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Cautionary Statements

Forward-Looking Statements. This presentation contains “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,” “continue,” “should,” “forecast,” “outlook,” “ongoing” 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, performance and returns of Yum China, statements regarding the revitalization of Pizza Hut and 
collaboration with Sinopec and CNPC, anticipated effects of population and macroeconomic trends, the capital structure and effective tax rate of Yum China, 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 or events 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 in this presentation are only made as of the date of this presentation, and we disclaim any obligation to publicly update any forward-
looking statement to reflect subsequent events or circumstances, except as required by law. Numerous factors could cause our actual results or events 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. 

Non-GAAP Measures. This presentation includes certain non-GAAP financial measures. Reconciliation of these non-GAAP financial measures to the most directly comparable GAAP measures are included in this 
presentation where indicated. You are urged to consider carefully the comparable GAAP measures and reconciliations.

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.



Key Takeaways

2018 Transition 
Year with Initial 

Success Witnessed 
in Revitalization 

Strategy

Unrivalled Leader 
in Large & Fast 
Growing China 
WCDR Market

Leveraging 
Improved Core 

Capabilities to Roll 
Out Transformative 
Initiatives at Scale in 

2019+

Note: WCDR  market is defined as western restaurants with spending per person of RMB 50-150 for a meal. 3



Leader in Rapidly Growing China WCDR Market

Large China WCDR market with strong growth potential Market leader with ~2,240 stores
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~4X
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Source: Yum China analysis and estimation based on Statistics Bureau and secondary research

$ billion

4

39

21

34

~39

23

~22 ~24

~33



More than pizza: 
Dominant leader in multiple food categories

Family-friendly,
Modern,

Value-for-money 

Leading WCDR  
Brand in China

#1 WCDR brand 
in family

customer segment
Pizza Steak Appetizer
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Broad Footprint With Strong Operational Capabilities
2,200+ high traffic locations

240mn+ customer visits/year
50mn+ digital member base

Delivery footprint covers  500+ cities
World class operational capability
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Four Levers to Drive Revitalization

IV. Enhance Asset Portfolio

II. Drive Digital Capabilities

III. Grow Delivery 

I. Fix Fundamentals
 New Customer Recruitment
 Digital Experience & Engagement
 Monetization

 Product Innovation
 Disruptive Value
 Improved Service
 Family Engagement

 Existing Asset Upgrade Acceleration 
 Multiple New Store Formats 

(e.g. Hub & Spoke)

 Own Platform Growth 
 Aggregator Collaboration
 Image & Technology Upgrade 

2 3
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I. Enhanced Pizza   
Leadership 
with Multiple     
Dough Types
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I. Launched 
Series of 
Craveable
Food
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Crayfish pasta 



I. Launched 
Instagrammable & 
Social “Buzz Worthy” 
Desserts & Drinks
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I. Launched 
Instagrammable & 
Social “Buzz Worthy” 
Desserts & Drinks
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I. Launched 
Instagrammable & 
Social “Buzz Worthy” 
Desserts & Drinks
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I. Upgraded Menu 
and Product 
Portfolio
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I. Ongoing Innovation to Strengthen 
Leadership in Signature Categories

Strengthen Pizza Leadership Position Upgrade Dessert and AppetizerEnhance Steak Category
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I. Piloted Multiple Value Campaigns with Promising Results
Everyday Low Price High Low Price Disruptive Value

Scream WednesdayEntry Price LTO ProductsValue Pizza Line Buy One Get One Free Half Price Discount
15



I. Roll Out Disruptive Value Campaign with Improvements

Drive Traffic 
Effectively

Recruit 
New Customers

Positive Pilot Results National Launch

Optimized Offer 
From Test Result

Further Improvement in Plan

More Product  Varieties for 
Scream Wed  Platform
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Reception Order Serve Check

Young & Energetic 
Team 

Birthday Surprise 
& More

Rapid Service

Key Touchpoints

Our Service Proposition
I. Establish 

Signature Service  
to Improve 
Customer Experience
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II. Rapidly Expanded Digital Capabilities

User Experience Improvement + Expanded SuperAPP Functions 
+ In Store Digitalization

Note: CRM and APP data as of 2018 year-end, member sales % during Q4 2018; compared to same period in 2017

CRM Member Cumulative APP Download

+15mn

50mn+

+10mn

16mn

Member Sales%

+16pts

45%

Recruitment & Engagement Monetization
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II. Enhance Digital Life Cycle Management
Acquisition Experience Upgrade Engagement Churn Prevention

Welcome 
package for 
member 
recruitment

Co-branding

Pre order 
for carry out

Tableside 
ordering

Self payment New e-commerce 
mall

In-store CRM

Data bank
 Identify churn 

characteristics & target 
with tailored program

Family privilege
 Frequency Uplift
 New Customer Recruitment
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III. Achieved Double-Digit Delivery Sales Growth

Simplified Menu 100% Integrated Own Rider Team

Strengthen The Core

Delivery-specific Calendar Member Exclusive Offers

Drive Online Traffic
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III. Further Strengthen Delivery Core Capabilities

Improve Engagement Enhance OperationsGrow Own Platform

Enhance Multi-layer Calendar Build Delivery RoomRollout Delivery Privilege

Strengthen Branding

Upgrade Packaging & Uniform
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IV. Launched New Asset Design and Upgraded 225 stores
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IV. Further Accelerate Asset Upgrade &   
Complete Full Refurbishment by 2021

~500 Store Upgrades in 2019
Store Age <3 Years by 2021
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IV.Continue to Explore Adaptable New Store Formats to 
Become Smaller, Faster with Better Support for Delivery

Core Asset Model

SMALLER

Pre-2016 2016 2017 2018

Traditional dine-in store size
-10%

-6%
-13%

(Further reduce kitchen size by 30%+ in 2019) 

FASTER WITH BETTER SUPPORT FOR DELIVERY

Traditional 
Dine-in Store

Dessert & Drink

Delivery Support StoreHub & Spoke

Dessert & Drink
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Customer Perception improved to become young and 
energetic, with positive traffic growth in Q4

求生欲很强的
奋进青年

“Energetic and 
Determined 
Young Man”

PIZZA HUT IN 

2017
暖男备胎

“My Reliable 
Backup 

Boyfriend”

PIZZA HUT IN 

2018

27Source: Yum China consumer survey and focus group study in 2017 & Jan, 2019



2018 2019
Transition year

 Revamped menu
 Rebuilt value for money
 Refocused on family  
 Caught up on digital capabilities 
 Took back last mile delivery 

through dedicated riders
 Launched new asset design

Ready to roll out 
transformative initiatives at scale 
 Ongoing food innovation
 Roll out disruptive value campaigns
 Establish signature service
 Enhance digital life cycle management
 Continue to focus on family customers
 Strengthen delivery core capabilities 
 Accelerate asset model upgrade 
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