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YumChina

2025 YUM CHINA INVESTOR DAY

Cautionary Statements

Forward-Looking Statements. This presentation contains "forward-looking statements" within the meaning of Section 27A of the Securities Act of 1933 and Section 21E of the Securities
Exchange Act of 1934. We intend all forward-looking statements to be covered by the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. Forward-looking
statements generally can be identified by the fact that they do not relate strictly to historical or current facts and by the use of forward-looking words such as "expect," "expectation,”
"believe," "anticipate," "may," "could," "intend," "belief," "plan," "estimate," "target," "predict," "project,” "likely," "will," "continue," "should," "forecast," "outlook," "commit" or similar
terminology. These statements are based on current estimates and assumptions made by us in light of our experience and perception of historical trends, current conditions and expected
future developments, as well as other factors that we believe are appropriate and reasonable under the circumstances, but there can be no assurance that such estimates and assumptions
will prove to be correct. Forward-looking statements include, without limitation, statements regarding the future strategies, growth, business plans, investments, store openings, franchise
business related targets, capital expenditures, dividend and share repurchase plans, CAGR for system sales, operating profit and EPS, earnings, performance and returns of Yum China,
anticipated effects of population and macroeconomic trends, the anticipated effects of our innovation, digital and delivery capabilities and investments on growth, beliefs regarding the
long-term drivers of Yum China's business and sustainability goals. Forward-looking statements are not guarantees of performance and are inherently subject to known and unknown risks
and uncertainties that are difficult to predict and could cause our actual results or events to differ materially from those indicated by those statements. We cannot assure you that any of our
expectations, estimates or assumptions will be achieved. The forward-looking statements included in this presentation are only made as of the date of this presentation, and we disclaim
any obligation to publicly update any forward-looking statement to reflect subsequent events or circumstances, except as required by law. Numerous factors could cause our actual results
or events to differ materially from those expressed or implied by forward-looking statements, including, without limitation: whether we are able to achieve development goals at the times
and in the amounts currently anticipated, if at all, the success of our marketing campaigns and product innovation, our ability to maintain food safety and quality control systems, changes
in public health conditions, our ability to control costs and expenses, including tax costs, changes in political, economic and regulatory conditions in China, as well as changes in political,
business, economic and trade relations between the U.S. and China, and those set forth under the caption "Risk Factors" in our Annual Report on Form 10-K and subsequent Quarterly
Reports on Form 10-Q. Our plan of capital returns to shareholders is based on current expectations, which may change based on market conditions, capital needs or otherwise. In
addition, other risks and uncertainties not presently known to us or that we currently believe to be immaterial could affect the accuracy of any such forward-looking statements. All forward-
looking statements should be evaluated with the understanding of their inherent uncertainty. You should consult our filings with the Securities and Exchange Commission (including the
information set forth under the captions "Risk Factors" and "Management's Discussion and Analysis of Financial Condition and Results of Operations" in our Annual Report on Form 10-K
and subsequent Quarterly Reports on Form 10-Q) for additional detail about factors that could affect our financial and other results.

Non-GAAP Measures. This presentation includes certain non-GAAP financial measures. Reconciliation of these non-GAAP financial measures to the most directly comparable GAAP
measures are included in this presentation where indicated. You are urged to consider carefully the comparable GAAP measures and reconciliations. Certain non-GAAP measures were
not reconciled to the comparable GAAP financial measures because the GAAP measures are not accessible on a forward-looking basis. The Company is unable to reconcile these forward-
looking non-GAAP financial measures to the most directly comparable GAAP measures with sufficient precision without unreasonable efforts because the Company is currently unable to
predict with a reasonable degree of certainty the type and extent of certain items that would not impact the non-GAAP measures but would be expected to impact GAAP measures.

Market and Industry Data. Unless we indicate otherwise, we base the information concerning our industry contained on this presentation on our general knowledge of, and expectations
concerning, the restaurant industry in China. Our market position and market share is based on our estimates using data from various industry sources and assumptions that we believe to
be reasonable based on our knowledge of the industry. We have not independently verified the data obtained from these sources and cannot assure you of the data’s accuracy or
completeness. Trademarks, logos, service marks, materials, designs and other intellectual property used in this presentation are owned by Yum China Holdings, Inc. and its affiliates, or
their use has been officially authorized by their respective owners. This presentation also may refer to brand names, trademarks, service marks and trade names of other companies and
organizations, and these brand names, trademarks, service marks and trade names are the property of their respective owners.

! T‘i. “and” BB " areregistered trademarks in the People's Republic of China (excluding Hong Kong SAR, Macau SAR and Taiwan).
"$", "US$", or "USD" refers to the legal currency of the United States. ” ¥ " or "RMB" refers to the legal currency of the People’s Republic of China.

For the purpose of this presentation, “China” refers to the People’s Republic of China, excluding Hong Kong SAR, Macau SAR, and Taiwan.



Key Takeaways

Core Competencies: Products, Stores, Customer Base & Brand Team

Growth Potential: Lower-tier Markets & New Occasions

Brand Strategy: RGM 3.0



Years in China:
Over 10,000+ Stores, and Still Growing
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Average life-span of Chinese restaurants is years’

1. Data from Meituan



Product Strength: Legendary Classics & Non-stop Innovation’

g k ,
¥2bn  ¥3bn ¥4bn

1. Total product sales amount during 2024 Q4- 2025 Q3



s E’ff ensive Footprint with Flexible Mo
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Flagsh:p Classic Compact Small Town
Customized ~170m ~150m ~100m"

CAPEX:>1.6mn RMB CAPEX: ~1.6mn RMB CAPEX:~1.3mn RMB CAPEX:0:5-0./mn RMB

12,600+ ::.. 2,500+ ... 1,300+

1. As of Sept 30t", 2025; 2. From 2024 Q4 — 2025 Q3

Total
stores’




Customer: Household Name Trusted and Favored by Customers

“So “Reliable  “Always “Comforting
Convenient” | Food Quality” New News” & Relaxing”

Cocvito Dick B Wherever | go, | can always | can sit in KFC all day, eating,
( ytop P trust KFC I'm here for the new | drinking, studying
on my way to work! : :
crawfish burger again! 06 :
First choice when I’'m in a hurry. The flavor of Original Recipe BN Wasa reward when |

Chicken is just what | remembered @ ks was a kid
O b

Cumulatively served 5 5mn+ KFC members’

><

1. As of Sept 30th, 2025
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Total restaurant Total RGMs' - Operating leaders
crew members’ promoted from RGMs'
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1. As of Sept 30th, 2025 = //
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Resilience Through Cycles, Consistently Driving Growth

Accelerated Steady Growing
Store Expansion Sales Growth Profit
Tota{J ::ores System sales growth Oper?nt:tngproﬁt

@R +1zf CAGR +5%
11,648 CAGR +5% 1,192

949

6,534

2019 2024 2019 2024 2019 - 2024

We Push Beyond Our Boundaries




Continuing urbanization

China urbanization ratio’

65% 67%

2019 2021 = 2024

Increasing consumer income

Disposable income per capita growth
(2023-2024)?
5.0%

4.4%

N

Tier 1-2 Tier 3-4 Tier 5 & Below

1. Data Source: China Bureau of Statistics, 2. Data source: CEIC

2,000+

Unpenetrated cities

3,000+

White space locations
in strategic channels

~1/3 > >1/2

China population penetration

Small town menu

Staple food

o ’ _si,_" #
25

Franchising

EDHI IR

Pin Hao Fan
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Growth Potential Also Lies in New Occasions

Coffee & Drinks Light Meal
China annual coffee consumption per person (cups) YoY GMV growth of light Top5 light meal brands store
meal on aggregators? count share on aggregator?
~30 cups
22 cups
19% 20%
| | ,% , -+ o o~ O
2023 2024 2025E
Drive-thru Indulgent Snacks
China’s car ownership, mn units* 25 H1 China’s Alipay consumer transaction YoY ticket growth of

registered car drivers? between 6pm-12pm5 spack cltegoryBradiieBators
359
260 o 1 o/
5 1 5 mn 2 5 0 /O -+ 9 /o)
"4

4 o
2019 2025 H1

1. Source: China city coffee development report 2024; 2. Source: New Catering Big Data; 3. Source: Dianping.com; 4. Source: Ministry of Public Security; 5. Source: Xinhuanet; 6. Source: Meituan
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Advancing Toward the Next 10,000 Stores

2026E-2028E System Sales CAGR'

Mlidl ¢o lnigln single dligit

2028E 2026E - 2028E 2028E
Total Units Same-Store Sales Index Operating Profit

17,000+ 7100-702 ¥ 7100n+

R G M~

Resilience Growth Moat

1. CAGR excluding F/X, three-year targets on 2025 base
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Expand in Different Tiers with Differentiated Store Models

High-tier: Side-by-side Low-tier: Small town model

Improve store economics Accelerate franchising expansion
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Guangdong Shenzhen - Tian‘an 3in 1

Al-enabled Lower Rent structure

site selection investment costs optimization



Accelerate Franchise Business

Accelerated Franchise Strategy

Small towns & remote areas
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Highways

==

Metros

Colleges

Gas stations

ab

Hospitals

)

Scenic spots

Grow with Franchisees

“One System, One Process”

Franchisee learning & certification process

Regular food safety inspections & sales audits

Annual development qualification assessment

RGM Al copilot for franchisees

Food Safety is No.1 Priority!
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Strengthen the Core and Scale Up New Engines

New Customers
High-frequency _ . I

KCOFFEE
e
% High-frequency occasions

Light meal users

kPRo

Strengthen the core

Improve product strength

Enhance value-for-money

Optimize channel mix

HEE (\i
ZFIiRAY || =

Collaborate with IPs

% Future-oriented business I

Value-conscious groups

New Occasions
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Strengthen the Core: Products & Value-for-Money

Improve product strength Enhance value-for-money

Build signature
value campaigns

Reinforce “Chicken
Cooking Expert”
leadership

Enhance solo dining ___» f 4/ en
value perception

(1)

2015-2025

Promote brand-

Enrich main offerings themed campaigns
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Strengthen the Core: Channels & IP Collaboration

Optimize channel mix Collaborate with popular IPs
’ o - Si=r<s , ‘ N8 ‘

\a Aggregator

« Improve delivery efficiency

« Explore new channels

@

[? SuperAPP

* New downloads

« Exclusive value

* Privilege members

« Optimize IP efficiency e.g. themed stores




Scale Up New Engines - KCOFFEE cafes

Total Locations!

1,800+

Sparkling Coffee

2 -
» R i e I~
e £\ — :
« -\ =
— : A3

1. As of Sept 30th, 2025

= Standalone location testing
= Expand with franchisees

Ice creametopped

Coffee

TR A4 CSVMINE M e

¢’
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Scale Up New Engines - kpg P

Total Locations! Cities Covered!

7100+ 20+

1. As of Sept 30", 2025



Scale Up New Engines - Drive-thru 2.0

ckup

L

Window pickup Door-side pickup Curb-side pi

Uy

Lane & window Lane, no window No lane, no window




More to Explore: Staple Food in Selected Channels

“Group Buying”

- \

“"Riders’ Meal”

[ : . '

|Braised Noodles

“Campus Menu”
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Build Resilience through Innovation & Operational Efficiency

¢ & &

Streamlining Centralization Synergy Technology
: New store opening Talent sharing :
Menu items Human-machine
y m |l Mega RGM collaboration
Customer service center ; =
Raw material SKUs Product sharing
End-to-end g ey RGM Al copilot
labor management

In-store resource sharing

End-to-end Side-by-side
inventory management =

Packaging SKUs

Future-oriented

Brand sharing restaurant management

Small wares Equipment maintenance Gemini model

Maintain Restaurant Margin at 17.3%+ by 2028
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Broaden Our Moat - Digital Assets

Tiered membership Targeted member marketing

Frequency
Increase K_Frie”d g |
.- i ‘2023‘ (o)
Privilege PR s
program ,

Recruitment &

activation College student Coffee lover Value seeker




Broaden Our Moat - Customer Service & Restaurant Support

Customer Mania

Expand customer Build intelligent

listening channel dashboard
(€] 2
2.0

Project-based Supported by customer

problem solving service center

RGM No.1

“Hear RGMs’ Voices”

Register RGMs’ needs and
questions

RGM Voice

Motivate supporting functions
to solve RGMSs’ problems
in timely manner

“Solve RGMs'’ Problems”

K-family Role Models

Role model
selection

Brand culture
learning platform

Reward system -
"K-bean”

:
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rne'leading Brand

in (
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China's Restaurant Industry

Our Mission

Forever Tasty,

Forever with You, ™



