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Yili is the No.1 dairy enterprise in Asia.

FRAZPEAER R S RERELGILLLL,

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

FA R B —— KR A S RIE R R 474E, 420084 b 7K i 24220105 L 4%
ARBRF A Sk, 201756, FAELHRT LR, RABTRE “NL” RSB,
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.
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Total revenues of Yili in 2019 were RMB 90.22 billion, and net profit attributable to shareholders of the company was RMB 6.93 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 Accumulated (BETFLEFAIKRE) Fixed Assets Net Assets Total Assets Market Cap (Right Axis)
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Pan Gang, the Chairman and CEO of Yili Group

- 200245 px Ay P B 520K £ 5 T Ak A 5% SR 2209 8 3K

By 2002, he was the youngest president among the 520 key industrial enterprises
- 200556 H £4-, EFARANEFKELERK

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

ARF (F7 L) o
RMB (million) 2019 H1 2020 H1 GrcE)lwth Rate
Bl KON 45,071 47,528 5.5%
Revenues
E Ak FRN 44,827 47,085 5.0%
Core Business Revenues
24 17,286 17,977 4.0%
Gross Profit
EGES o 38.56% 38.18% -0.38 ppt
Gross Profit Margin
B b A 7 4,544 4,782 5.2%
Operating Profit
)2 % T L &) B AR 69 A I 3,781 3,735 -1.2%
Net Profit Attributable to Shareholders of the Company ! ! )

A & :
Net Profit Margin 8.39% 7.86% 053 ppt

R (L) 0.62 0.61 -1.6%
EPS (RMB)
iffh &S 13.18% 13.28% 0.10 ppt

i EAREE LS LA o L T

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

EELFBNED

Core Business Revenues Breakdown by Segment

ART (B7F L) 2019 H1 e N 2019 H1 &b 2020 H1 A 2020 H1 Ltk ¥k %
RMB (million) Revenues % Revenues % Growth Rate
(o 36,143 80.6% 35,444 75.3% 1.9%
iquid Milk

Wiy B A5 ) S

Milk Powder and Milk Products 4384 9.8% 6,642 14.1% 51.5%
ANSb 2 2

I/? R 5% 7 5 4,300 9.6% 4,867 10.3% 13.2%
ce Cream

H A

Others - - 133 0.3% N/A
itﬁ& 44,827 100% 47,085 100% 5.0%

BAE KRR o8 I
Data source: Company Data 1 1
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2020 L3 7 & % 38.8% ,F b _EF 0.8
- ANES . Ko, FEBIIG TG
MWL EFRMERT 3.2 48 55

Market share in 2020H1 was 38.8%, up 0.8 ppt YoY. Market

Ambient Products

share of ambient yogurt increased by 3.2 ppts YoY.

57 (4

4&7‘5 2020']——4—,—#"%“&%: 15.3% 5 149 150 153 15;“& 153 149 149 150 147 1 15.2 144 145 15.
) I;E‘J:‘ﬂ‘ 034\557\:‘]5\0 1% M o W

Chilled Products
Market share in 2020H1 was 15.3%, up 0.3 ppt YoY.

ISIRCHRC I SRR S AN SO P G
e X
Bl %
Unit: %
6.5
¥ AT E & 5 QO 6.2 6.2 6.2 6.3 6.2
%‘%)L%?}%\ 2020 L F47 & £ 5.8%, 5s 61 60 61 61 61 e A 5

F‘?]bbTFé%O.Z /1\—557\,25‘0 M—W

Market share in 2020H1 was 5.8%, decreased by 0.2 ppt YoY.

Infant Milk Formula

T
& % > < 4 Q < 'S
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Data source: Nielsen 1 2
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Gross Margin by Segment

AR RARSL
Total Liquid Milk
0.38 ppt 0.88 ppt
38.56% 38.18%
| i 35.88% 35.00%
2019 H1 2020 H1 2019 H1 2020 H1

W BAH S BA E B LT B £ 2R R A % 2| Westland i K 89 # o

Wiy B3] S

Milk Powder and Milk Products

\ 4

6.10 ppts
52.01% 45.91%
2019 H1 2020 H1

Note: The year-on-year decrease in gross margin of Milk Powder and Milk Products was mainly due to the impact of Westland consolidation.

BRI 5] FIE

Data source: Company Data
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Ice Cream

3.52 ppts

*

50.87%

)

47.35%

2019 H1 2020 H1
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Selling Expense Ratio G&A Expense Ratio
HERAF (XF) FEE4HEmE
Selling Expense Ratio A&D Expense Ratio
30% 10%
24.9%
23.8%
22.0% 23.3% 22.8% 23.4% o
20% 5.6% 5.4%
o 4.6% 4.7% 4.5%
12.1% 12.6% 121% 138% 12.2% 5% 3.7%
¢ 13.0%
10%
0% 0%
2015 2016 2017 2018 2019 2020 H1 2015 2016 2017 2018 2019 2020 H1

BRI o8 KR

Data source: Company Data 14
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Operating Efficiency

b S €L
J MR HE B MK 2] # R 3K )R B R
Notes Receivable and Accounts Receivable Turnover (Days) Inventory Turnover (Days)
8.7 45.4 _ 459
10 50 432 o - 4272
8 6.2 40
6| a1 42 44 > 30
4 20
0 0
2015 2016 2017 2018 2019 2020 H1 2015 2016 2017 2018 2019 2020 H1
JAT e B AT MK K] 5 R 2K P& 3 R K
Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)
80 736 2015 2016 2017 2018 2019 2020 H1
572 00 619 G0 636 0
60
0 10 77
20
0 -20 -15.1
2015 2016 2017 2018 2019 2020 H1 -186 gl -19.0
&Y SN E & 15

Data source: Company Data
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Cash Flow and Capital Expenditure
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- . ~ S S ;/4
Zg AN ER HAT X
Net Cash Flow from Operating Activities Capital Expenditure
SR E 7 Bl BE A

Unit: RMB million Unit: RMB million

14,000 12,817
12,000 12,000
9,536
10,000 8,625 8,455 o
9,000
8,000 7,006
6,000 6,000
3,722
4,000 ol
3,000
’ 5,091
2,000 3,652 3,419 3,351
0 0
2015 2016 2017 2018 2019 2020 H1 2015 2016 2017 2018 2019

BAFT 8] B RAE b A A8 ISR

Net cash paid by acquiring subsidiaries and other business units

MR ET R T A KM T > AT
Cash paid for the purchase and construction of fixed assets,

L&/ S SN &2 intangible assets and other long-term assets
Data source: Company Data 16



o1 R
i >
Dividend Rate

%c

BEING 2022

ER2022F L REBEHFEHEKHE
Official Partner of the Olympic Winter Games Beijing 2022

100%

70.9% 70.9%
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ALK o8BI

Data source: Company Data 17
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TOP 10 MOST CHOSEN BRANDS ‘?}

5 )f? b3 {%} TOTAL FMCG

Brand Concept ‘ d
Yili 12973 9.6 79

® 1
.J 2 Mengniu 10813 891 67

3 Master Kong 8255 81.0 57

4 Haday 566.3 75.7 42

5 Shuanghui 429.9 60.7 39

6 WantWant 426.2 641 37

7 Nongfu Spring 4083 632 36

w2 - 8 Liby 3825 656 32

/}{’ N _},JF_ V|7 /%75 9 Bright 3673 374 54

10 Hearttex 3621 59.7 34

ik A R
: ! EIE ﬁkﬁﬁﬁ«mmﬂﬂm%RWﬁ&»?
Nourish for life

share health around the world. AT REG RS EETELERS G

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

been China's most chosen brand for the fifth year running.

20
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/A\é] “{f_,\J,ﬁl-” “—’;‘%ﬁ‘” “‘%75]$§_” «/\4?__'”” Iglj,__A» %’;ﬁ,ﬁ/i‘%éﬁ]’”%ﬂi)\tb,tff—
TE SR B0 K 3.6%.
&??ﬁ‘cm BIEA, &) 3 sudl 2N b Ph15.3%,

Sales revenue of key products “Satine”, “Ambrosial”, “Changqing”, “Pro-Kido ”, “ Chocliz ” and others grew by 3.6% YoY.

New product sales accounted for 15.3% of total sales revenue.

NEAE T HRAT EEMORTERRY. R KB4, ‘W7 FEE
AR k6 R REBBAG. "QQE" LEAKEZ . “HFRT LF ek HiLT AmZAL.
WET v REERAWEESFHS, AERA. 5 REN S RRE LSRG TH
/elj %}i‘ ﬁ‘é‘ j] Through new products "Ambrosial Greek Style Flavoured Yoghurt Cheese Bobo Ball Flavour", "Satine Fresh Milk", "ChangQing

Spoonable Yogurt", "QQ Star Kid's Nutrition Formula", "Yiran Milk Minerals Sparkling Water", "Plant-based Sugar Free Soy Milk",
"Miaozhi Pocket Cheese for Adult", etc., Yili served global consumers with high-quality, multi-category products.

Key Products and New Products

Leading Products Innovation

5 — b 5

2 S8 # L 2 5
¢ | = g -5’— L ﬁ P 'ﬁ} 2

% @] .'-. JuR é 2
L E3 | | 3 i
x P & 2 5
; : % B , ]
/li 6_;_0 N BEnEG \l\ 3\‘ ﬁ“ %

) y lli [;;M ke N
. b KL -
Ambrosial Greek Style Flavoured Plant-based Sugar Free Soy Milk Satine Fresh Milk Miaozhi Pocket Cheese for Adult

Yoghurt Cheese Bobo Ball Flavour

21
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SERABEEEER, BHLFBRANK
Penetration further enhanced, E-commerce revenue growth maintained
@ e L)

PR RAER T BRE202056 0, AEwRARSEINLKRE T HLEER A2, th EFREH

*fﬂﬂ— TO SAE/\, =)
28] W, 7 Ak S N ER SR B 8K 49%,

According to kantar , as of June 2020, market penetration rate of ambient liquid dairy products of Yili was 84.2%, 0.3 percentage points higher than the

same period last year.
E-commerce revenue rose 49% compared with the same period last year.

BRS KL T RS EERFIEK LR IKAFE K

E-Commerce growth

49%

Ambient liquid dairy market penetration rate &YoY growth

0.3 ppts -—’;71
O

BIERR: PUE R, 28 KA 22

Data source: Kantar, Company Data
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nal EFhie s, ARR. AR SR T ER ARSI, FEETRIEBYEARNT
3, & URENE LA E T 28N RO, BBA T LT B SERERER, £ 541
AR, B EFRATHE T AR

Yili took the initiative, protected the nutrition and health of people across the country with high-quality and sufficient product supplies, carried
out donations and assistance actions to overcome the impact of the epidemic on the production and operation of the company, and actively

provided support to partners in the industry chain. These practical actions had demonstrated Yili's spirit.

> FELRE S 4D AL

Excellent Brand Image ‘

aaﬂ%%ﬁ,%ﬁéﬂiﬁﬁ%,mb R TE, EHFEXE. B RP R LT, Rk
RILER, R TR er, BRGRSH. BRAPER;HZERt.

Yili raised salaries against the trend, carried out a series of caring initiatives, introduced a number of incentive programs to take care and
motivate employees, boosted employees morale and enhanced the sense of belonging and mission, which had significantly improved the

centripetal force, cohesion and combat effectiveness in each team.

23
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Health Awareness

Improvement

) BALHRET

Rising Cost Pressure

FAERR . R ARKIE

Data source: Nielsen

AT Ak FLAK

Industry Status
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;H;s ) X%ﬁ_kﬂ?ﬁ}\ ﬂ"%?/; ) /%J 0 %_/{}%)% 1/\;};5% }E’J‘ 7}'\/\’6}?}5;’%}%.11—']—7 . V\] /Jﬂl\ ﬁ&
m&é%ﬁn%% DTG EREF, Ak EFREH T BE51%. T E7.8%. iﬂg'li4.9°/oo P,
%m‘m&%%%&ﬁm& Flonta o T B KA RAT, REHM L LFRHH G KT.5%.
12.3%- 12.6%.

During the reporting period, consumers' health awareness increased due to the corona virus. Nielsen data showed the domestic retail sales of

ambient liquid milk, chilled liquid milk and milk powder segments increased by -5.1%, -7.8% and 4.9% respectively YoY, among which the retail

sales of UHTmilk, fresh milk and organic liquid milk segments increased by 7.5%, 12.3% and 12.6% respectively YoY.

1&38 25 44 +12.3%

Fresh Milk
Ambient quwd Milk  Chilled Liquid Milk Milk Powder Organic Liquid Milk - g

WREH, BRRAIDKBNER RS LK, R, B FERHER. LRENER
SMENE R rR, AAe KT FUd b SRk 89 A R .

During the reporting period, price of raw milk in China was on the rise. At the same time, the impact of Sino-US trade frictions, exchange

rate fluctuations and epidemics overseas caused the increase in development uncertainty of dairy enterprises.

25
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Belief

A BR o S

“Yili” represents the highest

quality.

27
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Bx

Vision

PR A & B RABAFAZ B A2

o

Becoming the most trusted
healthy food provider
around the world.
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Our Culture
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Core Values
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Excellence Accountability

2 3t T Z

Innovation Win-Win Respect

P
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The Spirit of Yili

ij\ T] \*'\‘.s‘

Ownership mindset

= Bk

Strong sense of responsibility

BT

Powerful execution capability

30
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Brand Essence
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Nourish for Life

AR R e M R, A
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It is the provider of healthy
food and also the advocator
of healthy lifestyle
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AMAH A KEFA L LERBRA RNE R, 8XE &L T. L PP R
AT R KR ARRFFATIEE AR R AN ] B AT AR F AL,
7 3E AT AR A IO BRAE L R AT 89 KRR EF B RIER T 2 H T
FTTEAENH A, SFERRT: MEE. ZRFROTL. LEXIH. T
WA ATLSEF TR FHE MH5FAEETAF, ARTHEZETRT AL,
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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