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FARIZIMNGE—. =ik8ERIPERmEL,

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

FRRTFENERK. FREREEAVFLmEL.

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

FREFEE—XRRMFERIEEREERIFE | 792008FILREZRM20105
EiStHESRMARSAHZEIR T,

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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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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Address from Chairman
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— 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
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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
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External Recognition

hEHFRE T OREERETEAAE

Member of the 17th national congress of CPC

Et+_EEEBRNER _

Member of the 12" national committee of CPPCC
BREERFEEREMAZERRAR

Member of UNDP Private Sector Advisory Board
SETHEEIERE

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

PEMRENEISK

Vice chairman of China - EU Association
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External Recognition
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President Pan enjoys the special allowance of the State Council

20116 , WAL RBLEFNL R

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

2010%F , MR gl st

2010, Outstanding business leader in Asia & Pacific area

20105, WZHERIEI HE 4T

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 HAESEN

"B & "B FEESCHE

The “global networking” and the “along-the-supply-chain innovation" strategy
‘mEEE" & "SHEE" SIERE

The “quality management" and the "precise management" management ideas
"BiE" & HE KEHEHEES

The strategic partner of the Olympic Games and the World Expo

FRRELL "BEATERE. TUWERMTMNEE. 1=
MEXTEWME" RIFRFIEN , FESEWVAIB—IRIK.
— PRI EEEN
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 HAL SN
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Financial Highlights

AE® (BhA7T) IR } } R

RMB(million) 3Q 2016 3Q 2017 Gro?/vth Rate 1 3Q 2016 1 3Q 2017 GroE\INth Rate

:é.‘ikatlﬁ)\ 16,085 18,978 18.0% 46,171 52,471 13.6%
evenue

?Eﬂ%‘w\ 15,943 18,660 17.0% 45321 51,457 13.5%
ore Business Revenue

EA 6,132 6,991 14.0% 17,745 19,683 10.9%

Gross Profit

FFI=R
Gross Profit Margin 38.5% 37.5% -1.00ppt 39.2% 38.3% -0.90ppt

?ﬂ*.Uﬂﬂ . 1263 1,862 47.4% 4529 5,915 30.6%
perating Profit

IHEFEAEEFE

Net Profit Attributable to 1,178 1,573 33.5% 4,390 4,937 12.5%

Owners of the Company

R _
Fiex - 7.3% 8.3% 0.96ppt 9.5% 9.4% 0.10ppt
BRIEGT )

e 0.19 0.26 36.8% 0.72 0.81 12.5%
V=2 ;l.%

iEﬁFWﬁ"' . - - 20.9% 20.7% -0.20ppt

HiERR | AEEE

Data source: Company Data 12
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Market Share of Yili HAEREN
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Data source: Nielsen ; the E-Commerce data is excluded from the infant milk formula 13
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SG&A Expense Ratio S
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Data source: Company Data 14
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Operating Efficiency )
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Data source: Company Data 15
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Cash Flow and Capital Expenditure I
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Net Cash Flow from Operating Activities Capital Expenditure
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Data source: Company Data 16
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Dividend Rate Steadily Improved HRESED
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Dividend Rate
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Data source: Company Data 17
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Business Outlook

20174
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2017 Business Outlook

20175
NElEE

2017 Deployment
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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.
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Our Culture BREGED
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Vision

P AEIRR(EFEMAVER

RmigftE

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

B ik B3

Excellence Accountability

el #r =
Innovation Win-Win
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Soul of Brand
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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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