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About Yili T
Official Partner of the Olympic Winter Games Baijing 2022

AR THE—FEILBL,

Yili is the No.1 dairy enterprise in Asia.

FAEF AL RKR TR REEO 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, 920084 Jb o SLIZ -Aa2010 4 B4
ARBER S IH bk, 20178, FAEYLTELER, 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.
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About YIlI EH2022FFAGEHAHRE

Offelal Partner of the Olympic Winter Games Beljing 2022

2019572 b M ANX902.212 74, FRAAE ()28 EFTASKA) 693101, MIBRFREK, %8488 LML LEL,
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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Total Revenues (1996 - 2019)
245 HML

100 1 Unit : RMB billion 90.2

90 -
80 -
70 -
60 -
50 -
40 +

30 - 24.3
21.7
16.6 19.4

68.1

60.4 60.6
54.4

29.7

o 8.7 12.2
04 09 10 1.2 15 27 2

1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019



BE R B3R X

%Y
Shareholder Return
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Introduction of Our Leader QR

tHR2022F FASEH A MM
Oficial Partner of the Oympic Winter Games Baiing 2022

BR (WEEpAZLERRAARAALEHT. EFR. ER)
Pan Gang, the Chairman and CEO of Yili Group
- 20025 P A P B 520K T &5 Tk Ak 5 F 4269 8 3K

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

- 200546 F 24, fEAFHAIEH 69F F KE LK

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

EEILH
Management Thinking

FARAEE L "B BT AT B R T AMEE
b2, AAMEXTH LM S FAEN, 4830064

3 a2 ~ 1
— PR LR EF 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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HEA AR, R EREHEFA: —FAZEFI06,
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R—FEA, BN, FXFNEREERNGA

—— A EREFKEN

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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2019 Business Outlook and Results Qp
20194 2 % 3+ %) 20194 5 B k. 4k
Business Outlook of 2019 Actual Performance of 2019
+ 13.4%
g Ak BN LI g Ak BN 23
9001z 902.231¢
Total revenues to be RMB 90 billion Total revenues realized RMB 90.223 billion
+ 8.1%
GINERSS ) ANERS )
1612 81.941¢
Total profit before tax to be RMB 7.6 billion Total profit before tax realized RMB 8.194 billion

3 & B AR &2

Data source: Company Data 9



ER 0 E Y o @ £

Financial Highlights

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

E B 538 A5

Financial Highlights

ART (F7 ) 2018 2019 R 2019Q1 2020 Q1 KRR
RMB(million) Growth Rate Growth Rate
Bk BN 79,553 90,223 13.4% 23,130 20,653 -10.7%
Revenue
EF RSN 78,721 89,509 13.7% 23,011 20,456 -11.1%
Core Business Revenue
A 29,785 33,442 12.3% 9,196 7,646 -16.9%
Gross Profit
oAE 37.8% 37.4% -0.47 ppt 40.0% 37.4% -2.59 ppts
Gross Profit Margin
B A 7,691 8,280 7.7% 2,739 1,666 -39.2%
Operating Profit
=Y i AT e S B
et Profit Attbutable to 6,440 6,934 7.7% 2,276 1,143 -49.8%
Shareholders of the Company
FRE 8.1% 7.7% -0.41 ppt 9.8% 5.5% -4.31 ppts
Net Profit Margin
45 gt ;_é -
AR (L) 1.06 1.15 8.5% 0.37 0.19 -48.6%
EPS (RMB)
‘fc‘) fii Hoam & 24.33% 26.38% 2.05 ppts 7.72% 4.31% -3.41 ppts
B BAREE LS LA HERR: 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 FN g 5

Core Business Revenues Breakdown by Segment
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tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

ART (B7 L)
RMB (million)

AR FL

Liquid Milk

W3y B A ) S
Milk Powder and
Milk Products

BARTE Su B T

Ice Cream

R Al

Other Products

‘u'ﬁ#

Total

YRR 8] K

Data source: Company Data

20184F

PN & kb N
Revenues % Revenues
65,679 83.4% 73,761

8,045 10.2% 10,055

4,997 6.3% 5,631

- - 62
78,721 100% 89,509

2019+ 2019 Q1

G WK E PN & b

% Growth Rate | Revenues %
82.5% 12.3% 18,959 82.4%
11.2% 25.0% 2,552 11.1%
6.3% 12.7% 1,500 6.5%

0.1% - - -
100% 13.7% 23,011 100%

N

Revenues

15,358

3,241

1,812

44

20,456

2020 Q1
B Kk
% Growth Rate

75.2% -19.0%

15.9% 27.0%

8.9% 20.8%
0.2% -

100% -11.1%
11



TAFRANERKEE ) &

. . . Q
Core Business Revenues Growth Attribution QQ

Offelal Partner of the Olympic Winter Games Beljing 2022

20195 P A KK )2 A 20194 &3k 432 K )3 F

Revenues Growth Attribution Revenues Growth Attribution by Segment
L B L 25 My AR BE 52 g U g FH R CE: by
ASP Product Mix Volume ASP Product Mix Volume
30% 1
783 1.0%
2.7%
3,354 4.3%
20%
6.9%
0.7% 2.0%
10% - 3.8%
0,
6,589 8.4% 15.4% 5.9%
7.8%
4.8%
0% T T
BATH (F7 1) BRI LX) 54 B ) o Aot
Revenues (RMB million) Growth Contribution Liquid Milk Milk Powder and Milk Ice Cream
Products

BRI 23] R

Data source: Company Data 12
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Cost by Segment

20194 Ak Z- R A 7
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kR2022F A ETHAHEMKME
Offelal Partner of the Olympic Winter Games Beljing 2022

1Pl

B

) 3% 3 R

Manufacturing Expense

17.1%

8.7%

Cost by Segment
A A A MAZEAL
Direct Material Direct Labor
120%
8.3% 12.8%
100%
. 2l 4.2%
o
60%
40%
20%
0%
BARZL Wk B AR S
Liquid Milk Milk Powder and Milk Products

S &/ N SR &2

Data source: Company Data

At

Ice Cream

13
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Market Share of Yili

r%:a 2019%F &k % 37.7%, Rk EHALA44NF 55
&= 2020412 & %£39.3%, Rk EALIANAT L

Ambient Products The market share of ambient products was 37.7% in 2019, up by 1.4 ppts YoY.
The market share of ambient products was 39.3% in 2020 Q1, up by 1.1ppts YoY.

. 201947 & £15.0%, FLTF®R0.84F 45
(L% 2020415 7 & %£14.8%, Rl EF0.34F 4%

Chilled Products The market share of chilled products was 15.0% in 2019, down by 0.8 ppt YoY.

The market share of chilled products was 14.8% in 2020 Q1, up by 0.3ppt YoY.

201957 & £6.0%, Rk EA0.440F 5 4
202041 & B F & £6.1%, R TFHB0.14F 45

The market share of infant milk formula was 6.0% in 2019, up by 0.4 ppt YoY.

340 )Lk

Infant Milk Formula

The market share of infant milk formula was 6.1% in 2020 Q1, down by 0.1ppt YoY.

HERR: REK, L, BYILH2020581 5 & T & £ HIE A R4 w1 25

Data source: Neilsen, among which, market share of infant milk formula on 15t quarter is excluded from e-commerce business
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kR2022F A ETHAHEMKME

Offelal Partner of the Olympic Winter Games Beljing 2022

%

37.9 389 37.9 37, 37.9 381 373 37.3 386 375 555 368 o 39.8 338

T T T T T T T T T T T T T T 1

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
2019 2020

%

13.6 15.0 150 153 154 156 153 14.9 14.9 150 147 143 153 145 145

M—H—Q—‘——’—O—kﬂ—o—&—H—o

r T T T T T T T T

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

T T T T T T 1

2019 2020
% " |
5, 61 61 g0 62 62 ° 62 .o 60 6.256.0 62 g1
5.4 ! k‘\.
1
1
1
1

r T T T T T T T T T T T T T T 1

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
2019 2020

14
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QR

Gross Margin by Segment
0.47 ppt 0.01 ppt
°
37.8% 37.4% 35.2% 35.2%
1
1
1
AR RARSL
2018 2019 Total 1  Liquid Milk 2018
R et e e T T B e e T e P °
1 . 2
Wy B AR e 0 AR S R P 1.45 ppts
Milk Powder and Milk Products : Ice Cream
1
1
48.1 % :
1
1
1
1
’ . :
1
2018 2019 ¢ 2018 2019

BRI 5 BB

Data source: Company Data 15
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SG&A Expense Ratio

Selling Expense Ratio

kRS de () SETH T A E
Selling Expense Ratio A&D Expense Ratio
30% 10%
24.9% 25.2%
250% 23.3% o 23.4%
N 22.8% o N v
2%
& v
20%
5%
13.8%
15%
1219%  126% 1319 hd 12.2%
J U J J
10%
5% 0%
2015 2016 2017 2018 2019 2020 Q1

BRIER R o E) B

Data source: Company Data

) X
0%9

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

#% R %

G&A Expense Ratio

56%  54%
A A 4.6% 4.7% 4.4%
N 37% A
2015 2016 2017 2018 2019 2020 Q1

16
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Operating Efficiency Qp

Offelal Partner of the Olympic Winter Games Beljing 2022

J T B WK 3K JE] 3 R 3K UL E P e

Notes Receivable and Accounts Receivable Turnover (Days) Inventory Turnover (Days)
10 8.9 60 56.5
° 6.2 Sy | s 432 42.2
6 5.1 40 38.1 37.2
4.1 4.2 44
4 30
10
0
2015 2016 2017 2018 2019 2020 Q1 0 _ i ] ) )
2015 2016 2017 2018 2019 2020 Q1
Ea ¥
JAT I B AT IR 3R] 35 R 2K P& JF) 5 R K
Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)
80 7.7
ey 63.6

57.2 2015 2016 2017 2018 2019 2020 Q1

8
60 : 0
-5
40 -10 -7 7
-15 -12.3
- - | - - - _ -15.1

20 -18.6 -19.4
2015 2016 2017 2018 2019  2020Q1

S &/ N SR &2

Data source: Company Data 17



ReFFe T AT X

Cash Flow and Capital Expenditure

2% 5P M I AR

Net Cash Flow from Operating Activities

5 A A
Unit: RMB million
14,000 12.817
12,000 ¥
10000 | 936 8625  gass
8,000 7,006
6,000
4,000
2,000
0 —= —
P 2015 2016 2017 2018 2019 2(@1
-4,000 -2,653

BRIER R o E) B

Data source: Company Data

@E

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

AT L

Capital Expenditure

PAE: BH AL
Unit: RMB million
12,000
1,61y
9,000
6,000
9,243
3,000 09
,65 41 ,35
,33
i 1
2015 2016 2017 2018 2019 2020 Q1

u B T R T A e RIT> ZAT 69 I
Cash paid for the purchase and construction of fixed assets, intangible assets and
other long-term assets

L BRI 3 B AR A3 H AT LA

Net cash paid by acquiring subsidiaries and other business units

18
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10,000

8,000

6,000

4,000

2,000

AT RIR:

837 B B IR AT A 5 R A IR R

EBITDA and ROIC

B8 18 B4 BT A I8 B i &

EBITDA & EBITDA Margin

5 BE A
Unit: RMB million

10,424

2015 2016 2017 2018 2019

2 8] R

Data source: Company Data

16%

14%

12%

10%

30%

25%

20%

15%

10%

0@9

kR2022F A ETHAHEMKME
Offelal Partner of the Olympic Winter Games Beljing 2022

R SR

ROIC
25.5%
25.3% i 25 8%
19.6%
L L
2015 2016 2017 2018 2019

19
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100%
70.9% 70.9%
0
64.4% 66.1%
58.9%
50%
0%
2015 2016 2017 2018 2019
AT R o8 B 20

Data source: Company Data
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Business Review
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Brand
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YILI

YILI INCREASED CONSUMPTION OCCASIONS.

HOUSEHOLDS
Q0.9%

1,275 million times
RANK

1sT

>WTH

\J

Health
Convenience

vl A (e (i

=

T2 YU R E 38 H «20194 T2 op o i BT R
b, PERARMRELE A, R E N
WA LFRS .

Kantar Consumer Index "Asian Brand Footprint Report 2019 indicates Yili has

continuously increased its penetration over 90% of Chinese households.

5 aa

“BrandZ™Z A7 69 “20194 i BME F B $ #2100
3BT OAFR . NG &7 LR e S AT S
— %, 3 #3Brand Finance & % #9 A R g L &K & %
77 89 $U S f 2R K,

Among BrandZ™ ‘Top 100 Most Valuable Chinese Brands in 2019 ‘ list, Yili

ranked First in the food and dairy rankings for 7 consecutive years, and was

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

23
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kR2022F A ETHAHEMKME

Offelal Partner of the Olympic Winter Games Beljing 2022

i‘:é\}i &’#ﬁ'&l

Key & New Products

« » « s » « » « —_—” « 2 « » e > ) A
e’ “ZEET “wp” AT ERET THEI00%T FEEZ AR
AR P3G K22.3%, NE#H R ERANERLIIA%, KR EFRMRS TL640T0 5,
Satine", "Ambrosial, "Chang Qing", “Pro-Kido", “Chocliz", "Chang Yi 100%" and other key product sales revenue increased by
22.3% YoY. New product sales revenue accounted for 19.4%, an increase of 4.6 ppts YoY.

A WE S

New Products

Organic Products

A HBAIEBRE S REFRT EWAHL5.7%, E3FR G meT P E G,

Satine organic ambient liquid milk accounted for Retail Market Share of 45.7%, ranking first in the corresponding market segment.

= S B

Product Innovation

NEAFAE PRFERT KLIKET RoKkF “FRT RS, RS, 2R Fuiaasdds. “es” AL
A CRMBEEFT R IURT N RMB RN RGIUAMERT N A LEMEHE. AT D%
PEEEIRFHRET, THRART. ME2019512A K, »& R HRFHFALR2, 7034, L¥, XAFHRREEEASLD
t, FRMEFAGFRAF B FARS K

New products launched:“inikin” volcanic chilled mineral water ,“Yiran”Milk Minerals Water,“Satine” Dream Cap Organic Pure Milk, and Organic Skim Milk , “ Pro-Kido ” infant formula Goat
milk powder , “Pro-Kido Seine Mouiller “ organic infant formula milk powder ,Yili children cheese sticks , Yili mozzarella cheese and others. As of end of Dec 2019, Yili has accumulatively

obtained 2,703 patent authorizations, of which 515 invention were authorized patents, and 4 patents won the China Patent Excellence Award. 24
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Quallty kR2022F A ETHAHEMKME
Offelal Partner of the Olympic Winter Games Beljing 2022

CERSR L SR TE
IR R, BRI
FAEER, #—F H5%
s RAR RE AR R, KR
SRy L

Construct quality evaluation system based on

IR S R AR R, IR
A BRI B A R e - M
& BELERBZEN
N the leading management system, and upgrade
[ RN
quality management .

Adhere to the quality leadership strategy,

consumer needs, continue to strengthen

independent quality control, further consolidate

b
=

build global food safety risk analysis

platform, and continue to improve food

safety risk prevention and control system.

25
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S EFE RS 8555 P B3 Ao BREHEK
Higher Penetration Increasing Point of Sale Growth of All Channels

W, 7 b SN +49%

E-commerce business

+1.9 ppts

revenue

B R KA +27.1%
Retail sales in the :
maternal-infant stores

1917% 103.9%

12 A RiE 4.2
R el < PPIS
FERREEILRTY S ER Ambient liquid milk market

Ambient liquid milk penetration rate

BIERB: NARIE. RRA. SUE

Data source: Company Data, Nielsen, Kantar

KT RIEHME SRR

Offline liquid milk POS Country town POS share in convenience store

..!4
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Industry Chain Q@
& IR R BT )
Global Chain Synergy
____________________________________________________________ .
NEBFARTARAEKELE &
fj(/f}g}«%i @ 7 ) 71: K E ik/ﬁl:/)ﬁ: n //?‘ ’
. RITT ERTBRER R &R o
F ﬂkﬁéﬁi The company has joined hands with more than 100 partners
P : -n_(il-u-?:tfy_E[]_Eil_rl-l_zltl_ezr-l_c_l-rlgj ______ around the world to build a "global health ecosystem" to gather
;Hiﬁ,_ﬁﬂ , I\ ‘;J -}#‘Vl'zi?firﬂfk ')ﬁ‘ 9}7 1834@ high-quality global resources and enhance global resource
75 : 7@4,137 5&'11’]“/5? {3\’1/}? 4k4'+%zd% T protection and risk emergency capabilities.
Sl = ) NS
BRI IR G0 20145 220195527 18], /4] EELAESE
% B Rk TR AHA6Me T, RHIRS Health Industry Ecosphere
____________________________________________________________ .

B P #5992 F

Issued RMB 18.3 bn in financing, providing financing

NE GBS BRI IR BAE R
B, “BFRGEFRTILRT SR
JAR B, SRS LR

Yili successively launched health industry projects such as "Yili

services to 4,137 upstream and downstream partners. From
2014 to 2019, the company has accumulatively issued about

RMB 46.4 bn in financing and has cumulatively served 5,992

Modern Smart Health Valley" and "Yili Green Intelligent
customers.

Demonstration Zone" to promote the sustainable development of

the health industry.
& O SEPAE - &3 27

Data source: Company Data
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g 12

Southeast Asia
BT & 3% R E R
AR FRIEXEARATL L
T, e XA P e
5 E KA T H N F k.

High-end ambient yogurt Ambrosial series

KFH
Oceania
o8] G T # 2£ Westland Co-
Operative Dairy Company Limited, F+%
AR T “Westpro” (A E
E£) v “Westgold” (4 B) #ikL
REMILEZ S, EXFIAZFEF
%, FRT = BR TRATYH
8 AT gk A, ik N8 SN T
Tt fE.

By acquiring Westland Dairy Company, Yili officially

officially listed in Southeast Asia, and products
are favored by consumers in Singapore,

Myanmar and other countries.

introduced "Westpro", "Westgold" butter and other dairy
products that sold well in the global dairy market to china

market, which boosted overseas market development.
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Culture Upgrade

Offelal Partner of the Olympic Winter Games Beljing 2022

WAEH, NAK “BARAEGES, ILEREFMEE, REMNAL
A& S B AL N R, AT TR, K Ty ARE
LR AE A ARF A AN B,

Yili interpreted the corporate culture of "nurturing life and vitality and sharing the health of the world as

our value and meaning“ and took "guarding global nutrition and health" as the dream of all Yili people.
AR IERER IS e L, 4. KR FE
AANTHRREEZSAFAEAR. k. . 25, HAHFFHS T
A, WA TR LA ARG R R, d1id bRk
A5E

Iteratively sublimating core values to "Excellence, Responsibility, Innovation, Win-win, Respect" will gather
more diverse talents from different countries, regions, cultures, experiences, and educational backgrounds,

also promote global communication and collaboration to build a “Global Health Ecosphere".

THBUE B A XA, Ao 8] FIR BAFENT A AT A, AN TR BT
LR ENS B AN S, HRBT A AR R TR A, 857 A4
® A B RALATAE MR R S BT MR FRE AT,

Upgraded corporate culture injects new spiritual impetus into our strategic goals, and ideological and spiritual reserves into our "post-
100 billion era", which will continue to inspire and mobilize the enthusiasm and creativity of employees, helping Yili to march forward in

the vision of becoming “the world's most trusted health food provider ". 29
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Industry Status Y
Official Partner of the Oympic Winter Games Baijing 2022

WmEH, BNRSEILGRIHLRTY (4L ATRE) TEHLELFRHEKO6.8%, K
T L# ey ERERE AL EFREMEK22.0%, & TFRERE AL ESFFHEKS 0%,

Domestic retail sales of liquid dairy products and milk powder (including online and offline channels) increased by 6.8% YoY. Among them, online channel retail sales of the above

products increased by 22.0% YoY, and the offline channel retail sales increased by 5.0% YoY.

gE¥K KTHEK

Percentage of Online Increase

22.0 % 5.0 %

Percentage of Offline Increase

¥REK

Percentage of Overall Increase

KRR BRA. 2B 68 %

Data source: Neilsen, Syntun 3 1
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Sustainable Consumption
Upgrade

L= |y X

Expansion of Industry Space

cr ok &4

Demographic Change

¥I/RR: RAR&

Data source: Neilsen

A7 4% By Fo e B T

Industry Pattern and Trend

Offelal Partner of the Olympic Winter Games Beljing 2022

W S AR, ﬁ%ﬁ%%ﬁk%%ﬁﬁﬁ\ﬁéﬁﬁﬁi%ﬁi,u%%%ﬁi
AR R AR e 7 L B R BT REM, RRREMBFERT, RAWH AHILL. KR
SRR UL R ¥ Al B PO i%ﬁ:ll.l%\ 27.4%. 14.8%.

Consumer purchasing power continues to rise. More consumers are paying attention to their health and lifestyle, hence the good development
prospect of dairy products in the healthy food industry. In the year of 2019,Nielsen Research data showed that the retail sales of adult milk

powder, organic dairy products, and chilled milk market segments increased by 11.1%, 27.4%, and 14.8% YoY, respectively.

MAERFRERAFTANEE, AEXTHARTEE. M. AHTHFHEIERLXY
3 B, %Lua 7‘#1 % B ARBR AR Fe T G AL R LT Ko

Through the change of residents' consumption consciousness and behavior, the innovative development of new retail models such as 020
home-to-home platforms, micro-commerce, and community marketing, the dairy consumer target group and market size will continue to

expand.

FAEILE A REZER AR, ACZHERN ok, BHhILehsgddsts k. K
FRIFF @G K, MAT foe RO F ik Embk, THEERRFHERKAEH,
Newborns birth rate slows down, aging population structure speeds up. Infant foods continue to drive growth through diversified products and

innovations in nutrition services; adult nutrition category innovation has accelerated, and market penetration has maintained a growing trend.

32
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LR P3O N IRERCE s
ey 97%4& - b Dﬂe Mjfﬂ1
28] 3 %)

Total revenues to be Total profit before tax to be

2020 Business Outlook

RMB 97 billion RMB 6.1 billion

R VIFIFE AR TAE, AETEEF100%% 4 100%E F 69 & S )R = Fao

Adhere to the responsibility of protecting the health of Chinese people, and produce 100% safe and 100% healthy high-quality products.

AMIT 36 B AR S ARRA AL 55, AR RAE Jode WIBs RRARSF 7~ Sl # T A&, T
A S5 B A o

Actively develop new business in the field of health food, boost the pace of innovation in adult nutrition, cheese, health drinks and other products, and
promote healthy development of business.

RSN A R, RGBT Y, BAMEERGREERSY, ENESILFRY LK.

Build overseas production bases continue to expand overseas markets, steadily develop overseas businesses by building global brand operation
capabilities.

A CBERERT BXAMNE, BHAREHARERHETSF, BHEZBERMBEAITE LI LHHE X,

Taking "home consumption” model as an entry point, we will actively explore emerging channels and new consumption scenarios, and build new business
models with Internet technology.

M “AHRERASR , BEARMEETR, HERETHE,

Build a “Global Health Ecosphere", integrate global supply chain resources, and continuously optimize operational efficiency.

20204
SRS

2020 Business Strategy

GVl AR, BREM, FHARMRAR ABR, FEAGELKAE G IARK,
Continue to “refine ourselves, pursue excellence, and constantly surpass ourselves” as our requirements, and lay a solid foundation for Yili everlasting
cultural foundation. 34
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World Integrally Sharing Health
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eles
Sustainable Development Concept of Yili

& Al

Pan gang

LRTFEHNH EFEEAR

Collecting sustainable power and enjoying healthy future

ARAE, FIMTHEERSD

Lead sustainable thinking by global vision

IRAE, WETHEEES

Enhance sustainable management based on own development

BT, BREATHEWRAS

Inspire sustainable synergy with partners hand in hand
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‘WISH’ System for Sustainable Development of Yili OQ@

eijing 2022

(]

|

201711 A6 R, FAA LA L TAEE HIRA
HATAF AL, K “EFELELFTHE (CSR
) KR MR ATE AR “RFRETHE

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

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

Hiss

N

2017 & it R =
World Integrally Sharing Health

HE {2k
S aRE WISH( =745 )

CSD) FE

management system, transforming the “Healthy China Social

Responsibility (CSR) system" into a future-oriented "Shared P wW | S H
_ “ Win-Win Innovation Social Health
Healthy Sustainable Development (CSD) system", A5 EHE BRSO NP ExSEE

or "WISH" system, which means “Good Life".

12 Fonan

2007 &

{EF§¢'
=

CSR fztx
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BEIJING 2022
. = i O
Continue to promote Sustainable Development Strategy Qp

o

P> 20174, FABRALE —RImAFEAEARZLHG FE AL L,

Yili became the first member of the United Nations Global Compact from the Chinese food industry in 2017.

DY) 20194, FAIEA AFAERTH LG LZETHRA(T L)

In 2019, Yili promulgated the "Yili Group's Program of Action for Sustainable Development (Ten Articles)"

TR

“u'wl'!‘ﬂ

i

P> 2019, PR ZATIN EATHLE LR B ARML “WISHR L .

In 2019, Yili established the first sustainable supply chain global network in the industry (“WISH Network"),

P> 2019410248 , A HE—— R EA D LA L Z Al 20194
THELERRE « EFRAERENNERE ELAREERH, FRE
A FTECEER. PERKIZSERNFEHELOL, 516KL
LEERLAL “THEELESVITHBI , FRFESLTHLELEG
FHBLE, AERLL, AR, B R T4 L%,

In Oct 24" 2019, as the only invited healthy food enterprise, Yili participated in the ‘2019 Sustainable

2019 F A SRR RIS
NT FORUM 2019

SUSTAINABLE DEVELOPME

Development Forum’. Pan Gang, the Chairman and CEO of Yili Group spoke on the forum. As the leading
enterprise with Alibaba group and China Three Gorges Corporation , Yili initiated ‘Propose of Action for

Sustainable Development * with other 16 companies to promote the route of sustainable development in

China, and to realize a better future for enterprise, society, nation and the world.
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Sustainable Development in Environment ol

kR2022F A ETHAHEMKME
Offelal Partner of the Olympic Winter Games Beljing 2022

AR A BT & EHKE R BAA Y

Energy Consumption Reduction Total Water Savings Trend of Carbon Emission
#4500 e AR BA5: Tped, BAa oeb T se s HEAZ
Unit: TCE Unit : ten thousand tons Unit : KG/ton of production
118.29 oo 37732
19,699.04
304.60
293.29
16,123.05 300 267.72 S
7 244.65 23989
213.98
200
100
2018 2019 2019 2012 2013 2014 2015 2016 2017 2018 2019
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Practice
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Results

ERSREFT BN THERL L

Sustainable Development in Social Responsibility

—AF A FR202045 A R T
— Yili Nutrition 2020 Targeted Poverty
Alleviation Porject

—fERRRE

— Health Care Poverty Alleviation
— LKA

— Community Poverty Alleviation

XA 0
71,1425 =

External Donation of RMB 71.42 million

A 7202045 £ KRR B R
##A%8,0007 1

Accumulated donation of Yili Nutrition 2020
Targeted Poverty Alleviation Project
accounted to RMB 80 million

B E2AEZ2ONE R

Cover 25 provinces

2 #ILE21 7 A

Benefit 210 thousand children

£
i
9
9“;
%

Practice
&K
1
9
o3
3 4

Results

— A A

—Yili Ark

— A KRR E

— Yili Future Park

4 FF RN B
357.9975 &

3.58 million RMB donations to the Yili Ark
TFRILEZ B F F 32 EH)
1553

155 training sessions on children safety
were carried out

“PHARART R B BN
2007
2 million RMB Investment on Yili future park
BEEFhFFAR
357 A

Covers primary and secondary school
students of over 350 thousand

b=

Practice
&,
A
9
>3
/4

Results

QR

tHR2022F FASEH A MM

Offelal Partner of the Olympic Winter Games Beljing 2022

— &M ZAERRY

— Biodiversity Protection

£ SRS FR
5207

2nd Annual Report on Biodiversity Protection

AF A 231 2 3 445 348 FIFSC
At
39.764z 4

Total consumption of 3.976 billion FSC
packs on Yili Satine series milk package

YT THEANREE
157w

Equal to promoting forest sustainable
management of 150 thousand arces
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Rush to rescue

Huoshenshan hospital
and Leishenshan

hospital

N 2R ERAY e

Allocate Global resources

P P
- -
2.0

ﬁ?ﬂfll
O

©

RAHEKBTFE
30K a4E kA
Mobilize 30 partners

on alliance platform

All of One Heart and Mind to Fight CORONAVIRUS

OQ§>

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

@

BRBYE T
ik 2.81¢

Total donation of RMB
280 million

> Y

Provide milk suitcase

RIS HBE]1812
ATl EENETIR
R BEMNEHEN
WERSNERTHE
RERRENHEERAL

UL &
S EFEB

Participate in international
assistance of Global anti-

epidemic fund
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Sustainable Development in Corporate Governance Qp

B M3 BB N EY (K EWNEG 33'&14’1%]» AR FH R EREFANER, 6oL BZEHN, i
— % TE A 6 AR AR AR A 8] WG T LEH

Within the report period, Yiliimproves 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.

NIEE R BAERENFER

Internal Control and Management Training and Publicity of Anti-Fraud

% *l_é-' w‘% : —‘Ik%* &%F r] Nf:biﬁjzsﬁleﬂ;‘cﬁnﬂ;mgliénc)e 2 ] 2 23

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

gfIAk | 32 559
% —‘—J‘:é‘, &‘7_% . *ﬂ %3}1‘ ﬁlé_g_'s ,‘-] Number of trained persons

2nd defense line : Relevant functional management
departments

TR R I F 3 () 3,416

Numbers of Anti-fraud trainings

FZHBL: FiHREIRT
3rd defense line : Audit and department Y| R ITAKR
I erense line uait an SUpeerSlOn epartmen m 9 7 : 3 64

Number of trained persons
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Honors and Awards Granted to Yili on Sustainable Development

®
%Y

kR2022F A ETHAHEMKME

Offelal Partner of the Olympic Winter Games Beljing 2022

BT IAH

Issuing Authority

DI 2 ay e INE - B -
Public Welfare Model of Corporate Social Responsibility
20194 M A R 4l 37
2019 Asia Food Innovation Award
HERRRE ZH R
Model Case of Targeted Poverty Alleviation

ERAF R FRERE

Excellence in Practice Winner

BT R

Cross border investment Award

TEASTREERELRR

China Human Resource Management Best Practice Award

HiFgeR

International Carbon-Value Award

ey

Green Factories

BRAE AR R R

Food and Agriculture Organization (FAO) of the United Nations
FoodBev Media

E 5k R 2

The State Council Leading Group Office of Poverty Alleviation

B F AF X2 (ATD)

Association for Talent Development

PR e

New Zealand China Trade Association

FEAD TREEFRE

China Human Resource Management Best Practice Award

E 8 TRk KA

World Environmental Protection (Economic and Environmental) Conference

B R Ik folfs GACIRNA 5 va DLk & 4] 2% 4 %
The fourth list of national-level ‘Green Factories’ by the Ministry of Industry and
Information Technology
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Si%Y
Our Culture 1t§2022$§ﬂ3‘§'ﬁ3¢\"(1‘5
Offelal Partner of the Ofympe W i

Belief

A BR o S

“Yili” represents the highest

quality.
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Our Culture

OQ@

ﬂ:EZOZZE%DA%‘EﬁSWﬂH‘*
Official Partner of

BRF

Vision

PR ) & B RABATAZ A A

Ex 22 vn}fi@#%

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

1% S YA,

Core Values

= A P

Excellence Accountability

B #r 3t T F

Innovation Win-Win Respect

oS

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022
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Our Culture

OQ@

tHR2022F FASEH A MM
Offelal Partner of the Olympic Winter Games Beljing 2022

17 H) $ A

The Spirit of Yili

i/\ TJ '\* AN

Ownership mindset

=Y A
Strong sense of responsibility

A8 IR AT 7

Powerful execution capability
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BEYING 2022

o S A R @

Brand Essence
Official Partner of the Olympic Winter Games Baijing 2022

& IR )

Nourish for Life

AR R, b

R A X918 5%

It is the provider of healthy
food and also the advocator
of healthy lifestyle
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DISCLAIMER kazorissaasnannn
Offelal Partner of the Olympic Winter Games Beljing 2022

A HE N R EFA LKA RAA RG] GH, 1855 & 5F. Lb R
AFLREE AR AR FTHFATIE W R R AN 3] B AT AR F AL,

i AF A R R R I A PRI A BRI A 09 KR ARTE; ZF SRR I 2 H T &
FTTRRAFZNH R, FERTRT: M. ZRERGTMN. LERFH. T
WA ATRSEF ARITAe. HE MHFPEETHF. ARTHEZETRTRAL.
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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