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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.

AP B —— T RIE 47 E L4 5
b AT — — FAF A AR R 69 SL A o
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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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HR (MEEPARLEARDARAIEFR. EHK)
Pan Gang, the Chairman and CEO of Yili Group
- 20024 &, A F B 520 R & 8 Tk 4k 5 5209 % 3R,
By 2002, he was the youngest president among the 520 key industrial enterprises.
- 20056 24, EFA LA EFRKELER

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

CEi RNl
Management Thinking

PG “BERTRE. TLERETAMRE
AN ﬁi/\ffﬂﬁkﬁ"ﬁkm T AR, 5 Fa ke A
*&)&A—KO

— FAHRAEFKEN
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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202152 L BB ANE1,10612 0, EAAHE (BFEEFTASRAEA) 87124, MREFEK, SERBETMILLF L,
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.

120

¥i5: LT

100 - Unit : RMB billion

80

60

40 1

20

63
o4 09 10 12 15 27 40

1996 1997 1998 1999 2000 2001

IR 8 B

Data source: Company Data

2002 2003 2004 2005 2006 2007

2 b BN (1996 - 2021)

Total Revenue (1996 - 2021)

110.6

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 g
16.6 )

12.2
8.7

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



THFEHH 4.

AR

e K =R R =

BEI/ING 2022

Returned to shareholders through sustainable high dividends and market value growth. B
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Accumulated Dividends
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Overfullfilled the whole year revenue and profit targets.

2021 % 22 % 3 %)

Business Outlook of 2021

b %N
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Total revenue to be RMB 107.0 billion

AIERSE il
934&

Profit before tax to be RMB 9.3 billion
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Data source: Company Data
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Actual Performance of 2021

Fg’ | *lf()\';:%
1,10612

Total revenue reached RMB 110.6 billion

F1 i & 2R 5L I
1014z

Profit before tax reached RMB 10.1 billion
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AR (B7 L) Wk % Wk &

1] ]
RMB(million) 2029 2021 Growth Rate 2021 Ql 2022 Ql Growth Rate
RSN 96,886 110,595 14.15% 27,363 31,047 13.47%
Revenue
28 I 95,345 108,462 13.76% 26,934 30,589 13.57%
Core Business Revenue
A 28,858 33,342 15.54% 8,760 10,587 20.9%
Gross Profit
24 ﬁ— 2 0, 0,
Gross Proft Margin 30.3% 30.7% 0.47 ppts 32.5% 34.6% 2.09 ppts
HERAE 17.43% 17.46% 0.04 ppts 16.96% 18.14% 1.18 ppts
Selling Expense Ratio
ik SE 4.01% 3.82% -0.19 ppts 3.54% 3.32% -0.22 ppts
G&A Expense Ratio
BAAE 8,558 10,230 19.54% 3,491 4,210 20.57%
Operating Profit
V3% F B 8] B AR S AE
e ‘ 7,078 8,705 22.98% 2,831 3,519 24.32%
Shareholders of the Company
AR 7.31% 7.87% 0.57 ppts 10.35% 11.33% 0.99 ppts
Net Profit Margin
AR () 117 1.43 22.22% 0.47 0.56 19.15%
EPS (RMB)
’if/i s 25.18% 25.59% 0.41 ppts 8.93% 7.12% -1.81 ppts

E: 1, BARZELLS LA,

2 RAEM BCERAR XA, BATHE & R4 X 6B A &L &7 7 5ol X 69 B F 4525 R AT LA

Note: 1. Gross profit is calculated from core business revenue.

2. According to regulations of the Ministry of Finance, the transportation costs related to sales contract performance and the daily repair costs

related to production will be included in operating cost.

BRI o E) BIE

Data source: Company Data
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Core Business Revenue Segment Breakdown e~

kw2022 %228 H B HEKHE
Official Partner of the Olympic Winter Games Beijing 2022

20204 20214 2021 Q1 2022 Q1

ARF (BF L)

RMB(million) TN E b TN B  Hkx KA E N & BKE

Revenue % Revenue % Growth Rate Revenue % Revenue % Growth Rate

ﬁﬁj&( 76,123 79.8% 84,911 78.3% 11.5% 20,861 77 5% 22,318 73.0% 7.0%
Wi B A5
Milk Powder and 12,885 13.5% 16,209 14.9% 25.8% 3,989 14.8% 5,395 17.6% 35.3%
Milk Products

~ n '

%ﬁk’i & A 5 6,158  6.5% 7161  6.6% 16.3% 2062  7.7% 2795  9.1% 35.5%
ce Cream

A= 3

ﬁﬁ' éi:;ts 179 02% 182 0.2% 1.9% 2 01% 81 03% o
f“t’ff 95,345 100% 108,462 100% 13.8% 26,934 100% 30,589 100.0% 13.6%

ota

e KRR o5 H Y

Data source: Company Data 11
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Growth of main business income benefited from the increase of volume and price, and the optimization of product mix. All
main business units achieved double-digit growth.

2021 £ W A IE K )2 |

Revenue Growth Attribution

A5 BEF L

Unit: RMB million

(+13.8%>

108,280

~= +25%
+3.7% o
+7.5%
2020 4= M IR 24
Volume Product Mix ASP

BRI o8 KR

Data source: Company Data

2021

Liquid Milk

. Wl HKIL; EmEE

20214 &k 535 K )2

Revenue Growth Attribution by Segment

WA W EHAR BH

Volume Product Mix ASP

25.8%

WAy BT Sa
Milk Powder and Milk Products

1P}

—

BEI/ING 2022

Na%e¥

tm20225 %22 EHEHEKE
Official Partner of the Olympic Winter Games Beijing 2022

A
Ice Cream
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Gross Margin by Segment
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0.47 ppts 0.41 ppts
®
30.3% 30.7 % 279 % 28.3 %
AR AR ’ '
2020 2021 Total E Liquid Milk 2020
R et e L T R e e T T e °
Milk Powder and Milk Products : Ice Cream
1 0,
39.2 % | AU 40.3 %
N
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BRI 5] FIE

Data source: Company Data 13
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Growth Attribution of Profit Before Tax Qe
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202154 iH % 50 3E K )3 B
B HBF A Profit Before Tax Growth Attribution
Unit: RMB million

N VR U ) 2

g1

2020 LA HERA it oh H A 2021
Gross Profit Selling expenses G&A Expense Other

BRI 5] FIE

Data source: Company Data 14
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Operating Efficiency
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TN T B WK 2K R %5 R 4K R B R 3K
Notes Receivable and Accounts Receivable Turnover (Days) Inventory Turnover (Days)

Q@

O O

2020 2021 2020 2021
R AT T B AT K K] R A P& 7+ K2
Notes Payable and Accounts Payable Turnover (Days) Cash Turnover (Days)

<

@& @ @

2020 2021 2020 2021

BRI 5] FIE

Data source: Company Data 15
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Cash Flow and Capital Expenditure

= ~ P> ;’“
ZEFINER AT X
Net Cash Flow from Operating Activities Capital Expenditure
$A5: B A $A5: B A
Unit: RMB million Unit: RMB million

6,522 7,201

2020 2021 2020 2021

BRI o8 KR

Data source: Company Data 16
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EBITDA, ROIC and Dividend Rate

e 8 A VB B AR AT A) I BRI

EBITDA & EBITDA Margin

BA5 BH A
Unit: RMB million

W G 8 R AN BT A BHLAT B R AN AT A i %
EBITDA EBITDA Margin
14,343
11,087
10,424
9,318
8,728
12.8%
11.7% 11.6%
1M1
2017 2018 2019 2020 2021

BRI 5] FIE

Data source: Company Data
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B R

ROIC

S 185%

N 2R
ZpEats
Dividend Rate

&= 70.6%

2021
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Industry Status

50

XY

.

B KR

A SR e A Ao T 5 R R, RBREAT Y

MARHK:

o 20214, . BB HRAILIEFH R LE K
17.4%, 7 F BRI R R P 2R k38 K3.5%,
AP B RMERE M ERARE S Lo

The development of consumption habit and the increase in

penetration boosts the growth of liquid milk market.

HRBEAR, FARHRERR T KRR
o 20215, AL A2F FHim R ARILIA AR K

18.1%, B EFFE P HF g H10.1%,
Consumption continues to upgrade, and demand for dairy
functions and quality continues to increase.

RABA Lk Ao st B 2 JU b R RBEIK
BAHD g A

BAF R A NAE R b Rhg Lk, Rar, BRT 53R,

{Pil])

;?
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Na%e¥

1ERZDZZ$£BA%E?§A¢UH¥

Official Partner of the Olymy

ALBBHBBEFH R, BRAREH T REK:

o 20214, BEASLSBHFLCIFASH A, AL BB S
AT L5 0H F AT,

© RAIE T IR P3G KE10%.

The competitiveness of domestic IMF brands is increasing; the

differentiated demand for adult milk powder is growing.

HEEHRXRBRE:
© HBETH. O20HFXFHRERXAHFEARBT L
AefR AL B F So B AT

New retail is developing rapidly.

IC R B BTSN R 3 A R A R v

Rising cost of raw materials and external environment bring challenges to the development of dairy enterprises.

E, RR&E

Data source: Kantar, Nielsen
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Industry Pattern and Trend

Q0O

L WAL E
sms s F B4

Balancing Milk
Demand and Supply
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HER

Digital Intelligence

A gEH T4

Demographic Change

H® &

Consumption Upgrade

R A

Rise of New Channel

s HRHFEERE o BARAMBERY o XEMH. AEF o R UK. £ o BARRK, &K BT

EFEFX, T4 w’t. % ALBEEA BIE7RE W2 % AAMBE RS B = Ak 2
THHIBIER o WMFEFRERY 0203 REFFH %R PALHT 5 E i Bl FEHATRE R, - ;E’;g:gt';f:gﬂgence"
EARER—F RZo i, K ahilail K, o AR, T upgrading of
B + The scale of domestic cow BT Ko * New high-value BERYEEIEK, industrial chain.

« Consumers pay _husban_dry is steadily «  Emerging channels, such categories, such as «  Birth rate is declining.
attention to healthy Increasing. as online shopping, live chsese, butterfat, and Industry growth is driven

lifestyles, and dairy

consumption in lower tier

cities is expected to be
further released.

Yield efficiency of cows
continues to improve.

streaming, community

purchase and 020 home

delivery, will drive the

continuous expansion of

dairy consumption.

functional dairy
products, are growing
rapidly.

by category diversification
and nutrition service
innovation.

Aging is accelerating and
market penetration
continues to grow.

20
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Beginning the era of 100 billion, revenue and profit both achieved double-digit growth, and profitability continued to improve.

THEHRTICIL i

First 100 Billion Dairy Company in Asia e

474 %5 12110012 X £,
FRA BT 3K o

Yili achieved the 110 billion milestone and
became the absolute leader of the industry.

iRk BIEFin, (

L_,,
gﬂiﬂiﬂl FlurER R A BN —E K :

* PESLLEHF RS KL,
‘—R SR MR L

The differentiation of dairy industry in China is
accelerating, and a new structure of "only super
power and multi-great power" was established.

21
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Brand ranked first in dairy industry, continued to expand brand matrix, and fully captured the consumer mindsets.

;‘:
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e % 55 I 4K B2 AR 96, 294 B35 5o IR A By

Keep Leading Keep Distributing

“BrandZ™ X A7 44 “2021 4 & AL P H &
10052”7453, 28] FLIF KA Ao JLH &
4745 — FF/EBrand Finance X 49 “4A 3K %
BAAFL S BIR10587 PR —. RN, @& ATE -

YA% S ARLBBRBAR P ET 1L ! qRE . ZEL

Among BrandZ™ “Top 100 Most Valuable Chinese Brands in 2021”

list, Yili ranked first in food and dairy rankings for 9 consecutive years.

Meanwhile, Yili was awarded the world‘s most valuable dairy brand _l_,]'L ﬁ% }{$
honor by Brand Finance, as well as the Top 1 brand in global dairy

@ B35 24 % ki (e R

potential list for 4 consecutive years.

FE YU T2 48 4 20215 T2 3M 7 3 5 i R AT
BEF, PR SR T E AR R
B, ELCHFRA N THLFRS GBI

Kantar Consumer Index "Asian Brand Footprint Report 2021"
indicates Yili has been the most chosen brand by consumers for 6

: inlkill @ w 15‘? 1?':?55 c_:,oulgaaa' t!_:th
I 9 Qoans W

M@ 2z ‘4 im
B S AN AT 5 B4 5] 50 B ) B 8 e 2K B —

The share of brand power of parent brand and 11 sub-brands ranks first in dairy industry.

consecutive years, with up to 1.3 billion in consumer reach point.

22
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Accompany with the Olympics for 17 years, Yili brand shined in the Beijing Winter Olympic Games.
ItR20225 %L EHAHENKRE

s FRYGREGHAFFHAFHLPILELITLE—, v
AN A B, ARICR S AT Ak

o 2022512, A ARA FAREEIO%E A K FH .

*  The consumer awareness of Yili Olympic identity ranked first in dairy industry. The
reputation level reached a new record, leading the entire food and beverage industry.

» From January to February, 2022, the content related to Yili and Olympic Winter Games

reached almost 90% of domestic consumers.

>UEENEE

s FAAKAWEABRR
Fod R 69 ZRZH R,

N E AT A OGNS
AFBHERF S £

AR, AT EE— ARk BA0 % ANE Ko
— Rk SR A S X 69 XX 1B H) AR
b HEERE

* Yili was the sole dairy enterprise * Yili provided customized products

who received the thank-you letter and services for the athletes from

from Winter Sport Administration more than 90 regions and countries

Centre of National General in Winter Olympic Games and 40 in

Winter Paralympic Games.

Administration of Sport.
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Channel penetration continued to increase, and e-commerce share continued to lead the industry. ) Neley

%Rt

Higher Penetration

LA REHEK
Growth of
E-commerce Channels

KRR 2H

Data source: Syntun

TIRRS KL
LR g
Ambient liquid milk

penetration rate

W BRI
w5 HE
Market rank of ambient liquid

milk on E-commerce platforms

tm20225 %22 EHEHEKE
Official Partner of the Olympic Winter Games Beijing 2022

wawisEE  +0.6 ppts
Penetration rate in

prefecture-level cities

+0.7 ppts

BB E R
Penetration rate in +1 -2 pptS

country-level cities

TR A
#1 wHESsmEm 28.4%

Market share of ambient liquid

milk on E-commerce platforms
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Liquid milk: Ambient liquid milk continued to be the industry leader, and Satine became a new member of 20 billion brands matrix.

T T

T [ | | ]

ThRE— " 40% SEREF— 28 85.4%a8

No.1 in Market Share No.1 in Penetration == ==
[ | ||

4542 AR e
A820012 5 I 1Pl E R %

Brands above 20 billion
in sales revenue

BAERR: RRH&, 8B 25

Data source: Nielsen, Company Data



G aLF

RARIL: FRAVGAMATLEE, ABRERMES,
fe Bk % BT kmgﬁl

Official Partner of the Olympic Winter Games Beijing 2022

Liquid milk: Ambient organic milk continued to lead the industry, innovation continued to revitalize ambient yogurt, and

healthy drinks developed with multiple highlights.

AR

Ambient Milk

BB

Ambient Yogurt

'fﬁ}% Uum

Healthy Drinks

s WRAM: 2BAIEHEIEKAN.5%, F
& %1% 51 4%, GG RBFA IR F
— AL E

o ARG FHimTMAL T S 4k 846 B dn 4 RAE
Bl ri:30% 3 K .

« JLEW: QQEW b FALEITLF =, 4]
AT KB B 87 A DHAY F B £ A2 B4
BG4,

Ambient organic milk: Satine organic milk increased sharply by
41.5%, with a market share of 51.4%, maintaining No. 1 in organic
milk category.

ShuHua milk: High-end functional products continued to expand, with
a growth of nearly 30% yoy.

Child milk: Market share of Cute Star ranked top 3 in the industry.
The first innovative ambient protoplasmic DHA milk and protoplasmic

A2B-casein milk were launched.

MR BRI, 9 M

Data source: Nielsen, Company Data

HmFHARLEK: fd
AMXTAE 5, Bh7) % B8R
Wb ERA2AT 5, B
565.2%.
RHFBEBEBEES: 20224
—F R, ZRAELFHE
¥, ARFEEH®, EFIA
A B4 ERARTAT,

New products drove revenue growth: The
launch of AMX sugar-free series accelerated the
increase of ambient yogurt market share by 2
ppts to 65.2%.

Innovation led to continuous revitalization: In

Q1 2022, Ambrosial launched new flavors of

sweet pineapple and Dandong strawberry, with

total sales exceeding 700 million within 3 months.

LB RER LA 2 %#392&1 001z,
HuefFmosrRis—. wEHhbs
HERAETBEILRA, %%/f\%wg
TR
FRK: 1R ERBREE100%% %K,
FAH: 20225 —FF L3 “H5F
% »

! o
Milk beverage: Sales revenue of YoungFun exceeded 10
billion, maintaining the first place in sub-category. Changyi
launched the world's first real zero-sugar lactobacillus, making
the products zero lactose and zero sucrose.

Mineral water: Inikin achieved over 100% growth in revenue.

Tea beverage: The new brand “Chayuchaxun” was launched
in Q1 2022.

26
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Liquid milk: Fresh milk increased sharply, and chilled yogurt developed with new launches. CloR®

tm20225 %22 EHEHEKE
Official Partner of the Olympic Winter Games Beijing 2022

= 8 %5 B8 15 B SLBE B Ak

Fresh Milk Chilled Yogurt & Lactobacillus Beverage
b 43 Wb ERA i | B EAR BRI S F—, Ak E
Increase in revenue Increase in market share ' ' = *5- % j‘%}i -2 g& “;ﬂaé—] Hﬂ‘)‘lﬁ,” , g] @5,@:%
R o

Chang Qing ranked No. 1 in brand power of chilled yogurt,
leading a new healthy category with newly launched black-
label high-end product "Protein Time".

Pan

5.4 ppt
‘\I

[ o 2021438 AT LAME, R ETH2E, BBE )
5 X378,
« BHEEREN, HEE S5 EEES AWR

* In 2021, growth rate was 14 times higher than industry. It ranked top 3 in

EHEERRT, KEmL R E —
The newly launched GonglLao series leaped to first place in
sub-category.

gﬁ&iq’#ﬂ% §|Jﬁ%}%é\ﬂﬁ\%§é;€'-a

\l\%@ﬁ A S A G BT, Bk,

the category after the second year of launching. MeiYiTian medium bottle series ranked first in sub-category,

. — — —

* The high-quality pasteurized milk contains real fresh nutrients of 5 kinds. and small bottle series doubled through upgrade and new

s

products.

BIERB: RRAE, PUE, 8 5% 27

Data source: Nielsen, Kantar, Company Data
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Milk powder and milk products: Growth rate of IMF ranked first in the market, and market share has leaped to second place;

adult milk powder continued to lead the industry.

Infant Milk Fomula Powder 19 years focus on breast milk research, continuing leading patented formulas of the industry

» B4 LB T Wik HR19FFHAME, HEEMITLEH RS

By Su i 3618 5 — BT 5 IR
No.1 in growth rate Breakthrough in Pro-Kido
T B4R BANRBI00Z, AP MBH P HikmymEd—
Market share +1 4 ppts @D’ Revenue of Pro-Kido exceeded 10 billion. Among which, the growth

rate of Pro-Kido ZhenHu ranked first in sub-category.

FREE 44 0% A 20229 —F R b B AW AT E AR 09 LB o

Maternity Channel €2 In Q1 2022, Pro-Kido became one of the first batch meeting the new
national standards for milk powder.
R s @
H ~
) AAIIH | iy, RHER
Adult Milk Powder i Professional formula, customized nutrition
© BRAWHBREFTZE—. P, FEFWHT S F30%, AT,
* PEFSR—RERMEAHELE —
o AT AHEE AR OEME. ARTHERRE HRAGELS
* Adult milk powder remained first in the industry. Among which, middle-aged and elderly milk powder led the
industry with over 30% in market share.
The brand power of middle-aged and elderly milk powder, XinHuo, ranked first in the industry.
The first "zero sucrose, low glycemic index" Anti-diabetes adult milk powder in the industry was launched.
HAERR: RARAE, » 35 8%E 28

Data source: Nielsen, Company Data
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Milk powder and milk products: Cheese segment achieved over 150% in growh rate, with innovative operating mechanism

excuted.

B2C B2B

o FLLUAT T SAlHT, EE T IEBEEA. KA i I NAE100%
b % BB A B R EH R, o EHE PR IRS

Business « RAEBRAGRE ML, TIWRENGT o fdOREKREERINEEF S BRI
Y5 EA e T o & 12 N 8953 5 M Al 7~ oo
»  Continuous innovation with newly launched products, such as * Revenue of light cream increased over 100%.

ambient cheese bars, cheese dites and rich cheese slices. ¢ Launched customized custom service.
Rapid increase in market penetration through strong channel * Launched 5 high-value-added products including rich
network. cheddar cheese and burned rock cooked cheese sauce.

(202146, NS REPREMEEAG, HFTIAZRT ERIRBEFSE
B3 Fo s R L &G ARMNE Ao B e 5569 N £ 3 ) AR 3 — F & .

i i
' |
' |
: In June 2021, Yijiahao Cheese Company was established, and the joint capital increase between the company and the employee |
i |
' I

AL

Mechanism

co-investment platform was completed in the following September, further stimulating the motivation of core employees and the

endogenous drive of cheese business.
/

HAERB: RARAR, ANEHE 29

Data source: Nielsen, Company Data
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Ice Cream: Absolute leader in the industry for 27 consecutive years.

o i 8227 AT JE 2 B AR AT Ak 3K HuAT

o RETHAL M), ITRTLENI L P
5 A 2 3 PR BL K S

s X R AMAS, EREEFERAAL,

Domestic * In leading position of the industry for 27 consecutive years.
» Continuous product mix optimization, building well-known
mid-to-high-end ice cream brands.

» Obvious advantages in omni-channel operation.

s BAEHE, REAKLSHFEREK, 12
JE L 3T 3%,
E s WHRIP R KSR T, #t—F ikt
A W 69 A By o

» During the pandemic, business in Thailand grew against
the trend, ranking top 3 in local market.

Abroad

The ice cream factory in Indonesia was completed, further
strengthening the layout in Southeast Asia.

YRR 5] B

Data source: Company Data
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AAAT I & K S iR

Largest brand in the industry

W ok & K 5 — i

No.1 brand in creamy ice cream category

A8 % 5% B W K 7 Fa b
Ultra-high-end China chic
new consumption brand
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2022 Business Strategy o
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LS PN S) iR & 5% I
1,296z 1221

Total revenue to be Profit before tax to be

RMB 129.6 billion RMB 12.2 billion

B ARSI SR, ARRERSR S R SRR NS SRS, JIARL SRS AR

Adhere to the corporate belief of “Yili represents the highest quality”, and continue to lead healthy and sustainable business development with safe, healthy and high-
quality products and services

RBEH RS, mEHEEILLRFT LRSI ITFELT R, REFFLEIEERARSHT 2K HE
Bk, DB F LT FRFHLS, BHEIRE LR K E A LA Bk %

To improve product innovation ability, to accelerate innovation and development pace in functional and professional dairy products, to explore and continue expanding new
business, such as natural premium mineral water, plant-based protein, functional formula dairy and beef, to actively deploy and develop business in greater health food field.

BUMBEHFZERFNLS TS, TEREFERFHEERS, B CERE LA A4, #—FRALEG
BEERT

Continue to build and improve digital intelligence platform, to upgrade consumer digital operation ability, and to further improve omni-channel operation capability based on
consumer needs.

RICAHGH T 6 SR ANRRSE, HEFEETY, By HEEAFRLLS.

Relying on the synergy of global innovation platform and supply chain, continue to explore overseas markets and steadily promote international business.
YRS Ao B AR RS AR, R R AR SAREAE T o

Accelerate the development of raw milk resources, and to improve service capabilities of supply chain.

Badrit AR RESE , ZAL5MEREGHRLE. SR

Continue to build the "Global Health Ecosystem", and to achieve coordinated development and win-win cooperation with our partners.

BB EEZ IR S0 FHENOLLIARE, FEA ALK FHGARE,
Continue to develop a more open, diverse and dynamic corporate culture atmosphere, and to consolidate the cultural foundation of the company.
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‘WISH’ System for Sustainable Development of Yili

2017511 A6 B , B F| xf 4 kit &K AE %

BARZBATEHAL, ¥ EEFEA

/\%& (CSR) 4Rz~ MM A@E Rk
g “RFRETHELKE (CSD) 4k F

7 MM WISH” A, &4 “E£4F

& &

On November 6, 2017, Yili upgraded its corporate

social responsibility management system, transforming the

“Healthy China Social Responsibility (CSR) system" into

a future-oriented "Shared Healthy Sustainable

Development (CSD) system", or "WISH" system,
which means “Good Life".

Pl

®
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It RIS
World Integrally Sharing Health

WISH( E5745E )

p | W | S H
“ Win-Win Innovation Social Health
Fik FUgEER  RESCUHE [a=/N ERSRER
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All of One Heart and Mind to Fight COVID O
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202145117, #FAEAEFKEEREG
« 9 By K

RIRIE “ABRREH AN KEHRE

ZFRBAN K5, RARE S

AR L6 R &,

In January 2021, Pan Gang, the Chairman and CEO of

Yili Group, honored to receive “National Advanced

Individual in Nongovernmental Economy for Combating

COVID19”, as a model for entrepreneurs to take

responsibility for the nation.

o gy crn e
l < maﬂx—umualvezﬂﬁ

e
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,

PR Y PPN U

A A :

2 %@ @l

N

20219 f , AFH A du AT A RIETE
FRRETR, REF+— BT sR
MG A LT £ X Rl KB A K
E BUT & & AUAE 89 2 & 27 o

In September 2021, Yili won the 11t China Charity Award

"Corporate Donation" Award, which is the highest level of
Charity Award issued by the Ministry of Civil Affairs.
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Rating in Yili Sustainable Development lOR®
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SNCDP

DISCLOSURE INSIGHT ACTION

ZMiRE (R F i) E)
CDP|E A&, JF/& ESG# HizH & 37 %14,
PR R DT, RAAREEARA E TR A
FRAB, AAE ) BIFEAB, KIEEIE
BAB, AP ERBSLRGIFL

** 1A i 2 4 B A HOR B BB R s

SET kS
KEZELDE

OO

In 2020,Yili responded to the CDP environmental
questionnaire for two consecutive years, and the
consultation on ESG management improvement was carried
out. The rating result showed that the forest questionnaire
(palm oil sub questionnaire) was rated B, the climate
questionnaire was rated B, and the water questionnaire was
rated B, which was the highest rating in Chinese food
enterprises.
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Sustainable Development in Environment Qe
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N FRIFAR 2 EAR T, BREHGELE. &2F R HHAEIRRIEN539Y, FARIT AL,
‘ Yili follows “Green Leadership”, actlvely promoting green development. This year, 539 environment protection trainings were held and over 10,000 people attended.

,___________-_-\

BRHR A TR R KFRE R BREax

Carbon Emission Intensity Water Resources Management Green Packaging

$hi: F R/ . . gy
Unit : Kg per Ton WK B Ak 4 Bl Bl PR 5 7 N
Persisted water lifecycle footprint
377 management. #E 2@\ ﬁiﬁ’] ﬁ] A ";J-E] ’li\ #—é
AT RS0, AF AT B
4L 5 K3,823.2 5 vk, Followed principles of “REFUSE, RECYCLE,
Built 50 sewage treatment stations, 38.232 REDUCE and DEGRADABLE”.

million tons of sewage was treated this year.

AT AKGAT TFZAI A, F

s 1420194 5 Kk,
KENEIET.0%, 202020214 S+ 28 1 4512.950
. . R+ 29 A 412,950,
Actively developed and made use of reclaimed Based on 2019, 12950 t f h b
water, with recovery rate reached 7.0%. from 2020-2021 A2 BT VERECT

saved in total.

55 2 K580 7k @ R 3t % 2990 445,780wk,

185
5&%%5"

2012 2021

Saved 5.8 million tons of water in this year. 5,780 tons of plastics have been
saved.

OO OO
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Announced the first Dual Carbon Target and Roadmap in the industry
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Yili has reached the carbon peak in 2012, and will realize carbon neutralization of the entire industrial chain by 2050, and has set specific tasks in 3 stages for 2030, 2040 and 2050.

2012 57K ik %
A b A B ) R IBRHE B AT

Reached Carbon Peak in 2012
and took it as the baseline to set
emission reduction targets.

AFLEZEHRTBRFE
FRH, BB IR
R 2 A& 3 B R e KFo
Remarkable achievements will be
made in green transformation of supply
chain, and organizational energy
efficiency will reach the international
advanced level.

2021 2040
® ® o ®
2012 2030

BRERBBAXENZE

BXAT &, &IEAA

KGRIt

Business model of green&low-carbon
circular development was initially

® formed, and energy utilization rate
increased significantly.

TiEfT,

2050

&5 bk
B Fe

Industrial Chain Carbon
Neutralization

ERFERBERBFEE, F
HRBR LB ROREDR

Green & low-carbon circular development
will be achieved, and clean, safe, efficient
® and high quality energy will be operated.
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Sustainable Development in Corporate Governance
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Within the report period, Yili improves 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.

BRIEHZNER AIRAR Y HLH]

Training and Publicity of Anti-Fraud Training and Publicity of Anti-Fraud
s BRIFABEHRENFALE, RRLERIFZ
BIMEAR—AfBt. ERBIFAR TN E
¥ 2 o . X . .
#uzA2527% | 58.5% 0, RAEAE RISV ARG, i

Decline in numbers of frauds ’f%éé\’h%]f& ﬁ ’y"lf‘/\o

The information of complainants shall only be accepted by the only and
special personnel of Commission for Discipline Inspection. If

’fiiﬁ: jﬁ*&%iﬁ%ﬂ % ":fz' 1 0 O % complainants agree to disclose other information, it can be provided to

the person in charge of investigation only if needed by the investigation

Awareness rate of reporting channels x
and only after the approval procedures are fulfilled.

B Y359 o AE R ARABIFAL ERY E—TEA, F
N3 T AHK 146,790 WILF AR IFARZ ERABRFTHGHE, BE
Numbers of trained internal employees AT B R v 09 5 = R

» The person in charge of investigation shall be responsible for

}iﬁ' i%‘i}ll 1 4 46 complainants’ information protection, and approval records and
;l“g'-l;ﬁ( 4 /\ﬁ y 5 information flow records of the complainants shall be kept for filing.

Those who disclose the information of complainants and cause impact
Number of trained external persons will be seriously held accountable.
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Honors and Awards Granted to Yili on Sustainable Development
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B A HLA

Issuing Authority

AR Ay 2 B R AR g Ak 9K A Ik Fo A,
B FKAK SR G (kg b Fadb 2 ED
As a representative case of the global agricultural and food industry,
it was included in the first “Enterprise carbon neutralization road map” of the United Nations

1B & B FLak o — 4k
Nt G BB A b T H 4 B RAT I R

As the sole dairy enterprise in China, Yili was selected into the report
“The action for sustainable development of enterprises in China towards zero carbon”

AR A BRRELR —— AEE— AR b

“National Advanced Company for Poverty Alleviation "-- the sole dairy enterprise selected in China

Ft—RRAEEL HMEL £ CEEAR £

The 11t China Charity Awards "Corporate Donation" award and “Charity Project” award

‘P EAL IR ERR HFL— A EE—K LI AL
Special award of "Excellent Achievements of Chinese Corporate Culture"
-- the sole dairy enterprise awarded in China

BFAFEHAR ST L =%

Second prize of National Science and Technology Progress Award

KAEESREY

United Nations Global Compact

BB T A R

United Nations Development Programme

56 R E 4

Central Committee and State Council

B HER

Ministry of Civil Affairs

AL ES AL XEEER S

Corporate Culture Construction Committee of China

Enterprise Federation

H 4k
The State Council
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Our Culture & Brand Essence

>
154

Belief
__________________________________________________________ .
7 A BR i
“Yili” represents the highest quality.
S HAE I
Core Values
__________________________________________________________ .
7 M o % &) #
Excellence Accountability Innovation
£ 5 F
Win-Win Respect
° .
| HIRERES
[}
d '

£\ ms ket
\./

° Brand Essence

itmlﬂzzixﬂ“ﬁﬁﬁ{fﬂﬁ

Official Part

Vision

XA A B RALATAT #69 A B R Sh R

Becoming the most trusted healthy food provider

around the world

G ki

The Spirit of Yili

= pBE X ~ s
5 BT
Strong sense of responsibility

N NN
IAHCE
Ownership mindset

A IR HAT T

Powerful execution capability

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

R EA RS R A E S X918 5% ;

of the Olymy
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Win-win of Industry Chain QR
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| AR BAEE S AN R F RS AT ToENX TEAAE, B@aL S LETRONHEER, &
B AESAT A R A S K, R RACKAR & kT 4R !

As a key project of the "14th Five-Year Plan" of Inner Mongolia and Hohhot, Yili Modern Intelligence Health Valley comprehensively promotes healthy and sustainable
development of the industry through the creation of an innovative ecosystem, maximizing the synergistic value of the whole industry chain.

B K LAk 5 AR A #7 P8 N, R L& e wEL)

National Dairy Technology Innovation Center Lé Intelligent Ranch Intelligent Factory
. KE LA IS s ARFRALEERS © ARBAMERK. BALAKF
© ARRKRHLLZE. MR B o SRR IFRHA RS R&. RAREERLS. Rag
Fa @] # IR G- & o A IRARIENEH A & 89 SLH o 4 I ARAT R A
National major scientific research center *  World's most intelligent » Zero-carbon green dairy manufacturing
World's largest dairy experimentation, testing, *  World's most advanced low-carbon benchmarking project with world's largest
transformation and innovation service platform environmental protection technology monomer scale, highest level of automation,
World's leading embryo technology and most advanced technical equipment.
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Long-term Strategic Goal lOR®
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“Value Lea dership" Consumer Value Leadership Social Value Leadership Employee Value Leadership Corporate Value Leadership

Strategic Goal |

WYUK BEERA S, RICARBEARAN I E BRLEE, RAMERBAK, 314471
LYY

Continue to focus on the field of healthy food and lead innovation and development of the industry based on the needs of consumers and relying
on the global technology innovation and R&D platform.

s ] s 2 4= S 3 3 - 2 Vb 2= .
BT LR MR T IR, RAT X A R IA L. 2P Foe B AR, FFATRAT L 24 &
“« » =
AR Ao
To implement the strategy of sustainable and low-carbon development, taking the lead in the industry, achieving the carbon peak and carbon
neutralization goal, and building a "zero carbon" benchmark in the whole chain of the industry.

HHARREFRE, BRI SR LRIZERS .

Continue to advance in globalisation strategy, and to improve operation capability for international brands.

RIS B AR, TR, FH W LS5 Ko

To actively promote transformation of digital intelligence, creating an agile and efficient new business model.

PEXS U T NS N SR 2SS &

To elaborate collaborative advantages of global supply chain, improving the overall operation efficiency of the group.

BomEadt. 5. SR F. SAEHGLARML L L, g a) ik Kk Fag ARk,

Continue to build a global corporate culture that is agile, win-win, innovative and dynamic, and to consolidate the cultural foundation of the company.

KR EH |

Long-term Strategies .
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The path of Yili goes beyond here...

AL

Global Dairy Companies
Ranking

5

O

2019
2010

O A RILL

Global Dairy Companies
Ranking
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Global Dairy Companies Ranking

&R

Health Food Companies Ranking

S
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