ROARK CAPITAL GROUP

htto://www.roarkcabital.com/
Roark Capital Group is an Atlanta-based private equity firm with over $S6
billion in equity capital and commitments raised since inception. Roark
focuses on middle-market investment opportunities through family-owned
business transfers, management/corporate buyouts, recapitalizations,
going-private transactions, and corporate divestitures. Roark has made
investments in 51 multi-unit businesses, that collectively have nearly 22,000
locations and $20 billion in system-wide revenues across 50 states and 75
countries. Roark’s total locations include over 18,000 domestic locations and
4,000 international locations. Roark invests primarily in franchise, brand
management, environmental services and marketing services companies with

attractive growth prospects.
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Now growing in
China - One of
America’s Top
Ranked Burger
Franchises!

Ranked #1 by ﬂ%ﬁ%ﬂ? in Food Quality, Service & Cravability!

Ranked #1 by ij SANDELMAN Q3 2015 in Flavor & Quality!
THE 2075

Restaurant Market Intelligence

CKE in Top 3 Burger Franchises, Entrepreneur Magazine FgAINCIHEE

Carl’s Jr. - Southern California’s legendary premium char-grilled burger quick-service
brand - founded in 1941 and now a rapidly growing global brand across the US and in
37 countries. Our world-wide system is now 3,700 restaurants strong with revenues
exceeding US$4.3 billion. Clearly positioned and well differentiated from our
competitors, with memorable and edgy “cut through the clutter” advertising, Carl’s Jr.
knows its target customers and appeals to today’s “young hungry guys” successfully in
China and around the world.

From a strong base in Shanghai with years in the market, Carl’s Jr. is now seeking
franchise partners to develop and operate multiple restaurants in China’s major cities
and provinces. Candidates should be well-connected in their region and have the
financial resources to build multiple restaurants in an exclusive territory. In addition,
they should be prepared to build a strong team to run the business - preferably with
chain restaurant operating experience. In addition, commercial real estate development
capabilities and experience is a key quality of successful candidates. Above all,
candidates must show a passion for serving great char-grilled burgers!




World Class Support
for World Class
Franchisees

BEFORE YOU OPEN, WE ASSIST YOU THROUGH THE FOLLOWING:

Site Selection * Restaurant Design * Equipment Ordering
Construction * 12-Week Training for Franchisee/Senior
Management

AFTER YOU OPEN, WE CONTINUE TO ASSIST YOU WITH:

Field Support: Our Shanghai-based support team will assist you with your
business at every stage.

Operations: We provide periodic information on a variety of items to assist
you with operating your business.

Franchise Services: We are right here in China, only a phone call or email
away to respond to any questions you might have - in your own language!
R&D: A qualified staff of professionals in our corporate state-of-the-art
kitchen provides ongoing research and development.
Marketing/Advertising: You continually benefit from our Marketing Team,
both from the US and in China, who will support you with your strategic
advertising and local store marketing.
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FOCUS BRANDS COMPANY PROFILE

Company / Brands Introduction

FOCUS Brands Inc. is the franchisor and operator of over 3,000 bakeries, restaurants, cafes
and ice cream shops in the United States. We have a portfolio of 6 brands including
Cinnabon, Auntie Anne’s, Carvel, Schlotzsky’s, Moe’s Southwest Grill and McAlister’s Deli.
Outside of the Unite States, we have 1,500 stores across 65 countries in Asia, Europe,
Middle East and South America. Our system sales is currently at $2.4 billion annually. We
are a certified World Class Franchise by the Franchise Research Institute.

Our requirements and profiles of franchisees we are looking for in China

Experienced in operating multi-unit food & beverage outlets

Has existing food service operations structure (people, facilities, etc.)

Strong local knowledge and ability to adapt our brands to local conditions

dedicated brand builder with willingness to invest and grow our Brands in the territory
Supply chain and real estate expertise

Well-capitalized with proven leadership and management

Long term financial plan with liquid assets for first two years of developing stores
Strategic fit with Focus Brands

Support we provide to our partners

Marketing & Innovation: comes up new products, consumer insights, partnerships and
marketing to bring in more business

Supply Chain: links every location into a network of regional vendors, advanced
processes and high quality products to reduce spending

Operations & Training: provides intensive leadership team training, regional team support
and technology tools to improve operations.

Development: provides critical expertise in everything from site selection, to design, to
construction for new locations

Typical franchisee fees structure (negotiable — to be decided based on partners’
capabilities)

Royalties: 6% of gross sales

Marketing Contribution: 1% of gross sales

Initial Franchise Fee $25,000 per store

Term: 10 years per store, with option to renew for another 10 years

Development Area Fee: $75,000 - $100,000 (depending of size of area and complexity)

Brands’ photos and logos (see next pages)



Cinnabon m

A CAFE STYLE

OUR GLOBAL BRAND

* Born in Seattle in 1985

* 1200 worldwide location:
60 countries

* Flexible formats with success
high traffic locations: shoppi
malls, airports, train stations

 Successful with
female Millennials

© Small capital investment
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Auntie Anne’s @ AuntieAnne’s

/AuntieAnne’s

- ON THE GO, ALL DAY SNACKING
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A CAFE STYLE

OUR GLOBAL BRAND

* Born in Seattle in 1985

* 1200 worldwide location:
60 countries

* Flexible formats with success
high traffic locations: shoppi
malls, airports, train stations

 Successful with
female Millennials

© Small capital investment
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WINGSTOP

Brand Introduction

OUR MISSION : TO SERVE THE WORLD

We’'re not in the wing business. We’re in the flavor business. It's been our mission to
serve the world flavor since we first opened in '94, and we’re just getting started. What
began as a small buffalo-style chicken wing restaurant in Garland, Texas, continues to
soar to great heights. Today there are more than 800 restaurants open across the
United States, Mexico, Singapore, the Philippines, Indonesia, and the United Arab
Emirates.

Wingstop quickly became a fan favorite. Our proprietary recipes, outstanding food and
superior customer service created a demand that could only be satisfied by more
locations. In 1997 we began offering franchises. Today we are one of the fastest-
growing concepts in the United States, attracting top entrepreneurs and operators with
the drive and passion to own their own business.

Wingstop is the destination when you crave fresh made to order wings, seasoned fries
and any of our famous sides/appetizers. For people who demand flavor in everything
they do, there’s only Wingstop. — because it's more than a meal, it's a flavor experience.

What makes Wingstop one of the strongest growing Fast Casual Brands:
Category Leader:

e Largest national, fast casual wing-focused chain in the U.S. (98% franchised)
e 845 restaurants in 39 states and 7 countries as of year-end 2015

Compelling Unit Economics

Annual Sales Volume per location of ~ us$1.1MM in the Unites States (US)
Flexible real estate profile with average restaurant size of ~170 square meters
Sales to investment ratio of 2-3.0x

Unlevered cash-on-cash returns of 35-40% in YR2 of franchisee operation (US)

What kind of partners are you looking for in China?

We seek well capitalized groups with experience in Food and Beverage concepts with
access to quality retail real estate. Ideally group currently operates a non-competitive
Western F&B Brand that they have successfully expanded in China and can leverage



experience in logistics, supply chain and development. A group that has Western
trained management and English speaking leadership within their current organization
is a very strong preference.

We see developing the country in one of two manners:

1. One Master Franchisee operator that develops across the country through
owned and operated locations and maybe sub-franchising at some point in the
future based on proven results

2. 2-4 regional franchisee operators who own and operate across 4 distinct regions:

e North — Beijing

East — Shanghai

South — Guangzhou

West - Chongqing

The Groups(s) we seek should be ready to envision Wingstop as a concept with the
potential for several hundred locations in the country and have clear site and
capabilities to support an expansion of 125-150 locations in the first 10 years in the
market.

Partner support to be provided by brand

The Groups(s) would be initially supported by regional team based in Singapore that
overseas Asia/Pacific and has Mandarin speaking capabilities. This group would
provide on-going support during pre-launch, at launch and during expansion.

An International dedicated team would support regional office in other functional areas
including Training, Marketing, Technology, Real Estate Selection, Supply Chain, and
Design/Equipment.

At some point, Wingstop would consider placing support personnel in mainland China.

Photos-Visuals of the Brand

Logo:
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Restaurant Front-Counters:

THIS FLAVOR
DESTINATION

Sports Casual Dining Concept:
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A.DESCRIPTION
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A. Brand Introduction

Anytime Fitness began its rise in the United States, in Hastings Minnesota in 2002 and
this also marked the first year that Anytime Fitness went into franchising. Our sacred
mission - to remove the barriers to a healthier lifestyle by operating convenient,
comfortably affordable gyms in community areas, within walking distance of where
people live, delivered by a team of passionate and personable professionals — we
quickly become the number one gym brand in the world and the fastest growing co-ed
fithess club franchise on the planet.

Anytime Fitness has recently been ranked No. 1 on Entrepreneur magazine’'s annual
Top Global Franchise list. Averaging more than 300 new gyms a year for each of the
past 8 years, Anytime Fitness now has over 3,400 franchised gyms — in fewer years (13)
than it took other franchising legends like McDonald’s, Subway, 7-Eleven and Pizza Hut
to reach that same milestone.
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Anytime Fitness Asia threw open our doors with our first gym in Woodlands
Singapore in October 2013 and we began franchising in Asia in 2014. Within 18
months we opened 25 gyms in Singapore and today, we have over 100 territories
sold throughout the region and we were recently awarded FLAsia International
Franchise of the Year, Asia One’s Peoples Choice Award (2015) and SME of the
Year (2015) in the Fitness Category and Fastest Growing Business of the Year
(2015).

Anytime Fitness have a very clear and concise vision and sacred mission. We are
on a global crusade to help all people get to a healthier place by providing
conveniently located neighbourhood gyms with 24 hour access, staffed by passionate
team members dedicated to offering a surprisingly personal experience for our
members worldwide.

We achieved this by delivering on our promises of offering members:

* Access to well trained, informed, caring, dedicated and friendly brand
ambassadors that are mutually accountable to deliver on a promise of wellness to
our valued members

» Convenient access - operating 24 hour / 7 Day per week access - we never close

* One key that opens the door to over 2,400 Anytime Fithess gyms around the
world (in fact, we open a new gym everyday)

* The best, brand new, state of the art fithess equipment in a comfortable and non-
intimidating environment

» Personal Trainers who are well trained and fully certified.
» Specialized classes delivered by professional trainers that make it fun - including
* Yoga, Zumba, Les Mills and kids classes and much more

* Alimited number of memberships so we won't overcrowd our gyms and therefore,
we can get to know our members better — as we do the over 2,000,00 members
that have joined Anytime Fitness - we aren't a big box, impersonal gym

* Impeccably clean and warm and inviting facilities that are micro-managed by a
dedicated team with strongly held Anytime Fitness beliefs and values who will be
situated within the gym

* Responsible community care approach with outreach programs that support and
help a wider audience beyond our purple walls.



Our people and corporate culture are at the heart of everything we do and our
stakeholders are the embodiment of our promise to our members, and keeping our
promise throughout Asia is inextricably linked to the passionate commitment to
excellence and continued professional growth of our team members. Our educational
programs underpin this messaging and are designed to help franchisees to continue
to inspire our members to get to a healthier place.

B. What kind of partners does Anytime Fitness seek

Anytime Fitness Asia are looking for franchisees to operate gym locations throughout
Mainland China. Partners can operate one to as many as 10 or more gyms
depending on their capacity to management prowess and their financial resources.

We are also looking for real estate partners and developers who may wish to have a
gym facility in their properties.

Anytime Fitness are also wanting to collaborate with well connected partners to assist
us and support us in our mission to proliferate, grow and scale throughout China.

Lastly, we will be establishing Anytime Fitness Universities and we are seeking
government cooperation to support our HR and Learning and Development plans.

C. Partner Support to be provided

These are the foundations for everything we do.

WHY - Helping Real People Overcome the Barriers to a Healthier Life.
HOW - With Surprisingly Personable Staff

WHAT - Convenient Gyms & Fitness Tools

Our foundations are delivered and maintained using a rich tapestry of bespoke tools
and learning and development programs that are mandated and administered
throughout the world.

Working in hand with learning and development teams from around the world,
Anytime Fitness have devised, produced and delivered extensive classroom training
and in field coaching and audit programs using tailored materials to develop
stakeholder knowledge competency, soft selling skills and leadership skills delivered
on a regular and frequent basis.



Training Modules are provided verbatim and in script form and then the Modules are
translated to the local dialect to ensure that the trainers deliver a consistent message
across disparate markets.

Each new Module builds on the former and incorporates further in-depth material,
allowing for varying levels of ability, complexity and development.
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Prehse onBOARDING

Please Membership
Onboarding

Behavior and
Accountahility Steps

Parsonal - Create gemiine homan
connections. Becognire and support the
umi quieness of ezch person.

- Treat sach meting a5 I 15 unbque. (You

miay have anmwvered these oestions and
tcaared many dmes. But, for them_it's
thelr firsi ime here.)

- Laamn thelr name and Incarporaie 2

unlque feabare Inéo the exchange.

Listen - Be fully present, respeciiul,
and curions in avery moment of
commundcation. Talk less, listen maore.

- Engage Inlowal 3 isioning by noficing

mn-werhals

- sz open-ended questiorsfsatemonis

k&, “Tall me more_™

Empathy - Show compassion and con
e for each individual. Don't jodge
anpther's sifuation, instead show them
WML CaATe.

- Henflfy the emofion with which they

are commrunicating (s2d, hapgry, angry,
heesHamt, sic ).

- Admowledge the cmotion werbally In

canversation.

Anticipate — Uncover and fulfill
axpressd and unexprossod noods.
Delight everyone with proactive
attention bo their wants.

. HiEntify their stated neads and provide

arswers/informafion.

- Look for magic moments and capliain.

Senen of Urgoncy - Seime each
oppartundty to gquickly respond o
athors. Thoughtfully rephy within
a business day to all questions and
reuests.

- Eesporsd {0 questlons/comments within

ome business day at mist

. Follow-up with prospeclimember at a

lzvel of consisiency appropriaie to thal
spaciBc mdividual

Encouragement - Provide an authentic
dnse af motivation in every encoonter.
Support a daily commatment to lifelong
friness.

- Provide an auihentlc doss of mothation

with each enCoonier.

_ Abwrys schedube 3 Tollmw-up for yoarsalr.

Qb Hub note (@3 How did your surgery
go 7L, Fiimess Orieniation, Persanal
TralreT appL



Anytime Fitness have a robust support program for setting up franchises and
acquiring supplies and equipment to open and operate gyms.

It begins with location, location and location - our in country Regional Agent partners
source and secure the best possible site for our franchisees and we collaborate with
our landlord partners and the franchisees to ensure the most competitive and
appropriate lease terms and conditions.

Next, Anytime Fithess have a vendor program that vets, negotiates, on-boards,
manages and supports our vendors and franchisees to provide everything from fit out
to security to bookkeeping services to printing to furniture to gym equipment —
basically, anything necessary to operate and run the gyms.

Anytime Fitness have well established system and service standards and protocols
that evolve around our PLEASE standard model.

In additions, we measure and monitor the standards to ensure compliance. We deploy
teams of mystery shoppers that test and analyze club performance on a quarterly basis
and we employ a dedicated compliance team that conduct pre-opening and post
opening compliance.
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