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About Yili AL TE

x. T by ) BA G f #B XY
Yili is the NO.1 in Asia and global top 8 Chinese dairy company.

X T Af Wz fB 4 YROEFEB XY

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

X 1T Af x Ka HY TA h3Kk3h% | ®2008w1 XA h=2010wi =K 3
hoé OnaiE B XY

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 ERESEN
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2015 wx. yOwpVy/ . 600Kk 2 H1 6036k F1 2 Qh N . 4654k Ff1 223Yh
HQW | XYAMpPL#y M

\ll ehfdph wkh iluvww phpehu ri o UPE 93 elulrq foxeb 1\l kdv dfklhyhg dq rshudwlgj uhyhgxh ri UPE 9316 elolrq \xdq
and net profit of RMB 4.6 billion Yuan in fiscal 2015, ranking No. 1 in Asian dairy industry.
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Data source: Yili Annual Report
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Introduction of Leader
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Introduction of Leader
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External Recognition

2016wi T Tf ! 'YAAT D~ ha&-
20161 Member of UNDP Private Sector Advisory Board

2011wt b8 47 44— ‘
20111 Outstanding Asia-Pacific Green Economy Leader

2010w1 b ® — DY
20101 Outstanding Business Leader in Asia-Pacific Region

2010w, @wA f @hy T XY
20101 Business leader in Power of Changing China Awards

2009w 1 2009wy " z K 4 4
20091 Top 10 Chinese economics leader

2007wl 3 A2 BT Xy ‘
20071 China-Russia friendship most elegant enterprise leader
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Management Thinking BAEDEN

Duf JABDIDBVILIDbAXhA

The "national networking" and "global networking" strategy

pd 1NbIor A, Ab 1TNoy

Wkh'o suhflvh pdgdjhphagw % dgg o uhyhuvh Iqgrydwlrq % pdgdjhphagw Ighdv
DA bIbDKk3bz' T no

The strategic partner of the Olympic Games and the World Expo

X. DAi@ouoy %> vy yA 5 Ay " h
Y&z:by [ bllx |, 1 "YMXY DS Kb
aax. p

n is more important than speed, the prosperity of the

ore important than the success of individual enterprise,
Iv pruh lpsrudagw wkdg exvighvw zhdwk! Wkdwy v wkh ydoxh
in every step of our growth.

qq Pan Gang, President of Yili Group
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Financial Highlights

Financial Highlights
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Kiue~ ef(
RMB(million)

vy oo
Revenue
3 yno
Core Business Revenue
3.
Gross Profit
O !
Gross Profit Margin
Operr;\ting Profit

aR:%B3ne
Net Profit Attributable to
Owners of the Company

!
Net Profit Margin
%o o (U
EPS (RMB)
I F (';) ~ ]
ROE

3Q 2015
15,728
15,411
5,446
35.3%

968

975

6.2%

0.16

3Q 2016
16,085
15,943

6,132
38.5%

1,263
1,178

7.3%

0.19

W 1
Growth Rate
2.3%
3.5%
12.6%
+3.13ppts

30.6%

20.9%

+1.13ppts

18.8%

1-3Q 2015
45,879
44,685
15,783
35.3%

4,044
3,637

7.9%
0.59

18.7%

1-3Q 2016 Grﬁwth 'Rate
46,171 0.6%
45,321 1.4%
17,745 12.4%
39.2% +3.83ppts
4,529 12.0%
4,390 20.7%
9.5% +1.58ppts
0.72 22.0%
20.9% +2.17ppts

Q0 0 x 3 Q0
Source: Company Data
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SG&A Ratio BREGEN
LXX. 0¥ o T GXX. O¥1n 1!
Selling Expense Ratio G&A Ratio
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Source: Company Data
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Cash Flow and Capital Expenditure BAEDEN
exx. 0¥4d 6" x Llepyx efy eXxx%x. 0¥ ATHepyx~ ef

Net Cash Flow from Operating Activities (million) Capital Expenditure (million)

15,000 - 5,000 -
12,299 3,046
12,000 -+ 4,000 -+ 3,652
9,536 3,102 3,241
9,000 -~ 3,000 -~
6,000 - TR 2,000 -~
3.000 - 2,409 2,436 1,000 -
O j T . T O
2012 2013 2014 2015 2016 Q3 2012 2013 2014 2015

U ¢ x3v QA
Source: Company Data
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Stock Dividend Rate ERESEN

80% -

59.2% 58.9%

60% - 51.3%

S 30.5%

20% -

0% -

2012 2013 2014 2015

U ¢ x3v QA
Source: Company Data
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Business Outlook ERESEN

Jr‘Q Gy

Q Total revenue to reach 63 billion

Total profit to reach 6 billion
2016 Company Plan

sustainable increase of company’ s

2016 Company Deploy
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Our Culture —

Vision

Becoming the most trusted health-food provider
around the world
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Our Culture ERESEN

Core Values

YA
Exceeding expectations continuousl
Excellence 9 &P ¢

T OO0
. Whole heartedly embracing responsibilit
Accountability . g resp y

nAf
. Inventing and progressing each and
|I”II”IOV8.tIOI"I every day

A H
Win-Win Progressing hand in hand for collective
strength and superior results
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Our Culture ERESEN

The Spirit of Yili
X. K@DJ4b 3K 061

AE ToEx d7
c Gy yB

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.

Be loyal, trustworthy, grateful, and value Be vigilant, ever-innovative

emotions

B.e. courggeous i meetmg CIE G, Be self-disciplined and self-reflective]
e T e e Ui fostering a virtuous atmosphere

Be extremely disciplined, highly efficient in
execution
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Soul of Brand
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Nourish for Life

T YB BOEOE Gl )
T Y31 3 AAG Ma

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

22
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DISCLAIMER

@' Bx. hy pU¥®Dd 3MeVMND3INDBILA 1~ R3UKEva

TAL3@ y7FrQ Ardax "Y'V & rio 34 M [ T 08
prL &8 M7 N®E3 G _GMH ath H ¢ M 6 XpPp 22 Nw
I wy M@E e YOH] 2xYT Lo b dGEyp A' w0 Uf ¥

y1 o oyt | é n="1wpvy "H a|YH

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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