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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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Total revenues of Yili in 2018 were RMB79.553 billion, and net profit attributable to shareholders of the company was RMB6.440 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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Shareholder Return
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Pan Gang, the Chairman and CEO of Yili Group

© 20024 A% A F B 5205 F & Tk £ b R 4269 8 3K

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

- 200546 F] 24, HEFRAERGEEFRKELE R

He has been holding the position of Chairman and President of Yili Group since June 2005
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Social Positions
- PEEZEE T AREEREARAR K

Member of the 19th national congress of CPC
CFESLESA. FELLRHBAGAK

Vice President of China Enterprise Union and China entrepreneur Association
. \:}) N i#ﬂﬁ/\/\gﬂ 1}%

Vice chairman of the All-China Youth Federation
- PEAFFLLRBAAK

Chairman of Chinese Young Entrepreneurs' Association
P ER AR E 2K

Vice chairman of China - EU Association
- PEXFESE T EALERARAR K

Member of the 17th national congress of CPC
- FT = BARE &R

Member of the 12th national committee of CPPCC
- FREARAIHALKEAF T —BIITER 28 TR

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

Industry and Commerce
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Introduction of Our Leader
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Major Recognition
« FLE SR
CEO Pan enjoys the special allowance of the State Council.
e 201147, I R EZFA B E
2011, Outstanding leadership award of Green economy in Asia & Pacific area
« 20104, & KA & L Anqh
2010, Outstanding business leader in Asia & Pacific area
« 20104, B E P B 693 ) &4 AL Andd
2010, Business leader in Power of Changing China Awards
+ 20094, 2009F B+ K4 A2 54 Ah
2009, Top 10 Chinese economics leader
o 20074, 4K AT R AL RR A AL AR A 22
2007, The best leader of Russia-China friendship
o 20064, 3K KA 43R A AR A
2006, Davos Youth Global Leader
« 20065, 4B A—HHEF
2006, National May-1st Labor Medal
« 20054, CCTV ¥ H F E & i A
2005, CCTV China Annual Economic Figure
« 20044, P EFEE EWE ST
2004, China Youth May-fourth Medal
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The “global networking” and the “ along-the-supply-chain innovation" strategy

“%jﬁ%‘}ﬂ” & “%’%‘E)%%“’}E” %‘-‘Iﬂla I#\El

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

“—j]ﬂ\l‘é)) & “‘Hi"}—%:;‘” /{%’f*%’%ﬁ}ﬂ%

The strategic partner of the Olympic Games and the World Expo

PR BB T R AT R T AR
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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/CEO of Yili Group



TFRKFTE

Address from Chairman
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In Yili’'s eyes, there are two types of people in the world: those who drink milk, and
those who do not. Yili’'s mission is to bring them together as one people, all

reaping the benefits of nutrient-rich milk and a healthy life.

—— Pan Gang
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Financial Highlights

AR (B ) Ty
RMB (million) 2018 H1 2019 H1 Gr(?wth Rate

Bk &R 39,943 45,071 12.8%

Revenues

5 b FHN 39,513 44,827 13.4%

Core Business Revenues

A 15,267 17,286 13.2%

Gross Profit

BAE 38.64% 38.56% -0.08 ppt

Gross Profit Margin

BALALE 4,186 4,544 8.6%

Operating Profit

DE IS il i A= B g b B A B 3446 3781 9.7%

Net Profit Attributable to Shareholders of the Company ! ! )

eSS ;

Net Profit Margin 8.63% 8.39% 0.24 ppt

AR ROK (L) 0.57 0.62 8.8%

EPS (RMB)

;iIEN}I L 12.79% 13.18% 0.39 ppt
E: EAR T T REEA BRI N E) BB 12

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

C2 S N P2

Core Business Revenues Breakdown by Segment
ARF (87 ) 2018 H1 2018 H1 Etb 2019 H1 d& A 2019 H1 &b ¥k &
RMB (million) Revenues % Revenues % Growth Rate
L".ﬁﬁ‘%t 31,921 80.8% 36,143 80.6% 13.2%
iquid Milk
W5 B Ay ) T
Milk Powder and Milk Products 3,867 9.8% 4,384 9.8% 13.4%
Ay =@
I/? B o 7 5 3,725 9.4% 4,300 9.6% 15.4%
ce Cream
ij 39,513 100% 44,827 100% 13.4%

B RR N5 B

Data source: Company Data 13



T &R E

Market Share of Yili

2019 k¥ 477 & % 38.7%,F b E St 2.4
NEDF FF, WERBIG TGN
B LFRBIERT 584085 %

Market share in 2019H1 was 38.7%, up 2.4 ppts yoy. Among

2> 2B
F R
Ambient Products

them, market share of ambient yogurt increased by 5.8 ppts yoy

2019 ¥ &£ b & 159% BT & 1.1
NG H S b, EHRILBRE ST
At LRI KT 0.6 A8 5%

Market share in 2019H1 was 15.9%, down 1.1 ppts yoy. Market

=
1K=
Chilled Products

share of active bacteria probiotic drinks increased by 0.6 ppt yoy.

2019 E ¥ F 77 & & 6.3%,
Bl b B 0.6 NE 9 %

Market share in 2019H1 was 6.3%, increased by 0.6 ppt yoy.

B4 LWk

Infant Milk Formula

KAERB: BRA

Data source: Nielsen
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25 %
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r T T T 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 Apr May Jun
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5 %

59 59 59 59 60 60 60 64 065 63 065 6.3

6.1
: g 58 5.8 .
5.5 5.6 53

r T T T 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 Apr May Jun
2018 2019
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Gross Margin by Segment
HAR BARFU Wby B A ] S BARTE o 2 B
Total Liquid Milk Milk Powder and Milk Products Ice Cream
4 4 $ =0
0.08 ppt 0.06 ppt 1.61 ppts f
2B 52.01%
47.35%
38.64% 38.56% 46.14%

| ' 35.95% 35.88% l | l

2018 H1 2019 H1 2018 H1 2019 H1 2018 H1 2019 H1 2018 H1 2019 H1

BRI 5 BB

Data source: Company Data 15
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SG&A Expense Ratio
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G&A Expense Ratio

HE R AR

Selling Expense Ratio

R GiES v (EP) rETHERE
Selling Expense Ratio A&P Expense Ratio
30% 10%
(]
24.9% 24.6%
23.3% .
25% 22.0% PR N 7
N

18.5% v v 7% 56%  s54%

20% : / / g
. 4 A e 43%
s 5% & -
y 3.7%
13.8% 13.5% A 0 7\
15% 12.1% 12.6% 12.1%
W kY 4
Y 4

8.5% o d v

10%
LY 4
5% 0%
2014 2015 2016 2017 2018 2019 H1 2014 2015 2016 2019 H1
BAE R N E) B 16

Data source: Company Data
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Operating Efficiency
N E B o I 2B A R 3K YR P

Notes Receivable and Accounts Receivable Turnover (Days) Inventory Turnover (Days)
v e 454
43.0 d 432
38.1 37.2
20 353

E 2.8

0 0
2014 2015 2016 2017 2018 2019 H1 2014 2015 2016 2017 2018 2019 H1

JLAT B B AT K 3R] 5 R 2K W2 P R 3
Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)
80
66.0 61.9 608 64.1 2014 2015 2016 2017 2018 2019 H1

60 c3l0 57.2 0 |-|
-10

40 -8.1 -8.1 Ll U
-20

20 | , -186 194 -185
2014 2015 2016 2017 2018 2019 H1 -30 228

BRI 23] R

Data source: Company Data 17
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Cash Flow and Capital Expenditure
- ~ S~ ;’“
25 M IF I AT X
Net Cash Flow from Operating Activities Capital Expenditure
i BH A i BHA
Unit: RMB million Unit: RMB million
14,000 12,817 6,000
5,091
12,000 5,000
9,536
10,000 ' 3,946
2 3,652
8,625 4,000 3,419 e
8,000 7,006
3,000

6,000
3,765 2,000
4,000
2,436
1,000
2,000
0 O — —_—

2014 2015 2016 2017 2018 2019 H1 2 20 Z4) ALY 2058

S &/ N SR &2 18

Data source: Company Data
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66.1%
64.4%
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50%
0%
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BB AR 3] HA -

Data source: Company Data
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qut Valuable In May 2019, BrandZ released “2019 Top 100 Most Valuable Chinese Brands “list, Yili ranked
Chinese Brands et the food and daim .
£ B4 S E R 210038 irst in nd dairy list for seven consecutive years.

2019

‘? «
P A% 6 o R B

Excellent Brand Image ‘

TOP 10 MOST VALUABLE FOOD BRANDS 201947 , Brand Finance £4 7 “20194 4 3 £ £ 4

r} 1+ © AR S iB50587 A3, NaE 255 /EARIR,
estie $19,644m +1.4% “ 2 N = ~ & o0

FFRAF AR R AR T) 93U S R
C'S DANONE 2e«: L In July 2019, Brand Finance released “2019 Global Top 50 Most Valuable Food Brands " list.

$8,148m -10.4%
Yili has ranked among Top 3 for two consecutive years and won the honor of global most

“e $7,659m +24.4%

promising dairy brand .

22
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= « » (> » « » « 20 » &« » « — «
5 Na el g RqAET ‘T “BER “JoyDay’ “@MET 37K
e & #CHART WEI00% FEE S BHE A R K30%,
TEER Rl , 2837 S4B N b 1k17.4%, k20184423 T 2648 £ %o
s Sales revenue of key products “Satine”, “Ambrosial’, “Changqing”, “Meiyitian”, “JoyDay”, “Pro-Kido ”, “ Chocliz ”, “Zhenxi”, “ChangYi
100%” and others grew by 30% yoy. New product sales accounted for 17.4% of total sales revenue, an increase of 2.6 ppts over 2018.

NEREANT B S, £ “SRANLEFD “QQEHMLFN Fo “WiRA M
AR 5‘—:% }i v Kook ZBsL” 69 sk b, BT “2ATRAKANLLYILEFT 0 e, @it
‘ v “NOCH Bk 88 B BB “WEI00%FFHFLRINILBR B “n
2| F e A SR A FH R, BEE S HEA B AR AR
Leading Products Innovation

New Products and Key Products

Focusing on organic products business, on the basis of "Satine Organic Pure Milk", "QQ Star Organic Pure Milk" and "Changqging
Organic Flavor Fermented Milk", Yili launched new product "Pro-Kido Seine Mouiller infant formula milk powder ".

Through new products "NOC Fresh Fruit and Active Bacteria Yogurt Ice cream", "Changyi 100% Global Selection Series Probiotic
drinks", "Satine Jersey Pure Milk "etc, more consumption scenarios and target groups are covered.

b & — ¥ ¥

o

%001

Pro-Kido Seine Mouiller NOC Fresh Fruit and Active Changyi 100% Global Selection
infant formula milk powder Bacteria Yogurt Ice cream Series Probiotic drinks

Satine Jersey Pure Milk
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Penetration further enhanced, E-commerce revenue growth maintained
L e LR R R L)

PULRAMBAE LT BE201956H, »&FRRE RIS THEEFEA839%, EFFH
RIT2INER &, LEZ OERTOSEFH6.2%, REFFHRHRA2INE 5 8. 2 F
W, 7 Ak Sl N ER R A 3 K 31.94%,

According to kantar , as of June 2019, market penetration rate of ambient liquid dairy products of Yili was 83.9%, 2.7 percentage points higher than

the same period last year, and penetration rate in third-tier and fourth-tier cities was 86.2%, 2.3 percentage points higher than the same period of

last year. E-commerce revenue rose 31.94% compared with the same period last year.

TRASELGNTHLERRFILEK L AR

E-Commerce growth

31.94%

Ambient liquid dairy market penetration rate & yoy growth

2.7 ppts 2.3 ppts

83.9% 86.2%

27 Y =, WERT

The whole market Third-tier and fourth-tier cities
HAERR: PUERKIE 24

Data source: Kantar
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Globalization

£ 3ACFL A TR

Globalized Dairy Resources

NE WS AR SANR RFMRX G, B LERHMHHE. & o
R, FREEF S M LT ARE R A RFE
XA, BFEE “AREEESH , @AdcmiEisd
HRAE B T bk AVEALE], ILRARKR TR, HLEHFE

T AL TR S

Yili continues to work with more than hundreds of suppliers across various

countries and regions, covering raw and auxiliary materials, product packaging,
intelligent equipment and other industries to maintain cooperative relations, jointly

build "Global Health Ecosystem", through comprehensively deepening global
health industry chain cooperation mechanism, gathering global quality resources,
and consolidating global dairy industry resource securing capability.

AR W K%

Globalized Network

Mﬁ T KEBIT, BERELRERK o
, LEAEGR. HEZ. ARETY, FRtily
%ﬁ % 2 09 iA T Fo F Bk,

Under the development of “Belt and Road”, Yili continues to promote the global

network Strategy, business layout across Indonesia, New Zealand, Thailand and

other markets, products are recognized and favored by local consumers.

OQ@
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Offelal Partner of the Olympic Winter Games Beljing 2022
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Globalized Industry Layout

NAKEN SR AR B2k
W, “AIEZT 4, #—FHRE A TG G

H e E R, BHAR, AN T #HH £ Westland Co-
Operative Daity Company Limited, Bj 7 2 ] YA & F AR

B R RIRSE RSN . AR “ARTR. AR
T ARGFHT ARG, A5 LR

Ab g A By 0 W& B AR A e R AL E201956 4,

> E] B A R 11,1267 v/ S

"Satine" New Zealand imported milk ,and "Perfectlands" “milk produced by Yili's

Oceania production base , as to further meet the demand of high-end dairy
products domestically. Yili acquired Westland co-operative Dairy to help serve
both domestic and foreign consumers with high-quality resources. In the
process of promoting the Globalization strategy of resources, market and
innovation, strategic synergy of Yil's global industry layout becomes more
advantageous. As of June 2019, Yili's comprehensive capacity reached nearly

11.26 million tons per year.

25
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Continuous Consumption

Upgrade
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Rising Cost Pressure

KRR RREKSE

Data source: Nielsen
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Industry Status 20228 ¥ RETHAHKME

Offelal Partner of the Olympic Winter Games Beljing 2022

REH, lﬂﬂ&ﬁ%ﬁﬁiﬁ,E$%$ﬁﬁ%i%,ﬁ%ﬁ?ﬁﬁ§%\%ﬁﬁ&%%
Wy ta T RES, H Atk EE R K 0% -0.7%. 88%, HF, AMALLmHy T
%i%ﬁ%i#ﬂ%%km&m

During the reporting period, domestic dairy market developed steadily. Nielsen data showed the retail sales of ambient liquid milk, chilled liquid

milk and milk powder segments increased by 3.0%, -0.7% and 8.8% respectively yoy, among which the retail sales of organic dairy segments

8.8% 13.8%

increased by 13.8% yoy.

K% RS TRRSYW Wiy AT
Chilled Liquid Milk Ambient Liquid Milk Milk Powder Organic Dairy

WA, BARARIGNAEZ LAY, RE, a3 BUAE VI R M4
Lk, b ARIEFE A e Ko
During the reporting period, price of raw milk in China, prices of raw and auxiliary materials such as imported whey powder and skim milk

powder were on the rise, caused the increasing pressure of cost control for enterprises.

27
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“Yili” represents the highest

quality.

29
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Our Culture
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Vision

PR ) & B RABATAZ A A

Ex 22 vn}fi@#%

Becoming the most trusted
healthy food provider
around the world.

30
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Core Values
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Excellence

4l 3

Innovation

12 %

Accountability
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Win-Win
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Our Culture
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The Spirit of Yili

BRTE O FTRY 22,42 72 ]
EALE I I & = AT

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

B2 8 /R4
#4403 WA AR
Be vigilant, Be self-disciplined and

over-innovative self-reflective, fostering
a virtuous atmosphere

32
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Brand Essence
Official Partner of the Oympic Winter Games Baijing 2022
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Nourish for Life

AR R, b

R A X918 5%

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

33
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DISCLAIMER
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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