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2025 YUM CHINA INVESTOR DAY
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Cautionary Statements IVESTOR DAY

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 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‘L "and” BB " are registered 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.



What is Authentic Italian Coffee?
ESPRESSO

Small Universe of Flavor
Unique Soul of Italian Coffee

Strong Rich Smooth
Flavor Crema Foam

The Essence of Each Coffee




LAVAZZAUUFFE]

After 5 years, Bamboo is Ready to Grow




Lavazza Has “"Broken the Ground” and is Poised to Speed Up

Total Stores Same-Store Sales Index Restaurant Margin in 2025 Q3
2025 Q3 2025 Q3 New Stores Opened in Jun 2024 - Aug 2025’

+38- 8.8

Retail Sales Retail OP Margin

2025 Q3 YTD YoY 2025 Q3 YTD




Lavazza Resonating with Chinese Customers

China Market Has a Long Runway for Growth

Our Target Customer

# of coffee cups per year per capita’
(2024)

- ~290
~270 289

What We Offer

Professional Coffee
Italian Coffee Pleasure

within Daily Reach

Hong Kong? Japan Singapore




Italian Coffee x Chinese Tastes

Enhance Coffee Bean Expert|
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KAFA Beans
he First Coffee Bean on Earth
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Trade up with KAFA

mage with “Heirloom” KAFA
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Italian Coffee x Chinese Tastes

Differentiate Ourselves as Inventor of Blends since 1895

Global-grade Blending Expertise Combined With Local Market Insights
Permanent Offering Much-loved Seasonal Blend
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LavA11n

TORINO,ITALIA,1895
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Italian Coffee x Chinese Tastes

Build Iconic Drinks Enhanced by Local Innovation

1.9MnN+ Cups’

25% of Total
Beverage Cups Sold’

Target customer
— Health Conscious

100% Buff Al White-collar



Italian Coffee x Chinese Tastes .
Reimagine Italian Signature Dessert into Beverage Format

" Pure Italian Indulgence
~ Pleasure in Every Sip
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Reach Customers Where Their Interests and Consumption Moments Meet

tavA11n
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Italian Coffee x Chinese Tastes . .
Michelin Chef-Themed Food via Innovation and Standardization




Italian Coffee x Chinese Tastes
Elevate the Icons of Italian Food Culture for All Dayparts

Inspired by Chef from Michelin-
Starred Restaurant



Bring Italy to Life in Every Sip and Every Bite

,,r,;_ Lemon Mint Sparkling *.
= o Americano Ao i

N 4
.t.‘




LAVAZZAUUFFE]

Italian Coffee Accelerates with Lighter Steps




Continue to Iterate Store Models to Align with Our Positioning

Specialty Café Experiential Coffee Shop Professional Coffee Shop

« 120+m?, large store « 90m?, kitchen size reduced by 20-25% « 60m?, light store model
equipped with full kitchen « Optimized investment with CAPEX + CAPEX reduced by 47%
reduced by 40+%

« Store location close to traffic flow, meeting
everyday needs




Develop Model 3.0 with Flexibility and Better Economics
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Stores New Store Investment Restaurant Margin in 2025 Q3
Opened after Pinzun Model 3.0 vs model 2.0 -47% New Stores Opened in Jun 2024 - Aug 2025’



Double Down on High-Tier and Composite Trade Zone

Looking ahead: Next 3-5 Years

Focus on Tier 1 and Selective Tier 2 Focus on Office & Commercial Composite Trade
Zone w:th Expanslon into Strategic Locations

PS °"'N° "'AI.IA 1395\;\;' Mg
Tier 1 I —"

Increase density in Tier 1 =R TR |~ SOl kg =
(150-200 stores in each city) e o WD SLgrRNY B

Tier 2

Expand to selective
Tier 2 (5-6 cities)

Tourist Site |




Leverage Local Production to Enhance Competitive Moat

Local Production Mix

60 /70%
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Local Partner’s Roasting Plant




LAVAZZAUUFFE]

Italian Coffee Appears
in Unexpected Moments



Diversify Retail Offerings Beyond On-Premise Occasions

Doubled Retail Sales in the Past Three Years

2023 2024 2025
Imports Only Local Production Local Innovation

i 3 9 35

2026
Synergy & Expansion

Beans sauhria
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Build Multi-Channel Reach Centered around Consumers

To-C Offline & 020 To-C Online

Sam’s Freshippo Costco
club Tmall Taobao
Premium hotel Office . .
Olé Metro Xiaoxiang
Supermarket
Tl—-' @ Douyin JD
VIP Lounge Sports Club RT-Mart Apita Takashimaya
200+ Ypscale and Luxury Q00+ rremium Hyper & TOP 2 Roasted & Gr?und
Hotels Coffee Bean Brand in

Supermarkets E-commerce in China’

1. \GMV asof 2025,Q3 YTD on E-commerce platforms (Tmall, JD and Dotiyin)




2029 Business Goal: Scaling up with Two Growth Engines

4

Coffee Shop

~1, OOO

Stores

World-Class Coffee, Part of Everyday Life
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