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2022 年 一 季 度 业 绩
2021  Annual  and  2022 1st Quarter Results





33

Catalogue 

 Financial Review
2

 Business Review & Outlook
3

 About Yili
1

 Sustainable Development
4

 Long-term Vision
5



44

Å

Å
Å      Yili is a dairy enterprise that ranks No.1 in China, No.1 in Asia and Top 5 globally.
Å      Yili is the most valuable dairy brand globally.

Å

2008 2010
2022

Å 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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 Pan Gang, the Chairman and CEO of Yili Group

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

2005 6
      He has been holding the position of Chairman and President of Yili Group since June 2005.

Introduction of Our Leader

5

        

                                                        

Solid results matter more than time taken; Industrial prosperity outranks personal glory; 
Social value takes precedence over business fortune; Thatôs the value that we hold in 
every step of our growth.                                                                       

                                        ðð Pan Gang , Chairman of Yili Group

 
Management Thinking  
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Accumulated Dividends



99Data source: Company Data

2021
Busi
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 Financial Highlights

Data source: Company Data

1
        2
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 Core Business Revenue Segment Breakdown 

Data source: Company Data

  
  RMB(million) 

2020  2021 2021 Q1 2022 Q1

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

 
  Liquid Milk

76,123 79.8%  84,911 78.3% 11.5% 20,861 77.5%  22,318 73.0% 7.0%

 
 Milk Powder and
 Milk Products 

12,885 13.5%  16,209 14.9% 25.8% 3,989 14.8%  5,395 17.6% 35.3%

 
  Ice Cream

6,158 6.5%  7,161 6.6% 16.3% 2,062 7.7%  2,795 9.1% 35.5%

  
  Other Products 179 0.2%  182 0.2% 1.9% 22 0.1%  81 0.3% 262.2%

  
  Total

95,345 100%  108,462 100% 13.8% 26,934 100%  30,589 100.0% 13.6%
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2021
Revenue Growth Attribution

2021
Revenue Growth Attribution by Segment

Data source: Company Data

 Unit: RMB million 

 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.

2020

+2,411

ASP

95,166

+7,147

Volume

+3,556

Product Mix

108,280

2021

+13.8%

+7.5%

+3.7%                   

+2.5%

6.7%
11.1% 9.7%

2.2%

12.7%

4.6%
2.7%

2.0%

2.0%

Liquid Milk Milk Powder and Milk Products Ice Cream

Volume Product Mix ASP

11.5%

25.8%

16.3%
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Growth Attribution of Profit Before Tax 

Selling expenses Other
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Cash Flow and Capital Expenditure

 Unit: RMB million 

Net Cash Flow from Operating Activities Capital Expenditure

Data source: Company Data

9,852 

15,528 

2020 2021

 Unit: RMB million 

6,522 7,201 

2020 2021
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EBITDA, ROIC and Dividend Rate

 Unit: RMB million 

EBITDA & EBITDA Margin ROIC

Data source: Company Data
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2020

Industry Pattern and Trend

Demographic Change Digital IntelligenceHealth Conscious

Å

Å Consumers pay 
attention to healthy 
lifestyles, and dairy 
consumption in lower tier 
cities is expected to be 
further released.

Balancing Milk 
Demand and Supply

Å

Å

Å The scale of domestic cow 
husbandry is steadily 
increasing.

Å Yield efficiency of cows 
continues to improve.

Rise of New Channel

Å

O2O

Å Emerging channels, such 
as online shopping, live 
streaming, community 
purchase and O2O home 
delivery, will drive the 
continuous expansion of 
dairy consumption.

Consumption Upgrade 

Å

Å New high-value 
categories, such as 
cheese, butterfat, and 
functional dairy 
products, are growing 
rapidly.

Å

Å

Å Birth rate is declining. 
Industry growth is driven 
by category diversification 
and nutrition service 
innovation.

Å Aging is accelerating and 
market penetration 
continues to grow.

Å

Å "Digital intelligence" 
promotes the 
upgrading of 
industrial chain.
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Brand ranked first in dairy industry, continued to expand brand matrix, and fully captured the consumer mindsets.

BrandZË 2021
100 9

Brand
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17
Accompany with the Olympics for 17 years, Yili brand shined in the Beijing Winter Olympic Games.

Å

Å 2022 1-2 90%
Å 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.

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

reached almost 90% of domestic consumers.

Å

Å Yili was the sole dairy enterprise 

who received the thank-you letter 

from Winter Sport Administration 

Centre of National General 

Administration of Sport.

Å 90

40

Å Yili provided customized products 

and services for the athletes from 

more than 90 regions and countries 

in Winter Olympic Games and 40 in 

Winter Paralympic Games.
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Channel penetration continued to increase, and e-commerce share continued to lead the industry.

Higher Penetration  Ambient liquid milk 

penetration rate

+0.7 ppts

Growth of 
E-commerce Channels

Market share of ambient liquid 

milk on E-commerce platforms

28.4%
Market rank of ambient liquid 

milk on E-commerce platforms

#1

Penetration rate in 

prefecture-level cities

 Penetration rate in 

country-level cities

+0.6 ppts

+1.2 ppts

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

healthy drinks developed with multiple highlights.

Å 41.5%
51.4%

Å
30%

Å QQ
DHA A2ɓ

Å 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.

Å ShuHua milk: High-end functional products continued to expand, with 

a growth of nearly 30% yoy.

Å Child milk: Market share of Cute Star ranked top 3 in the industry. 

The first innovative ambient protoplasmic DHA milk and protoplasmic  

A2ɓ-casein milk were launched.

Ambient Milk

Å
AMX

2
65.2%

Å 2022

3
7

Å 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%.

Å 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.

Ambient Yogurt

Data source: Nielsen, Company Data

Å 100

Å 100%
Å 2022

Å 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.

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

Å Tea beverage: The new brand ñChayuchaxunò was launched 

in Q1 2022.

Healthy Drinks











 Business  Outlook 

 
1,296

Total revenue to be 

RMB 129.6 billion

 
122

Profit before tax to be 

RMB 12.2 billion

2022 Business Strategy 

2022

   2022 Business Outlook

2022

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

1

3

4

5

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.

Relying on the synergy of global innovation platform and supply chain, continue to explore overseas markets and steadily promote international business.

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

6
Continue to build the "Global Health Ecosystem", and to achieve coordinated development and win-win cooperation with our partners.

31

2
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.

7 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
‘WISH’ System for Sustainable Development of Yili

2017 11 6

CSR
CSD

WISH
 

On November 6, 2017, Yili upgraded its corporate 
social responsibility management system, transforming the 
ñHealthy China Social Responsibility (CSR) system" into 
a future-oriented "Shared Healthy Sustainable 
Development (CSD) system", or "WISH" system,
 which means ñGood Life".
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All of One Heart and Mind to Fight COVID  

2021 1

In January 2021, Pan Gang, the Chairman and CEO of 
Yili Group, honored to receive ñNational Advanced 
Individual in Nongovernmental Economy for Combating 
COVID19ò, as a model for entrepreneurs to take 
responsibility for the nation.

2021 9

In September 2021, Yili won the 11th 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

2
CDP  ESG

B B
B

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

539 1  
Yili follows ñGreen Leadershipò, actively promoting green development. This year, 539 environment protection trainings were held and over 10,000 people attended.

erop L i es hon t t nt hot
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E�@NBŽBÓ��2=2Y�CD9-• 3ÜAä�C2ê/ù ;6 �C9�4` /Ð/. 2ê1V1ƒ�D��Followed principles of ñREFUSE, RECYCLE, REDUCE and DEG RADABLEò.3¼0§1{B•AäD������������� ,712,950 tons of paper have been saved in total.
3¼0§1{B•;ý 4p

����������,75,780 tons of plastics have been 
saved.
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Announced the first Dual Carbon Target and Roadmap in the industry 

2012 2050 2030 2040 2050 3
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

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

2012

2021

Business model of green&low-carbon 
circular development was initially 
formed, and energy utilization rate 
increased significantly.

2030

Remarkable achievements will be 
made in green transformation of supply 
chain, and organizational energy 
efficiency will reach the international 
advanced level.

2040

Green & low-carbon circular development 
will be achieved, and clean, safe, efficient 
and high quality energy will be operated.

2050

Industrial Chain Carbon 
Neutralization 
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Sustainable Development in Corporate Governance

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 Chinaôs relevant laws and regulations in combination with its development.

Training and Publicity of Anti-Fraud

 
Decline in numbers of frauds

Awareness rate of reporting channels  

Numbers of trained internal employees 

Number of trained external persons   

58.5%

100%

146,790

14,546

Training and Publicity of Anti-Fraud

Å

Å The information of complainants shall only be accepted by the only and 
special personnel of Commission for Discipline Inspection. If 
complainants agree to disclose other information, it can be provided to 

qma gu   aatts shall oma , it Chinly beeall oiinfo thenfinlm aof  apes eheuilonbPbe provided to 
 imcldern iinfo th Iructof Ch
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�F �R �P �S �O �D �L �Q �O �O �� �R �P�H �H �� �W �R �� �G �L �V ��

�‡ The infof Che oao o ar laioner inaoy bl irn trucon euio
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Honors and Awards Granted to Yili on Sustainable Development

Award Issuing Authority

Environment
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Our Culture & Brand Essence

Belief

ñ Y i l i ò  r e p r e s e n t s  t h e  h i g h e s t  q u a l i t y .

Vision

B e c o m i n g  t h e  m o s t  t r u s t e d  h e a l t h y  f o o d  p r o v i d e r  

a r o u n d  t h e  w o r l d

Core Values

 
Excellence

   
Accountability

 
Innovation

 
Win-Win

 
Respect

The Spirit of Yili

Ownership mindset Strong sense of responsibility

Powerful execution capability

��

Dí @™ :› 6� 0� 4G

 N ourish for Life
7g 2� <	Brand Essence

²€ 1B 2Ö ;� +e <Â .J C€ �Í A� ;( 1B 2Ö :› 0� ,Þ ;� +e )Ì +] C€

It is the provider of healthy food and also the advocatorof healthy li festyle.
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Win-win of Industry Chain

Intelligent FactoryNational Dairy Technology Innovation Center Intelligent Ranch

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 
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ÅÅZero-carbon green dairy manufacturing benchmarking project with world's largest monomer scale, highest level of automation, and most advanced technical equipment.
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 Long-term Strategic Goal

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.

1

3

4

5

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

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

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

6
Continue to build a global corporate culture that is agile, win-win, innovative and dynamic, and to consolidate the cultural foundation of the company.

2
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.

 ñValue Leadershipò 
Strategic Goal

Consumer Value Leadership   Social Value Leadership   Employee Value Leadership  Corporate Value Leadership  

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

Thank you!


