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This presentation has been prepared by Alour 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 alfiliates, advisers or representatives as to, and no reliance should be placed
upon, the accuracy, lairness, completeness or correctness ol the information or opinions presented or conlained in this presentation. None ol the Company nor any of its affiliates,
advisers, or representatives accepl 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 nol 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, beliels
or current expectlations about the future. These statements can be recognized by the use of words such as “expects,” “plans,” “will,” “estimates,” “projects,” “intends,” “anticipales,”
“believes,” “confident” or words of similar meaning. These [orward-looking statements are not guarantees ol 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 ol its affiliates, advisers or representatives have any obligatlion and they do not undertake to revise forward-looking stalements Lo
reflect future events or circumstances.
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This presentation does not constitute an offer Lo 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 {rom 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 nol constitute a “prospectus” within the meaning of the Securities
Act. This presentation does nol 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 ol 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 [inancial
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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2025 RevPAR was 95.7% of 2024’s Level for the Same Period
—ZEERevPARN20244E RN 95.7 %

OCC’ ADR RevPAR'

97.4% of the level in 2Q24
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98.2% of the level in 2Q24
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-1.8%

95.7% of the level in 2Q24
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76.4%
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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;

“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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2025 Same-Hotel®d RevPAR was 94.4% of 2024’s Level for the Same Period
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r. The OCC, ADR and RevPAR presented above represent such metrics generated by “same hotels” in the second quarter o

5, compared to the corre

sponding metrics generated by

RevPAR'

94.4% of the level in 2Q24

AR 94.4 %
5.6%
(RMB)

2024 2025

these “same hotels” during the same period in 2024



Hotel Network Expanded Steadily
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New Hotel Openings in 2Q25
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* No. of Hotels in Pipeline
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[" Hotels in Operation®
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1,824

Adhere to Long-Term Growth Principle with Hotel Quality as Top Priority
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(1) As of June 30, 2025



Atour Series 3 Consolidates Core Brand Position in Mainstream Business Travel Scenarios
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Focuses on Customer
Needs for Functional Space
and Ambience
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Enhancing the
Convenience and Comfort

of the Stay Experience |
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Atour Series 4 Stands as a Next-Generation Benchmark for the Upper Midscale Segmen
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Atour 4.0 Hotels
in Operation®
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| Seamlessly Integratmg Spatial Aesthetics Wlth Local Culture.
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SAVHE Hotel Represents an Innovative Mod
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Embodies the “Oriental Serenity” Brand Ethos
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Creates Deeply Immersive

Revolutionizing the
Experiences across Multiple
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Atour Light Wider
R ST

A%

ey

-
-

Comprehensive ' pProv:
Functional Modules, and

ot ROAERALRE A, Dt

L LR LR L

[IRTE R ] -
tu e -

TR NT -

&t - T

ttnrr o

]

nli”.“!,l‘ H H‘

11

1

10




Retail Business Maintained Robust Growth
TS5 s S K ta 3

Retail GMV P Online Channel Contribution” i 618 Shopping Festival GMV
BEGMV O 2% b33 5 ke  618IPIiGMYV
(RMB mn) i (RMB mn)
P | P No. 1
| +84.6% 1,144 E - +861% = 578 &' j
620 E 310 |r Sales Ranking in the Bedding
| | Category on Major Third-Party
| | Platforms During the 618 Festival
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(1) For the Second Quarter of 2025
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The Pillow Category Further Cements Its L.eadership Position

No.l
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Sales Ranking in the

Pillow Category on Major
Third-Party Platforms®
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Launched Deep Sleep Memory Foam Pillow
Pro 3.0 with Multiple Breakthrough Upgrades
HEIRMEREPro 3.0, SEEHZ ISR -2)

(1) For the Second Quarter of 2025
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Momentum of Comforter Category’s Gradually Gains Market Recognition
B B HER S S 2T ek

Sales Ranking in the
Comlforter Category on
Douyin Platform in May
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Deep Sleep Thermo-Regulating Comforter Pro 2.0 (Summer
Season) Continued the Strong Sales Momentum
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Atour Planet Continues to Drive Product Iterations and Category Innovations
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Covers the Diverse Needs of Customer Home Sleep Micro-
Environment and Demonstrating Our Capabilities to Provide
Systematic Solutions in the Sleep Segment
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Rapid Membership Base Expansion with Stable CRS Performance
ZRPBTRIED K, BHAERERSRME

No. of Registered Individual Members() Core CRS Channel®
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(mn)

+34.7%
102.6

61.5Y% Total Room-Nights Sold
o) /A Through CRS® Channels

CRS® s & 155

76.2

20.0 % Corporate Members’

Contribution®

M B SCH 5 IR o EE)

2024 2025

(1)  As of June 30, 2025

(2) For the Second Quarter of 2025

(3) “CRS”refers to Central Reservation System

(4) “'Corporate Members’ Contribution” refers to the room nights sold to corporate members as percentage of total room nights sold
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Ongoing Membership Ecosystem Enhancements and Member Benefits Expansion
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Refocus on Customers and
Respond to Their Genuine Needs
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Launched the New Gold
Member Growth Syst
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6 o “Tier-Based” Benefits Release Mechanism
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Usage Needs of Members
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Net Revenues

A

(RMB in thousands) 2024 1025 2025 m

Net Revenues 1,797,047 1,905,814 2,468,549 37.4% 29.5%
- Manachised hotels 1,026,979 1,032,183 1,299,194 26.5% 25.9%
- Leased hotels 180,333 128,563 149,597 -17.0% 16.4%
- Retail 536,734 693,779 964,849 79.8 % 39.1%
- Others 53,001 51,289 54,909 3.6% 7.1%

» Manachised hotels: the YoY increase was primarily fueled by our ongoing hotel network expansion.
* Leased hotels: the YoY decline was primarily due to the decrease in the number of leased hotels as a result ol our product mix optimization.

* Retail: the YoY increase was driven by growing recognition ol our retail brands and effective product innovation and development as we successfully broadened our product

olferings.
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Operating Costs and Expenses

BE A R vt
Total Operating Costs and Expenses 1,399,721 1,565,290 1,875,333 34.0% 19.8%
Hotel Operating Costs 175,153 736,145 893,231 15.1% 21.3%
- Gross Margin of Hotel Businesses 35.7% 36.6 % 38.3 % 2.0p.p. L7p.p.
Retail Costs 265,003 337,426 450,542 70.0% 33.5%
- Gross Margin of Retail Business 50.6 % 51.4% 53.3% 2.7p.p. 1L.9p.p.
Other Operating Costs 9,918 7,628 6,593 -33.5% -13.6 %

* Hotel operating costs: the YoY increase was primarily due Lo the increase in variable costs, such as supply chain costs and holel manager costs, associated with our ongoing

hotel network expansion.

* Retail costs: the YoY increase was associated with the rapid growth of our retail business.
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Operating Costs and Expenses (cont.)
BE AR (82)

(RMB in thousands)

Selling and marketing expenses

- as % of nel revenues

General and administrative expenses

- as % of nel revenues

- as % of nel revenues — excl. SBCY
Technology and development expenses

as % of nel revenues

224,607
12.5%
91,488

5.1%
4.2%
32,952
1L.5%

282,897
14.5%
161,813

8.5%
4.1%
39,381
2.1%

392,847
15.9%
89,546

3.6%
3.6%
42,574
L7%

in brand recognition and the ellective development of online channels, aligned with the growth ol our retail business.

* General and administrative expenses: excluding share-based compensation expenses, accounted for 3.6 % ol nel revenues for 2025, compared with 4.2% [or the same period
ol 2024. The decrease was primarily due to improved management elficiency and economies of scale.

74.9%

3.4p.p.
-2.1%

-1.5p.p.
-0.6p.p.

29.2%

-0.1p.p.

 Technology and development expenses: accounted for 1.7% ol net revenues for 2025, compared with 1.8% for the same period ol 2024.

(I) “SBC refers to share-based compensation expenses.
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38.9%

Lip.p.
-44.7%
-4.9p.p.
-0.5p.p.

8.1%

-0.4p.p.

Selling and marketing expenses: accounted for 15.9% ol nel revenues for 2025, compared with 12.5% [or the same period ol 2024. The increase was mainly due to investment



Adjusted Net Income and Adjusted EBITDA
VAR e v AR A R S EBITD A

Adjusted Net Income @ A‘Q“Sted EBITDA ©®
P 1R O B)GEBITDA @
(RMB mn) (RMB mn)
,».\M*ﬁﬁ\\\ | p— |
+30.2% \ +37,70\[,*
427 610
328
443

2024 2025 2024 2025

Adj. Net Adi. EBITDA
].
Profit Margin 18.2% 17.3% Margin 24.6% 24.7%

(1) Adjusted net income (non-GAAP) is defined a nco! xcluding share-based ¢ mp n expenses.
(2) Adjus dEBITDA( CAAP) defined a EBITDA ld ng share-based compen expenses.
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Cash Position®
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Cash and Cash Equivalents Net Cash®
PR R LB ; G4

02,7160, 10i52,649mn



Outlook
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Total Net Revenues Growth Rate For Full Year 2025
202524 IRl EERE K
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