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Certain statements made in this presentation that reflect management’s expectations regarding future events and economic performance are forward-looking in 
nature and, accordingly, are subject to risks and uncertainties.  These forward-looking statements are not guarantees of future performance and involve a number of 
risks and uncertainties. These forward-looking statements include statements about (1) the Company’s expectations and belief regarding its ability to launch new 
innovative products which, combined with its focus on improving operations, will enhance the guest experience and drive increased restaurant profitability; (2) its 
expectations and belief that it will finish 2013 strong; (3) its expectations and belief that it will launch fewer, more impactful products in the U.S. and Canada going 
forward; (4) its expectations and belief regarding its ability to drive franchisee profitability through consistent execution of its Four Pillars strategy; and (5) its 
expectations and belief that its fully-franchised business model is the right business model to accelerate growth while enhancing the profitability of the BURGER 
KING® system worldwide. The factors that could cause actual results to differ materially from the Company’s expectations are detailed in the Company's filings with 
the Securities and Exchange Commission, such as its annual and quarterly reports and current reports on Form 8-K,and include the following:  risks related to the 
Company’s ability to successfully implement its domestic and international growth strategy; risks related to global economic or other business conditions that may 
affect the desire or ability of customers to purchase the Company’s products;  risks related to the financial strength of the Company’s franchisees; risks related to the 
Company’s substantial indebtedness; risks related to the Company’s ability to compete domestically and internationally in an intensely competitive industry; and 
risks related to the effectiveness of the Company’s marketing and advertising programs.  In addition, the Company’s expectations regarding the benefits of a fully-
franchised business model are subject to a number of risks, such as its limited influence over franchisees and reliance on franchisees to implement major initiatives, 
limited ability to facilitate changes in restaurant ownership, limitations on enforcement of franchise obligations due to bankruptcy or insolvency proceedings and 
inability or unwillingness of franchisees to participate in the Company’s strategic initiatives. 
 
These risks are not exhaustive and may not include factors which could adversely impact our business and financial performance.  Moreover, we operate in a very 
competitive and rapidly changing environment.  New risk factors emerge from time to time and it is not possible for management to predict all risk factors, nor can 
we assess the impact of all factors on our business or the extent to which any factor, or combination of factors, may cause actual results to differ materially from 
those contained in any forward-looking statements. 
 
Although we believe the expectations reflected in the forward-looking statements are reasonable, we cannot guarantee future results, level of activity, performance 
or achievements.  Moreover, neither we nor any other person assumes responsibility for the accuracy or completeness of any of these forward-looking 
statements.  You should not rely upon forward-looking statements as predictions of future events.  We do not undertake any responsibility to update any of these 
forward-looking statements to conform our prior statements to actual results or revised expectations. 
 
This presentation also includes non-GAAP financial measures as defined in Regulation G, including EBITDA, Adjusted EBITDA, Adjusted EBITDA Margin, Adjusted Net 
Income, Adjusted Diluted EPS, TTM Adjusted EBITDA, Net Debt-to-TTM Adjusted EBITDA ratio, and Organic revenue and Organic Adjusted EBITDA.  The 
reconciliations of these non-GAAP financial measures to their most comparable GAAP financial measures and other information required by Regulation G are 
included in the appendix to this presentation. 

Safe Harbor Statement 
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• Grew system-wide sales by +5%(1) and global comparable sales by +1%(1), driven by 
growth in EMEA, LAC and APAC 

• Increased adjusted diluted EPS(2) by +32% to $0.23 and organic adjusted EBITDA(2)(3) 
by +17% to $176.0 million with double-digit organic growth across all regions 

• Delivered best-in-class adjusted EBITDA margin, increasing 2,822bps yoy to 64.0% 

• Accelerated international growth with 592 TTM net new restaurant openings, a 
+118% increase over the prior year 

• Increased cash dividend to $0.07 per share for Q4, up from $0.06 per share in Q3 

Third Quarter Highlights 

1) System-wide sales and comparable sales shown on constant currency basis. 

2) See Appendix for reconciliation to most comparable GAAP numbers. 

3) Excludes impact of refranchisings and currency movements.   
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Growth Highlights 

1) In constant currency 

Q3 2013 Growth  Highlights 

272

592

3Q12 3Q13

TTM Net Restaurant Growth

3.6%  

4.9%  

3Q12 3Q13 

System-wide Sales Growth (1) 

1.4%  

0.9%  

3Q12 3Q13 

System-wide Comparable Sales 
Growth (1) 
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$0.17 

$0.23 

3Q12 3Q13

35.7% 

64.0% 

3Q12 3Q13

$150 

$176 

3Q12 3Q13

 

Profitability Highlights 

Q3 2013 Profitability Highlights 

1) See Appendix for reconciliation to most comparable GAAP numbers.  Prior year Organic Adjusted EBITDA adjusted for currency movements. 

Organic Adjusted EBITDA(1) Adjusted EBITDA Margin(1) Adjusted Diluted EPS(1) 
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Business Strategy 

U.S. & Canada 
Increase average unit sales 

with Four Pillars plan 

International 
Accelerate NRG and continued SSS 

growth 

Global Refranchising 

Menu Marketing Communications 

Image Operations 

Accelerate growth of Master Franchise JVs and 
Development Agreements 

Capitalize on emerging middle class consumer spending and 
under-penetration of the BURGER KING® brand 

Transformed business into a cash  
flow generative platform for growth 

STRATEGY INITIATIVES 
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Business Strategy: 4 Pillars – Menu & Marketing 

Core/Value:  
Drive Traffic 

Premium:  
Build Brand and 

Check 

• Continue to focus on delivering compelling value to drive sales and traffic 

• Innovation pipeline focused on fewer, more impactful products 

Premium LTOs + Core/Value Promotions  = 

A balanced approach to driving positive profitable traffic 

Q3 Line-up 
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SATISFRIES™ Launch 

• Launched successful social media campaign 
through Twitter and Instagram  

• #1 Twitter story on launch day 

• 1 billion media impressions in 1st week 

• 2.5 billion media impressions by 3rd week 

• Launched product live on Today Show 
followed by widespread media coverage 

• Ensuing weeks included rebranding to Fries 
King℠, TV spots and free fries samplings 

“Satisfries pleasing to taste 
‘spuds’” – New York Post 

“a crinkle slice of heaven”          
– Today Show 

On September 24th, we unveiled SATISFRIES™, a first of its kind better-for-you French fry 
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• ~600 units re-imaged in 2012; on track to hit 
target 

• Average re-imaging cost of ~$300K per restaurant 

• Re-imaged restaurants continue to experience 
average sales uplift of 10-15% 

• Continue to work on initiatives to reduce upgrade 
costs 

Business Strategy: 4 Pillars – Image 

Re-image Interior Décor  

11% 
19% 

40% 

2011 2012 2015 Target 

2015 Re-image Target 

20/20 Restaurant Re-image 

Re-image Updates 

Dynamic image design focused on comfort, 
food quality and an inviting atmosphere 


