & "RIVCF EEEE

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

"BRIET & “tHE KBHEHES

The strategic partner of the Olympic Games and the World Expo

FRRELL "BENTEE. TUWERKTMNEE. 2
MEXTRUME" RFEFLIET ?E«%ﬂ:\lLEI’Ja— NI

— FHSREEEEN

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

FEMSIEIR

Financial Highlights

PG N

ARE® (BATT)
RMB (million) 2015
E=RISU N J—
Revenues f
LB 58,764

Core Business Revenues '
EF)

Gross Profit 21,387
EZES

Gross Profit Margin 36.4%
gAFiE

Operatirllg Profit 4,894
=)= S YNSINE I E 463
Net Profit Attributable to Owners of the Company !
RS

Net Profit Margin 7.7%
BT )

EPS (RMB) 0.76
BRI

ROE 23.87%

HERIR « NEEEE

Data source: Company Data

2016
60,609
59,614
22,813
38.3%

5,520
5,662

9.3%
0.93

26.58%

i
Growth Rate
0.4%
1.4%
6.7%
+1.87ppts

12.8%
22.2%

+1.67ppts
22.2%

+2.71ppts
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Core Business Revenues Breakdown by Segment I

FEWSIAAES

Core Business Revenues Breakdown by Segment

AR® (BAmT) 20155F WA 20155 kb 20165 W\ 20165 tb ity
RMB (million) Revenues % Revenues % Growth Rate
kL 47,151 80.2% 49,522 83.1% 5.0%
iquid Milk
AP
RAXERRS 4,098 7.0% 4,194 7.0% 2.4%
ce Cream
n Bl am _
Milk Powder and Milk Products 6,447 11.0% 5456 9.2% 15.4%
=Yzl s YN a=Liu)
II\/IixIZId Feeding Stuffs and Others 1,067 1.8% 441 0.7% -58.6%
JSUE
58,764 100% 59,614 100% 1.4%
Overall
& AT 2016FABMERAKAN , 201655F12 B ARBEFHARLE N HiERIR - NEEdE
Note: The revenues of Yogurt Holding from May to December 2016 were not consolidated into our Data source: Company Data

company’s revenues because we have disposed the shares of Yogurt Holding in April 2016.

13
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Core Business Revenues Attribution R

NI RKIFE FSER

Revenues Growth Attribution Revenues Growth Attribution by Segment
B : BATT
Unit : RMB million w
LS U EERITHR uHE
4,000 - 559 - 8.0% 15% - Price Product mix Volume
10% -
2,000 - 7.5%
3,258 o 5% - 6.2% 2.7%
3.4%
101 -1,882 0% 24%8 . - =
0 T T
-10.7% -8.6%
0.2% -5% - -3.6% 10.7% °
G CENIFHE =0 - 0.0% TBRARZL LSk iRIR
22000 - Volume Product mix — -10% - Liquid Milk Mil nd Ice Cream
Milk Products
3.2% -15% -
-4,000 - - -4.0% -20% - 7.4%

HERIR « NEEIE

Data source: Company Data 14
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New Products and Key Products

PG N

Q Kok B REEHEER

New Products

SR AEL22.7% , B A T A E S . =

New products accounted for 22.7% of total revenues, about 7

percent higher than last year. SH
Satine

ZRE
@3 Eﬁ;&ﬁl Ambrosial
Key Products @@Jﬁﬁi@?}j
FEFRIASLA0% | R EERA 3 2 E DA o
Key products accounted for 49% of total revenues, 3.2 percent b2
higher than last year. Chang Qing

FHERIR : FR/RF%

Data source: Nielsen

20155

17.7%

465.7%

25.8%

47.0%

Sales growth rate of Key Products

20164

13.5%

106.7%

23.8%

18.6%
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Market Share of Yili ERESEN

B REEMHEE20.0% , BEHENLINES R, UEHESE—. HY , BEESNHSEERI1.6% , BALEF L84
BoR ; RERSDHEER16.2% , RHEFA0.AEPR  BILESIHEREHHER.0% , BHHREFH0 2080 R,
The retail sales market share of Yili's dairy products was 20.0%, ranking NO. 1 in the overall dairy market, up 1.1 ppts YoY. Among which, the market share of our

room temperature liquid milk was 31.6%, up 1.8 ppts YoY. The market share of our low temperature liquid milk was 16.2%, up 0.6 ppt YoY. And the market share

from all channels of our infant formula was 5.0%, up 0.2 ppt YoY.

== 35 31.0 30.7 30.5 31.1 31.3 30.6 30.5 30.5 31.0 31.5 31.5 31.9 32.0 329 3 2
rBim 2 285 579 288 28.9 299 302 30.2 303 T e T T et
29 ™ * * v —— v e A 4 A g v v v
Room Temperature ,, [ %
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2015 2016
17.3 17.2
N= 20 1156 161 159 162 158 154 153 155 15.9 109 169 17.0 168 159 157 156 154 15.7 16.1 168
.3 15.2 15.1 P SN PPN
L P G R R R P, ¢ o, N N R N ==
15 | &7 v T Tttt " T
Low Temperature
10
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2015 2016
6 5.2
m 5.0 5.0 4.9 5.1 51 50 24 51 50 50 49 49
E0 )Lk 5 |48 47 47 <HD 47 47 47 , 4.8 a6 48 7 N

"'\—/“*“N——Wﬁ DR
Infant Formula 4

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

HUERIE | B/R7R
Data source: Nielsen
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Cost and Gross Margin HAL SN

ISR T

Cost by Segment

FASSHIREEBFI=R T

Gross Margin Improvement by Segment

=27 MEEAT u HEER
Direct Material Direct Labor ~ Manufacturing Expense g
o =
120% 2015£E 2016£|E Improvement
8.1% 15.9% 17.2% 2.8%
100% — RREL 9 9
5 8% 13% | iquid Milk 341%  36.0% +1.88ppts
80% 4.0%
10.8%
SARR=E £
IR R AR 363% 43.1%  +6.73ppts
60% Ice Cream
0% 89.2% — g ykn Bl em
) 1 72.0% Milk Powder and 56.0%  56.2% +0.20ppt
Milk Products
20%
N=PAV =N
=] LE_H‘;I' 0 0
0% Mixed Feeding Stuffs 20.7%  30.3% +9.61ppts
BARZL Yk AT 2R BEER
Liquid Milk ~ Milk Powder and Ice Cream Mixed Feeding iﬂgﬁs ' 36.4% 38.3% +1.87ppts
Milk Products Stuffs vera

HERIR « NEEEE

Data source: Company Data 17
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SG&A Expense Ratio

()

HETHER
Selling Expense Ratio
e SHEEER FHER ue (HAp) rEEHESEREE
30% Selling Expense Ratio A8P Expense Ratio
26.7%
A o,
22.9% 23.3%
25% ° 22.0%
RV 4
19.5% .
20% 18.5% 17.9% 18.5%
16.4% W
° Ve * v
15% 12.9% 12.1% 12.6%
S 98% 8.9% U
10% i o7 8.2% 8.5%
L L L
5%
2009 2010 2011 2012 2013 2014 2015 2016

HERIR « NEEEE

Data source: Company Data

8%

6%

4%

2%

LGB N
¢t 23
= IR R
G&A Expense Ratio
6.7%
58% 57% 57%
5.3% -
ag% 1% T4 5 0%l py—\
e —
2009 2010 2011 2012 2013 2014 2015 2016
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Operating Efficiency

RYSTTR B K EL

Accounts Receivable Turnover (Days)

3.3 34
2.8 60
3 26 24 24
40
2
1 20
0 0
2011 2012 2013 2014 2015 2016
+h oy
IVARPLCNELEF S
o Accounts Payable Turnover (Days)
61.7
60 54.9 53.3 50.5 51.8 53.3 0
40 -5
20 -10
0 -15
2011 2012 2013 2014 2015 2016 -20

BIESER | NEEIE

Data source: Company Data

FERERERE

Inventory Turnover (Days)

PG N

43.0 45.4 432
40.1 385 353
2011 2012 2013 2014 2015 2016
MEFEERE
Cash Turnover (Days)
2011 2012 2013 2014 2015 2016
U ‘ | U -6.0 A7
-12.3 -12.4 -12.8
-15.1
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Cash Flow and Capital Expenditure HREDED
P S >
ZEMFNEIR BAFTZ
Net Cash Flow from Operating Activities Capital Expenditure
B : BATT B : BATT
Unit: RMB million Unit: RMB million
14,000 12,817 5,000
12,000 3,946
4,000 3,652
9,536 3,419
10,000 3102 3,241
3,000
8,000
6,000 >475 2,000
4,000
2,409 2,436 1,000
2,000
0 0
2012 2013 2014 2015 2016 2012 2013 2014 2015 2016

BIESER | NEEIE

Data source: Company Data 20
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Dividend Rate Steadily Improved HRESED

ZUE =

Dividend Rate

80%

64.4%

60%

40%

20%

0%
2012 2013 2014 2015 2016

HiEsR - AN EEE

Data source: Company Data 21
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Business Review BREGED

mahe

Brand

E3[F A4 --"-;) BUFR
Globalization 1?@ Innovation

M E G

ZRiE

Channel
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Brand

PG N

20175 EBrand Finance2 K HIREBEMNEHHMTIEF |, FRELIKEZ , WM
F— HrEmEEEHEEIKE—. £20175FE BrandZ™REMEFEmE
100384 , (RFIFISE18% |, WEXEmMITIE—.

On the list of Brand Finance Global Dairy Brand Value 2017, Yili ranked No. 2 globally and No. 1 in Asia; especially the
brand strength index ranked No. 1 around the world. On the list of BrandZ™ Top 100 Most Valuable Chinese Brands

2017, Yili ranked No. 18 across all industries and No. 1 in the food and beverages industry again.

RNEWFANIZRY "EZRmEY" AgE—AHREY  ARPEREE—SRHRRE
PP ERBRRIE .

As the only dairy enterprise selected into the CCTV “National Brand Plan”, Yili shows the charm of China’s quality on
behalf of China’s brands to the world.

NEXS BRE PRSI EEUAEE | K5 TESHEERNIAR. EIER
MREEMES , RSN , EBTIMZNREE "FF" =&,
Yili has gained wide acceptance by implementing the strategy of precise positioning on targeted customers and

accurate dissemination on brand image. According to Kantar Brand Footprint Report, over 1.1 billion consumers
bought “Yili "products during the reporting period.

24
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PG N

Brand
Z LTI EW , B0 “iENmbE” MHEMSEE
Assisting the positioning and dissemination of "Vitality Brand” through online and offline marketing
B 2 st -

ERNFESER T IFEISIEER , RETLR

# , SSHUFANEIIEE | [SRFaIEER

FRHVEE2016FEARTFRIZ , LIRANNEEE FRMNEERIRAITN | BUBERERFEESE
TEFIEEMFTA , £ UBEIREEESE.

Seizing the opportunity of 2016 Rio Olympics and with the help of cross-border media cooperation and new internet technology, Yili
encircled consumer ecosystem creatively and in all-round way based on in-depth observation on consumers.

BITEERARY MR ERR, F—HIRuRfFY LR 2 B4 FEHERRINENF , ARSI ISR 8
VIR TIBBEENRE | 1TESFEwm S IRIRESR.

Through vivid brand theme, unified terminal display and successful online and offline marketing, Yili achieved three-dimensional
marketing which efficiently improved consumer experience and enhanced our brand image of “nourish for life”.

25
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Innovation

PG N

IREHIR | BIPREEAIEIN2091IR , RIREFEREPESFIESR

Accumulatively obtained 2,091 patent licenses at the end of the reporting period and two patents won Chinese Patent Excellence Award

Z4#ham L RAREAS HIEPNRSE

A number of new products came into the market and became the leader in each segment market

2016FREEFFAZILEBES | QQEBILENMKEINART “FmelFikie”

In “China Children and Women Industry Expo 2016”, QQ star flavored yogurt for children won the

FHERIR : FR/RF%

Data source: Nielsen 26
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Channel BAEDE N

NEMMR B SE RISHIRIRE
WERTHEZNRMEEARFR. B
A SSIINRIELIBIRE 2%,

Yili accelerated the replication and promotion of

'-%";5'1 :u\x?‘LnnEﬁﬁiiﬁé‘é $L§U

77.1% ! KLEFT’_‘E;—I—TO 3A§53\"“° “rural ecommerce business model” to meet the food
HE2016FFXK , EENEMNAE consumption upgrade needs of rural consumers.
34-27593 ' tKJZEETEﬂTé"]Z{no Revenues from our e-commerce business
The penetration rate of our room temperature increased by 82% YoY.

liquid dairy products reached 77.1%, up 0.3 ppt
than last year. By the end of 2016, Yili directly

controlled 342 thousand village-level distributors , ﬂ'—»& "ﬁ}*U!M :u." E“ng Ftﬂl]:_':
up about 2 times over last year. "RREENGE B, EEENH

RSEAERNML. ERethAAR,

Upgrading the strategy of “Yili maternal and infant
ecosystem" and promoting maternal and infant
public services to be international and intelligent
with our “maternal and infant experience store”
model.

HHERIR - NEEE HUE

Data source: Company Data , Kantar 27
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*E. PO WNRERZRE "TER" | EEREHIEML , ’eT
B L — EAMEH "Rk fl "MEL" | H—REe TR
= ol BmTelNizEE

Yili has zero tolerance for hidden dangers in food safety . We have set
stricter “enterprise standard line" and "early warning line" based on the

national standard line to further improve our risk control ability.

SH=E#HTHRAFEF  fREREEE
IR mETERHMERS.

Cooperating with Wageningen University of Netherlands to
study and set up an early warning system for food safety which

will run through the whole industrial chain.

28
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Globalization

AT N
Ehf8= New Zealand f&J= Netherland
ST RFT= “Pure-Nutra H5%" TR TROEE R | AR
5| B T B P 2 BT AT AGE AR REAR A SRR,

FEHHE.

"Pure-Nutra" infant formula produced at our

The Netherland R&D center worked well,
proceeding a further research

New Zealand production base has been on basic food technology and major
officially certified by the New Zealand application technology.
government and has been on the market for

sale.

HFFETS )

BAF italy
20145 , SHREIXARKKERSE , HEH#H
HHEOE= | SRR RE,

XE[E USA

20155 |, Sin. HBRIEESEH—
ERMEESBAL

In 2014, Yili and Sterilgarda Alimenti S.p.A. In 2015, the intelligent high-end group-
entered into a strategic cooperation to import Sino US Food Wisdom Valley was
the milk “perfectlands” and to drive the established.

increase on high-end liquid milk.

29
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Current Situation of China's Dairy Industry

\=§

KRR - PESTR R/RHR

MENEBERE |, 2016 FENIEINTAFIESRIM-E2993 7M1 , FECE
K7.7%, ERSRIGEHOE 231 , FEECEK20% ; KiniHZERZL MmO
ELERFEN2.6% , 5XF2. 1% GHEL | BB

From suppliers' perspective,29.93 million tons of dairy products have been processed and produced by
domestic enterprises in 2016, up 7.7% YoY. By contrast, 2.31 million tons of dairy products have been
imported, up 20% YoY. Among which, dairy products imported for terminal consumption accounted for 2.6%
of domestic output, slightly higher than last year's level of 2.1%.

NIZBERRERE | 2016FZE A mk T EEMELLEK2.5%, B, B8R
SRIMALIEK2.0% |, (RERSEI@RELUERAL.2% ; & 5% T8N, 2L
BRI TREEL.5% | B AIBMRENIERE.8%,

From the perspective of market consumption, the offline retail sales of dairy products in 2016 increased by
2.5% YoY. Among which, the room temperature liquid dairy products increased by 2.0% YoY, and low
temperature liquid dairy products increased by 4.2% YoY. Online and offline combined ,the retail sales of

infant formula decreased by 1.5% YoY while adult milk powder increased by 8.8% YoY.

Data source: China Bureau of Statistics , Nielsen

PG N
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Current Situation of China's Dairy Industry

PG N

HEFR

Consumption Upgrade

HEERSIERR , SinE. BESHERIDEEINESEHSBILL EFIgK/.8%, 43.1%,
9.7% , LAk GRS R Tk B AR fR TR

According to Kantar research data , the consumer spending on the following segments, including high-end white milk, room
temperature yogurt and low temperature yogurt, were up 7.8%, 43.1% and 9.7% YoY, respectively. The sales growth rate of the
above segments led the overall dairy market.

S = —
« EESCEZgnid
@ Channel Diversification

SIREBEFEHERENER , RSILmB2CE LRXZRUL LHFIEK61.9% | IBRFEETREEAKTE,
According to iResearch data, the B2C online transactions of liquid dairy products increased by 61.9% YoY, the growth rate of
which was significantly higher than the overall level of online shopping.

RRESHEERT  SEAREEFNENSEM FFEK11.3% | IERpERTRSERE,
According to Neilson research data, the retail sales of liquid dairy products in convenience stores increased by 11.3% YoY, the
growth rate of which was significantly faster than other retail channels.

SIEERH

Penetration Rate Promotion

JERASIEES , BRMRERIRSIEZE S EFIRKE.4%,

According to Kantar research data, the liquid milk consumer spending in county-level cities and counties increased by 8.4% YoY.

HEkR - PR 3OREIE R/RFR

Data source: Kantar , iResearch , Nielsen 32
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A Y
RFAEE
Room for Improvement
IR EiHZRETSEL ( Kantar Worldpanel) $SIER , 20165 EHHREFYEERSHASS.1H | HEERPIT
Z (TERERERS2015) AHAEHAHIAOZ.07ANE , B AISREDEEIES LS. OF , REMERLER
#1/5. BRI miiakl BEEEERANARTE.
According to Kantar Worldpanel, China's urban families purchased 58.1 liters of liquid milk per household in 2016. That amount of liters, divided by 3.07 people per
household in urban areas disclosed in "China Family Development Report 2015" issued by National Health and Family Planning Commission of the People's
Republic of China (NHFPC) , will translate into an annual consumption of 18.9 liters of liquid milk per capita in urban cities, less than 1/5 of the consumption level in
developed countries, such as Europe and the United States. Domestic dairy market, therefore, still has great development opportunities.

L IREh MEFHR

Core Driving Force Consumption Upgrade

aalRF K
W@Eﬂﬁaﬁ c Quiality Upgrade

Urbanization

BRSSP Er= M TRYIREHE =
Demand for High Value-added Products Price Drivers
Driven by Aging Population.

“ZhR" BUERMIF

Two-child Policy

$H3_EiRnAL RS e MIpE

Supply-side Reform on the Upstream of
China's Dairy Industry

S/IREDEE=

Volume Drivers

=B R

Product Innovation

HERR - 2=

Data source: Kantar

China's Dairy Industry Outlook DN
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Business Outlook

20174
AT

2017 Business Outlook

20175
NElEE

2017 Deployment

2
E
4]
5

PG N

SALSUTN LI
65012

Total revenues to be

FiiD 2 EsSEm
62{2

Total profit to be
RMBG65 billion
RMB6.2 billion

FSELEBRIRIE R IR IR R E B EEERRRNESIRINER AR
Enhancing the world's leading full-chain end-to-end quality self-management system and efficient risk prevention and
control system.

BIFOIFTS SRR | FREEIMELSS | ST AT SR RIS
Insisting on developing through innovation, and actively expanding the international business, to make our overall business
to achieve sustainable and healthy growth.

BexLl FEHEEHE. Fmzs. BHER" ABF , IEAS T UEERN
Continuing to take “Precise Marketing, Lean Operation, Precise Management" as the goal, to strengthen and reinforce our
core business ability.

BEMNAERER. ANARNVUS—IUHEEYS | IRSFIHASRE

Planning and building an integrated sharing platform for information, human resources and finance to better serve for our
business development in the new era.

RIHEMFERIUH—EZM , b "SFif, 85, elF. HR" A —2FFRTATAEN
Further promoting Yili Culture to make the core values of “Excellence, Accountability, Innovation, Win-Win" to become the
code of conduct for each Yili staff.

35
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Our Culture BREGED

=
ICR 2T~

Vision

P AEIRR(EFEMAVER

RmigftE

Becoming the most trusted
health-food provider around
the world.

37
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Our Culture BREGED

IR {EW

Core Values

B ik B3

Excellence Accountability

el #r =
Innovation Win-Win
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Soul of Brand

PG N

whFrEniR/J

Nourish for Life

=EREmAvE S B
REREESIRIES

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

AHHASEFENLIVERROBIRAT (BR 27" ) fFH  BXEENHSE, HFiPRAY
TR, ARRKER. REBRFREMIFERIRA LT BRINRESHIMSR | MIFRIRIERIRAY
RIEEAERNHRRERISERURE | ZSREMMRAAZHITE TUZERRIZN , SEEARRT
&Rz, SEFRBREVELL. CRZF). mipnf. TURF. MEXKR. iEE. USHRERN
%, BRAETEIRENL,

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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