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Only Technomi@elivers

a 360Aview of the food
industry. Wempact growth
and profitability for our
clients by providing
consumergroundedvision
and channelelevant strategic
Insights.
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FACT

They value different things than previous generations

FACT

The restaurants that keep up with changing
consumer dynamics will win
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These needs are global in nature

Many of the longstanding players in the industry
are having troubleaddressingand meeting
theseconsumer needs
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What Do Consumers Want?

Price and convenience still
paramount butconsumers
alsowant simplicity

and transparency

Fewer ingredients

Understandable ingredients “We couldn’t find a raw-vegan,

gluten—free, sugar-free, non-G.\M.O.
cake for your birthday, so we got you

Full disclosure nothing.”

Less processing
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The 10 Fs of Fast Casual
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Fast Casual Drivers

Demographic
Alignment

Unigue
Positioning

Consumer
Appeals



Ingredient Transparency Helps
Drive Fast Casual

(alcium Sorbate
Canthaxanthin
(aprocaprylobehenin

Caramel Color
Carboxymethyl Cellulose

WHAT YOU WON'T BE EATING... [C)Z'T ?SC/COCWHC&’

Diacetyl/Acetoin
Dlpotassuum Sulfate

G ¢ RI&NO List is the latest step on our journey to

clean food and a transparent menbE
- Ron Shaich, CEO

Astaxanthin Glycerol Ester of Wood Rosin 50
Autoiyzed Yeast Extract High Fructose Corn Syrup So

Hydrogenated Starch
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Fast Casual Over -Indexes On
Higher Income Groups and
Millennial Consumers

Demographic Fast Casual Quick Service |
Income<$50k Y} VvV
Income >$50k VVV V

- GenZz VvV Vv
Millennials VVV VYV
GenX VV VV
Boomers/Matures VV VYV
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Fast Casual Has Taken The

U.S. By Storm

FCR share of Fast Food

FC Sale

13800 8%
12%

FC Sale

16%
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Segments Continue to Blur

and Develop
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Evolutionary Trends in Fast Casual

|

Build-your-own
finding great appeal

Technology enhancing Increasing entry from
the experience full-service operators
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2015 Private Equity Investments In

Fast Casual

TiADoIoS ) R
01223 Joint TerperGrees.
swoaetgreen % —
Q\G '~4 organic avenue _& ! DPI ZA _
SEASONAL MARKET N

saladworks

honeygrow m\m;uu:.‘ GA%?A

Mezze Grill Naf Naf Griil

These investments demonstrate a belief within the financial
community that fast casual chains are well positioned for gro
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How do You ldentify
the Next Chipotle?

Nimble
Innovative, trend setter

Defined appeal

-

lONzGE>

y Access to capital h O Pd d d l’l

Strong unit economics
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U.S. Fast Casual Going Global

FIVE GUYS SHAKE == SHACK

BURGERS and FRIES

BLAZEOPIIIA




But | tos NWOS Chainss t
Driving Global Expansion

THE

chef designed SALADS |WRAPS | Soups

GOURMET

freshi 5““; KITCHEN

BURGER

PIZZERIA NAPOLITAINE




Ireland Has Homegrown Fast
Casual Concepts
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Fast Casual Generated Turnover
In Ireland Of U151M

2015 Consumer 2015 Operator 20152018
Spending¢M) Purchases €M) CAGR

Total € 151 € 63 9.8%
’ Republic of Ireland € 105 € 44 10.8%

~ Northern Ireland € 46 €19 7.3%

—
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Irish Operators Reacting to
Fast Casual

HUIRE f. S NS o 37 . Carefully considering target markets and
restaurant will now be _ demographics that are not being
transferred to the mobile captured and creating)SRsisterbrands
food trucks. Because we for established fast casual operations.

want it to be cooked to

ordercthere will be a ~ Following the foodtruck trend and
longer delay, but we want creating mobile units to increase

{0 INSISt on quality: Anc " SERsICUENELER RS
. thenwe can expand that | . _
0 2FFSNA Y I 0E Adding graband-go options such as

salads, sandwiches, and drinks.
- Fast Casual Operator

© 2015 Technomic Inc.



Fast Casual Has Highest

Perception of Healthy Offerings

How healthy and nutritious do you think the prepared
food offerings are at the following establishment types?

Traditional fast-food

restaurants 14% 12% 23% 28%

U le, higher-end
fasqffcoacl)i relsgtalejrraenrls 23% 4%
Coffee shops | 11014 BN WALV 31% 6%

Convenience store

12%
16%

15%
8%

32%
32%

m 5 ¢ Very healthy and nutritious m4
m 3 ¢ Somewhat healthy and nutritious 2
m 1 ¢ Not at all healthy and nutritious

Petrol station/forecourt
convenience store

21%

Food from upscale/fast casual operators is perceived to be
healthier in general, as indicated in the chaabove.

2pared food offerings are at the following establishment types?
© 2015 Technomic Inc. :
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