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Disclaimer /\
S 75 0 ~

This presentation has been prepared by Atour Lifestyle Holdings Limited (the “Company”) solely for informational purposes and has not been independently
verified. No representations, warranties or undertakings, express or implied, are made by the Company or any of its affiliates, advisers or representatives as
to, and no reliance should be placed upon, the accuracy, fairness, completeness or correctness of the information or opinions presented or contained in this
presentation. None of the Company nor any of its affiliates, advisers, or representatives accept any responsibility whatsoever (in negligence or otherwise)
for any loss howsoever arising from any information presented or contained in this presentation or otherwise arising in connection with the presentation.
The information presented or contained in this presentation is subject to change without notice and its accuracy is not guaranteed.

Certain statements in this presentation, and other statements that the Company may make, are forward-looking statements. These statements reflect the
Company’s intent, beliefs or current expectations about the future. These statements can be recognized by the use of words such as “expects,” “plans,”

“will,” “estimates,” “projects,” “intends,” “anticipates,” “believes,” “confident” or words of similar meaning. These forward-looking statements are not
guarantees of future performance and are based on a number of assumptions about the Company’s operations and other factors, many of which are beyond
the Company’s control, and accordingly, actual results may differ materially from these forward-looking statements. Neither the Company nor any of its
affiliates, advisers or representatives have any obligation and they do not undertake to revise forward-looking statements to reflect future events or

circumstances.

s

This presentation does not constitute an offer to sell or issue or an invitation to purchase or subscribe for any securities of the Company for sale in the
United States or anywhere else. No securities of the Company may be sold in the United States without registration with the United States Securities and
Exchange Commission or an exemption from such registration pursuant to the Securities Act of 1933, as amended (the “Securities Act”) and the rules and
regulations thereunder. No part of this presentation shall form the basis of or be relied upon in connection with any contract or commitment whatsoever.
Specifically, these materials do not constitute a “prospectus” within the meaning of the Securities Act. This presentation does not contain all relevant

information relating to the Company or its securities, particularly with respect to the risks and special considerations involved with an investment in the
securities of the Company.

In evaluating its business, the Company uses certain non-GAAP measures as supplemental measures to review and assess its operating performance. These
non-GAAP financial measures have limitations as analytical tools, and when assessing its operating performances, investors should not consider them in
isolation, or as a substitute for the financial information prepared and presented in accordance with U.S. GAAP.
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1Q24 RevPAR was 97.4% of 2023’s Level for the Same Period
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(1)  Excludes hotel rooms that were previously requisitioned by the government for quarantine needs in response to the COVID-19 outbreak or otherwise became unavailable due to temporary hotel closures. ADR and RevPAR are calculated based on tax-inclusive room rate.
4 “ADR” refers to the average daily room rate, which means room revenue divided by the number of rooms in use for a given period;

“Occupancy rate” refers to the number of rooms in use divided by the number of available rooms for a given period;

“RevPAR” refers to revenue per available room, which is calculated by total revenues during a period divided by the number of available rooms of our hotels during the same period.



1Q24 Same-Hotel Y RevPAR was 99.7% of 2023’s Level for the Same Period /\
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5 (1)  For any given quarter, we define “same-hotel” to be a hotel that has operated for a minimum of 18 calendar months as of the 15th day (inclusive) of any month within that quarter. The OCC, ADR and RevPAR presented above represent such metrics generated by “same hotels” in the first quarter of 2024,
compared to the corresponding metrics generated by these “same hotels” during the same period in 2023.
(2)  Excludes hotel rooms that were previously requisitioned by the government for quarantine needs in response to the COVID-19 outbreak or otherwise became unavailable due to temporary hotel closures. ADR and RevPAR are calculated based on tax-inclusive room rates.



Continued to Expand Hotel Network and Achieve High-quality Growth /\
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Maintained Rapid Pace in Hotel Openings Flagship “Atour” Brand Reached 1,000-hotel Milestone
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New Hotel Openings in 1Q24 Hotels in Operation(®
(+34.5% YoY)
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Continuous Increase in New Signings and Steady Pipeline Growth
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Hotels in Pipeline
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Atour Light 3.0 Showed Strong Competitive Edge in the Midscale Segment
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Hotels in Operation for More Than 3 Months
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New Signings in 1Q24 Atour Light 3.0 Hotels :
(15%+ of Total New Signings) in Operation (! i 1024 April 2024

(1)  Asof March 31, 2024
xcludes hotel rooms that were previously requisitioned by the government for quarantine needs in response to the -19 outbreak or otherwise became unavailable due to temporary hotel closures. Revi is calculated based on tax-inclusive room rate.
8 (2)  Excludes hotel h jousl, isitioned by th: fc i ds il he COVID-19 outbreak herwise b ilable d| hotel cl RevPAR is calculated based inclusi
“RevPAR” refers to revenue per available room, which is calculated by total revenues during a period divided by the number of available rooms of our hotels during the same period.
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Consistently Introduced and Refined Atour Light Distinctive Services /\
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Comprehensive Range of Superior Services

Sets Atour Light 3.0 Apart in Midscale Market Co-branded Collaboration with Fashion Clothing Brand
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Retail Business Sustained Strong Performance /\
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“GMV” refers to gross merchandise value, which is the total value of confirmed orders placed and paid for by our end customers with us or our franchisees, as the case may be, and sold as part of our retail business, where the ordered products have been dispatched, regardless of whether they are
delivered or returned, calculated based on the prices of the ordered products net of any discounts offered to our end customers.



Atour Planet Deep Sleep Products Continued to Attract Strong Market Recognition /\
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GMV Soared Past RMB10 million
Just 21 Days After Launch
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Topped the Sales Charts for Comforters on
Douyin and JD.com and Ranked Top 10 on
Tmall in April
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Rapid Expansion of Membership Base and Steady Growth of CRS Channel
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Registered Individual Members
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(1)  “CRS” refers to Central Reservation System
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Building Our Comprehensive and Unified ACARD Membership Ecosystem
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Continued to Promote Integration of Accommodation and Retail Membership System
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Offer Multi-Scenario Membership
Points and Benefits
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Identify and Push the Boundaries of
Product and Service Innovation
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Achieve Greater Synergies between
Accommodation and Retail Businesses
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Deepening Customer Insights
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More Tailored Product
Recommendations
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Personalized Accommodation
Experience
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Published Atour 2023 ESG Report
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Enhanced ESG Governance to Help Build Warm Connections Between People, and Between People and Nature
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Establish an Efficient, Orderly and
Responsible Management
Mechanism
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Assume Responsibility by Charitable
Projects, Eco-friendly Operations
and Green Development Efforts
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Foster Mutual Growth among Atour,
Our Employees, Our Franchisees
and Our Partners
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Deepen Our Commitment to ESG
and Augment Our Contributions to
Sustainable Development
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Net Revenues

N
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(RMB in thousands) 1Q23 4Q23 1Q24

Manachised hotels 446,798 851,216 836,111 87.1% -1.8%
Leased hotels 187,310 195,020 168,049 -10.3% -13.8%
Retail 112,933 412,226 416,591 268.9% 1.1%
Others 26,895 46,756 47,542 76.8% 1.7%

* Net revenues: the increase YoY was driven by the growth in manachised hotel and retail businesses.

* Manachised hotels: the increase YoY was driven by the ongoing expansion of hotel network and rapid growth of the
supply chain business.

* Leased hotels: the decrease YoY was primarily due to the decrease in RevPAR, as well as the impact from the renovation
of one leased hotel.

* Retail: the increase YoY was driven by widespread recognition of our retail brands, compelling product offerings, and
improved product development and distribution capabilities.
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Operating Costs and Expenses
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(RMB in thousands) 1Q23 4Q23 1Q24

Total Operating Costs and Expenses 719,289 | 1,330,567 | 1,153,645 |  60.4% -13.3%

Hotel operating costs 381,632 733,208 662,169 73.5% -9.7%
Gross Margin of Hotel Businesses 39.8% 29.9% 34.1% -5.8p.p. +4.1p.p.

Retail costs 61,517 232,041 206,103 235.0% -11.2%
Gross Margin of Retail Business 45.5% 43.7% 50.5% +5.0p.p. +6.8p.p.

Other operating costs 10,137 30,671 9,826 -3.1% -68.0%

* Hotel operating costs: the increase YoY was mainly due to the increase in variable costs, such as supply chain costs,
associated with the continued growth of our hotel business. The decrease in gross margin of hotel businesses was
attributable to a decreased RevPAR and an increased share of revenue generated by the lower-margin supply chain
business.

* Retail costs: the increase YoY was associated with the rapid growth of our retail business. The increase in gross margin
of retail business was attributable to an increasing contribution from higher-margin online sales.
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Operating Costs and Expenses (ctd.)
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(RMB in thousands) 1Q23
Selling and marketing expenses 56,009
as of net revenues 7.2%
General and administrative expenses 193,204
as of net revenues 25.0%
as of net revenues - excl. SBC (*/ 6.7%
Technology and development expenses 16,790
as of net revenues 2.2%

* Selling and marketing expenses: the increase YoY was mainly due to the enhanced investment in brand recognition and

4Q23
206,913
13.7%
105,434
7.0%
6.8%
22,300

1.5%

1Q24

174,711

11.9%
76,655
5.2%
5.0%
24,181

1.6%

effective online channel development along with the growth of retail business.

YoY
211.9%

+4.7p.p.

-60.3%

-19.7p.p.

-1.7p.p.
44.0%

-0.5p.p.

QoQ
-15.6%
-1.8p.p.
-27.3%

-1.8p.p.

-1.8p.p.

8.4%

+0.2p.p.

* General and administrative expenses: excluding the share-based compensation expenses, the increase YoY of G&A

expenses was primarily due to the increase in labor costs.

* Technology and development expenses: the increase YoY was mainly attributable to our increased investments in

technology systems and infrastructure to support our expanding hotel network and retail business as well as improve

the customer experience.
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(1)  “SBC” refers to share-based compensation expenses.



Adjusted Net Income and Adjusted EBITDA
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Adjusted Net Income®
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160
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Profit Margin

19 (1)  Adjusted net income (non-GAAP) is defined as net income excluding share-based compensation expenses.
(2)  Adjusted EBITDA (non-GAAP) is defined as EBITDA excluding share-based compensation expenses.

Adjusted EBITDA®
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(RMB mn)
354
231
1Q23 1Q24
Adj. EBITDA
Margin 29.9% 24.1%



Cash Flows
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Operating Cash Inflow
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RMB143 mn
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Investing Cash Inflow
EFHILF AN
RMB37 mn

Financing Cash Inflow
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RMB20 mn



Cash Position
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Cash and Cash Equivalents
AR NEF N
RMB3,048 mn

Net Cash
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RMB2,956 mn



Q&A
] 2

| =




	Default Section
	幻灯片 1
	幻灯片 2: Disclaimer
	幻灯片 3
	幻灯片 4: 1Q24 RevPAR was 97.4% of 2023’s Level for the Same Period
	幻灯片 5: 1Q24 Same-Hotel (1) RevPAR was 99.7% of 2023’s Level for the Same Period
	幻灯片 6: Continued to Expand Hotel Network and Achieve High-quality Growth
	幻灯片 7: Continuous Increase in New Signings and Steady Pipeline Growth
	幻灯片 8: Atour Light 3.0 Showed Strong Competitive Edge in the Midscale Segment
	幻灯片 9: Consistently Introduced and Refined Atour Light Distinctive Services  
	幻灯片 10: Retail Business Sustained Strong Performance
	幻灯片 11: Atour Planet Deep Sleep Products Continued to Attract Strong Market Recognition
	幻灯片 12: Rapid Expansion of Membership Base and Steady Growth of CRS Channel
	幻灯片 13: Building Our Comprehensive and Unified ACARD Membership Ecosystem
	幻灯片 14: Published Atour 2023 ESG Report
	幻灯片 15
	幻灯片 16: Net Revenues
	幻灯片 17: Operating Costs and Expenses
	幻灯片 18: Operating Costs and Expenses (ctd.)
	幻灯片 19: Adjusted Net Income and Adjusted EBITDA 
	幻灯片 20: Cash Flows
	幻灯片 21: Cash Position
	幻灯片 22


