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About YIII 20225 FMEBHAHERME
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R R T E—F BB,

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.

AR E e —— Bl A & R o R ooAf e, /20084 Jb o SLIZ -Aa2010 4 B4
ARBER S IH L, 20178, FAELLTELER, RABTE ° m%” 1 R Sk,
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.



* TAF A ) | 5

IF QP
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2020572 b B NIL968.912 71, FEIAANE (2B EFT A KAR) 70.8L4L, MREHHK, RLERETRMILL G2,
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)
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Shareholders of the Company
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Introduction of Our Leader

20225 FMEBHAHERME
Offclal Partner of the Oiympic Winter Games Being 2022

BR (MEEPAZLEARAARLDEESR. EFR. EH)
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

- 200546 F 24, /A E W 09F FKE LK

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

EREER

Management Thinking

PRV IE AL B AR TR AT P T MRS
HAMER T ALY E” 9FAEN, 3FoLGHE—K
A K

— FRERAEF KGR

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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20225 FMEBHAHERME
Official Partni of the Olymic Winter Games Beijing 2022

P

BFAARSY, R ERFRFPA: —FFAZE 4],
— A AT FU6, PRI RBF XA AL
R—FEA, FFA, FXFE G A

— FHEREFKEN

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 Review
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2020 Business Outlook and Results

20204 22 % it X

20204 3£ I Ak 4%

Actual Performance of 2020

Business Outlook of 2020

B ok BN S L Bk BN 52
9701z 968.91¢
Total revenues to be RMB 97 billion Total revenues reached RMB 96.89 billion
AREISE RS QARERS RS
611z 81.51¢
Total profit before tax to be RMB 6.1 billion Total profit before tax reached RMB 8.15 billion

3 & B AR &2

Data source: Company Data 9
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Financial Highlights

2 HAE AT

Financial Highlights

AR (F7 ) 2019 2020 SRR 2020Q1 2021 Q1 R
RMB(million) Growth Rate Growth Rate
== =

&k &N 90,223 96,886 7.4% 20,653 27363 32.5%

Revenue

EEF LSRN 89,509 95,345 6.5% 20,456 26,934 31.7%

Core Business Revenue

A 33.442 34 505 3.2% 7.646 10,223 33.7%

Gross Profit

A 37.4% 36.2% -1.17 ppts 37.4% 38.0% 0.58 ppt
Gross Profit Margin

AL A 8,280 8,558 3.4% 1.666 3,491 109.6%

Operating Profit

)2 & F B 8] IR AR A E

Net Profit Attributable to 6,934 7,078 2.1% 1,143 2,831 147.7%
Shareholders of the Company

FAE 7.7% 7.3% -0.38 ppt 5.5% 10.4% 4.81 ppts
Net Profit Margin

=209 ;,( -

R (L) 1.15 1.17 1.7% 0.19 0.47 147.4%
EPS (RMB)

’fc‘) f/j o F 26.4% 25.2% -1.20 ppts 4.3% 8.9% 4.62 ppts
E: BARLE LS LA BERB: AAKE 10

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

B Ak F-lN g 5

Core Business Revenues Breakdown by Segment

_ 2019 2020 2020 Q1 2021 Q1

ARF (7 ) F o Q ar
RMB (million) PN &b PN Bk WKFE L ORKA E b NN LBt g

Revenues % Revenues % Growth Rate | Revenues % Revenues % Growth Rate
ﬁzﬁfﬂll‘lk 73,761 82.5% 76,123 79.8% 3.2% 15,358 75.2% 20,861 77.5% 35.8%
A5 B AT ) S
Milk Powder and 10,055 11.2% 12,885 13.5% 28.1% 3,241 15.9% 3,989 14.8% 23.1%
Milk Products
A b SE T
AR 5 7 5 5,631 6.3% 6,158 6.5% 9.3% 1,812 8.9% 2,062 7.7% 13.8%
Ice Cream
H b= R
’O‘NL}Z v 62 0.1% 179 0.2% 188.6% 44 0.2% 22 0.1% -49.8%

ther Products
S 89,509 100% 95,345 100% 6.5% 20,456 100% 26,934 100% 31.7%
ES Y ENUE &
11

Data source: Company Data
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Core Business Revenues Growth Attribution
20204 B A3 K )2 20204 &b -3 K )2
Revenues Growth Attribution Revenues Growth Attribution by Segment
L E SEPECE S SRRk i
Volume  Product Mix  ASP Volume  Product Mix  ASP
5.7%

1758 2.0%

-1483 -1.7%

AT (B7 L) HR TR "R WiHy B ] S AR
Revenues(RMB million) Growth contribution Liquid Milk Milk Powder and Milk Ice Cream

Products

BRI 2> 3] R

Data source: Company Data 12
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Cost by Segment

20204 Ak Z5- A% A5 T

Cost by Segment

W A ABEAL # &% A
Direct Material Direct Labor Manufacturing Expense

16.4%
8.1%

AR Wi BB bt
Liquid Milk Milk Powder and Milk Products Ice Cream

BRI 2> 3] R

Data source: Company Data 13
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Market Share of Yili

%2
£

Ambient Products

202047 & % 38.6%, Rtk EFFL.0ANT &5
202151 & § %£39.2%

The market share of ambient products was 38.6% in 2020, up by 1.0 ppt YoY.

The market share of ambient products was 39.2% in 2021 Q1.

& =

Chilled Products

2020477 & £14.8%, HE#mrb A RAEF
202141 & £15.5%

The market share of chilled products was 14.8% in 2020, remains same as last year.

The market share of chilled products was 15.5% in 2021 Q1.

BL4h )L+

Infant Milk Formula

2020477 & £6.0%, HE#4mbiAEF

The market share of infant milk formula was 6.0% in 2020, remains same as last year.

ERE B ILImH2021 53 A B R T 2%, R e ixidE

Note. Market share of infant milk formula in March is not shown due to incomplete statistcs

HIERR: RARE

Data source: Neilsen
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39.8 40.3
39.4 391

387 382 384 88 34 89

152 157 160 158 454 4o 0% 155

T g—t— 142 435 134 135

7.1

14
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Gross Margin by Segment
1.17 ppts 1.15 ppts
o
37.4% 36.2% 35.2 % 34.1%
|
: ’ -
B RARSL
2019 2020 Total 1  Liquid Milk 2019
e o mm e m e - °
1 . o
’!1737}\&’!173%'] v ! //7\}0&? o 2 7 2.15 ppts
Milk Powder and Milk Products : Ice Cream
|
|
42.9 % :
|
|
|
’ - :
|
2019 2020 ¢ 2019 2020

BRI 5 BB

Data source: Company Data 15



HERER

SG&A Expense Ratio

HERAFE

Selling Expense Ratio
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ik

G&A Expense Ratio

52 4 )
G&A Expense Ratio

5.4% i
4.6% 4.7% e

\\377—\ '

Selling Expense Ratio A&D Expense Ratio
24.9%
23.3% 2.8% 23.4%
’ ’ ’ ’ 22.2% 21.6%
13.8%
126% 1217 e " 11.4%

I I

2016 2017 2018 2019 2020 2021Q1

BRI 2> 3] R

Data source: Company Data

2016 2017 2018 2019 2020 2021Q1
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Operating Efficiency
JL ORI B o K 3R] %5 R 4K

Notes Receivable and Accounts Receivable Turnover (Days)

6.2 i )
0 1 5.1
42 4.4
4
2
0 J

2016 2017 2018 2019 2020 2021Q1

R AF B BRLAT WK AR R 4 R 4K

Notes Payable and Accounts Payable Turnover (Days)

80 1
66 65.3
61.9 60.8 63.6 64.3
60 A
40 A
20
2016 2017 2018 2019 2020 2021Q1

BRI 2> 3] R

Data source: Company Data
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-10 A

-15 A
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LS

Inventory Turnover (Days)

444

42.2 41.8
Shl 372
2016 2017 2018 2019 2020 2021Q1
E3 ¥
P2 K3
Cash Turnover (Days)
2016 2017 2018 2019 2020 2021Q1
-14.2
I I 151 159
-18.6 -19.4 -18.5

17
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Cash Flow and Capital Expenditure
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Bl5: BE L
Unit: RMB million
12817
9852
8625 8455
7006

1122

2016 2017 2018 2019 2020 2021Q1

BRI 5 BB

Data source: Company Data
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AT

Capital Expenditure

Bh5: BH A
Unit: RMB million

1617

5,091

2016 2017 2018 2019 2020 2021Q1

B F A 8] B W 45 F AT 69 I A58

Net cash paid by acquiring subsidiaries and other business units

B R R R A KIS AN A
Cash paid for the purchase and construction of fixed assets,

intangible assets and other long-term assets

18
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EBITDA and ROIC ceresenenns
A8 AT B R AR AT A I R A T R T R &

EBITDA & EBITDA Margin

ROIC
BA5: BEF A
Unit: RMB million

w8 B4R BT A

B BLIT B B A4 AT A I R
EBITDA EBITDA Margin 25.5% 25.3% 25.8%
' 24.5%
11087
10424
13.6%
9318
8728
8244

) 5,

21.0%

7% 11.6%

11.4%

2016

2017 2018 2019

2020

2016

2017 2018

2019 2020
BAERR: 25 BAE

Data source: Company Data

19
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70.9% 70.9% 70.5%
66.1%

64.4%

2016 2017 2018 2019 2020

BRI 2> 3] R 20

Data source: Company Data
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Business Review
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“BrandZ™ & A7 &4 “20204 % ELMA1A F B F& #2100
327 A, N E) LSRR e A LA AT L B
—, FF#Brand Financei®t A “ 4 3K K LML SLE) &
B A
Among BrandZ™ ‘Top 100 Most Valuable Chinese Brands in 2020 * list, Yil

?-g%NDZ ranked First in the food and dairy rankings for 8 consecutive years, and was

Most Vaoluoble
Chinese Bronds
R SASRAROON

awarded the world‘s most valuable dairy brand honor by Brand Finance.

2020 AMMEPE HE1003& .
R FE YU B 238 2 €20204F T M) S i AR A

BRI T
iy g PN B EAEO1.6Y% M SR R L 13

H AR B A L8R B W KRR, HLAFALT|

T W KA BRSO BIE

Kantar Consumer Index "Asian Brand Footprint Report 2020 indicates Yili has

been the most chosen brand by consumers for 5 consecutive years, with

91.6% in penetration, up to 1.3 billion in consumer reach point and 8 times in

purchasing frequency.

23
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LtR2022F AR EHAHEMKRME
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A B YL L E A J ¢

Key & New Products

“-/\i.‘\_;ﬁz_” “—%%%” “4’7%%—&” “-/\i“\é)ﬁ\],:t—:” ((;5/%2‘?‘” %§l§\}i%éﬁ/§qi}\mtbi‘g‘l}‘
9.6%, 8] # Suah BN & 116.0%.

Satine", "Ambrosial, "Chang Qing", “Pro-Kido", “Chocliz", and other key product sales revenue increased by 9.6% YoY. New
product sales revenue accounted for 16.0%.

AW e

Organic Products

AAVBRARILEE ik B RMEK3S.1%, 7 &4m8n50.6%, AxFE s T HILE a1,

Organic liquid milk accounted for Retail Market Share of 50.6%, sales revenue up 35.1% YoY, ranking first in corresponding market

7= e R 37

Product Innovation

Nl CRREAT ZRIORRF BRI 8T KB4 MR FRIKERY. "QQE” LERKERFMA. A7
RE GRRIE IR BT RAE ey A TR ILEWEE. W27 o RELRAWEE. PR LT REK PR L5
WEFR HE FEAOREIAFRIINGE, RXEREEL. RE2020F12 K, N8 RHEFEHZARS, L1094, LF, A9
R IRBBZASE2ME, FASHFA KA TEFARSE KL,

New products launched:“Ambrosial Greek Style Flavoured Yoghurt Cheese Bobo Ball Flavour”,“Satine Fresh Milk”,“ChangQing Spoonable Yogurt”, “QQ Star Kid's Nutrition Formula”, “Yili Xinhuo
Zero-sucrose Dietary Fiber Formula”, “ Yili Drinkable Cheese”, “Miaozhi Pocket Cheese for Adult”, “Yiran Milk Minerals Sparkling Water”, “Yiran Milk Minerals Milk Tea”, “Plant-based Sugar Free

Soy Milk” and others. By Dec 2020, Yili has accumulatively obtained 3,109 patents, of which 552 were invention authorized patents, and 5 won China Patent Excellence Award.

24
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UNIECECR & S IRy, |
F8®, #—FFELT L
R Y

Continue to strengthen independent quality

HEARBRAA LT BRR,
M ELERERZ AR S
FARAG AR B B KK
FBAR, TET F o H T
Wik &k, FRBFTEARABEK
BRI R =R TR

QbD- 4 &P AE” EH

Continue upgrading quality leadership system,

control and further consolidate full-chain

leading management system.

build global food safety risk analysis platform, and
improve food quality evaluation system through
big data. Won the very first certification of “QbD

Compliance Conformity” in food industry.

25
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Higher Penetration

+0.4 ppt

¥R A RIS TR

Ambient liquid milk penetration rate

HIERF: NAKE. REA nE. 2H

Data source: Company Data. Nielsen, Kantar, Syntun

%%m.ﬁﬁgﬁﬂ

Increasing Point of Sales

v

APk

> >

109.6 7

AT =

Country town POS
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Fm) | <
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LtR2022F AR EHAHEMKRME
of ot Baijing 2022

wE REHEK

Growth of E-commerce Channel

LAHRIE S PN 0
E-commerce business +550 /0
revenue
FRRSW FRRSW
LA =R 7 LA P
Ambient liquid milk market Ambient liquid milk market
share in E-commerce platform rank in E-commerce platform

28.1% #1

26
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Global Chain Synergy
............................................................ .

2 8] o e He o A0 T 9 Ak R R IR

B, AR RET "“EREEERL F5
_ ‘V]‘ r‘ﬂ /HE‘J ;7}#‘ o

F ﬂkﬁéﬁi The company has accelerated the construction progress of

Industry Chain Financin
y 9 oversea markets and production bases, and gave full play to the

high-efficient synergy advantages of "global supply chain network".

RAEH, o8 A ER TR 42121

T, AL9A8FK LT oAF k4 T

BRI So 20145F £ 2020440 18], 48] & PAAE

‘%’ A w676, RHRS R =
%P 337,633 7,

Issued RMB 21.2 bn in financing, providing financing

Health Industry Ecosphere

O E T ISR RAE B F R, ASLLET
AR RA AR 7 R BRAFRS,
ML TR ERFLESEH .

The company set up a partner development college to provide

services to 4,948 upstream and downstream partners. From
2014 to 2020, the company has accumulatively issued about

RMB 67.6 bn in financing and has cumulatively served 7,633

capacity building, financing and other services for upstream and
customers.

downstream partners, building a multi-win "health industry

ecoshere".

BRI 5 BB 27

Data source: Company Data
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Southeast Asia

AR AT RS
Ao I RN Y, —
Pl T E A R iEIh Ak 549
RRE, TSR AR R
%, AR AR F T | BT
T R

With the advantage in differentiation, Ambrosial

Indonesia
NE R R I AR EREE,
B R A RERI AR T K
o) L e R SBR[ A ) o

The company's factory in Indonesia has completed the main

construction, which will significantly improve the demand

fulfilment and service capabilities in relevant market.

2 H

Thailand
8 3 Ao b Ax B T 69 R RS A
IR, BT LFEBEHE, Naf
B8 FFAE B R L K T 68%,

By accelerating the channel and terminal construction in

has taken share in the high-end yogurt market in
Southeast Asia. The company has further
integrated domestic and oversea businesses, and
gained breakthroughs in product layout, sales

network, and supply chain optimization.
Thai market, the company has improved operation efficiency,

and the annual sales in Thailand has increased by 68% YoY.
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Yili Culture itﬁzﬂlﬂfﬁ%l&ﬁﬁ;ﬂﬂfﬂ;g

CIREH, MR KR RAGFEE R, AOLEELRT RE S B AERK.
N E AR R, R 6 e ke R T AR AR T AR, FEITRIE
WA BBATH), B W) SV AKX

As of December 2020, the company faced many challenges due to the pandemic of COVID-19. However, Yili took immediate
actions in response, such as providing high-quality products and services to protect the nutrition and health of consumers

across the country, carrying out donation and rescue operations, and doing our best to help partners overcome difficulties.

RER, NEFEHRF, RHITAR TR ZHRE, 2RFHAALSZHEFF, £
A Seik H . —HF R, ARAPAASHEA AL T B AR, B AE 88
N BRAFEASiE—FRE.

' As of December 2020, the company raised salaries against the trend and continuously upgraded employee care measures.

All of the Yili people were encouraged and contributed to a rapid business recovery. Over the past year, employees of the

whole company had a deeper understanding of Yili culture, and the team's cohesion was further improved.

29



AT A FLAR A
RE

Industry Status and Outlook
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47 b I -

®

WmEH, BNRSEILGRIHLRTY (4L ATRE) FEHLEFRHFK2.1%, £
TR ey ERERE AL EFRIE KIS 7%, KT RETE AL EFREH T RE2.7%,
Y.

Domestic retail sales of liquid dairy products and milk powder (including online and offline channels) increased by 2.1% YoY. Among them, online channel retail sales of the above

products increased by 35.7% YoY, and the offline channel retail sales decreased by 2.7% YoY.

gE¥K ATTH

Online Increased by

35.7 % 2.7 %

Offline Decreased by

¥REK

Overall Increased by

RIERF: REA. ZH 21 %

Data source: Neilsen, Syntun 3 1
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Health Conscious

Tz ET K

Expansion of Industry Space

H 5 &

Consumption Upgrade

4y

Demographic Change

I

Digital Intelligence

47 b 44 By el 3 7 | X

Industry Pattern and Trend

HREMEHHERI, BRSO R LR EETRENAF X, ALRHRE
BG4 B B30 7= b B AT & BT
Consumer purchasing power continues to rise. More consumers are paying attention to their health and lifestyle, hence the promising

development of dairy products in healthy food industry.

MAE BRI ERAAITANKE, ALl A&EFR. ABHEH. O3] XFH X RER
X #9 €] ?‘?ﬁﬁﬁc, F il 5 5L il W B AR BN T G AL T Y K
Through the change of residents' consumption consciousness and behavior, the innovative development of new retail channels, such as e-

commerce, live commerce, community purchasing and 020 platforms, will boost the expansion of dairy consumer scale and market size.

EERHRIBAFDEZAD, B KBTS SMEH 55 XK,

There is an increasing trend of consumption upgrade. High-value emerging categories, such as cheese and chilled milk, are growing rapidly.

FAEIUE A F AR, ADEH LIk, Byl husiddint s aoll. FAEHR
WS4 3F HmpEN K, RAE o KA REAot, TH5EFRFERALY
Birth rate slows down and aging population structure speeds up. Infant foods continue to drive growth through diversified products, purchasing

scenarios and nutrition services innovations; innovation of adult nutrition category accelerates and penetration maintains growing.

BIGAT BPAR A FALEIFAE RE S T A

The era of "digital intelligence" brings more possibilities for industrial chain upgrade.

32
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Business Outlook
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23]+ %) 10704z 931z,

Total revenues to be Total profit before tax to be

2021 Business Outlook

RMB 107 billion RMB 9.3 billion

e APABp SR A A, kSR VAR SR 69 7 o A0 AR 55| 4R Ak S0 S

Adhere to the corporate belief of “Yili means the best quality”, and contine to lead healthy and sustainable busmess developmentwith high-quality
products and services.

e S B, Sk SRR AR A AR BTk S

Boost the pace of product innovation, and continue to actively develop new business in the field of health food.

YLE AR N ), HHE AL SR KR

Continue to expand overseas markets, and propel the steady develoment of global businesses .

Aok TR, BRI EREETR

Accelerate digitization transformation, and improve omni-channel operation capabilities.

Ao By R B e SR A IR SR AL T o

Accelerate the development of raw m||k sources, and improve service capabilities of supply chain.

Witk AREELSE , FALSEKENMR LR, SHE LR

Continue to build “Global Health Ecosphere”, and achieve coordinated development and win-win cooperation with partners.

BB A RME. BRPEM. RERBHEAR AZR, FEAIALKFHARL
Continue to take “refine ourselves, pursue excellence, and constantly surpass ourselves” as self-requirements, and lay a solid foundation for Yili everlasting
cultural foundation.

20214
LS P

2021 Business Strategy
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Sustainable Development
of Yili
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World Integrally Sharing Health
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‘WISH’ System for Sustainable Development of Yili

(]

201711 A6 R, FAAF LA L TAEE IR A
HATAF AL, K “EFELELFTHE (CSR
) IRAR” MR ATmE RN “AFRETHE

£ & (CSD) #k&” | sk “WISH” k&, &
A CEIFAET

On November 6, 2017, Yili upgraded its corporate social responsibility

2017 & iR
(R World Integrally Sharing Health

AN AR WISH( =748 )
(CSD) A&

management system, transforming the “Healthy China Social

Responsibility (CSR) system" into a future-oriented "Shared p | W | S 4
) “ Win-Win Innovation Social Health
Healthy Sustainable Development (CSD) system", B it ERSOIN Hss S

or "WISH" system, which means “Good Life".
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Continue to promote Sustainable Development Strategy

> 20194, AFAIRA CPFIEE T H L L RATH AR E)D
In 2019, Yili promulgated the "Yili Group's Program of Action for Sustainable
20204 7] # 4 BB JR 4 N A2 Development (Ten Articles)" .
2020 Sustainable Development Liaison Plenary Meeting -
» 2019% B PR AT Ak ) AN T 4 48 R 4k A 3R 4
“WISHR® 47
In 2019, Yili established the first sustainable supply chain global network in the industry
("WISH Network").

> 20205111, FATHELAEEZRCULREFTHE
BRLE N AR 2o Aiﬁ(}%ﬁﬁﬁ?ﬁﬁﬁﬁ‘ééﬁ [1Fa = Ak 3R, /\ =
5] T AR RITAAF AN K FIR, LA R AHIAIR J
S THELEGETN BERAAR, IETHELEALE
RASGEZ AL, EHEANAT T AL A EHEEL,

In Nov 2020, Yili Sustainable Development Committee organized the Sustainable

Development Liaison Plenary Meeting. The conference covers all functional
departments and business units, sharing and learning the latest trends in sustainable
development and related knowledge. In this way, all employees can fully realize the
meaning, path and goals of corporate sustainable development, making it a deep

conscious of the company and helping each employee consciously implement it.
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Sustainable Development in Environment

RN RS E P KE BHEOEFTHAE
Energy Consumption Reduction Total Water Savings Plastic Packaging Savings

BAG e AR BA5 . Fek BA5 0 e,

Unit: TCE Unit : ten thousand tons Unit : tons

23,842 0l
19,699 118 l 1,350

2019 2020 2019 2020 2019 2020
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Practice

PR

Results

— A 202045 A4k B
— Yili Nutrition 2020 Targeted Poverty
Alleviation Porject

— KR
— Health Care Poverty Alleviation

—H AR

— Community Poverty Alleviation

FEA) & FR202045 R B R
#3A8,4007 1

Accumulated donation of Yili Nutrition 2020
Targeted Poverty Alleviation Project
accounted to RMB 84 million

BEALR2NER

Cover 25 provinces

% # L0607 A

Benefit 600 thousand children

FAWGIE,
Practice
BAVE RRIL

Results

BAASFTAAFT O THERE —

Sustainable Development in Social Responsibility

Z BElfING 2022
o

20225 FMEBHAHERME
of of Baljing 2022

— P A

— Yili Ark

B A0 B Rt zw 41,9027 o
Accumulated donation of the Yili Ark Project accounted to RMB
19.02 million

[ 3b 2
Life on Land

E NGz

Practice

FMERA

Results

— & Z AR

— Biodiversity Protection

AW % HPARY SIS S

3 Annual Report on Biodiversity Protection

f7 A 4% FIFSC 423842 &,

Total consumption of 23.8 billion FSC packs on Yili products

mEFhRATHERK2EIDT 5
Equal to promoting forest sustainable management of 900
thousand arces
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Rush to rescue

Huoshenshan hospital
and Leishenshan

hospital

RMAT A2 e

Donate scientific

research funds

RAFHEEF S
30K AAE KA
Mobilize 30 partners

on alliance platform

o

F L u R

All of One Heart and Mind to Fight CORONAVIRUS

G
1Pl

O

p =
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(ﬁﬂﬂ) | o

20225 FMEBHAHERME
o of Baijing 2022

BB E T
iK2.812

Total donation of RMB
280 million

WX B ER ﬁjhﬁ

COVID-19 accidental =

injury insurance for all

employees

B B FR 3% B

Participate in international BoR P BRER

Tpngy YRR 1 nmﬁn

MEN

assistance
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Sustainable Development in Corporate Governance OQ@

AR M Je BB NG kY K ETANGBEANY URBARA L FEEFNGER, 250V EEHFR, 3
—F ZENE) AR A ) IR e B LT M,

Within the report period, Yili improves its construction of modern enterprise system and governance structure, strictly in accordance with Company Law, Governance Standards

for Listed Company and requirements of China’s relevant laws and regulations in combination with its development.

AT BAERENFER

Internal Control and Management Training and Publicity of Anti-Fraud

% *lé-' ]%‘& : ﬂk%\* 2&%‘3 f‘] Nf:biﬁzzﬁleﬂ;‘c%img:?nge 1 1 1 84

1st defense line : Front-line business departments publicity and implementation activities

sxaax | 31,771
% —‘—J‘:é‘, &‘7_% . *ﬂ %3}1‘ ﬁlé_g_'s ,‘-] Number of trained persons

2nd defense line : Relevant functional management
departments

TR RN (5) 2 072
Numbers of Anti-fraud trainings !
FZEBL: T EERT
3rd defense line : Audit and supervision department :tg"i)l] ﬁ .T-/\)K 10 1 030
)

Number of trained persons
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20204, A &A% A E (MSCI) ESG +F
% dBB# F ZBBB, £ % EHAKITL P
79 37 2y 7 Koo

According to the MSCI ESG ratings in 2020, Yili was promoted
from BB to BBB, which is the highest rating in China's food
industry.

INEEZTI T

Rating Improvement in Yili Sustainable Development

INCDP

DISCLOSURE INSIGHT ACTION

DI
0Q®

20225 FMEBHAHERME
o of Baijing 2022

é rsernren

20204, A B REXE FALIRFAZ L iE
RF BB SR AT A aw%%mﬁoﬁﬁ
%LT A SR IAFR B BT RS
AR H e T AT Ak 69 -39 -3, ‘F"—“]’ﬂdfiﬁl"’]%m
?.k&ﬁﬁamA{*

In 2020, Yili officially responded to the CDP environmental

guestionnaire, the gold standard for corporate environmental
information transparency, for the first time. The rating results
show that many of Yili's indexes have reached or exceeded the
average score of food and beverage industry, and the forest

guestionnaire is one of the highest ratings in mainland China.

o /
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Honors and Awards Granted to Yili on Sustainable Development

BEQING 2022
QQY

LtR2022F AR EHAHEMKRME
of ot Baijing 2022

®

B AT A

Award

5T 4 AR B ARl Rt

Best practices to Achieve Sustainable Development Goals

ALFTAET RARL L

Top10 Model Enterprises for Social Responsibility

AR TRS EH XA
Model Case of Targeted Poverty Alleviation
ERMABAHE—FTRRAR

Global Technology Innovation Award ——Outstanding Achievement Award

Fr—RyegEL "Lk MR ERBAME

HRETRGEAY L L

The 11t China Charity Awards "Honor List for Outstanding Contributions in Charity

for Fighting against Corona Virus"

‘RAEFTHERELEE LnfTs—
No.1 in dairy industry for “Social Responsibility Development Index”
HRAZEL)
National Green Factories
2B BT LR ERK

National Advanced Collective in Poverty Alleviation

Issuing Authority

RER2RRLY T E ML

Global Compact Network China

) 418 B AT o s

Development Research Center of the State Council

B 4B 4R R A

The State Council Leading Group Office of Poverty Alleviation

BEAE T KRR B A AR I P

Unido Shanghai Global Science & Technology Innovation Center

B HCER

Ministry of Civil Affairs

T EASHFIR
Chinese Academy of Social Science
BRIk Ffelz &ALER
The Ministry of Industry and Information Technology

EF & BSR

Chinese Party Central Committee, The State Council
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Culture and Brand

Management
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Our Culture

15 %
Belief

A BR o S

“Yili” represents the highest

quality.
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Our Culture

O

LtR2022F AR EHAHEMKRME
of of Baijing 2022

RF

Vision

PR A A B RABATAS #8 4

B A A E

Becoming the most trusted
healthy food provider
around the world.
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Our Culture

1% S YA,

Core Values

P AL Fgb

Excellence Accountability

2 # £ T
Innovation Win-Win Respect

o | &

20225 FMEBHAHERME
of of Baljing 2022
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Our Culture

) | 5

O

20225 FMEBHAHERME
of of Baljing 2022

17 F) F A

The Spirit of Yili

i/\ TJ NP AN

Ownership mindset

) = NN

Strong sense of responsibility

A8 IR AT 7

Powerful execution capability
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Brand ESSenCe él:ﬁzﬂzjﬁ%ﬂ%iﬁ&nk‘fkmg

& IR E

Nourish for Life

AR R, b

R4k R 1S B

It is the provider of healthy
food and also the advocator
of healthy lifestyle
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DISCLAIMER RE 20228 e N e E AN
o ot g Baijing 2022

A A K A A ok S B B A TR 8] ik, AR R AT BABE S . b i R Ay
TRER . BRI RRRFHFATIERIRE R B ARN 8 B AT AR F A5,
i AF A5 R R R I A PRIE L A BRI A 09 KR ARTE ; ZF SRR I 2 H T &
FTTERZHNH A, FERRT: MEEs. FEFEROTMN. LEES. TH
WA AT kST FRITAe. HE MHPEETHF. ARTHEZERTRAL,
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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