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Yili is the NO.1 in A5|a and global top 10 Chmese dairy company.

FREFERREKR. FREsE2NIAE,

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

FHETEE—RANTERESREESINE | H2008FIRRIZZFM2010F EiBHES
RMLARSSAIFL S M T

Yili is the unique enterpnse 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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About Yili

2015 FEFEFIE SN N EE600/ZA% |, XZ21603.6/Z27T , BIEASCILEFE46.54127T , WIURIFFMEIEK |
FHFERRE MR B —,

Yili became the first member of “RMB 60 billion club” . Yili has achieved an operating revenue of RMB 60.3 billion Yuan
and net profit of RMB 4.6 billion Yuan in fiscal 2015, ranking No. 1 in Asian dairy industry.

1996-20155FFFIBIF AN ( B : +1Z7T)
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Address from Chairman

@

EFEFARS , R ERERHA | —FARBHILRY , —
MAZRABLIR , FRANEGREREESXA AR —
A BFEDHA  EXFEFSERIIA,

— FRERAEEKEN

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

20025 AR ES20RER T W SFENEE
By 2002, he was the youngest president among the 520 key industrial enterprises

200556 RAES | (HATEFNESKRSDH

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

20165 , R EURBEAEMNEZERSMA
2016, Member of UNDP Private Sector Advisory Board

20125 , 2 ETHEKEERE , £ EBHER

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

20115, WAEELSTTRHMmmE

2011, Outstanding Asia-Pacific Green Economy Leader

20104, IWARHE T
2010, Outstanding Business Leader in Asia-Pacific Region

2010F, £ EHEHKEIEFE
2010, Vice Chairman of the All China Youth Federation

20095, 2009FEE AL AL

2009, Top 10 Chinese economics leader

20075 , FEHEHFR+TANE

2007, Deputy of the China Communist Party Congress
20065, £ER—5aIRE

2006, National May-1st Labor Medal

2004, FEBEFRIEE
2004, China Youth May-fourth Medal
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Management Thinking

"EEAN" & "£IKEAN" SKEESLIE

The "national networking" and "global networking" strategy

"BHRERE" & "RALF EERE

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

ul-'—l‘_" & "TH‘I’@M k%'fq: ggﬂlLJ\

The strategic partner of the Olympic Games and the World Expo

FERIRELL "EERTEE. TUWERMTMANEE. s
MEXTELME" NEFZEN , BSEIHNE—IREK.

—— FAERAFEEKEN

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 e o

FEMSSIEIR

Financial Highlights

AR (BATT) 2014 2015 JERE
BULRIA 54,436 60,360 10.9%
EBLSEAN 53,487 58,764 9.9%
B e 17,438 21,387 22.6%
?&Ig%ofit Margin 32.6% 36.4% +3.79ppts
SR 4,390 4,894 11.5%
L T 4,144 4,632 11.8%
o 7.6% 7.7% +0.06ppt
B (o) 0.68 0.76 11.8%
R 23.7% 23.9% +0.21ppt

HUEFIR - NEEUR
Source: Company Data 8
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Revenue Breakdown by Segment e

EZISSUINGS

Revenue Breakdown by Segment

AEM (BhT) 201450 2014F 5t 20155 WA 20158 Htk 2015518
RMB (million) Revenue % Revenue % Growth Rate
RIHFL 42,406 79.3% 47,151 80.2% 11.2%
Liquid Milk
IR AR5 4,284 8.0% 4,098 7.0% -4.3%
ce Cream
Wkn B 45 R
MiIkJJPowder arl?glMiIk Products 6,013 11.2% 6,447 11.0% 7.2%
N=Pa- =
i SYSa=Kii)

I’\;?x:ll:eeding Stuffs and Others 783 1.5% 1,067 1.8% 36.2%
EW 0, O, 0,
- 53,487 100% 58,764 100% 9.9%

verall

HiEsER - AR
Source: Company Data 9
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Revenue Attribution by Volume and ASP

AT

Revenue Growth Attribution
B : B5ATT

Unit : million
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HE TR
-1,000 — Volume Product Mix
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-3,000 ~ B
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HEREoE N
ZWSIINIFE
Revenue Attribution by Segment
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0% -
59 | Wik R W3l &2
3 Milk Powder and
RAFL Milk Products ==Lty
-10% | Liguid Milk Price
_IR B AR
Ice Cream Product Mix
= " R
Volume

IR - R
Source: Company Data 10




Ay B RAERER &)

Key Products and New Products

RN GEAL5.8%
tCEFEBMEFR A BED A

Eomigic
Key Products Increase

N o

BAtE% 2L Gl gﬁ'—g::. New products account for 15.8% of

e aA total revenue, which is 5 percent
S%gn; 60% 17% New Products higher than expected target
REE
Ambrosial NA 460%
SWBLA 91% 27%
Pro-kido BRI SR EFR
WIE 113% 46% HTIESAERD R

o (=] Proportion of key products in reve-
I\iﬁﬁ-l’%ﬁan 90% 29% Eﬁ#"" nue improves by nearly 5 percent

Key Products than last year
kiR - ACRE/R7R kR - AFIE

Source : AC Nielsen Source : Company Data 11
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Cost and Gross Margin

AR

Cost by Segment
N EEAT

Direct Labor

B =EVHE

Direct Material

B HEER

Manufacturing Expense

100%- 73% 20%
et 11%
80% -
60% -
90.0%
40%
20% -
0% - : :
RIEZL RIS EIR BEER

Liquid Milk Milk Powder and Ice Cream Mixed Feeding
Milk Products Stuffs

FASS14, 15FFFIXRRITH

Gross Margin Improvement by Segment

FF =

Gross Margin

HREL
Liquid Milk

N

Ice Cream

Whtn K 45 &R
Milk Powder
and Milk Products

f=r==ites
Mixed Feeding Stuffs

BK

Overall

2014%

30.8%

35.0%

45.6%

15.6%

32.6%

2015%

34.1%

36.3%

56.0%

20.1%

36.4%

T

Improvement

+3.26ppts

+1.27ppts

+10.35ppts

+4.50ppts

+3.79ppts

HiEER : S8R

Source: Company Data
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Market Share of Yili

le,
=il

Room Temperature

{fKig

Low Temperature

2240) L%

Infant Milk Powder

HAEGEN
32 30.6
293 296 297 300 302 595 304

30 1 284 531 281 533 285 N

274 277 ' - ek ems 27%
28 | " —
26
24

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

2014 2015
2 eI A I B (R R ol R T e S b T GO
20 {153 153 154 158 16.2 A N 3 : . 8 . ; -

15
10

Jul Aug Sep Oct
2014

71 64 64

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

61 62 41 6.1 6.2 6.2 6.1
SE 61 g 6.1 sg 60 59 59
6 e p— W
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2014

HOEENR | ACERFR HMEEEEEERNIIEAERRE | B9k 0amiEilR
Source : AC Nielsen; Low temperature includes low-temperature yogurt and active lactobacillus
beverage, The E-business data is excluded from the infant milk powder

13
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B : EFRHEEERAE B : ERRGEEERE
Selling Expense Ratio G&A Ratio
- EEERR A (He) TEHEEEEE
Selling Expense Ratio A&P Expense Ratio
30% 7 8% 1
26.7%
6.7%
25% 7
6% T
20% -
15% -
4% -
10% -
5% - T T T T T 1 2% T T T T T T 1
2009 2010 2011 2012 2013 2014 2015 2009 2010 2011 2012 2013 2014 2015

HIREER - NaElRE
Source: Company Data 14




Operating Efficiency

HAEdE
B : FR B R IR EFE R &L E : ERROHEFEERREXRE
Receivable Turnover (Day) Inventory Turnover (Day)
41 50 45.4
Eot 40.1 o B
- 2.8 40 1 35.3
26 2.4 2.4
30 1
2 .
20
11 10 -
0 - T T T T 0 - T T T T
203l 2012 2013 2014 2015 2011 2012 2013 2014 2015
B : BRI AR E : ERROMERERE
Payable Turnover (Day) Cash Turnover (Day)
60 1
2011 2012 2013 2014 2015
57 1 09 T T T T
54.9
- 53.3 53.3 -3 4 r
51.8
50.5 -6 1 4.7
517 6.0
-9
48 1
-12 A
ey . : : : -12.3 -12.4 128
2011 2012 2013 2014 2015 15

HURFIR - NEEUR
Source: Company Data 15
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Cash Flow and Capital Expenditure

AHEwET]

 RRRHEEEENER (8L BhT) E : RARROERTZ (B2 BHT)
Net Cash Flow from Operating Activities (million) Capital Expenditure (million)
10,000 | 9,536
5,000 1
8,000 -
4,000 1 e 2i02s
6,000 - 5,475 s 3,241
3,000 -
4,000 A
2,000 -
2,409 2,436
2,000 -
1,000 -
0 - T r 0 T T T |
2012 2013 2014 2015 2012 2013 2014 2015

HIREER - NaElRE
Source: Company Data 16
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Stock Dividend Rate

BREDEN

80% 1
59.2% 58.9%
60%
51.3%

40% -

30.5%
20%
0% . . . Y

2012 2013 2014 2015

HIREER - NaElRE
Source: Company Data 17
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Business Review
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Innovation Globalization
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Innovation .
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Product Channel Sales Growth by Channel
B SZEE
Maternal and Infant

ERsRERT A B EEEs
Membrane Filtration E-Commerce
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Operation

A = A
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Financial Industrial Chain Supply Chain Management

RIS FT525 P& |, DERZEILLL.51Z27T. 20155 , EFITEREERR TFEAII201MES R

Supported 525 partners, handled 11.5 billion yuan of financing. In 2015, clients’ order fulfill rate improves by nearly 20 percent

than last year.

HiEslR - aElddE
Source: Company Data 20
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EaILL "Mk, #R. BHeRER" NERNRREHITL

Launch the quality marketing plan with the theme of “quality, health, social responsibility”

% L& TESmERER

Integration brand communication resources
online and offline
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Market share of retail sales increases

ﬁﬂﬂ_ Satine

ﬁ%q’% Ambrosial

ﬁ%ﬁﬁ 2;}3 Pro-kido %E Chang Qing

HIERIF : ACETRFR

Source : AC Nielsen
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International Layout

AHEwET]

1= Netherland

TERAPUEERY  ARBVUEHEMBRAREX
RIFREAT BRFFRENHAR.

The Netherland R&D center works well, proceeding a further research
on basic food technology and major application technology.

Y E4F Italy

i T 20145 , SEREIAAREBSIE , EEELHEONIE
k3 =y i
W 20155 , Bk, Ry EmE — pxe LM~ = KEERRBREE.

In 2014, Yili and Sterilgarda Alimenti S.p.A. entered into a strategic
A .
lﬁ%‘%ﬁﬁgio cooperation to import the milk “perfectlands” and to drive the
In 2015, the intelligent high-end group-Sino US Food lnzrazsa e lili-are M) el
Wisdom Valley was established.

§i78== New Zealand

EFA=ZRERE AW —MeEr=Eity , KIBFA=MRENNIENLS , XREENEFEAR
FEUTE  LERAASRBEAGHIERE G R ERARE A,

Build the biggest global integrated dairy industry base in New Zealand relying on advantages of local low-price and high-quality milk
source. It will cover the market of China and Southeast Asia, also will become a strategy pivot to feedback domestic and oversea market.

22
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Quality

NERESEHR  HRERNES  SESUSHNENREFSE , SIEM™EHNRER
i, HEAHNEEES , RIMANBNSE RS,

Our company bases on the concept of “cooperation and mutual benefits, mutual development “ , highly
values the cooperation with our suppliers, formulates strict quality criterion, shares advanced management
concept and improves the suppliers’ comprehensive ability of competition.

BIEMRISINNMERERVIRS , 2EARTEEFINGFENRESERR , R T WSRE
SN ; B0 7 321 0RBMSCHES | BT 7 SRR B RN A E’Fm

Innovatively introduce the value chain theory, fully upgrade the quality management system with Yili character-
istics, improve the efficiency of business process management, issue the 3210 quality leading strategy and
clarify the direction and goal of quality management.

ERBERTEEFFEN "2015 Tl EERT" AOE—AH e

The company won the "2015 Industrial Enterprise Quality Standard Award” selected by natlonal ministry as
the only dairy enterprise included.

AHEwET]

23
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Milk Production Base

AHEwET]

AREEELE , FEatiRkEE, i B ERXEG SN SEhiE |, SCIERH]D
Eiﬂ(q:mm% =i,

On quality control level, keep enhancing source control, lead the supplier to self-develop the risk monitoring
and prevention, realize the significantly improve on source milk quality.

ERARSLE , ARBEBIFREHMINSARS | RANFRZABENIDEEEEX
|, 4 BEFEREVE 22T,

On technology service level, our company develops full-scale technology service and improves the cow
scientific breeding level and prairie operating level, which improves the daily output per cow by 2 kilograms.

ENFEMEEMNERAE B RDAFIREREFERNFEEMTEEFS , LIH
ERNEEE A EE N EEE ST

On source milk base information construction Ievel, establish monitoring platform of source milk process and
source milk production base cloud data platform, realize the transformation from conventional monitor mode
to information management mode.

24
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Industry Outlook
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China Dairy Industry

TR RTHE

Industry Accumulated Revenue

= BiHE (BAT, M)

Accumulated Revenue (million, left axis)

e SRR (%, A1)

Accumulated Increase (%, right axis)

2007/02 2008/02 2009/02 2010/02 2011/02 2012/02 2013/02 2014/02 2015/02 2015/11

35%

30%

25%

20%

15%

10%

5%

0%

-5%

-10%

30 4

25

20

15 -

10 -

A =D
T EFERITE
T B FERLT
Industry Accumulated Output
R (EAM, )
Output (million tons, left axis) - 70%
e FLE(% , FTH)
YoY (%, right axis) - 60%
- 50%
- 40%
- 30%
- 20%
- 10%
-, 0%
N M T N O~ OO H N M o
SO 0 9 9 9 9 9© © o oA o o o o
S & &5 5 & 5560 0 0 00 &0
N NN &N AN NN NN N NN NN NN

HiEiT - FESRTB

Source: China Bureau of Statistics
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China Dairy Industry

BREDEN

15.5%

Sz T 8.8%

Consumption Upgrade

ERYN. SRR IR T T EER,
The growth of yogurt, high-end milk etc
is faster than the industry growth level.

DI = — —— = 5 Ay - - o
EIBEZ T GTERN  STESRD BIIERSTHEAT SUSTEE

. e : High end milk offline Low temperature Infant formula milk Industry offline growth
Channel Diversification yogurt offline  powder online and offline

% FIRKIE , FERNSANEETS  RSEARTEFE FEEK . 1E , BILREATmE=RTEmEm 1 0%.
Online sales increases rapidly. On the largest e-commerce platform, sales of liquid-milk increase by 1.1 times than last year, sales of
infant and adult milk powder increase by 10 percent.

FFEEEREREK , ERRDNABLIHNREEEIESSEL EFiEK10.1% | BTzRELeEREHEY . O Vo H0giE,
Sales in convenience store increases rapidly. Sales volume of low temperature yogurt and fermented milk drinks increase by 15.1
percent than last year in convenience store, higher than the overall industry growth rate which is 9.8 percent.

N Sy =]

SIERER

Penetration Rate Promotion

ER=M&sHT , HRIASHHSERL EEEA | O G4 HSEG LERBER 10% | BEST T FIgE , = Mm%
RS AT EA B RE RO X,

The penetration rate of low temperature dairy products in third and fourth line cities has increased by 1.3 percent than last year and the
sales has increased by 16 percent, which is significantly higher than industry average growth rate. The third and fourth line cities have
become the core growth area of China dairy consumption.

kR - FESRLHS ACKUE HESIR
Source: China Bureau of Statistics , AC Neilson , Kantar Data 27
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China Dairy Industry

RT=S A

Development Opportunity

LLAMERIEZKERE | FESRAERAL , EESHRFIKFIELL , ZIEETE
ToEK  ERAEERKTERREN , ARBEATRRRENEX,

In the view of dairy product per capita consumption level, there are still huge gaps
between China and developed countries, even compared with world average level. The
per capita consumption in China is far from saturated and the entire dairy industry has
huge potential for development.

ZIO3REN

Core Driving Force

FEFEIRTIHAELERIRLIRFNT

Core driving force for China dairy industry consumption in the future

0 BN E TS

Stable social and economic environment

HEAENESRS

Gradually increase of urbanization rate
"R EBBECRRIETT

Release of the second child birth policy

e SRFEI R BRI A

EREEE

Quantity Drivers

Expansion of the middle class group

&

AHEwET]

100 ; 0155 AtIRAALERE (AF)
80 - Per Capita Liquid Milk Consumption ( kg )
60
40
20 1 10.6

0 4 T )
FE
USA EU Japan and Korea  China

HiEFRR | EERWER
Source: FAO

mERTHR
Quality Upgrade

R eIFT AR

Product Innovation Upgrade

BlFT AT ETEK

it R93K =l 1 2=

Price Drivers

0,
91.1% Innovation Products Sales Growth
35.9%
HIRED EEARE WREN RSEARDHEE
Room Tempera- Room Temperature Low Indust
ture Yogurt  Lactic acid bacteria Temperature Growth of Liquid Milk
Beverage Yogurt Products

HIRSEIR - ACR/RTR
Source : AC Nielsen 28
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Business Outlook




Business Outlook

1T

72

GRS &

20164 S ALIN630/Z
=Lk Total revenue to reach 63 billion
NSipd RIS FLI601Z

2016 Company Plan

Total profit to reach 6 billion

20164 e 33

AREREMSHEE , BARMm PAIERFI EIRRAL Jo5e0 | HEaD VLS. FaEs. B

/ \_ ﬁ n:n iy iy | " —

IN=I NS Be54FRAEE PNGIE. - S EE:E 7 E;m , MEEFH35E
. . ‘ o . . o a('l:" REE

2016 Company Deploy grfl'ngar:gee tI::efoI::aldsI:fget; l;T\I;Itypr;:Ir::ichx1 :,ilr:::.mgr::l:z:ignl;"I"n::rt:t;fo:nadm:l?sl:alz::ﬁe Set "a-:urateumarketing, prefect

safety management increase of company’ s business operation, precise management” as geal,
enhance the core operating ability

30
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Our Culture

AHEwET]

=
IR ST

Vision
R AEKREEEH
HNERR RS

Be and be recognized as the
most trustworthy healthy food
provider around the world

32
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Our Culture g e
A= wo ]

Z M ENR

Core Values

Bk =R

Excellence Responsibility

Bl #r = =
Innovation Win-Win
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Soul of Brand

iZ4FrEmnin /]

Nourish for Life

EREREmOREMHE B

ERERERDIRIES

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

N
g \\ s
ii@:
'
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AR RS EFEFISSWERARGERAR (&R Q8" ) &R, BXERNHSE,
HepiP RAVTW RS, REM&ES. RRESSEEEFRER AT BB RS AT
=, MARIARERIMAVRIE L ARG B ERISERVRIE | ZSRIEMERAFHZHTET
A ERZAIN , BFEERRT - MEREN. ERBROEN, LT, HHHI|. 17
W% RN, FE USHNLEETHE. BRES IERENK,

This material is provided by the Inner Mongolia Yili Industrial Group Co., Ltd. (the "Compa-
ny"). 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.

35
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THANK YOU
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