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Disclaimer
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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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Yili is a dairy enterprise that ranks No.1 in China, No.1 in Asia and Top 5 globally.
Yili is the most valuable dairy brand globally.
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Yili is the sole enterprise in China who conforms to both Olympic Standard and
World Expo Standard, providing dairy products for 2008 Beijing Olympic Games,
2010 Shanghai World Expo and 2022 Beijing Olympic Winter Games , which
made Yili the first global health food enterprise sponsor for both Summer and
Winter Olympics games.
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Introduction of Our Leader '
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Pan Gang, the Chairman and CEO of Yili Group
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By 2002, he was the youngest president among the 520 key industrial enterprises.
- 200556 A 24, EFAIREEFRKRER

He has been holding the position of Chairman and President of Yili Group since June 2005.
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Management Thinking
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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 of Yili Group
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Total revenue of Yili in 2021 was RMB 110.6 billion, and net profit attributable to shareholders of the company was RMB 8.7 billion.
Both revenue and net profit maintained growth as compared with last year and continued to rank NO.1 in Asia dairy industry.
2 Ak BN (1996 - 2021) .

120

100

80

60

40 1

20

¥i5: LT

Unit : RMB billion

6.3

o4 09 10 12 15 27 40

1996 1997 1998 1999 2000 2001

IR o8 B

Data source: Company Data

2002 2003 2004 2005 2006 2007

Total Revenue (1996 - 2021)
96.9
90.2

79.6

68.1

60.4  60.6
54.4

47.8

42.0
37.5

29.7

194 21.7 243
16.6 )
12.2
8.7

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021



\

T2 %’I}% y 1B

Financial Highlights
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RMB(million) 2021 Q3 2022 Q3 Growth Rate 20211 3Q 2022 1 3Q Growth Rate
Bk BN 28,501 30,398 6.7% 85,007 93,861 10.4%
Revenue
2ELFHN 27,827 29,877 7.4% 83,481 92,342 10.6%
Core Business Revenue
" I 8,428 9,243 9.7% 26,236 30,276 15.4%
Gross Profit
ERAE = o o
Gross Profit Margin 30.3% 30.9% 0.6 ppts 31.4% 32.8% 1.4 ppts
HWERXAE 15.5% 18.8% 3.3 ppts 16.8% 18.5% 1.7 ppts
Selling Expense Ratio
CEE RS 3.5% 4.6% 1.1 ppts 3.5% 4.1% 0.6 ppts
G&A Expense Ratio
BAANE 3,022 2,228 -26.3% 9,409 9,553 1.5%
Operating Profit
Ja & F L7 8] Bk R A
Mot b A ‘ 2,622 1,929 -26.5% 7,944 8,061 1.5%
Shareholders of the Company
A 9.2% 6.3% -2.9 ppts 9.3% 8.6% -0.7 ppts
Net Profit Margin
B RALA (L) 0.44 0.30 -31.8% 1.31 1.26 -3.8%
EPS (RMB)
f;ff Bos A - - - 23.9% 16.6% -7.3 ppts

E:l. AAAEERSGEA

2. ARABMEEA AR, BATHE SR E QBB A AL A S A6 B E SR AT LK. AR ) SR
Note: 1. Gross profit is calculated from core business revenue. Data source: Company Data
2. According to regulations of the Ministry of Finance, the transportation costs related to sales contract performance and the daily repair costs ’ pany 8

related to production will be included in operating cost.
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Core Business Revenue Segment Breakdown
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2021 1-3Q 2022 1-3Q
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RMB(million) TN b kb N & b WK &

Revenue % Revenue % Revenue Growth Rate

'&ﬁig" 64,716 77.5% 64,102 69.4% -0.9%
Liquid Milk

W B A F) S
Milk Powder and 11,669 14.0% 18,728 20.3% 60.5%
Dairy Products

-~ a '

/,?&&kfz e % EJ 6,947 8.3% 9,200 10.0% 32.4%
Ice Cream

FAb = o

N 9 311 0.39 109.39

Other Products 149 0.2% o /o
f"tlff 83,481 100.0% 92,342 100.0% 10.6%

ota
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Data source: Company Data 9
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Growth Attribution of Profit Before Tax
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Profit Before Tax Growth Attribution
25 BHA

Unit: RMB million

LA

202141-3Q Gross Profit
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Data source: Company Data
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Selling expenses G&A Expense

202241-3Q
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Operating Efficiency

JL BB B o WK 2K 3] 3% R4

Notes Receivable and Accounts Receivable Turnover (Days)
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Notes Payable and Accounts Payable Turnover (Days)

Ly G

2021 2022 1-3Q

®

R BFHRE

LB e

Inventory Turnover (Days)
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2021 2022 1-3Q
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Cash Turnover (Days)

2021 2022 1-3Q

ED PIRIREE, BCEYE R PR A R FR R R AT IR AT IR KR R A e L2 B A R A M 6.8, 40.6v 65.1F9-17.7 Ko

Note: The tunover of notes receivable and accounts receivable, inventory, notes payable and accounts payable, cash were 6.8, 40.6, 65.1 and -17.7 days excluding Ausnutria.

RAE R 5] FIE

Data source: Company Data
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Cash Flow and Capital Expenditure
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Net Cash Flow from Operating Activities

$AL: BH A
Unit: RMB million

2021 1-3Q 2022 1-3Q
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Data source: Company Data
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Capital Expenditure
$l5i BHA
Unit: RMB million

2020 2021
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Our Culture & Brand Essence
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Belief
__________________________________________________________ .
7 A BR & i
“Yili” represents the highest quality.
S P A
Core Values
__________________________________________________________ .
P A = Y B #
Excellence Accountability Innovation
2 A 2
Win-Win Respect
° B
BEIRERES
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°
\. Brand Essence Nourish for Life

Vision

PR A AR IKALATIE B R R su A
Becoming the most trusted healthy food provider

around the world

R Ay

The Spirit of Yili
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Strong sense of responsibility

FTAHCE

Ownership mindset

AR HAT T

Powerful execution capability

It is the provider of healthy food and also the advocatorof healthy lifestyle.
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Thank you!
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