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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 such as “may,” “will,” “would,”
“could,” “should,” “expect,” “intend,” “plan,” “anticipate,” “believe,” “estimate,” “predict,” “potential,” “continue” or the negative
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 (‘Westlife Development’), its ability to attract customers, its affordable platform, its
expectation for revenue generation and its outlook. These statements are subject to the general risks inherent in Westlife
Development’s business. These 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 Development’s business and operations involve
numerous risks and uncertainties, many of which are beyond the control of Westlife Development, which could result in
Westlife Development’s expectations 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
Development’s business is 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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Covid-19 impact has been devastating on the region we
operate in..

 India has the 2"d highest cases globally with a total
of 7.1 million infections

» The curve has just started flattening out in the last 2-
3 weeks

Confirmed

\ 11 October
67,789 -6,629

65% of all cases are in West and South India

India was the country with the longest nationwide
lockdown globally

0 50,000 1,00,000 1,50,000 2,00,000+
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Though phased relaxations started in Q2; 50% of our
stores were not allowed to operate dine-in until October...

Phase-wise relaxations across different states as the cities start re-opening for business with minor interruptions

» 10 days complete lockdown in Pune
» Madhya Pradesh commenced dine in
operations

* Phased re-opening - Entire quarter dine in was not operational
Tam'l Nadu Ma” store |n Chennal on Sundays
(Chennai) from mid « Mabharashtra dine in was not operational
July entire quarter
Endof period  Jun’20 | Jul’20 Aug’20 Sep’ i Oct’2
operational l :
stores ! |
 Lockdown was lifted from 8" June’20 * Phased re-opening Maharashtra dine in
onwards in most states — Kerala, Karnataka, Tamil Nadu commenced with 33%
Andhra Pradesh, Telangana, Goa, Gujarat standalone stores seating capacity and
and Chhattisgarh (Chennai) from mid with restrictions on
» Maharashtra was under complete lockdown August operating hours

and dine — in had not commenced
» Overall 57% of our operational stores were

not open for dine —in.
Note: Operational stores : Open on any sales channel
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But we embraced this crisis as leadership opportunity

with strong recovery month on month .......
WDL is back to 65 - 70% of sales of pre Covid levels

Sales
Sales Recovery Rate % vs 15-20% 40 - 45% 5 65 - 70%
Pre Covid Levels (Feb’20) 5 ! e
Apr May Jun Jul Aug Sep
Operational : :
SUEEE 119 197 | 263 270 | 278 287
Nationwide lockdown imposed Maharashtra (50%
in Mar’20; restaurants States allowed to open dine-in of sales) allowed to
completely shut and delivery in a staggered manner start dine-in from
allowed to operate Oct’20

Note: Pre Covid levels — Feb’20
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Speed of recovery improving as initiatives from Q1 play

out and caution around Covid-19 reduces....

75-85%

70-75%
65-70%
60-65%
55-60%
50-55%
45-50% I
Bucket 1 Bucket 2
12+ weeks since dine-in opened 4-8 weeks since dine in opened
54% of restaurants 46% of restaurants
1 Month since opening ® 2 months since opening 3 months since opening
® 4 months since opening ® 5 months since opening
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e 7-10% month on month
increase in recovery rate once
dine-in is allowed to open

* We are confident that the
robust recovery will continue
in Q3 FY21




Robust growth continues week on week on convenience
as well as Dine In

Channel wise recovery of Bucket 1 stores

2.0
1.8
16 * Recovery is driven by
' convenience & dine in
é
o .
£ 14 » Sales from convenience
D channels are here to stay, it is
3 an additional usage occasion
12 for our consumers
» Expect strong growth in both
10 channels of business in the
coming quarters
0.8

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
Weeks since dine in resumed

Convenience =—e=Dine-in
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Convenience continuing to deliver exceptional & incremental
growth

Convenience platform for Sep’20 is back to overall pre Covid levels (Feb’20)

A wesﬂsfé“ \‘

7" lvm lovin’ it
y/

Robust recovery in McDelivery

and Drive Thru average sales
per day

Note: Convenience Platform includes MDS, OTG & Drive Thrus



Aided by Volume recovery and Proactive plan to manage

and mitigate risk resulting in break even in Sept’20

Reducing cost base & increasing liquidity by relentlessly focusing on cash conservation

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 —
renegotiating office rentals, reducing

A
discretionary expenses like travel, ‘

shifting some services from annuity to through the pandemic
need based.

Reduction in fixed cost by ~30% and optimization of variable costs has resulted in lower restaurant break-even point as well as enabled the

company to maintain enough liquidity and reduce net debt on balance sheet
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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

, 'J Employees — utilised furlough and
flexible furlough schemes to ensure
retention of majority of our employees

Y 4



Q2FY21 UPDATE



Q2FY21! Results & Highlights

Focus on

100% Safe, 100%
Delicious Brand
Experience

Sales at Rs 2,095 Mn:;
over
QlFY21

60% SSSG recovery
for Q2FY21;

+673 bps in GM over
Q1FY21 at 63.5%;

optimisation in
Fixed costs (FC)
continued for Q2FY21

Gradual recovery in
dine in

by
~Rs 17 Crs vs Q1FY21

Note: 1) Q2FY21 numbers are excluding IND AS impact




Q2FY21
BUSINESS UPDATE



Q2FY21 - Key Focus Areas

@ rodi
W ) ‘ I
Assurance cConvenience Access

v Safety & Hygiene v MDS v’ Store Operations
v Quality v’ Drive Thru v Global McDonald’s
App

v’ Service v"On The Go
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Assurance

« To maintain business continuity in a
safe environment

» To customers by keeping the brand
alive

 To employees through team
engagement activities




Assurance
Ensuring business continuity & phased re-opening with safety as a priority

Business
Continuity

Keeping the
Brand Alive

Team
Engagement

Mar — June’20

g

A

Setting up contactless
service

July’20

Aug’20

Sep’20

Oct’20

@ o
-2
Open dine-in in AP,
Gujarat, Telangana,

Karnataka and Kerala

l ] GUARANTEE

Golden Guarantee at
Restaurants

[ J o
-2
Open dine-in in

Maharashtra

&
-

Giving Back to
Community

gl

Digital Ordering (OTG)

kK Ko
I
B s
Celebrating occasions -

Friendship Day, World
Photography Day

McDonald's”

Launch of brand
campaign - Somethings
never change

World Chicken Day;
International Coffee Day

(2]

Work from Home

»
]
RGM meeting to

motivate the team & set
up next quarter plans
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VL

Introduction of digital
engagement for
recognition program of
team members

Beat Your Best
Competition

Beat Your Best
Competition

Y 4




Convenience

« MDS
e Drive Thrus
e Onthe Go




convenience
Effectiveness of Convenience Channels

McDelivery
(=) Sept ano
% » Sept’20 sales was at ~90% of pre
. \-\0\ Covid levels
rO\ 0 Q2FY21 Sales are at 156% over
Q1FY21

» Sep’20 average check is at 131% of

Drive Thru pre Covid levels

» Sales for Sept’20 reached 75-
80% of pre Covid levels

* Q2FY21 Sales are at 275%+
over Q1FY21

» Sep’20 average check is at
~134% of pre Covid levels

On the Go

Convenience

Platform * Created a new sales channel

keeping the customer needs at
the forefront and can help to
create a habit for customers

» Witnessing robust growth
M-0-M basis

o

=

Free Delivery, Stay Home Combos, Buy 2 Get 1 ‘ We are seeing bigger orders and AC has

campaigns to drive frequency increased by 30-35%
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Why On the Go?

First Mover
Advantage

M-0-M growth in OTG Revenues

Pick-up from
our store or get it delivered
to your vehicle 4x

Creating virtual

Drive Thrus for 2.7X
all restaurants
No waiting time as 1x
food is delivered to
the vehicle Acts as frequency
builder and can
build HABIT Jul'20 Aug'20 Sep'20

McDonald’s ‘On the Go’ platform is operational in 254 restaurants by the end of Sep’20
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Access

» Phased reopening of stores
« GMAL




Operational Stores

[ Phased re-opening of stores ]

m — McDonald's
- = é o
-.. L ) f

\ -

- A

287
278

197

119

Presence in 311 restaurants across 43 cities
(as of Sep, 2020)

9 restaurants closed during the quarter
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McDonald’s App Campaigns

Driving frequency and guest count

Offer Redemptions
250.0K
Relaxed
200.0K Organic growth | Drop due lockdown
' + restart of to onset rules
digital of i
150.0K acquisitionand | COVID
remarketing
campaigns
100.0K
50.0K

April May June July August September

No. of downloads during the quarter increased Total guest count on GMAL increased ~4x
1.7x QoQ and the active users increased by Q0Q basis

~44% YoY basis and 11% QoQ basis




Our People




Our People, Our Asset

Our Crew are our Superheroes, who were
Employee Training serving the nation with extra care during
the difficult period of Covid-19 outbreak

+ Employed a total of ~9,000 employees
« 32%+ of our employees are women

« The Company invests lot of time and efforts in training its
employees.

 Extended use of recognition through apps to ensure
visibility and connect to motivate employees

« Extended Community involvement
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Awards & Recognitions

O Greot o
— Place
= [

= Work

Hardcastle Restaurants Pyt Ltd.

For wipeng Ba? among roer PACOR @asiag Dede A [N CAICAG i efvrosmeet Ml pramdies
CHWE LN 0, S St £ 8 GrOel wir plaCe erperece FORALL pour ermplyeds DN Mk yins
CrQInLION e oG
0 3 100 Bost Wekpaces ‘et Waeves 2020

P

HRPL recognised among
‘India’s 100 Best Workplaces

for Women 2020’ by Great
Place to Work

Brand team judged as the best in
Asia Business Unit of McDonald’s
Corporation for their work on ‘Brand
& Convenience’ campaign

Everything has changed, your favourites haven't | McDonald's Golden Guarantee Safety Assurance

F NN w\“x‘

V) Gunsinree

EXTRASARE » GREAT TASTE
“ Soclal distancing
'A Froquent sanitization

Q Food traceability

. Regular hoalth checks
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Pusmess Tod: v
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=Y
INDIA’S

¢ o

MOST < ©
, POWERFUL% g
- WOMEN 4

Smita Jatia gets recognised
among “The Most Powerful
Women in Business” by

Business Today




Our Community

#ServingTheNationWithExtraCare: Touched 68,100+ lives

We partnered with many NGOs and corporates to distribute safe and
hygienic food to police officers, healthcare workers and daily wage earners

m
Meals
For
Good
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Q2FY21
FINANCIALS



Q2FY?21 at a Glance

Particulars Ql1FY21 Margins % Q2FY21 Margins % Q2FY20 Margins %
(Rs in Mn)
SSSG% (54.0%) (40.7%) 6.7%
Sales 938.9 2,095.0 3,965.3
YoY Sales Growth % (75.4%) (47.2%) 11.8%
lorosserofit | sz | ses% | 13307 | ek | assss | 65k
ROM (400.9) (42.7%) 77.1 3.7% 629.2 15.9%
' |op.EBITDA | (576.8) | (61.4%) | (102.2) | (49%) | 4101 | 103%
PBT (w/o Exc Item) (768.2) (81.8%) (366.4) (17.5%) 180.7 4.6%
PAT (575.1) (61.2%) (274.3) (13.1%) 129.1 3.3%
Cash Profits (550.4) (93.1) 358.2
New stores opening 1 0 5

Note: Q2FY21 numbers are excluding adjustments arising out of IND AS
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Impact of IND AS 116

(B) (C) (E) (F)

Particulars (A) Changes due Quarter (D) Changes due to| Quarter
(Rs in Mn) Quarter ended| to Ind AS 116 | ended Sept |Quarter ended| Ind AS 116 ended Sept | (A over D)
Sept 30, 2020 | increase / 30, 2020 Sept 30, 2019 increase / 30, 2019 YoY Growth
(Adjusted) |(decrease) **| (Reported) (Adjusted) (decrease) ** | (Reported)

Occupancy and other operating expenses 876.6 (144.0) 732.6 1,345.9 (184.9) 1,161.0 (34.9%)
Restaurant Operating Margin 77.0 144.0 221.0 629.2 184.9 814.1 (87.8%)
General and Administration Expenses 179.2 - 179.2 219.2 - 219.2 (18.2%)
Operating Earnings before interest, tax
and depreciation and amortisation (102.2) 144.0 41.9 410.1 184.9 594.9 (124.9%)
Other Income (57.7) (88.5) (146.2) (37.4) - (37.4) 54.4%
Finance costs 47.36 169.3 216.7 37.7 162.8 200.5 25.7%
Depreciation and amortisation expense 220.0 131.4 351.4 214.9 128.7 343.5 2.4%
Profit before tax and exceptional items (366.5) (68.2) (434.7) 180.7 (106.6) 74.1 (302.8%)
Exceptional Items - - - - - - 100.0%
Profit before tax (366.5) (68.2) (434.7) (180.7) (106.6) 74.1 (302.8%)
Deferred tax (92.1) (17.2) (109.3) 25.1 (24.2) 0.9 (467.4%)
Income tax - - - 26.5 - 26.5 (100.0%)
Profit after tax (274.3) (51.2) (325.4) 129.1 (82.4) 46.8 (312.5%)
Other Comprehensive income (net of tax) 0.9 - 0.9 0.6 - 0.6 57.0%
Total Comprehensive Income (275.3) (51.1) (326.3) 128.5 (82.4) 46.2 (314.2%)
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Revenue Trajectory
(NR )

Total Revenue 2,095.0 938.9 123.1%

INR Mn Q2FY21 | Q2FY20 3,500.9

3,965.3

Total Revenue 2,095.0 3,965.3 (47.2%)
2,646.7
2,342.9
: 2,095.0
Strong sales recovery in Q2FY21 over Q1FY21 on back of:
« Growth led by Convenience platform which are back to pre
Covid levels 938 9
» 65-70% sales recovery in Sep’20
» Gradual improvement in dine in

Q2FY17 Q2FY18 Q2 FY1o Q2 FY20 Ql FY21 Q2 FY21




Margins

Gross Margins 1,330.7 533.2 149.6% 77.0 (400.9)
% of Total Revenue 63.5% 56.8% 673 bps % of Total Revenue 3.7% (42.7%)
INR Mn Q2 FY21 Q2 FY20 INR Mn Q2FY21 | Q2FY20
Gross Margins 1,330.7 2,588.9 (48.6%) 77.0 629.2 (87.8%)
% of Total Revenue 63.5% 65.3% (177 bps) % of Total Revenue 3.7% 15.9% -
Gross margins are back to pre Covid levels on account of volume Driven by gross margin improvement, continued rent rebates and
recovery, higher average check size and supply chain cost optimisation operating cost optimisation, ROM improved to 4%
65.3 10.7 13.3 13.5 15.9
: | o === r— 3.7
»

Q2FY17 QO2FY18 OQ2FY19 0Q2FY20 OQO1FY21 Q2FY21 Q2 FY17 Q2FY18 Q2FY19 Q2FY20 Q1FY21 Q2FY21

Note: Q2FY21 numbers are excluding adjustments arising out of IND AS
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Profitability

Op. EBITDA (102.2) (576.8) PAT (274.3) (575.1)
% of Total Revenue (4.9%) (61.4%) % of Total Revenue (13.1%) (61.3%)
INR Mn Q2 FY21 Q2 FY20 INR Mn Q2 FY21 Q2 FY20
Op. EBITDA (102.2) 410.1 PAT (274.3) 129.1
% of Total Revenue (4.9%) 10.3% % of Total Revenue (13.1%) 3.3%
Positive RoM and fixed cost optimisation resulted in break even in With recovery not being at 100%, PAT resulted in a loss of Rs 274
Sept and ~82% reduction in cash loss for the quarter vs Q1FY21 mn
5 4 7.7 7.9 10.3 33
- — O o 0.5 1.2
o  — — ]
(4.9) (13.1)
(61.4) )
Q2FY17 Q2FY18 Q2FY19 Q2FY20 Q1FY21 Q2FY21 Q2FY17 Q2FY18 Q2FY19 Q2FY20 OQIFY21  Q2FY2l

Note: 1) Q2FY21 numbers are excluding adjustments arising out of IND AS; 2) Charts are not as per scale



Outlook FY21

TI’USt & Menu

Assurance Innovation

Financial

Convenience

Efficiency &

& Digital -
Stability

Focusing on stronger recovery, cash conservation and a healthy balance sheet remains our top priority
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Thank you

IR Contact
For additional information:

Devanshi Dhruva | Investor Relations
(+91 22) 4913 5306

devanshi.dhruva@mcdonaldsindia.com




