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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

n

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

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.



Chinese Experience, 2,000 Premier Hotels
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Business Review
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4Q24 RevPAR was 94.1% of 2023’s Level for the Same Period

vg & i RevPAR 42023 % B #1 6994.1%

ocC

98.2% of the level in 4Q23
#1235 5] 27 4998.2%

-1.4p.p.

78.4% 77 0%

4Q23 4Q24

(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 perio
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ADR

96.0% of the level in 4Q23
#1235 5] 25 ¥996.0%

-4.0%

(RMB)
438 420

4Q23 4Q24

RevPAR

94.1% of the level in 4Q23
F)23 5 5] 27 8994.1%

-5.9%

(RMB)

358 337

4Q23 4Q24



4024 Same-Hotel'!) RevPAR was 96.0% of 2023’s Level for the Same Period
g £ B [ JE F] tb(YRevPAR 352023 4 ) 35 #996.0%

RevPAR

96.0% of the level in 4Q23
#3235 5] 2A 4996.0%

ADR

97.4% of the level in 4Q23
#1235 [5] 27 8997.4%

OCcC

99.0% of the level in 4Q23
#1234 [5) #7 999.0%

-0.8p.p.

80.0% 79.2%

4Q23

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
m became unavailable due to temporary hotel closures. ADR and RevPA ] j

ooms that

4Q24

R are calculated based on tax-inclusive room rates

-2.6%

(RMB)
442 430

4Q23 4Q24

presented above represent such metrics generated by “same hotels” in the fourth quarter of 2024, compared to the corresponding metrics generate

-4.0%
(RMB)

369 355

4Q23 4Q24

d by these “same hotels” during the same period in 2023



Hotel Network Expanded Rapidly
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New Hotel Openings in 2024 | " Hotels in Operation() yﬂ\’ No. of Hotels in Pipeline(?)
20245 -3 T A B J5 S F i A0esl AEEEHEY ; S EEEC

471 1,619 /741

(+63.0% YoY) (+33.8% YoY) . (+20.1% YoY)

Both Full Year New Hotel Openings and Signings Reached Record Highs in 2024
2024 M F LR AL BRERKEYTRG LHFH

(1) AsofDecember 31, 2024



No. of Atour 4.0 Hotels
in Pipeline (1)
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Atour 4.0 Hotels
in Operation (1)
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- " . Atour 4.0 Hotels in Operation Emerged as Top Performers in
| Both Operating Performance and Customer Experience
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(1) As of March 21, 2025
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Atour Light 3.0 Continues to Gain Robust Market Tractio
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Atour Light 3.0 Achieved the Significant Milestone : - - -- . . l .
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Hotels in Operation

Brand Recognition and Market Penetration
Substantially Increased
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er 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’s Deep-sleep Product Portfolio Further Expanded
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Sales of I?eep Sleep M.emg;y Foam = Sales of Deep Sleep Lightweight Con.mforter = Remain Focused on the
Pillow PRO Series and Deep Sleep Thermo-Regulating Deep Sleep Ecosystem
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" Developed a Sophisticated Product Development Mechanism that Has Evolved from Creating “Individual Blockbusters” to
| Offering a Comprehensive “Product Category Series ”
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(1) For the full year of 2024
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Rapid Membership Base Expansion with Steady CRS Channel Growth
SRAARBRRYT K, GAREREEK

Registered Individual Members Core CRS Channel ()
ZM 2 R Bos g A EEW
(mn)

+41%

63 5% Total Room-nights Sold
) Through CRS (2) Channels

) CRS (2R if 454 7] & & b

2 1 e 1% Corporate Members’

Contribution®
A3k Br 4K £ 8] & & bkB)

2023 2024

(1) For the fourth Quarter of 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



Continue to Widen Our Membership Experience Moat
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Hotel Membership Retail Membership
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Individual Membership Membership Ecosystem
MAER I ACARDS N A S
Corporate Membership
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/ Upgrade and Iterate the Tiered Benefit Unlock Cross-consumption Potential
{ System for Members Between Accommodation and Retail
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Strengthen Closed-loop Service Experience
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Strategic Priorities in 2025
2025 5 85 & %

Strengthen Core
Competencies

Amplify Brand Momentum ;7‘9:‘7%4&1)5

@ | | Advance Digital Capabilities
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Boost Organizational Vitality
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Financial Review
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Net Revenues

N
Net Revenues 1,505,218 1,898,582 2,084,010 38.5% 9.8% 4,665,967 7,247,932 55.3%
- Manachised hotels 851,216 1,179,211 1,106,451 30.0% -6.2% 2,705,609 4,148,752 53.3%
- Leased hotels 195,020 189,531 164,050 -15.9% -13.4% 840,044 701,963 -16.4%
- Retail 412,226 479,704 765,169 85.6% 59.5% 971,931 2,198,198 126.2%
- Others 46,756 50,136 48,340 3.4% -3.6% 148,383 199,019 34.1%

* Net revenues: the YoY increases for 4Q and full year 2024 were driven by the growth in manachised hotel and retail businesses.
 Manachised hotels: the YoY increases for 4Q and full year 2024 were primarily fueled by our ongoing hotel network expansion and the growth of our supply chain business.
* Leased hotels: the YoY declines for 4Q and full year 2024 were primarily due to the decrease in the number of leased hotels as a result of our product mix optimization.

* Retail: the YoY increases for 4Q and full year 2024 were driven by widespread recognition of our retail brands and effective product innovation and development as we
successfully broadened our range of product offerings.
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Operating Costs and Expenses

BERABRRT A

(RMB in thousands)

Total Operating Costs and Expenses

Hotel Operating Costs

- Gross Margin of Hotel Businesses
Retail Costs

- Gross Margin of Retail Business

Other Operating Costs

1,330,567

733,208

29.9%

232,041

43.7%

30,671

1,441,688

876,197

36.0%

227,027

52.7%

7,814

1,700,807

794,039

37.5%

385,576

49.6%

16,966

27.8%

8.3%

+/.6p.p.

66.2%

+5.9p.p.

-44.7%

18.0%

-9.4%

+1.5p.p.

69.8%

-3.1p.p.

117.1%

3,825,112

2,240,890

36.8%

513,326

47.2%

72,543

5,695,861

3,108,158

35.9%

1,083,709

50.7%

44,524

48.9%

38.7%

-0.9p.p.

111.1%

+3.5p.p.

-38.6%

* Hotel operating costs: the YoY increases for 4Q and full year 2024 were mainly due to the increases in variable costs, such as supply chain costs, associated with our ongoing

hotel network expansion.

* Retail costs: the YoY increases for 4Q and full year 2024 were associated with the rapid growth of our retail business.
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Operating Costs and Expenses (cont.)
BERARFTR (%)

(RMB ' thousandS) mmmm 2023 2024

Selling and marketing expenses 206,913 218,433 355,112 71.6% 62.6% 469,595 972,863 107.2%
- as % of net revenues 13.7% 11.5% 17.0% +3.3p.p. +5.5p.p. 10.1% 13.4% +3.3p.p.
General and administrative expenses 105,434 81,977 102,470 -2.8% 25.0% 451,470 352,590 -21.9%
- as % of net revenues 7.0% 4.3% 4.9% -2.1p.p. +0.6p.p. 9.7% 4.9% -4.8p.p.
- as % of net revenues — excl. SBC*) 6.8% 4.2% 4.8% -2.0p.p. +0.6p.p. 6.2% 4.5% -1.7p.p.
Technol d devel t
A A 22,300 30,240 46,644 109.2% 54.2% 77,288 134,017 73.4%

expenses

- as % of net revenues 1.5% 1.6% 2.2% +0.7p.p. +0.6p.p. 1.7% 1.8% +0.1p.p.

* Selling and marketing expenses: accounted for 17.0% and 13.4% of net revenues for 4Q and full year 2024, compared with 13.7% and 10.1% for the same period of 2023. The
increases were mainly due to our enhanced investment in brand recognition and the effective development of online channels, in line with the growth of our retail business.

* General and administrative expenses: excluding share-based compensation expenses, accounted for 4.8% and 4.5% of net revenues for 4Q and full year 2024, compared with
6.8% and 6.2% for the same period of 2023. The decreases were primarily due to improved management efficiency and economies of scale.

 Technology and development expenses: accounted for 2.2% and 1.8% of net revenues for 4Q and full year 2024, compared with 1.5% and 1.7% for the same period of 2023.
The increases were 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

R )G 4 #| i F= 8 % /S EBITDA

Adjusted Net Income (1)
G A i

(RMB mn)

+49.9% |
333

222

4Q23  4Q24
14! 8% iegs

Adj Net |
Profit Margln

(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

19

903

2023
194%?:&

+44.6%

1,306

2024

| 18.0%

Adjusted EBITDA 2
i & S EBITDA

(RMB mn)

_Adj EBITDA
: I\/Iargm

+76.5%

443

251

423  4Q24

16 7% 3 212%

+46.8%
1,772

1,207

2023 2024

259% 24 4%



Cash Position(1)
Rl e R TR A

Cash and Cash Equivalents Net Cash(?

RERALFNH ! % 3, 402)

(1) AsofDecember 31, 2024
(2) Net cash equals cash and cash equivalents less total borrowings
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Outlook
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Total Net Revenues Growth Rate For Full Year 2025
2025 & F I N HE ig
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