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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.

n n «u n u n

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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3Q24 RevPAR was 89.5% of 2023’s Level for the Same Period
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(1) Excludes hotel rooms that became unavailable due to temporary hotel closures. ADR and RevPAR are calculated based on tax-inclusive room rates.

“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;

“ R” 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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3Q24 Same-Hotell) RevPAR was 91.6% of 2023’s Level for the Same Period
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(2)

OCC

98.3% of 3Q23’s level
#1235 ) #7 6998.3%

-1.4p.p.

R 82.1%

3Q23 3Q24

(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
(2) Excludes hotel rooms that became unavailable due to temporary hotel closures. ADR and RevPA j
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RevPAR
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and RevPAR presented above represent such metrics generated by “same hotels” in the third quarter of 2024, compared to the corresponding metrics generated by these “same hotels” during the same period in 2023.



National Day Holiday RevPAR was 96.1% of 2023’s Level (1)
7] kAR RevPAR 242023 5 #k [ K /R HA #996.1% (1)

&

105.0% of 2023’s level
#1234 ) #7 49 105.0%

92.1% of 2023’s level
#1235 ) 2R 6992.1%

96.1% of 2023’s level
#1235 B 25 9996.1%

(1) 7days during the nal Day holida y this yea mp red with 8 days dur g the Mid-Autumn Festival and National Day holiday in 2023
(2) Excludes hotel rooms h t became ailable d temporary hotel closures. ADR and RevPAR are calculated based on tax-inclusive room rates.
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Hotel Network Expansion Continued to Gain Traction
BE M &Y KRt —FRiE
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New Hotel Openings in 3Q24 | " Hotel::n Operagg)n(l)
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(+72.8% YoY) (+37.9% YoY)

Once Again Set a Record Quarterly Pace in New Openings in 3Q24
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(1) As of September 30, 2024



Continuous Increase in New Signhings and Steady Pipeline Growth
AR, TERARET L

“f— No. of Hotels in Pipeline
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Atour 4.0 Continues to Gain Favor among Both Consumers and Franchisees
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No. of Atour 4.0 Hotels
in Pipeline(®)
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Atour 4.0 Hotels
in Operation ()
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Experience Upgrades Driving Rapid Growth in Occupancy Rate
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(1) As of November 17, 2024.
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Atour Light 3.0 Further Solidified Its Competitive Edge in the Midscale Market
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New Atour Light 3.0
Signings in 3Q24
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Atour Light 3.0 Hotels
in Operation (1)
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| Ethos of "Life at Ease"
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Atour Light 3.0 Continues to Deliver a More Diverse, Elevated Travel
Experience for a Wide Range of Customers
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(1) As of September 30, 2024.
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SAVHE Hotel Pioneers a New Form of Upscale Hospitality
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SAVHE, Symbolizing the Power of Life ]-
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Eastern | High-end | Superior Operational
Aesthetics Experiences Efficiency
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Maintain Long-term Approach to the Upscale Market
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Retail Business Sustained Outstanding Performance
TELSREFRFHEK

Retail Gmv
EZGMV ()

Double Eleven Shopping Festival
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 +107.7%
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| Atour Planet Topped the Pillow and Comforter Sales Chart across
| Various Third-party E-commerce Platforms
|
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(1) “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.
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Atour Planet Continues to Set Benchmarks in the “Deep Sleep” Segment
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Atour Planet’s Advanced, Efficient New Product
Development Mechanism
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Sales of Deep Sleep Memory Foam Pillow PRO 2.0 (2)
R BE LT ALPRO 2.0 ()

)

| 800,000+

units

Sales of Deep Sleep Thermo-Regulating Comforter PRO Series ()
BRI BAXPRO A 7] (V)

A 200,000+

units

(1) As of November 14, 2024.
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Membership Base Expanded Rapidly and CRS Channel Remained Healthy
AR KA KBS, AFRERFEEKT

Registered Individual Members Core CRS Channel ()
E M2 R Bos g A R0
(mn)

+53.7%

61 O(y Total Room-nights Sold
A Through CRS 2) Channels

' CRS P Rig 452 M & & 1h

18.6% Corporate Members’

Contribution®
4> 3k Hri4E 2 A& & et

3Q23 3Q24

(1) As of September 30, 2024.
(2) “CRS” refers to Central Reservation System.
(3) “Corporate Members’ Contribution” refers to the room nights sold to corporate members as percentage of total room nights sold.



Building Our Comprehensive and Unified ACARD Membership Ecosystem
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Unified ACARD h
Membership Ecosystem
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Unified the Membership Systems and Points Benefits of our Hotels and Atour

Planet Across Various Platforms
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Revamped the Atour Mini Program to Deliver a Consistent Experience for Both

Hotel and Retail Members
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Continued to Promote the Synergistic Growth of

Our Hotel and Retail Businesses

while Deepening the Integration of Our Membership System
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Bambook Library - Cultural Interaction Spaces that Uniquely Reflect Their City’s Character
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First Launch of Bambook Library "One City, One Library"
Initiative at the Xi’an Nanmen Atour 4.0 Hotel
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Introduced a Series of Themed Events Through
Partnerships with Renowned Cultural Brands, Using
Books as a Medium to Connect Customers With Culture
BFtiuiig, BB—ARTHESH, ABHA
W, BPERERZEL O E | |

To Date, () Atour has Established Over 1,500 Bambook
Libraries in More Than 200 Cities Across China |
BEAA, VERXEAL£E200% T % T 1,500 % A~

# J& % 18]

(1) As of November 19, 2024.
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Net Revenues
NN

Net Revenues 1,294,104 1,797,047 1,898,582 46.7% 5.7%
- Manachised hotels 781,112 1,026,979 1,179,211 51.0% 14.8%
- Leased hotels 238,190 180,333 189,531 -20.4% 5.1%
- Retail 235,124 536,734 479,704 104.0% -10.6%
- Others 39,678 53,001 50,136 26.4% -5.4%

* Net revenues: the YoY increase was was driven by robust growth in the manachised hotel and retail businesses.
 Manachised hotels: the YoY increase was primarily fueled by our ongoing hotel network expansion and the rapid growth of our supply chain business.
* Leased hotels: the YoY decline was primarily due to the decrease in the number of leased hotels as a result of our product mix optimization, as well as the decrease in RevPAR.

* Retail: the YoY increase was driven by widespread recognition of our retail brands and effective product innovation and development as we successfully broadened our range
of product offerings.

e Others: the YoY increase was driven by our fast-growing membership business.
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Operating Costs and Expenses
B B

Total Operating Costs and Expenses 959,241 1,399,721 1,441,688 50.3% 3.0%
Hotel Operating Costs 616,537 775,753 876,197 42.1% 12.9%
- Gross Margin of Hotel Businesses 39.5% 35.7% 36.0% -3.5p.p. +0.3p.p.
Retail Costs 112,209 265,003 227,027 102.3% -14.3%
- Gross Margin of Retail Business 52.3% 50.6% 52.7% +0.4p.p. e
Other Operating Costs 18,473 9,918 7,814 -57.7% -21.2%

* Hotel operating costs: the YoY increase was primarily due to the increase in variable costs, such as supply chain costs, associated with our ongoing hotel network expansion.
The decrease in gross margin of hotel businesses was due to a decrease in RevPAR attributable to high base effect in the same period of 2023, as well as an increased share
of revenue generated by the lower-margin supply chain business.

* Retail costs: the YoY increase was associated with the rapid growth of our retail business.
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Operating Costs and Expenses (cont.)
BERARFR (%)

Selling and marketing expenses 112,273 224,607 218,433
- as % of net revenues 8.7% 12.5% 11.5%
General and administrative expenses 79,382 91,488 81,977
- as % of net revenues 6.1% 5.1% 4.3%
- as % of net revenues — excl. SBCY) 5.4% 4.2% 4.2%
Technology and development expenses 20,367 32,952 30,240
- as % of net revenues 1.6% 1.8% 1.6%

94.6%
+2.8p.p.
3.3%
-1.8p.p.
-1.2p.p.
48.5%

0.0p.p

-2.7%
-1.0p.p.
-10.4%
-0.8p.p.

0.0p.p

-8.2%

-0.2p.p.

* Selling and marketing expenses: the YoY increase was mainly due to our enhanced investment in brand recognition and the effective development of online channels, aligned

with the growth of our retail business.

* General and administrative expenses: excluding share-based compensation expenses, the YoY increase was primarily due to an increase in labor costs.

 Technology and development expenses: the YoY increase was mainly due to increased investments in technology systems and infrastructure to support our expanding hotel

network and retail business and improve customer experience.

(1) “SBC” refers to share-based compensation expenses.
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Adjusted Net Income and Adjusted EBITDA
P )G 1A I8 a1 2 )ZEBITDA

Adjusted Net Income (1) Adjusted EBITDA (2
F ) A E A % = EBITDA (2
(RMB mn) o (RMB mn)
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21



Cash Flows
IR

Operating Cash Inflow Investing Cash Outflow Financing Cash Outflow
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Cash Position(!)
AL X R A

Cash and Cash Equivalents Net Cash®? Unutilized Bank Credit Facilities
LEBALENY E 4,4 5 k4% B BATRIETE

(1) As of September 30, 2024
(2) Net cash equals cash and cash equivalents less total borrowings.
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Outlook
W 4545 5|

Total Net Revenues Growth Rate For the Full Year of 2024
2024 £ F L N\ 38 3%
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