
November 1, 2023

LKNCY 2023Q3
Earnings Presentation



DISCLAIMER

This presentation contains certain financial measures that are not recognized under generally accepted accounting principles in the United States (“GAAP”), including
non-GAAP operating income/(loss), non-GAAP net income/(loss), non-GAAP basic and diluted net income/(loss) per ADS. The presentation of these non-GAAP
financial measures is not intended to be considered in isolation or as a substitute for the financial information prepared and presented in accordance with GAAP. For a
reconciliation of these non-GAAP financial measures to the most directly comparable GAAP measures, please see the table captioned “Reconciliation of Non-GAAP
Measures to the Most Directly Comparable GAAP Measures” in the earnings release.

This presentation contains forward-looking statements within the meaning of Section 21E of the U.S. Securities Exchange Act of 1934, as amended. These forward-
looking statements are made under the “safe harbor” provisions of the U.S. Private Securities Litigation Reform Act of 1995. These statements can be identified by
terminology such as “will,” “expects,” “anticipates,” “future,” “intends,” “plans,” “believes,” “estimates,” “potential,” “continue,” “ongoing,” “targets,” “guidance” and similar
statements. Luckin Coffee may also make written or oral forward-looking statements in its periodic reports to the U.S. Securities and Exchange Commission (the “SEC”),
in its annual report to shareholders, in press releases and other written materials and in oral statements made by its officers, directors or employees to third parties. Any
statements that are not historical facts, including statements about Luckin Coffee’s beliefs and expectations, are forward-looking statements. Forward-looking
statements involve inherent risks and uncertainties. A number of factors could cause actual results to differ materially from those contained in any forward-looking
statement, including but not limited to the following: the expense, timing and outcome of existing or future legal and governmental proceedings or investigations in
connection with Luckin Coffee; the outcome and effect of the restructuring of Luckin Coffee’s financial obligations; Luckin Coffee’s growth strategies; its future business
development, results of operations and financial condition; the effect of the non-reliance identified in, and the resultant restatement of, certain of Luckin Coffee’s
previously issued financial results; the effectiveness of its internal control; its ability to retain and attract its customers; its ability to maintain and enhance the recognition
and reputation of its brand; its ability to maintain and improve quality control policies and measures; its ability to establish and maintain relationships with its suppliers
and business partners; trends and competition in the coffee industry or the food and beverage sector in general; changes in its revenues and certain cost or expense
items; the expected growth of China’s coffee industry or China’s food and beverage sector in general; governmental policies and regulations relating to Luckin Coffee’s
industry; and general economic and business conditions globally and in China and assumptions underlying or related to any of the foregoing. Further information
regarding these and other risks, uncertainties or factors is included in Luckin Coffee’s filings with the SEC. All information provided in this presentation is as of the date
of this presentation, and Luckin Coffee undertakes no obligation to update any forward-looking statement, except as required under applicable law.
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Another strong quarter with record high average monthly transacting customers
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Store-level operating 
profit(3)
(self-operated stores)

GAAP Operating
income

Total net revenues

Store footprint worldwide(5)

RMB7.2 billion
+84.9% YoY increase

23.1%
RMB1,185.4 million

13,273 stores
+2,437 net new store openings(6) QoQ

13.4%

Average monthly
transacting customers(1)

58.5 million
+132.9% YoY increase

SSSG(2)

(self-operated stores)

19.9%

RMB961.7 million

Notes:
(1) The total of each month’s number of transacting customers divided by the number of months during the period (including those of partnership stores and those paid with free-coupons).
(2) Defined as the growth rate of total revenue from self-operated stores that have been in operation at the beginning of the comparable period and were not closed before the current period ending with the number of average operating days exceeding 15 days per month in both the current period and last year’s comparable period. 
(3) Calculated by deducting cost for self-operated stores including cost of direct materials (including wastage in stores), cost of delivery packaging materials, storage and logistics expenses, commissions to third-party delivery platforms related to revenues from self-operated stores, store depreciation expense (including decoration loss 

for store closure), store rental and other operating costs, delivery expense, transaction fees, store preopening and other expenses from the Company's self-operated store revenues. 
(4) Calculated by dividing store level operating profit by total revenues from self-operated stores, which include net revenue from the sales of freshly brewed and non-freshly brewed items through self-operated stores, and delivery fees derived from self-operated stores paid by the Company’s customers.
(5) The number of stores (including stores in the overseas market) open at the end of the period, excluding unmanned machines.
(6) The number of gross new stores (including stores in the overseas market) opened during the period minus the number of stores (including stores in the overseas market) permanently closed during the period.

store-level profit margin(4) operating income margin



Rapid expansion with more than 2,400 net new store openings in Q3 2023
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Notes:
(1) The number of gross new stores opened during the quarter minus the number of stores permanently closed during the quarter.
* As of September 30, 2023.

Footprint in China

13,255
Total stores*

+2,426 
Net new store openings(1)

Footprint outside China

18
Total stores*

+11
Net new store openings(1)

4,466
Partnership stores

8,789
Self-operated stores

1,000+ stores

Zhejiang

501-1,000 stores

201-500 stores

101-200 stores

1-100 stores

Municipalities

Beijing

Shandong

Henan
Jiangsu

Shaanxi

Sichuan
Hubei

Hunan

Zhejiang

Fujian

Guangdong

Shanghai

Liaoning

Tianjin

Chongqing

Yunnan

HebeiShanxi

Anhui

Jiangxi
Guizhou

Guangxi

Heilongjiang

Gansu

Hainan

Jilin

Neimenggu

Ningxia

Qinghai

0 store

Roastery in Pingnan

Roastery in Kunshan
(Under construction)

Green bean
processing plant
In Baoshan
(Under construction)

No. 10,000 Store
in Xiamen



JIANGXIANG
FLAVORED LATTEE

New Record
for the 1st day of launch

5.42+ million cups

RMB 100+ million
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Cumulative transacting 
customers(1)

200+ million

Average monthly 
transacting customers(2)

58+ million

New transacting
customers acquired

30+ million

Maotai latte brews up new craze with record high sales in a day 

Notes:
(1) As of September 30, 2023.
(2) The total of each month’s number of transacting customers divided by the number of months during the period (including those of partnership stores and those paid with free-coupons).



Luckin Coffee Sustainable Development Strategy released 
and the first company carbon emission verification and product carbon footprint verification
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Being a force for brighter future
Boosting the Sustainable Business
Enhancing corporate governance, continuously pursuing product quality, and 
providing an inclusive and expansive development platform for employees to lay the 
foundation for the company’s long-term growth and drive sustainable value creation.

Co-building a responsible value chain
Continuously strengthening the sustainability and resilience of the supply chain, 
creating a better consumer and service experience, and collaborating with value 
chain partners to promote high-quality industry development.

Improving a better planet
Supporting the global actions on climate change and biodiversity conservation, 
conveying sustainable and healthy lifestyle philosophy, proactively taking responsibility 
for social contribution, to promote the co-prosperity of people and ecosystems.

Governance
Business Ethics, Risk Management

Compliance Operations
Information Security and Privacy Protection

Product
Product Innovation

Product Quality and Food Safety

Employee
Talent Management and Development

Occupational Health and Safety
Diversity and Equality

Store & Factory
Green Production and Operation

Supplier
Supply Chain Compliance Management

Responsible Sourcing

Customer
Meeting Customer Needs

Responsible Marketing

Social
Community and Philanthropy

Publicity and Education

Environment
Response to Climate Change
Water Resource Management

Biodiversity Conservation
Waste Management and Circular Economy

D
ig

ital and
 Intellig

ent  Em
p

ow
ering

Completed company carbon inventory and 
verification by Bureau Veritas for the first time

The scope of the verification includes Luckin Coffee’s office 
areas, factories and stores in 2022, laying the development 
foundation for the of future carbon reduction targets.

4.7
0.6%

82.0
9.6%

769.2
89.9% Scope 1

Scope 2

Scope 3

Luckin 
Carbon 
Emission1
Unit: 1,000 ton CO2e

Completed product carbon footprint2 verification for 
the first time 

- 55% carbon footprint

- 42% carbon footprint

Compared to regular Latte, one cup of 
Coconut Milk Latte has

(hot drink)

(iced drink)

Notes:
(1) Carbon emission

• Scope 1 emissions are direct emissions from owned or controlled sources. 
• Scope 2 emissions are indirect emissions from the generation of purchased energy. 
• Scope 3 emissions are all indirect emissions (not included in scope 2) that occur in the value chain of the reporting company, including both upstream and downstream emissions.

(2) Product carbon footprint, or product life cycle emissions, are all the emissions associated with the production and use of a specific product, from cradle to grave, including emissions from raw materials, manufacture, transport, storage, sale, use and disposal.
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3,895 3,695 

4,437 

6,201 

7,200 

65.7%

51.9%

84.5% 88.0%
84.9%

-10.0%

10.0%

30.0%

50.0%

70.0%

90.0%

110.0%
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 4,000

 5,000
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 10,000

3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

 Total net revenues

 Growth rate % (YoY)

Strong revenue growth driven by rapid market expansion and rising monthly 
transacting customers
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Total net revenues

585 

313 

678 

1,173 

962 

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

 -

 500

 1,000

 1,500

 2,000

 2,500

3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

Operating profit

Operating profit margin

Operating profit

2,867 2,697 3,140 
4,495 

5,141 
51.1% 39.8%

74.9% 85.2% 79.3%

-100.0%

-50.0%

0.0%

50.0%

100.0%

150.0%

200.0%
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 (1,000)

 1,000
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 15,000

3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

  Revenues from self-operated stores

  Growth rate % (YoY)

Self-operated stores                                                               (in million RMB)

899 843 1,135 1,486 1,841 

116.1%
87.9%

106.7%
91.1% 104.7%

-100.0%

-50.0%

0.0%

50.0%

100.0%
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200.0%
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350.0%

400.0%
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3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

  Revenues from partnership stores

  Growth rate % (YoY)

Partnership stores                                                                  (in million RMB)

(in million RMB) (in million RMB)SSSG

19.4% 29.6%9.2% 20.8% 19.9%

(1) (2)

Notes:
(1) Defined as net revenue from the sales of freshly brewed and non-freshly brewed items through self-operated stores, and delivery fees derived from self-operated stores paid by the Company’s customers.
(2) Defined as the growth rate of total revenue from self-operated stores that have been in operation at the beginning of the comparable period and were not closed before the current period ending with the number of average operating days exceeding 15 days per month in both the current period and last year’s comparable period.

15.0% 15.3%8.5% 18.9% 13.4%



25.1 24.6 

29.5 

43.1 

58.5 

3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

Continuously leading the market with more than 13,000 stores at the end of Q3 2023
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Number of stores(1) Net new store openings(2)

Cities or markets entered as of 3Q2023

Self-operated stores

73 cities in China
1 overseas market

Partnership stores

287 cities in China

+405 +279
+658

+878

+1619

+246
+89

+479

+607

+818

3Q2022 4Q2022 1Q2023 2Q2023 3Q2023

Self-operated stores

Partnership stores

+651

+368

+1,137

+1,485

+2,437

Average monthly transacting customers(3)

Notes:
(1) The number of stores (including stores in the overseas market) open at the end of the period, excluding unmanned machines.
(2) The number of gross new stores (including stores in the overseas market) opened during the period minus the number of stores (including stores in the overseas market) permanently closed during the period.
(3) The total of each month’s number of transacting customers divided by the number of months during the period (including those of partnership stores and those paid with free-coupons).

(in million)

5,373 5,652 
6,310 

7,188 

8,807 

2,473 
2,562 

3,041 

3,648 

4,466 

As of
3Q2022

As of
4Q2022

As of
1Q2023

As of
2Q2023

As of
3Q2023

Self-operated stores

Partnership stores

7,846 8,214

9,351

10,836

13,273



Healthy margin profile attributable to operational efficiency and scale benefits
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Notes:
(1) Calculated by dividing store level operating profit, which is calculated by deducting cost for self-operated stores including cost of direct materials (including wastage in stores), cost of delivery packaging materials, storage and logistics expenses, commissions to third-party delivery platforms related to revenues from 

self-operated stores, store depreciation expense (including decoration loss for store closure), store rental and other operating costs, delivery expense, transaction fees, store preopening and other expenses from the Company’s self-operated store revenues, by total revenues from self-operated stores.  
(2) As a percentage of net revenue.

Net profit margin

Sales & marketing 
expenses (excl. free cup)

4.1%
4.1%

5.3%

% Total net revenue (2)

3Q2021 3Q20233Q2022

Restructuring-related
expenses

3.2%

0.2% 0.0%

% Total net revenue (2)

3Q2021 3Q20233Q2022

General & administrative 
expenses

13.7%

9.9%

6.7%

% Total net revenue (2)

3Q2021 3Q20233Q2022

Store-level operating profit
(self-operated stores)

22.6%

26.9%
23.1%

Store-level profit margin (1)

3Q2021 3Q20233Q2022

10.2%
(As reported) DTA valuation 

allowance release

RMB252 million
13.7%
RMB988million RMB736 million



Balance sheet, liquidity and cash generation

Cash at bank and on hand(1)

RMB

5.7 billion

Interest-bearing debt

USD

0

Cash flow from operating activities

Free cashflow(2)

Notes:
(1) Includes cash and cash equivalents, restricted cash, short-term investments and term deposit.
(2) Calculated by adding depreciation and amortization expenses to the operating cash flow without changes in working capital, and deducting the capital expenditure.

Full redemption
of Senior Notes B
in 3Q22

RMB

1.3 billion

RMB

310.1 million
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Leadership updates: promoted young talents to aid future growth  
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THINK BIG！

GROW TOGETHER！



Q&A


