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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, investment, dividend and share repurchase plans, earnings, performance and returns of Yum China,
anticipated effects of population and macroeconomic trends, pace of recovery of Yum China's business, 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, including the COVID-19 pandemic, our ability to control costs and expenses, including tax costs, as well as changes in political, economic and regulatory conditions in China. 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.

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.

“ ” and “ ” are registered trademarks in the People's Republic of China (excluding HKSAR, Macau SAR and Taiwan).

Cautionary Statements



vs 2022 1H vs 2019 1H 2023 1H 

1. Includes the consolidation of Huang Ji Huang from 2020
2. Growth stated in reported currency

3

Emerged from Pandemic: Stronger & Better Positioned for Growth

Operating Profit2 +147%$673mn +33%

Total Revenues2 +16%$5.6bn +26%

Store Count1 +12%13,602 +55%

Restaurant Margin 18.3% +530bps +160bps

Recap



Resilience

Growth

Moat

Footprint Growth | Sales Growth | Profit Growth

RGM 2.0 - Our Focus is Driving Growth
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2023 1H 2026

20,000

13,602

Key Drivers

China’s economic growth

Abundant white space

Flexible store formats

Franchise expansion

Multi-brand portfolio

Double-digit CAGR

Footprint Growth

Accelerating Network Expansion - Aiming for 20,000 Stores by 2026

Total Stores



More Cities

No. of cities and towns 
penetrated in China1

650+

1,900+

3,000+

Total addressable
cities and towns

4

13

21

5

17

29

Jiangxi Jiangsu Shanghai

Total KFC & Pizza Hut stores per mn people2
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Higher Density

Footprint Growth

Expanding to More Cities and Increasing Store Density

1. By YUMC definition as of Jun 30, 2023
2. Population as of Dec 31, 2019 and Dec 31, 2022. KFC and Pizza Hut store count as of Dec 31, 2019 and Jun 30, 2023

2019 2023 1H



Footprint Growth

Rolling 12 Months
New Store Economics 
(per store)1

TotalSmaller Models2 Satellite Store

Cash Investment4

(RMB mn) ~1.8 ~1.4~1.5 ~1.0

Annual Sales 
(RMB mn)

~4.5 ~3.5~3.4 ~2.6

Cash Margin ~19% ~13%~21% ~16%

Average Pre-tax 
Cash Payback Period3

~2 years ~2 years ~2 years~3 years

Total
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1. Represent first year performance (after honeymoon period) of new stores opened between Apr 1, 2021 and Mar 31, 2022
2. Include Mini and Low Tier models
3. Assumes yearly cashflow is same as first year (after honeymoon period), after deduction of 3% license fee and before G&A expenses and income tax
4. Excludes VAT

Maintaining Strong New Store Payback Period and Unit Economics



Pre-Pandemic 
Same Store Sales Growth
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0%

4%

1%

3%

2016 2017 2018 2019

Average
~2%

YoY % 1

Sales Growth

Same Store 
Sales Growth

Food Innovations
 New products and 

categories
 Wider price range

 Signature campaigns 
 Collaborations with

games and toys

 Super APPs 
 Loyalty programs

 Add-on modules       
 Delivery and 

takeaway

Brand Engagement

Customer LoyaltyConvenience

1. Stated on a constant currency basis

Driving Same Store Sales Growth with Multiple Initiatives



Western Catering Brands Chinese Dining Business Unit
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85% YoY Revenue Growth 2023 1H Profitable in 2023 1H

~1,000 Emerging Brands Stores as of 2023 1H

Sales Growth

Investing with Discipline to Develop Future Growth Engines
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Meaningfully 
reduced 

Top 3 Fixed Costs1

per Store

Key Initiatives

Labor productivity: 
Tech-enabled operations

Restaurant Margin

2023 1H vs 2019 1H

160bps
Labor cost structure: 
Store management team sharing

2019 1H 2023 1H

20-25%
lower

Rental and lease costs: 
More favorable rental agreements

Breakeven Sales

Profit Growth

Rebasing Cost Structure to Enhance Resilience and Profitability

Depreciation & amortization:
Reduced upfront investment and 
sunk cost per store

1. Include compensation and benefits of salaried employees, fixed lease costs and depreciation at the store level
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Profit Growth

Target to Maintain and Gradually Improve Margins

Long Term 
Potential Challenges

 Commodity Inflation

Wage Inflation

Workforce Availability

Long Term Margin Improvement

Maintain 

Flattish 

COS

Lower 

Occupancy 

& Other

Enhance 

Labor

Productivity

Drive 

G&A 

Leverage



Strong Operating Cash Flows

2020 2021 2022

1,4131

Operating Cash Flows Conversions2

1,114 1,131

89% 85% 110%

Priorities for Capital Allocation
($ mn)

2023 1H

924

100%

Operational Needs & Contingency

Organic Growth (Capex)

Strategic Investments

Return Excess Cash to Shareholders

1

4

2

3

1. Includes $230mn VAT credit refund              
2. Operating cash flows divided by Adjusted EBITDA in reported currency
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Fueling Growth and Return to Shareholders with Strong Cash Flows
Capital Allocation



Total Capital
Expenditure1

$2.3-3bn Expanding to 20,000 stores by 2026
 Keeping stores fresh with remodeling

 New stores 
 Store remodelingStore Network

$700mn
–1bn

 Expanding company-owned logistics 
centers and network coverage

 Enhancing warehouse automation
 Building end-to-end intelligent network

 Company-owned automated 
logistics centers

 Intelligent supply chain 
network

Supply Chain 
& 

Infrastructure
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2022-2023E 2024E-2026E

$1.4-1.6bn $3.5-5bn

Investing $3.5-5bn to Drive Organic Growth and 
Strengthen Competitive Moat over the Next 3 Years

 Continuing digitalization 
 Embracing process automation
 Expanding application of  AI

 End-to-end digitalization Digital $500mn 
-1bn

1. In 2021 constant currency

Capital Allocation



Joint Ventures
Consolidation
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Investing Strategically to Drive Growth and Fortify Moat

New Brands
Development / Acquisition

Eco-system Partners
Investment

Hangzhou JV Suzhou JV Wuxi JV

Capital Allocation
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2017 2018 2019 2020 2021 2022 2023E

166

473 442

102
278

668 600-800

Share Repurchases
Dividends

Capital Allocation

~$2.5 bn Cash Return to Shareholders Since Spin-off1

($ mn)

Committed to Return Excess Cash to Shareholders 

1. From Jan 1, 2017 to Aug 31, 2023
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New Normal in 2023

Same Store Sales
2023E vs 2019

Outlook

~90%
China Export Value1 YoY%

China Consumer Price Index

Recovery Holds Steady Despite Short Term Economic Headwinds

Jan Feb Mar Apr

-11.6%
-2.7%

11.4% 7.3%

May Jun Jul Aug

-7.1% -12.4% -14.5% -8.8%

Jan Feb Mar Apr

2.1%
1.0% 0.7%

0.1%

May Jun Jul Aug

0.2% 0.0%
-0.3%

0.1%

2023

2023

Source: National Bureau of Statistics of China, General Administration of Customs of the People's Republic of China
1. In USD
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Net new store target: 1,100-1,300  1,400-1,600

Capital expenditure: $700-900mn

2023 Outlook
Outlook
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Appendix 



($ mn) 2020 2021 2022 2023 1H
Net Income – Yum China Holdings, Inc. 784 990 442 486 

Net Income- noncontrolling interests 29  33 36 41 

Equity in net (earnings) losses from equity method investments - 2 -

Income tax provision 295 369 207 196 

Interest income, net -43 -60 -84 -78 

Investment (gain) loss -104 54 26 28 

Operating profit 961 1,386 629 673 

Special Items, Operating Profit -229 -620 4 5 

Depreciation and Amortization 450 516 602 228

Store impairment charges 66 48 51 21

Adjusted EBITDA 1,248 1,330 1,286 927

Operating Cash Flow 1,114 1,131 1,413 924

Operating Cash Flows Conversions 89% 85% 110% 100%

Operating Cash Flows Conversions

Percentages may not recompute due to rounding
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