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Official Partner of the Olympic Winter Games Beijing 2022
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Yili is the NO.1 dairy enterprise in Asia.

FAAFEARLR K. 7~ o X RELM B,

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

fF) P B R —— KB B RE AR 47E, A20084F 4L W B iE 2Fw2010 45 L&
éﬁﬁ%%%ﬂ%%ﬁﬂomﬂﬁ,?ﬁx%%a$ﬁ,ﬁﬁﬁ%“ﬂﬁ”%ﬁ@%ﬁﬂo
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 sponsor for both Summer and Winter Olympics games.
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About Yili

LFRVFEATWASTEHEN

201748 Ak BNIE680.5812 7L, FIFAE ()& EFASRAEA) 0.0MLL, RBARFEK, SRS RMILLElL.
Total revenues of Yili in 2017 were RMB68.058 billion, and net profit attributable to shareholders of the company was RMB6.001 billion. Both revenues

and net profit maintained growth as compared with last year and continued to rank NO.1 in Asia dairy industry.

g Ak BN (1996 - 2017)
80 - B45 Ho i Total Revenues (1996 - 2017)
Unit : RMB billion 68.1

70

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

FIE R N8 IR 5

Data source: Company Annual Report
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Shareholder Return

LRWD2EEASZNSTEHGN
Rit@:# Rits4a Ri4AH B 2= e b TAE (h#)
Accumulated Financing Accumulated (V2B TLEFTAIRE) Fixed Assets Net Assets Total Assets Market Cap ( Right Axis )
Amount Dividends Net Profit Attributable to
Shareholders of the Company
60 250
Bha: ALt
Unit : RMB billion 49
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Data source: Company Annual Report
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Pan Gang, the Chairman and president of Yili Group

+ 20024 AR A E 520K EF 8 Tk £ b 5R 526G 8

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

- 200546 A 24, HEFAIEBDNEFRKELE R

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

2B 5

Social Positions

- PEES G TREEREARSR A
Member of the 19th national congress of CPC
P EARRESS FEHALERAE K
Vice President of China Enterprise Union and China entrepreneur Association
S e B R I E
Vice chairman of the All-China Youth Federation
P EEFL LR ALK
Chairman of Chinese Young Entrepreneurs' Association
P HERA S s A K
Vice chairman of China - EU Association
SR EE SRR T ERERRRRAREK

Member of the 17th national congress of CPC

- HB T RABBEWMER

Member of the 12t national committee of CPPCC
P E TH LRSS R —BIITER 28 S

Vice chairman of the 11th executive committee of All-China Federation of Industry and Commerce

Introduction of Our Leader
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LFONFELRAENSTEHEKN

FERAE
Major Recognition
« FREFIRATRE N
President Pan enjoys the special allowance of the State Council.
e 20114F, L KRR &2 AR
2011, Outstanding leadership award of Green economy in Asia & Pacific area
o 20104, I KA & 7 L An4h
2010, Outstanding business leader in Asia & Pacific area
e 20104, B P E AT LA B4 L AR b
2010, Business leader in Power of Changing China Awards
o 20094, 20094 B + K 4 A2 FAR A
2009, Top 10 Chinese economics leader
o 20074, 4K ¥ AT R B RR A Ak AR A 32
2007, The best leader of Russia-China friendship
o 20064, 3K KA AR F F 4040
2006, Davos Youth Global Leader
« 20065, &EH A —FHLF
2006, National May-1st Labor Medal
e 20054, CCIV ¥ B 4 & 25 A4
2005, CCTV China Annual Economic Figure

« 20045, YA AFAWEF
2004, China Youth May-fourth Medal




)}

7)) | <
)| %5

LFONFELRAENSTEHKY

Cg: R

Management Thinking

ke T & “A4uENH Kk Tk

The “global networking” and the “ along-the-supply-chain innovation" strategy
“RRER & HHER FEEA

The “quality management " and the "precise management” management ideas

Biz” & “HH KFEHTHAEL

The strategic partner of the Olympic Games and the World Expo

&«

BRI B ERTEE. ATRE R T AMRE
Y, AAMMEXTRLME” FEAEDN, 3FoLA
— R Ko
— FARAEF 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/President of Yili Group
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Address from Chairman

BEARFARP, R ERFHRA —F ARG F69,
—FF ARG e, R AR B X AR AT
R—FP A, B A —— FZFE R E AN A

& W
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

10
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Financial Highlights

ART (BZF ) ¥ &
RMB (million) 2017 H1 2018 H1 Growth Rate

Bk B 33,494 39,943 19.3%

Total Revenues

lrg‘ﬂk‘%di)\ 32,798 39,513 20.5%

Core Business Revenues

A 12,692 15,267 20.3%

Gross Profit

AE 38.7% 38.6% -0.06 ppt

Gross Profit Margin

B AH 4,051 4,186 3.3%

Operating Profit

)2 & T B o 8] R A 69 4 A iE 3364 3 446 2.4%

Net Profit Attributable to Shareholders of the Company ! ! )

FRE 10.0% 8.6% -1.42 ppts

Net Profit Margin

A ROK A () 0.55 0.57 3.6%

EPS (RMB)

f"c‘) ; DWRRLE RS 14.30% 12.79% -1.51 ppts
A BAA R LT L HEA HAERB: NAEKFE

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

LFRWDFEEREVWATEHKN

EX- X S GNPy

Core Business Revenues Breakdown by Segment

ART (7 L) 2017 H1 J2 N 2017 H1 &tk 2018 H1 Ja A 2018 H1 Ltk WK E

RMB (million) Revenues % Revenues % Growth Rate

L"T"‘."F‘é L 26,490 80.8% 31,921 80.8% 20.5%
iquid Milk

AN pH SE B

P S &5 3,242 9.9% 3,725 9.4% 14.9%
ce Cream

Wiy B AT ] S

Milk Powder and Milk Products 3,039 9.3% 3,867 9.8% 27.3%
RAFH AT

Mixed Feeding Stuffs and Others 27 0.1% ) ) )
BAR

. 32,798 100% 39,513 100% 20.5%

BIER IR 8] B

Data source: Company Data 13
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Bk 5-2A) B 4F

Gross Margin by Segment

0.06 ph

38.7% 38.6%
2017 H1 2018 H1

Total

BAEARM 2> 8] J A

Data source: Company Data

0.02 ;v

35.9% 35.9%

2017 H1

BRARFL

Liquid Milk

2018 H1

2.22 M

46.1%

43.9%

2017 H1

BRI o B 5

Ice Cream

2018 H1

3.11 ph

56.70/0 53.60/0
2017H1 2018 H1
W5y B AT S

Milk Powder and Milk Products

14
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Sa%ey Market Share of Yili

LFWNFEREVWSHTEHKN

o 20184 E ¥ F 77 & & 35.8%
i 2 Btk EFF 2.38 AN E 4 5

VN 1o T=Tald = eYs [TIei sl | ne market share of our ambient products was

A
M

35.8% in 1H 2018, up 2.38 ppts YoY

- 20184 E ¥ £ & % 17.5%
&= FlH kA 1.01 AT 5 &
The market share of our chilled products

Chilled Products
was 17.5% in 1H 2018, up 1.01 ppts YoY.

20184 L ¥ F77 & & 5.8%
LRDIRUEC 5k E A 0.81 AF o
Infant Milk Formula The market share of our infant milk formula
was 5.8% in 1H 2018, up 0.81 ppt YoY.

%

34.6

33.8 33.8 5 335 336 338 33.9

331 330 33

o

) 4

o
. 4 v

340 343

35.8

35.0 350 353

36.7 37.1

r T T T T T T

T

T T

T

T

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

2017

%

159 162 16.4 16.9 16.9

163 163 140

152 152

159 158

T

T T

T

T

T 1

Jan Feb Mar Apr May Jun

2018

177 175 175 179 174

16.7

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

2017

%

Jan Feb Mar Apr May Jun

2018

59 59

5.6

58 58

HIERE: RARE

Data source: Neilsen

Jan Feb Mar Apr May Jun Jul
2017

Aug  Sep Oct

Nov Dec

Jan Feb Mar
2018

Apt

May  Jun

15
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HEREETAR

SG&A Expense Ratio

HERAFE

Selling Expense Ratio

S 3 A & e (k) SEEHRAE
Selling Expense Ratio A&P Expense Ratio
30%
25.5%
23.3%
25% 22.0% T 228% ey
v v
s | 18P 1o%  185% o
W 4 . 14.9%
15% 121% 126%  121% L
(]
10% 8.9% 8.2% 8.5% - -
L L1 |
5%
0%
2012 2013 2014 2015 2016 2017 2018 H1

BB A 9] R

Data source: Company Data

8%

7%

6%

5%

4%

3%

2%

ik

G&A Expense Ratio

6.7%
= = 5.7%
50% BN 19%
- 2
3.5%
PAY
2012 2013 2014 2016 2017 2018 H1

16
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Operating Efficiency

YR €

Accounts Receivable Turnover (Days)

3 24
2 i
1

2012 2013 2014 2015 2016 2017 2018 H1
JLAT K K] 35 R 24
Accounts Payable Turnover (Days)
80
617 595 604
60 53.3 50.5 51.8 53.3
40
20
0
2012 2013 2014 2015 2016 2017 2018 H1
& O SR &g

Data source: Company Data

60

40

20

-10
-15
-20
-25

385

353

AR # R A

Inventory Turnover (Days)

454
43.0 32 L.

2012 2013 2014 2015 2016 2017 2018 H1
e K3
Cash Turnover (Days)
2012 2013 2014 2015 2016 2017 2018 H1
6.0 -4.7
-124 128
-15.1
-17.8
-23.8

17
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Cash Flow and Capital Expenditure

LFRWDFEEREVWATEHKN

Ze AR
Net Cash Flow from Operating Activities

P53 BH A
Unit: RMB million
LaHOY 12,817
12,000
10,000 9,536
8,000 7,006
6,000 5475 5,283
4,000
2,409 2,436
0
2012 2013 2014 2015 2016 2017 2018 H1

BRI 5 B

Data source: Company Data

5,000

4,000

3,000

2,000

1,000

AT X

Capital Expenditure

BAE: BH AL
Unit: RMB million

3,419
3,102 3,241

3,351

2012 2013 2014 2015 2016

2017

18
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Dividend Rate Steadily Improved

LFONTEERALTRAEHKY
\ 2R
2t
Dividend Rate
80%
70.9%
60%
40%
20%
0%
2013 2014 2015 2016 2017
IR 8 S 19

Data source: Company Data
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Product Channel
o - AR

Brand

Globalization
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Q4 Key Products and New Products

LFWNFEREVWSHTEHKN

TE SRR LSRR

30% A £

#H BN b iR E & R RS

5ANE o %

Sales of key products increased over 30% YoY ;

Proportion of new products over total revenues increased

by 5 ppts YoY

EANNN

LS
;ﬁ it A Satine

=R

Ambrosial

e W

] i

s '.f;.é;;. Chang Qing

HFHER

MeiYiTian

i, ﬁr—ﬂ
TR LT
:3 ‘&ﬂl‘*" Pro-Kido

R

Chocliz

A

Gemice

BRI 5 B

Data source: Company Data
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Products Innovation

LFRDFEAZRNSEHKN

o8 G4k BRI Ao SR BT RS, BE THM R GHH

“Mik” RFIEI. RREBRHA BREBR . RERY
i “BRRE . kBRI KB . SHHLA
AEgdn “WBEPET” %7 &, BT PR EIT,

The company has maintained and propelled its innovation strategies and has

launched soymilk “Plant Selected”, energy drink “Huanxingyuan”, smoothie

yogurt “Fruit Smoothie”, lady formula milk powder “Youyue”, high-end yogurt

PET packaging “Chang Qing”, which have gained favorable feedback so far.

faut Haut —
:r ABER ; =D ﬁ]‘ii%
[ s . Plant Selected

Soymilk

Huanxingyuan

Bt

Youyue

RRE

Fruit Smoothie

= = % 2ZPET

Chang Qing (PET)

LT

23
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LFRWDFEEREVWATEHKN

PR RATEIE S, B E201846

] A, NAEBREEASGTHSE
] . #5481 2%, L EFRIMRFAT
2.7 ANE 5 o

According to Kantar, the market penetration rate of our

3 8 7 o/o ambient liquid dairy products was 81.2% as of June 2018,
)

R %%ﬁ%ﬁ%f’z% B4 LB 7 “p Zéppﬁt}%ﬁﬁﬁﬁﬁ

A LR 6 AR L 4 R
MRS T

According to Nielsen , the retail sales of our infant milk formula
in the maternal-and-infant channel increased by 38.7% YoY. 8 I 2 o/o
o

—»
—»
—»
= B
= B
= B

HAERB: B RARA

Data source : Kantar , Nielsen
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Brand

Dairy turnover, 2017*

Country of
Company headquarters USD billion EUR billion
Nestlé Switzerland 24.2 214
Lactalis France 19.9 17.7
Danane France 17.6 155
Dairy Farmers of America us 147 130
Fonterra New Zealand 137 121
FrieslandCampina Netherlands 13.6 120
Arla Foods Denmark/Sweden 117 103
Saputo Canada 10.8 9.6
| il China 99 88 |

Mengniu China 88 78

FEFT 2 AAF AT AT R A 89 20184 & 3R FL

L205%» HEMRE T, FALERRFRE
ME—, RELEFILLE BT,

In the “2018 global Dairy Top 20 Report” released by Rabobank ,
Yili Group maintained the undisputable position of No. 1 in Asia and

stayed firmly in the first dairy camp in the world .

Top 5 Most Valuable Dairy Brands

/3 1 Rank 2018: 1 2017:1 =¥
: BV 2018: $9,098m N
N BV 2017: $7,894m 15
I I Brand Rating: AAA-

(-]

DANONE

Rank 2018: 2 2017:2 =9
BV 2018: $6,158m
BV 2017: $4,294m
Brand Rating: AAA-

Sy,

f?@‘i

43%

Brand Finance iE X, & “20184F & AR KA M

A 5050 Fe h810 5% 7 , NE] AL anﬁ?—«%‘)’]
F—%, AWK ERILBDMNES =5,

3] o SR PR2017 55 38 K 43%,

According to the “2018 Top 10 Most Valuable Global Dairy brands”
released by Brand Finance, Yili ranked No.1 in the global dairy brand
potential and maintained No. 2 in the global dairy brand value. The

brand value of our company increased by 43% compared with 2017.

25
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Globalization

o

B KB A AR 6 AT A2t
2. AIEZT A, AR AL R
The New Zealand imported milk Satine and Perfectlands, which are produced

in our Oceania production base, have been launched in domestic market.

NE AR C——%T 48, K EEE
ALk, FRA BB, RRGPRTY, %
3] L3 8 Ak

We have positively responsed to Belt and Road Initiative and proactively
expanded our international business. The company’s products enter Indonesian

market, where the products enjoy local consumers’ popularity.

26
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Current Situation of China's Dairy Industry

e HRR
¥, 3
Rapid development in
different segments

ZWERT R
RAFBeig R

Rapid development in lower
tier cities and rural areas

> SRR
» B X

Raw material prices
under pressure

¥IERB: RARE, A

Data source : Nielsen , Syntun

RARFREEIER T, £FERTELSR, Wb KEBRAFNESFRBGTER,
SRk EE R K14.8%. 16.1%. 18.6%. SHEN, ZAHKER T, A& LEE
Ril, LT HABLLAEREY K, L REH L L5 FHEK36.8%.

According to Nielsen , the retail sales of milk powder, chilled pure milk and ambient yogurt at the physical retail terminals
increased by 14.8%,16.1% and18.6% YoY, respectively. According to Syntun , the transaction scale of diary products in
online retail channels continued to expand and the online retail sales increased by 36.8% YoY.

ARG ERAYPNLEERT B, ZWERTRSATHRE LR EER
hiﬁﬂﬁﬁm,%ﬁ%mk%*a&ﬁﬁo

With the narrowing of the income gap between urban and rural residents, the retail sales growth of liquid dairy product in
lower tier cities is significantly higher than the retail sales growth of similar products in tier 1 and tier 2 cities.

ZENAEFIRRERRT H IR EH ), KEOEMH RIS AR ONA 25
B ERSH, FHA e ToLE R AEMNEARERXT LS. RS, BARA
Lﬂiﬂﬁfﬁ#@‘f&i‘?ﬁ@ 2o
Affected by the domestic production environment and international trade environment, the purchase price of paper
packaging material and some auxiliary materials has been continuously rising, leading to the cost control pressure of
domestic dairy processing companies greater than that of the previous year. During the reporting period, the purchase
price of raw milk remained largely stable in China.

28
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Our Culture

LHONFLEAERSEHE KN AR

A BR o S

Yili Means Quality

30
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Vision

PR ) & BRRABATAZ WA
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Becoming the most trusted
healthy food provider
around the world.

31
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LFRWDFEEREVWATEHKN
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Core Values

P AL 2 4

Excellence Accountability

£ #7 L
Innovation Win-Win
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Our Culture

ERWNTERERSBHE KN o

7 FI A5 AP

The Spirit of Yili

B IR AE Tk 22,42 = ]
T 4 B RN &2 = AT

Be loyal, trustworthy, Be courageous in meeting Be extremely disciplined,
grateful, and value challenges, diligent in highly efficientin
emotions overcoming them execution

BERA  AE0E

Be vigilant, Be self-disciplined and self-
over-innovative reflective, fostering a virtuous
atmosphere

33
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Brand Essence

LFRWDFEEREVWATEHKN

e A

Nourish for Life

fdﬁ‘@:}% B é’]#ﬂ%%‘ A

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

34
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AMAH AR EFA ZLERDR DA RN (BHFR A87 ) %4, 48K &8

Bo L P F BT LD RIER% . KRB FF A e IR BB A o 3] B Aj AL

ARFHEIE, M IERT KRR A I ARIEL T RAT B 89 R RS, ZF Y

'Ti%z‘iﬁ'-‘i"%'l TETTERZGH R, QEERRT: MEES. EF ’?v??zi'ié‘? x
LN /Eixﬁf] TR AT EF . BN HE MR ETAF, F%

BRI A
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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