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About Yili C/

PG N

FRIRIMSE—. =bk8ERYPEZLmEL,

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

FRRTFENERK. FREREEAVFLmE.

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

FREFEE— —KERNMFERER R IHERITNE , 792008FtREZRM20105F EigtHE
SIRHARSZHIZLH L,

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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About Yili BREEED

()

FRB EHUFEEWRANRE 7+, 20FERAIBIK150E.

Yili's revenue has increased steadily since listed, which has grown by 150 times in 20 years.

o 1996-201SEFEFIRTENMIAN ( B : +{Z7T)

Revenue of Yili (1996-2015) Unit : billion RMB 60.3
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Source: Yili Annual Reports
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Address from Chairman

EFFARS , HE ERERMA - —FIAZBFIR  —FRA
BB . FARAREGHEREGXFIPTAZR—MA |, 1§
FPIA—EFZFMEFSRERA.

— 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 .

EmN (Emr. 2

Pan Gang, the Chairman and President of Yili Group

2002F R AP ES20RER T P EFRERISE
By 2002, he was the youngest president among the 520 key industrial enterprises

20055F6 RES |, (HAFIEHRNESKIRCH

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

£t

External Recognition

PEHFEE T OREERRASNAER

Deputy of the China Communist Party Congress
EEBINER

Member of the national committee of CPPCC

£E TREEIER

Vice-chairman of All-China Federation of Industry and Commerce

peeEBFREGREIER
Vice-chairman of the All China Youth Federation

PESFEIRIES

Chairman of Chinese Young Entrepreneurs' Association

PEDI I SRIESK

Vice-chairman of Dairy Association of China

PERENSEISK

Vice-chairman of China - EU Association

=R ESHAAEN

President Pan enjoys the special allowance of the State Council
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Introduction of Leader HAEBED

FERE

External Recognition

20165 , REEUFEARMEIZER MR
2016 , Member of UNDP Private Sector Advisory Board

20114 , WAL RBLEFIND TR
2011, Outstanding Asia-Pacific Green Economy Leader

2010%F |, WRZRH Ll A5t
2010 , Outstanding Business Leader in Asia-Pacific Region

20105, A ERIE R ITH

2010, Business leader in Power of Changing China Awards

20095 , 2009F KL AL 5540

2009, Top 10 Chinese economics leader

20075 , B RFERENREITH#HR

2007 , China-Russia friendship most elegant enterprise leader

20065F , IATRETEERE FH
2006 , Davos Youth Global Leader

20065 , 2EH—HIRE
2006 , National May-1st Labor Medal

20054 , CCTVEELFZAY
2005 , CCTV China Annual Economic Figure

20045 , FESFAHURE
2004 , China Youth May-fourth Medal
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Management Thinking B DEN

"EERMN" & "SEKRK" GHESCHE

The "national networking" and "global networking" strategy

EHRER & "RIVelFT EEEE

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

BRI & “tHE KBHEHES

The strategic partner of the Olympic Games and the World Expo

FRRELL "BENTEE. TWERKTMNEE. 2
MEXTRUME" RFEFIET ?‘aﬂ«%ﬂ:\lLEl’Ja— NI

— FHSREEEEN

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 B DEN

FEEMSIER

Financial Highlights

AE® (BAT) R
RMB (million) 2015 H1 2016 H1 Grcl)E\thh?{gte
LU 30,151 30,087 -0.2%
Revenue

FEUSSEN 29,274 29,378 0.4%
Core Business Revenue

o 10,337 11,613 12.3%
Gross Profit

R

Gross Profit Margin 35.3% 39.5% +4.22ppts
BEALFE

Operatinlg Profit 3,077 3,266 6.1%
HETFEAEFFE

Net Profit Attributablelto Owners of the Company 2,662 3,211 20.6%
RFIER

Net Profit Margin 8.8% 10.7% +1.84ppts
BRIEGT )

s 0.43 0.53 23.3%
B 13.6% 15.2% +1.52ppts

iR | A EEE

Source: Company Data

11




2 EEN: @)

Revenue Breakdown by Segment wREDEN

FEWSIAA S

Revenue Breakdown by Segment

AEMm (BATT) 2015 H1Ug 2015 H1 4k 2016 H1WZ 2016 H145Lk R
RMB (million) Revenue % Revenue % Growth Rate
;&-MS#L 22,423 76.6% 23,495 80.0% 4.8%
Liquid Milk
AR (1
IR AR5 2,990 10.2% 2,931 10.0% -2.0%
Ice Cream

g\ 1| =2
w*b&mﬂ’ﬂ”” , 3,336 11.4% 2,534 8.6% -24.1%
Milk Powder and Milk Products
AR R
=)
Mixed Feeding Stuffs and Others >25 1.8% 419 1.4% -20.3%
SR
= 29,274 100.0% 29,378 100.0% 0.4%
Overall

iR « A EEE

Source: Company Data
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Market Share of Yili

PG N
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HEREEREHERR
SG&A Ratio

: (PRI S E A

Selling Expense Ratio

—a—-HEEAR - (H) T SERERR
26.7%
23.5%

22.9% 22.0%

19.5% 185% 1799, 18.5%

16.4%

12.9% 13.5%

12.1%

98% g9y 82% 8.5%
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AT N
B : AR EESERAER
G&A Ratio
8% -
6.7%
. 57%
6% 1 oy 5% 53% 5.2%

4% -

2%
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HIERR | ASEIE

Source: Company Data
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Operating Efficiency HAEDE
| RRUBRD RGN E AR R 2L : RN R EERE
Receivable Turnover (Day) Inventory Turnover (Day)
! 60 1 454
3 2.6 40.1 385 1c 3 430 : 414
40 :
2
1 20 -
0 0 - ;
2011 2012 2013 2014 2015 2016 H1 2011 2012 2013 2014 2015 2016 H1
& : FERIBRAD R IKFREREREL & : RO INESEERE
Payable Turnover (Day) Cash Turnover (Day)
63 4 2011 2012 2013 2014 2015 2016 H1
59.4 0 - ‘ ‘
j B
-6 1 -47
9 -6.0
_12 _
.15 1 -123 -124 -12.8 -14.2
2011 2012 2013 2014 2015 2016 H1 :

HIERIR : NEEE

Source: Company Data
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Cash Flow and Capital Expenditure B DEN

 FRRIEESNER (B4 BATT) & : FRIIRDERTTZ (B : B/E7T)

Net Cash Flow from Operating Activities (million) Capital Expenditure (million)
10,000 - 9,536 5,000 -
3,946

8,000 - 7,502 e 3,652
6,000 - 5475 3,000 -
4,000 - 2,000 -

2,409 2,436
2,000 J I 1,000 |

0 1 T T T 0
2012 2013 2014 2015 2016 H1 2012 2013 2014 2015

HiERR | A EEE

Source: Company Data
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Stock Dividend Rate BAESED

ST @)

80% -
59.2% B
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6
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HIERR | ASEUE

Source: Company Data
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New Products and Key Products wREDEN

ABEFIEI M~ “eIFh+RE" RiE , B T ILSHEAR

Yili has promoted the business effectively by implementing “Innovation & Concentration” strategy

g "BRI00%MRIEEIE | TRATEIAEN | Life upBD’ %3
O FFEE  engesamsc, SRR,
Sales of new products such as “Changyi 100% lactobacillus beverage” . “Zhenxi frozen
yogurt ice cream” | “Life up yogurt” increased rapidly and performed well in market.

BN m PR BEGRLLGKE AR
Key Products Product Sales Growth YoY Market Share Improvement YoY

R 131.4% +3.3ppts

Ambrosial

25 10.4% +0.5ppt

Satine

ik,
Chang Eing 21.7% +0.7ppt

HUEEE | AC B/R&x
Source: AC Nielsen
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Channel Distribution HAE BN

SEEEG &)

201655 |, EEEARTRY (20162 kmmBkE) T8, "FF" KEFER

EEBREE , ATENSEGER SR,
In <2016 global brand Footprint Report> issued by Kantar in May 2016,Yili listed top one in
consumer goods and became the brand purchased most by Chinese consumers.

i .
T » @
88 59, BILLION

BE—F , 88.5%KITHERE HEESTRATI~ m—FEd
FIMaEAFImE 7 .8IR 1L{ZAR

88.5% urban family in China purchased Chinese consumers purchase Yili brand
Yili brand 7.8 times in the past year over 1.1 billion times in one year

HuEsER - BUE

Source: Kantar

20
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Brand Value HAEDE N

( ) 2016578 , =&1ERITAM2015FELEKALI 20381 |, FFRIERE/ 3R , SR RIFIMNE—.
In the list <2015 Global dairy top 20 companies> published by Rabobank in July 2016, Yili jumped to global No. 8 and
é kept No. 1 place in Asia dairy companies.
Global dairy top 10, 2016
2016 2015 Company headquarters (USD billion) (EUR billion)
1 1 Nestlé Switzerland 25.0 22.5
2 2 Lactalis France 18.3 16.5
3 3 Danone France 16.7 151
4 A 5 Dairy Farmers of America USA 138 124
5 v 4 Fonterra New Zealand 13.1 11.8
6 6 FrieslandCampina Netherlands 123 101
v § 7 Arla Foods Denmark/Sweden 10.5 9.4
8 a 10 Yili China 9.3 84
9 v 8 Saputo Canada 86 7.8
10 v 9 Dean Foods USA 8.0 72

. 2016%F3H8 , FEWPPH#EHAY2016FEBrandZ™ REIRENEmH 10032 ERF |, FFILI62.35(Z5
ToRImREME | AR MEHHTIES — , BEMMENEXFREEE 722%,

In the list < BrandZ™ Top 100 most valuable brands in China> published by WPP in March 2016, Yili defended the top
one place in food industry with the brand value of USD 6.235 billion, which increased by 22% YoY.

21
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Business Plan Progress
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Business Plan Progress B DEN

1, ARRETDCLEE , BtARRESE~RZEEE

Upgrade the strategy of quality control, enhance the management of product security
and manufacture safety

2HEBEMINESE "R™ENIRE. EEENEE. REFR Fully fulfill the instruction of “the most rigorous standard, the

=k N == e = i : .
SlI:%T.L Ei;mﬁﬂgln %n Eg;aiﬁ : iﬂﬁﬁs:éﬁ%% "%ﬁ strictest co.n.trol, the.severest punishment, and the most serious
g / accountability” and implement the rules of “zero tolerance” .

E@?ﬁﬁﬂggﬁﬂit iﬁi—E?Eyﬂﬁgjﬂg uﬁ*’]—;ﬁn ,l¥ﬁ§=g Based on national standard, the company has set up more rigorous

“enterprise standard” , and the “warning line” to build a solid

%" , PERESETEEEN "HRE . “protecting wall” for food safety.

PR SHEEHFTRAYSE , IEFmEsEEem Vit Yili has cooperated with Wageningen University in Netherlands, in

order to develop an early warning system for food safety in the

B %
HMRmZLFMTERS. / whole producing and selling chain.
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Business Plan Progress

PG N

2, LACUFRFREIFFLID3RHR , RN 2B EE I SSIHEERIRIK

Driving through innovation and globalization, promoting healthy and sustainable increase

of company’ s business

REWRFEIRTERGN. AFMINEERI=KEIMR
iy , SERSMRSSARIERL SRV |, BXE
FREIFETFmIIE | ZiEhiEaE.

Based on three R&D centers in Europe, Oceania and the US,
Yili cooperated with leading research institutions worldwide
to co-develop new products and mining market space.

201618 , Fils=4r~Eitt " HiEIR TEIET(
FI , FHET 20175 LR migre,

In Jan 2016, the construction of stage II for New Zealand
production base has been officially started. It will be
finished and put in use in 2017 H1.

20165F1-68 , AEIFTIERARBIHASRFTEA 100
ZW , FE T miEEE | SIETR SRR
BNHIE I,

From Jan 2016 to Jun 2016, more than 100 new creations
and products were developed which will enlarge the product
pool and show the effects on business development.

NEESKENZRNAAEEERAESEE | #T
2R ERATES] , LULBHER I H—

IR EUFHFIEPRMCEHTE.

Chairman Pan Gang led the management team to the US for

the trip of learning from benchmark companies in order to

speed up the process of innovation and globalization.

24
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Business Plan Progress wREDEN

3. KA "SI, FRiEE. FRER" AEWF , IR EE68D

Set "accurate marketing, prefect operation, precise management” as goal, enhance the core
operating ability

©

ITEERWNESE | BEmEEAIEHERER.

Build the e-commerce ecosphere; precisely position the brand and make advertising strategy.

X FERBEESE" HITHRIEFR.

Strategically upgrade "Yili eco-system for mom and baby” .

IGESARTEBSIRSIE , TEERGESTH.

Enhance the cooperation with large retailers and co-build the plan of the joint business.

ROVBEBFERR , et EFEHEN.

Fully utilize the resource of online platform and enhance the digital marketing ability.

BALFRR  REXWIHEREE,

Integrate upstream resource and improve the synergic efficiency of procurement.

SEHEERERHTNH NG IRRR,

Comprehensively promote the intensive cultivation of channels and supply chain optimization strategy.

FHRENW S, EIHEREE, AR E A RAE.

Upgrade the corporate culture; establish the mechanism of the pursuit of excellence, and constantly go beyond self.

~Jofol-go g g

25
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Core Competitiveness
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Core Competitiveness HAEDE

2Bkt
Global
Sl .. -
--*~-) e/
ey T
BllER IS /)

Innovation

27




Y BRI RTRRER @r)

Global Dairy Resources Support Capability B DEN

QAR FRFHEH R RGN RIRE

Yili launched and promoted strategy procurement and synergy program

Optimizing procurement cost
(71§

=

A RS \ ’ IR RaEEE

Improving quality Improving procurement
control efficiency

BEEERWEF
Integrating global
procurement resources

28
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Strategy Synergy Advantage of Capacity Layout

QAR EBIMEFNFmEEHAER JIEHE | R

Products produced oversea have entered the stores and run well

BXiM Europe
ERMER=RY “&82 SATINE” BilLiS4-15

N Satine whole milk produced in Europe

g . ‘ -
o R
-~ B B\
- e
e

i -

= New Zealand :
A=A A22) LInH 7~ m

Infant milk powder produced in New Zealand

PG N

29
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Excellent Brand Advantage wREDEN

Ti¥i. ANGELABABY. X, SHW
SHESSTHINHERHSENRT —

g Er. .
y =

% LR TESEH
FRmEECAIRSR
Integrating marketing

online and offline
Upgrading brand positioning and image

<i&E ENEF

o EPHI
@) ol

LAMIE, MEENTE B
R IS ———
Utilizing WeChat and Weibo s ©

ATRADS

Improving consumer experience
and loyalty

BEEREHE

30
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RIFRIZRIEZIERE &)
Outstanding Channel Penetration Ability

PG N

SmEEE "REFH" M "RETIN" REE
Comprehensively promote ” Channel intensive cultivation ”
and " Channel penetration” strategy

AL B2 N B REEFR

Optimizing maternal-infant and e-commerce operation mode

HEWSARLEK 71.66%

Sales of e-commerce channel increased by 71.66% YoY

31
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Leading Product Innovation Ability HALESEN

IREHE , AFSHm LT , AREISIRSIEARIE | ~melfteDAEE

In report period, Yili has many new products coming out and improves innovation ability through global cooperation program

QQE/LEHIRERI 1%=100% R ILEFTRH EEERILIXE
QQ Star Room Temperature Yogurt Changyi 100% Lactobacillus Beverage Bao Qu Zhu Milk Beverage

Wlons

2%

-
Baraa BRI
Meiyitian Drinking Yogurt

Life Up B2 BRI PRSI K EL
Life Up Yogurt Zhenxi Frozen Yogurt Ice Cream

32
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Excellent Management Team

PG N

EXREH, REEFRMCREFIEERRA

Management team of pursuing excellence and international-vision

BHMAR. HEESRRMASIESTESHE , #HT 7 AR5 EMEIEESI4MNE.
On fundamental research, consumer insight and big data analysis , Yiliimproved
organization structure and reinforced the team ability.

BE TR SEtk—m e dts , H—SHEEER IR CARET.
By upgrading enterprise culture and benchmarking the global first-class companies, Yili
further expands the international vision of management team.

EEREHBFIKEIT |, BEAEEE IR,

Driven by goal of pursuing excellence, Yili's team keeps improving its management ability.

33
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Our Culture mRESED

EES

Belief
{RFIBDamlR

"Yili” represents the highest quality

- #lmENEs. (=EEN)

Quality is as precious as life itself. (based on the highest principles)
* 100%FAL , 100%&F2 , 100%EE, (R=EiNE)

Quality represents 100 percent devotion, 100 percent attention to safety, 100

percent health-enhancing dedication. (reflecting the most stringent standards)
© ANBRREEEE. (RS1TH)

Everyone is a creator of quality. (demonstrating the finest behavior)

35
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Our Culture Q

PG N

=
IR ST

Vision

R AEKREEERNEREmREE
Becoming the most trusted health-food provider
around the world

. PFR AR AR mARSS
Delivering the finest products and services to the world

BSARERETHGN

Advocating a healthy lifestyle for the benefit of everyone

SIMEBRITILR R

Leading the industry’ s development on the world stage
ERtaRE

Fulfilling social responsibilities, with diligence and devotion

36




Our Culture BAESED

ALY &)

N {EW

Core Values

I

Exceeding expectations continuousl
Excellence S Y

38 2y m) AUSE

Whole heartedly embracing responsibility

Accountability

Bl Fh m) H#FHE

. Inventing and progressing each and
Innovation every day

L —— N
It m) EFLH
Win-Win Progressing hand in hand for collective
strength and superior results

37




2 Rse )
Our Culture C/

PG N

ARl

The Spirit of Yili

FERALLZIN—NEAST O |, F 7 EEEEREOHE
SEHTHRIFRIEH | BEHERN TSR ORSHNIIERK
FHAINTFERE.

With a strong ownership mindset, Yili people molded its unique core competitive
advantages, including a spirit of accountability, outstanding execution capabilities, and
exceptional qualities in the pursuit of excellence.

- BiBFE  EBHE BRRBRE , {54eIh
Be loyal, trustworthy, grateful, and value
emotions

BFEY , BlEs BEEE , RSSIE

Be vigilant, ever-innovative

1BV
) . Be self-disciplined and self-reflective,
injovercoming them fostering a virtuous atmosphere
4 = = 4=
LSRR , BT

Be extremely disciplined, highly efficient in
execution

Be courageous in meeting challenges, diligent

38
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Soul of Brand

PG N

kI EniR/J

Nourish for Life

=EREmAvE S B
REREESIRIES

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

39
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URF AR

DISCLAIMER

AHBERAROFANZWERARDERAE (B 28" ) FwEl , BXERRESE.
HpiP RAUTI R, RKEHES. RKRESEFREMEIRARIRA AT BRI AR RN
M, TIEIRIARRERIBIRIEE ORI IR BERISERURIE | XSRIEMEFRAHZHTET
AR , BIEREARRT - &K, LBV, (CFRZR). HipoH. 17

WEsg, INEXEG, (AR MSHMEETHE, BIREETERENK,

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.

40
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