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Disclaimer

This presentation contains forward-looking statements that represent our beliefs, projections and predictions about future
events or our future performance. Forward-looking statements can be identified by terminology suchas i ma i woid wo wl d
Nncouil dh ouilek,p@aectint@pdd@anad i ch bpealti@egvéet,iomat e digpott ,edi €t b ak or the reegative
of these terms or other similar expressions or phrases. These forward-looking statements are necessarily subjective and
involve known and unknown risks, uncertainties and other important factors that could cause our actual results, performance
or achievements or industry results to differ materially from any future results, performance or achievement described in or
implied by such statements. The forward-looking statements contained herein include statements about the business
prospects of Westlife Development Ltd (VWestlife De v e | o p mseabilitydtd attract customers, its affordable platform, its
expectation for revenue generation and its outlook. These statements are subject to the general risks inherent in Westlife
Dev el op busimessOThese expectations may or may not be realized. Some of these expectations may be based upon
assumptions or judgments that prove to be incorrect. In addition, Westlife De v e | 0 p busimess@sd operations involve
numerous risks and uncertainties, many of which are beyond the control of Westlife Development, which could result in
Westlife De v e | o p expactatiorss not being realized or otherwise materially affect the financial condition, results of
operations and cash flows of Westlife Development. Additional information relating to the uncertainties affecting Westlife
Dev el op msinesstis contained in its filings with various regulators and the Bombay Stock Exchange (BSE). The
forward-looking statements are made only as of the date hereof, and Westlife Development does not undertake any
obligation to (and expressly disclaims any obligation to update any forward-looking statements to reflect events or
circumstances after the date such statements were made, or to reflect the occurrence of unanticipated events.
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Staying strong & agile through tough times
QlFY22 1 Key Highlights

' A Q1 SSSG at 183% YoY SALES
- A Overall Qtr growth at 176% YoY; with sales at Rs 2,592 mn AEREREEEEEES "’?
| A Faster and Stronger recovery despite high volatility in operating environment due to Covid restrictions
A Accelerated growth in Convenience?, grew +202% YoY
0 Robust performance of Delivery - sales tripled YoY; Hi ghest ever MDS sales in Junfedo?2l1

o Continued growth in Drive thru - sales doubled YoY
A Company is on an expansion mode with 5 stores under ground break

0 Reinvestments and reimaging of stores with 11 EoTF & 7 McCafes added during the quarter

A Rashmika Mandanna onboarded for McSpicy Fried Chicken & BTS Meals campaign witnessed overwhelming response
A 100% 1st dose vaccination completed & Covid relief package for all employees

A Gross margins at 65.4% (+218% YoY growth) NS
A ROM at 9.8% (200%+ YoY growth) &
A A significant jump in Op. EBITDA from a loss of Rs 422 mn to a profit of Rs 51 mn [2% Op EBITDA], despite ‘

margins being impacted by volumes
A Committed Capex investment for Stores Expansion

Note: 1) Q1FY22 numbers are including adjustments arising out of IND AS 116 impact; 2) Convenience Platform includes MDS, OTG & Drive Thrus
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Q1 recovery quicker, bolder and stronger vs Wave 1 last year

Sustained Gross Margins & positive ROM for Q1FY22 despite regulatory headwinds

| | | 3,576 |
Wave 1 | ; 3,51 | | Wave 2
| 2,592
2,095
939 |
Q1FY21 Q2FY21 ! Q3FY21 i Q4FY21 Q1FY22
Operational ApréM@yéZOn()?dulOZAmgGZS@pGEZCDCtGIQ@vOZDQCZOE Janﬁzébﬁmgr@izépr@ﬂléyﬁzynézl
Stores 119 197 263 ' 270 278 287 303 301 302 ' 301 302 301 @ 302 268 264
Wave 1 - Nationwide  States allowed to open dine- Maharashtra (50% Night curfew Wave 2- Dine in closed,;
lockdown imposed in in in a staggered manner of sales) allowed to  imposed in few Night curfews, partial
Mar 620; restaurants start dine-in from states lockdowns begin in some
completely shut and Oct 620 states in the second wave &
delivery allowed to operate malls/ theatres shutdown
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Recovery backed by continued acceleration in Convenience;
setting new benchmarks é Juneéabkdare2. 6 x of June

Stronger growth in Convenience

1.9x _
| | | . : A Convenience sales have
: i | | | doubled over pre Covid levels
1 i i i | A Convenience channels are
| | ! i | growing at a faster and
i : | i | stronger pace. This growth is
| | | | i here to stay.
P DD D DD D DD D DD D DD D A Hence, once dine-in recovers
0’ @*’ : &l A/ Ql : 0\l Q Ql : C}f A/ c)l : Ql Ql é’ : Kl */ Q ] i
R AN ol A AR A R AR completely, we will be pegged
| | ‘Convenience ! | for exponential growth
YoY Recovery | | i |
Convenience |  60-65% | 90-95% + 105-110% @ 140-145% |  300-305%
Total Sales |  25-30% | 50-55% | 75-80% | 105-110% |  275-280%
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Convenience sales almost doubled vs pre Covid

+ 33% QoQ growth in Convenience during the quarter

MDS sales +36% QoQ ;
1.5x vs pre Covid

y,

y
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Drive Thru sales +52% QoQ ;
2.6x vs pre Covid

\.

Continued acceleration in
On The Go




Julyo2l1l Updat es

A 100% recovery vs Pre covid

AJul 621 sales al most equal s

il
" m
£ 100% D 100%
Recovery in Sales Recovery in Sales
over Jnal 019 in all markets
~1 i 7)( Drive Thrus & High Accelerated outside of
Recovery in Street stores growth continues Maharashtra
delivery sales in OTG (new
over Julyo61l9 channel)

Exponential business growth = Accelerated Convenience + Strong Dine in recovery
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Continued cost leadership to sustain strong financial performance

Operating Efficiencies - Rationalised
supply chain costs (zero base budgeting,
reducing wastages, optimizing

distribution costs) and store operating
costs (M&R, utilities, crew labour etc)

Positive landlord negotiations -
constructive ongoing negotiations
with landlords to secure rent relief
and deferrals, together with revised
contractual terms

Headoffice rationalization 7
renegotiating office rentals, reducing
discretionary expenses like travel,
shifting some services from annuity to
need based.

Lender Support - secured increase
in revolving credit facility to improve
liquidity, not currently utilised

Working Capital - renegotiated
contracts with key suppliers and
agreed payment plans

Employees 1 utilised furlough and
flexible furlough schemes to ensure
retention of majority of our employees
through the pandemic

Reducing cost base and focusing on capital efficiency to result in ROM optimisation as well as stronger balance sheet
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Key Focus Areas

Moving from Defence to Building Confidence

Menu Innovation &

r \\ //
:?:

N

Product Leadership
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V Trust

V Burger Leadership
V Meals
V Snacking

V Chicken Leadership
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Omni Channel &

Digital Acceleration
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Delivery

Accelerating other
convenience channels

Offers led digital sales

Stronger partnerships with
e-commerce players

Accelerating app downloads

Reimaging

-,
Kaﬂ Network Expansion &
L O

D

y

V Network Expansion in
Tier 1 & 2 cities

V Increase in drive thrus

V Modernisation of stores

Cost leadership & operating efficiencies

To be a modern, relevant & progressive food company delivering long term prosperity and well being for our

customers, our people, our communities and our shareholders




Menu Innovation &
Product Leadership

Building Blocks to Unlock Growth

V Trust

V Burger Leadership
A Meals
A Snacking

V Chicken Leadership




Effective Marketing & Brand Campaigns

Association with celebrities to increase awareness, affinity & resonance towards the brand

McSP)CY"

FRIED CHICKEN

You Just Can’t ¥y
Get Enough

0]
5¢
(a8

cccccccccccc

Leveraging Brand Association
with Rashmika Mandanna

(Y\| zomato

Give in t.o 8 MAHARAJA MAC® - VEG
your cravmg. . A e Chouts

he Majestic
Maharaja Mac.

BUY 2 on Premium Burgers

(¢ gy ) 20 many more exciting combos \\
— FREE — -

Premium Burger Promotion

Launched

BTS Meal s
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Burger Leadership

To become the Go To Burger destination by providing relevant great tasting burgers at great value
Snacking

Meals

A Premium range of
burgers easily
accessible wherever
you are, with
uncompromised product
experience

A Meals daypart offering
A New range of indulgent

burgers for any kind of
craving

AEst abl i sh Mc Datimate andickingachoide h e Nothing comes close to

A To launch a wide range of snacking options at OUR PREMIUM BURGERS
Mc Donal doés

A Safer and tastier equivalents of snacking options
available at the roadside vendors
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Chicken Leadership

McSP)CY" A Onboarded Rashmika Mandanna

FRIED CHICKEN as the brand ambassador for
You Just Can’t > | McSpicy Fried Chicken
Get Enough

n
o9
[a

"EeR " 3415

A Chicken is a Rs 5,000 Crs market
in South

GST INCLUSIVE

Launched Sharers and
Cthken Mea|S All things spice and nice!

A

westlufe |

g bl ey 2




Omni Channel &
Digital Acceleration

V Delivery

V Accelerating other convenience channels

V Offers led digital sales

V Stronger partnerships with e-commerce
players

V Accelerating app downloads




Accelerating convenience channels
Effectiveness of Convenience Channels through digital & brand leadership

Q1FY22 - 202%+ YoY growth in Convenience platform; 33% sequential growth

McDelivery

AHi ghest ever sales in Juneb621

A Offered exclusive combo offers, Deal of the day, Free Treats, Free delivery, late night deliveries, smart
discounting basis consumer cohorts on our app for recruitment and retention

Drive Thru (DT)
A Highest ever sales in J u n2 @over 3x of pre Covid levels)
A Focusing on DT VIP club program, creating more brand visibility for drive thrus through out of home activities

On the Go (OTG)
AMcDonal dé6s OTG platform i s op e rwinessiograbustgiomth 85 %+ of 1 e

A Building brand value and increasing awareness / visibility through out of homes activities; offering exclusive
combo offers on OTG
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Offers led digital sales
Effective convenience channels campaign

Midnight Delivery

McSaver Combo Offers
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McDelivery

On The Go

MDeFeery
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