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Cautionary Language Regarding Forward-Looking Statements

Forward-Looking Statements. Our presentation may contain “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,” “likely,” “will,” “should,” “forecast,” “outlook” 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 business plans, earnings and performance of Yum China including all targets,
statements regarding future dividends, anticipated effects of population and macroeconomic trends and the capital structure of Yum China, statement regarding
the anticipated effects of our digital and delivery capabilities on growth, and beliefs regarding the long-term drivers of Yum China’s business. 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 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 on our presentation are only made as of the date indicated on the relevant materials,
and we disclaim any obligation to publicly update any forward-looking statement to reflect subsequent events or circumstances. Numerous factors could cause
our actual results 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, 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 “Forward-
Looking Statements” in our Annual Report on Form 10-K) for additional detail about factors that could affect our financial and other results.

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 industry. 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.

Non-GAAP Measures. Our presentation includes certain non-GAAP financial measures. Reconciliation of these non-GAAP financial measures to the most
directly comparable GAAP measures are included on our presentation where indicated. Investors are urged to consider carefully the comparable GAAP
measures and reconciliations.
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Building a digital ecosystem across all points of the

consumer journey
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KFC offers a complete digital consumer journey today
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Pre-orders increase consumer convenience and transaction
efficiency
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In-store digitization improves efficiencies and reinforces

young and trendy image

Kiosk ordering Pick-up board Digital menu board
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China is the world leader in mobile payment
YUMC is one of the leaders in China

Mobile & other cashless payments as % of company sales Payment Channels
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KPRO — A full digital experience




Further digital evolution to enable ordering across multiple
party sizes and occasions
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Membership programs are key enabler of the digital
experience: 120MN members cultivated in two years

Launched in Oct 2015
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Currently a significant contribution to KFC system sales

Member sales as % of system sales
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Member exclusive campaigns drive loyalty and frequency

2016 Nov 2017 Feb 2017 Mar 2017 Sept
Member Anniversary Spring Rising Day 30t Anniversary 30t Anniversary
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Customized offers increase consumer engagement...
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...Wwhile segmentation enables multiple brand objectives

Brand
Champion

Privilege
Member

Welcome
Member

Fans/
Customer
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Increase Frequency

Mass consumer
Lower Cost of Reach
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And further segmentation driven by differentiated offers

Welcome Member Privilege Member Brand Champion

Pilot
Product
Launch

Data Interaction K- Brand
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Pizza Hut Super App launched integrating CRM & delivery
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First steps in digital vision

@ Pioneering our digital vision

/Dzz.zﬂl Leveraging KFC experience

18






KFC and Pizza Hut are the #1 delivery brands in their
respective categories with key value differentiators

No.1 single brand KFCz=% o No.1 pizza
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delivery platform
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Curated delivery menu « Speed, satisfaction, and * 5,100+ delivery units*
Specific packaging for engagement focus * QOver 800 cities
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Aiming to delight customers throughout the whole delivery
expenence
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Delivery network expansion has been the key driver
of growth

Number of stores offering delivery
>5100
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Own riders are key to maintaining quality, service and
control while leveraging aggregator traffic

KFC delivery business model Pizza Hut delivery business model
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Quality, service and network sustain sales growth

Delivery as % of company sales Delivery sales growth
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Campaign Digital Daypart Channel
Innovation Innovation Innovation Expansion
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to make young consumers “WOW”




Campaign Digital Daypart Channel
Innovation Innovation Innovation Expansion
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Campaign Digital Daypart Channel
Innovation Innovation Innovation Expansion

Targeted promotions backed by enhanced IT system

Leverage membership program Enhance IT system
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Campaign Digital Daypart Channel
Innovation Innovation Innovation Expansion
Targeted daypart promotions to build delivery awareness

Breakfast Afternoon Tea Special Occasion
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Campaign Digital Daypart Channel
Innovation Innovation Innovation Expansion

KFC offering in-train delivery at >20 stations across China
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+ Station expansion (>20 stations currently)

« Enhance operational efficiency

« New consumer-friendly package

* Optimizing menu according to consumer preferences
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