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oonfidentid besistorinf ormation purposescaly.
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l A clear plan for future growth WHITBREAD

Structural growth Market leading brands Continued disciplined
opportunity and loyal customers capital management
: Build capabilit
Grow and innovate Focus on our strengths P y
: . . to support
in core UK to grow internationally

long term growth

—~—g—

2020 Milestones on track Extended runway for growth

Long term growth in earnings and dividends combined with strong return on capital




l Track record of value creation WHITBREAD

Underlying profit’ Dividend per share m

+13% CAGR
w24 90.4p

12.8%
£203m 36.0p I

2007/08 2015/16 2007/08 2015/16 2007/08 2015/16

15.3%

*Befare Tax **Returns are calculated by dividing the underlying PBIT for the year by net assets at the balance sheet date, adding back debt, taxation liabilities and the pension deficit



\ Premier Inn structural growth @) premierinn

UK hotel market by segment
% of rooms

@) premierinn m 9% * Large independents segment
Budget branded 12% 15% under pressure from brands and

digital disruptors

Other branded 23% .
25%
* Ongoing structural shift to value
brands
Independents
* Premier Inn has broad consumer
| . . appeal and large addressable
Total UK 2010 2016 2020 market
hotel market 684 700 740

‘000 rooms

Company data as at April 2016



\ Costa structural growth COSTA

Global coffee revenue®
ﬁfhz bn * Global growth of coffee continues
CAGR
8%  Overtaking tea in the UK, with
£ 85 bn

further headroom to international
consumption benchmarks

* 7% UK outlet growth per year to
20207, building habitual purchase
behaviour

» (Costais clear UK #1

2010 2016 2020E

* Euromonitor, includes coffee shop and at home market; **Allegra Project Cafe UK 2016; Combined outlet growth for brands, independents and non-specialists



Quality score
th

Value

Premier Inn is clearly differentiated

@ Marriott

@ Hilton

Market leading brands

You Brandindex”

Premier Inn @.

@ Holiday Inn

@ Holiday Inn Express

|bis .. AirBnB @ Travelodge

(2) 0
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WHITBREAD

Costa is the UK’s favourite
YouGov™ and TNS Brand Tracking?

31%

Voted Britain’s

FAVOURITE

&

22%

11 o —mm e —— | 11%

2008 2009 2010 2011 2012 2013 2014 2015 2016 H1
2016/17

e COYTA = Starbucks == Nero

'52 week rolling average 1 October 2016; YouGov Brand Index Q: “Which of the following brands do you think represents Good/Poor quality [or value for money]?” Net score presented

[% positive - % negative] 2008 — 2014; YouGov Q: “If there were a Costa Coffee, Starbucks and Caffé Nero next door to each other, which one would be your FIRST choice to visit?”
t

2015-HY2016/17; TNS One Costa Tracker, Market Monitor, 2000 Nat Rep respondents per quarter



\ Disciplined capital management WHITBREAD

Strong and stable financial Strong balance sheet with adjusted net debt” to EBITDAR <3.5
[ Good debt funding headroom and spread of maturity

Strong freehold backing

Good returns at premium to 15% returns
our cost of capital Strong covenant reduces cost of debt and rent
* Costa investments prioritised: Product innovation,

Capital allocation based on UK and international stores, Express, Roastery
return and risk « Balanced investment in Premier Inn and Restaurants:

Network growth, extensions, reinvestment, Germany
Rigorous post capital . Bl—annugl reviews focused on profitability, maturity curves
) . and capital controls
investment reviews * Investment planning process continuously refined

*Pension and lease

nosition




\ A clear plan for future growth WHITBREAD

Structural growth Market leading brands Continued disciplined
opportunity and loyal customers capital management

Build capability
to support
long term growth

Grow and innovate Focus on our strengths
in core UK to grow internationally

2020 Milestones on track Extended runway for growth

Long term growth in earnings and dividends combined with strong return on capital




Premier Inn UK — @Premierlnn

line of sight beyond 100,000 rooms

* UK Network strength

:t?:::;;: — 40% more sites than closest competitor
— 9/10 sites have TripAdvisor Certificate of
Excellence
Continued 13.3% * Strong return on capital
growth return i — Above hurdle returns for both
capital’ freehold and leasehold

— Substantial premium to cost of capital

* Continued growth
— Strong network planning disciplines
— On track for 85,000 rooms by 2020
— Line of site beyond 100,000 rooms

* Premier Inn and Restaurants UK and Germany only



\ Costa UK — COSTA

opportunity for 3,000 plus UK stores

* Stores perform well across whole of UK

* Many profitable routes to market

— High Street, Retail Park, Shopping Centre,
Drive-Thru, Transport

— Owned and franchised store models

— Express, Proud to Serve

* Like for like growth available
Formidable

— Proposition enhancement
UK network

— Estate segmentation

* Clear network plan with substantial headroom
— Town by town target mapping

Winning teams — Opportunity for 3,000+ stores



\ Focusing on strengths to grow internationally WHITBREAD

EXPRESS \

4
I
0
v

Germany

G il Express
_ Accelerate

Replicate UK Reorient
* Structurally attractive market * Enormous market potential if we * Unique and technologically
« Opportunity to create a scale step change brand awareness advantaged offer
budget brand * Plan to focus on major cities * Focus and capital required to

double up ‘



l Future growth enablers WHITBREAD

* Efficiency opportunity: Uncertain macro and micro context requires strong disciplines
— Labour management. Logistics. Effective procurement. A lean centre
— Efficiency target of £150m” over 5 years, to help mitigate sector headwinds

* Technology and platform: Touches all stages of customer journey
— User Experience. Digital customer leadership. Multi-channel
— Platform and capability. Scalability. Centres of excellence. Data insight. ATE

* Organisational capability: Faster change requires dynamic leadership
— Executive accountability. Customer focus. Agility

* £150m efficiencies are within the existing margin guidance



l Competitive advantage in property WHITBREAD

* Property elevated to Executive Committee Strong

’ covenant \
* Freehold property worth £4.2bn to £5.1bn, and

underpins Whitbread covenant Freehold value Access to

* Option to secure leasehold and freehold a key creation best sites
enabler of network growth Balanced portfolio FH&LH

* 60%" of Premier Inn rooms are freehold today

— Freehold model differentiates from competitors and
enables site enhancement (e.g. extensions)

Majority freehold
Good returns

— Premier Inn and Costa are preferred tenants for
leasehold sites (competitive advantage)

Growth Operating

* Committed to remaining majority freehold _
funding cashflow

* Active management of property portfolio

* Includes pipeline rooms



\ Winning teams WHITBREAD

Growth
creates
opportunity

3,000

new UK
jobs each
year

Market
leading
brands

= .
ro UNITED
KINGDOM

EMPLOYER 2016

g\\ Apprenticeships

*%) . National Awards 2016

- 50,000

training and
guest team members developmen
scores

Excellent

THE SUNDAY TIMES

P Ao

Outstanding
customer
service

Pay for
progression

BEST BIG
COMPANIES
TO WORK FOR

High
levels of
engagement

I S S




l Recap — WHITBREAD

a clear plan for growth

Structural growth Market leading brands Continued disciplined
opportunity and loyal customers capital management
: Build capabilit
Grow and innovate Focus on our strengths P y
, : , to support
in core UK to grow internationally

long term growth

—~—g—

2020 Milestones on track Extended runway for growth

Long term growth in earnings and dividends combined with strong return on capital
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\ Property strategy introduction WHITBREAD

* Whitbread’s balanced and flexible approach to freehold and leasehold
models is a source of competitive advantage

* Maintaining a strong freehold base is crucial to the future value
creation of Premier Inn and Restaurants

'; .‘ﬂywldg
* Leasehold helps secure additional good sites for Premier Inn when /£ 0 HF : “i'“ii'!ﬂmz
freehold is unavailable, and is the dominant model at Costa e

* Our freehold portfolio has substantial value, and
underpins the strength of our credit and covenant

* We manage our property estate to optimise value, including
recycling capital to high returning opportunities through small
and ongoing sale and leaseback transactions

* Keeping Premier Inn and Restaurants a majority freehold business
is key to our long term strategy, and to maintaining the strength of
our balance sheet and covenant




\ What property does Premier Inn and WHITBREAD

Restaurants own and lease?

Evolution of estate including pipeline Comparison dynamics

% of estate _ - _
* Freehold mix has declined organically

as network has grown with a higher
proportion of leasehold

Leasehold
* Leasehold has enabled Premier Inn
to access new locations
— London and city centre
e 67% 64% 63% A Fcchold — Mixed use developments

* Both freehold and leasehold produce
good returns at a significant premium
to our cost of capital

2011/12 2013/14 2015/16 2016 H1 Including
pipeline 4



\ Why freehold creates competitive advantage WHITBREAD

* Whitbread can pursue freehold site opportunities without

engaging 3" party finance, unlike key competitors
[o Market access * Covenant strength is underpinned by freehold, and allows

favourable access to leasehold opportunity

* Capture development profit
* Enables extensions program in proven catchments
* Better control refurb, to maintain proposition strength
* Able to fund freehold with corporate debt, which is
[° Rational funding choice currently below the cost of leasehold finance
* Recycle capital through selective sale and leasebacks

* Underpins credit and covenant strength

- * Reduces operational gearing and avoids rent escalation
[o Strong and flexible * Control the pace of network growth through landbank

* Provides security to the pension fund

-4




\ When Whitbread uses leasehold WHITBREAD

Premier Inn and Restaurants Costa

* Many favourable sites are available to us * Costa traditionally operates in small
only as Leasehold, especially in London box retail units, where shorter leases
and in city centres are the dominant market model

* Able to participate in large mixed use * Leasehold enables Costa to churn and
developments without full ownership exit, which helps manage a changing

high street and retail landscape
* Whitbread’s freehold backing makes

Premier Inn the most favoured UK hotel * Our standard lease length is 10 years
tenant and helps us get great deals with a 6 year break clause, with rent

_ subject to open market review
* For leases, our preferred model is a

25 year, CPI-linked contract (0-4%), with * The Whitbread covenant means Costa

a 20 year break can secure the best sites at good rents



\ How does ownership create value? (examples) WHITBREAD

Long-owned freehold Forward fund S&LB
_ Edinburgh, South Queensferry Oldham Central King’s Cross, hub by Premier Inn
B = o TR '

~

|

72 beds, 112 covers, built 1997 * 40 beds, 171 covers, open 2004
* NBV £3.8m * 18 bed extension to 58 in * Forward funded in July 2016 for a
« Profit £750,000 2014/15 realisation of £84.5m

(no P&L rent inflation) * Extension return 16% * Implied 25% development premium
* Return 20% * Due to open in summer 2017

-



\ How much property does Whitbread own? WHITBREAD

Whitbread freehold portfolio
* Whitbread owns £2.6bn NBV of trading freehold property (at end 2015/16), and c.£3.0bn of total freehold property

* The current market value of our freehold property is estimated at £4.2bn to £5.1bn:

— This is based on a 2.25x rent cover on the trading estate, suitable for a cyclical sector, and
a net yield of 4.5% to 5.5%"

— Supported by a recent 3rd party desktop assessment, reviewing 37% of sites and
extrapolating across the portfolio

— Total estimate includes £0.4bn NBV of assets under construction and non-trading property

Valuation considerations

* Good yields reflect our current strong covenant,
backed by our freehold assets and operating model

* Greater supply of Premier Inn leaseholds would
increase yields and could diminish our covenant

* This range is based on small-scale Sale & Leasebacks. A large programme would likely require higher yields



\ What is the property lifecycle WHITBREAD

(Premier Inn and Restaurants)

. Immature Can be Fully
Pipeline .
sites enhanced enhanced

- Acquisition team finds Up to 3 years for site to Extensions create value, Site has reached full
Qo and secures sites reach full potential and freehold ownership trading capacity with
] is a key enabler no room to extend
© Freehold/leasehold Proven performance
A flexibility gives us shows development Other opportunities to Consider optimal long-

competitive advantage profit and value enhance considered term financing model

Tactical only... Unlikely... Unlikely... Yes, but only if...

Trading stable and

X . o : .
O @ Exploit opportunities S&LB at likely discount Approval more complex bl
% E + (King’s Cross hub, due to site immaturity under Leasehold returns sustainable
= % 9 Farringdon) Yield is optimised for
“i © O Extension opportunity Value creation shared property type
o & Recycle capital unclear at this stage with landlord o
Portfolio is balanced to

retain covenant strength




\ Future value creation in property WHITBREAD

Estate Active asset Asset Maintenance
segmentation management intensification capex plans
Analysis of every asset in Application of the asset Create additional value by Maintain asset value and
the portfolio, considering: plan for each hotel to added development: brand strength through
create value: lifecycle approach:
* Performance * Hotel extensions
_ * Re-gear existing leases _ * Cyclical refurbishment
* Oper_atlonal e.g. Short unexpired * Costa Drive Thru investment
requirements and plans term, sub-optimal lease .
’ * Re-develop in-situ for  Inteerated with
. terms, etc g
* Preferred ownership larger hotel maintenance and

tenure * Freehold buy-ins to

* Development for third
: enable development or ,
That leads to an integrated party occupation .
re-base lease

asset plan for every hotel (e.g. office, retail, by combining Whitbread

* Asset sales — leaseback residential) Group contract packages

for capital release or exit ‘

building care

Procurement efficiencies



\ Benefits of a small, ongoing sale and WHITBREAD

leaseback programme

Sale and leaseback enables Whitbread to recycle capital from mature assets
into higher returning opportunities

In addition, S&LB proves the value of our covenant to prospective landlords

We are planning £50-150m of S&LB per year, depending on the market,
our new hotel acquisition mix, and opportunities to deploy capital elsewhere

We will focus on the ‘fully enhanced’ segment and specific tactical projects
in the pipeline

We envisage net yields of 4-5% in the current market, given our covenant
strength and selected site mix

We will remain a majority freehold business. We see this as key to preserving
our strong covenant and debt rating over the long term

-4



\ Balance and value creation WHITBREAD

Strong

’ covenant \
Freehold value Access to
creation best sites

Balanced portfolio FH&LH

Majority freehold
Good returns

Growth Operating
funding cashflow

-
Iy




\ Key takeaways on our property strategy WHITBREAD

1. Retain our balanced approach . Operational flexibility, competitive advantage, majority
freehold estate, strong leverage ratio and covenant

2. Work hard to create value ‘ Extension, intensification, relocation, refurbishment

3. Maintain internal disciplines . Asset management, market benchmarking, site
appraisal, recycling freehold through S&LB

4. Continuously review » Ongoing dynamic review of our estate, property and

debt market context ‘
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The team @ Premier Inn

Simon Jones Mark Anderson

Managing Director Managing Director
Premier Inn & Restaurants Property &

UK Premier Inn International
Phil Birbeck Bhavesh Mistry
Managing Director Finance Director
Restaurants Premier Inn and Restaurants

Simon Ewins Russell Braterman

Innovation and Business
Development Director
Premier Inn UK

Chief Operating Officer

Premier Inn UK

Mark Fells Amanda Brady Sean Darlington

Chief Marketing Officer Human Resources Director Commercial Director
Premier Inn UK Premier Inn UK Premier Inn UK







About Premier Inn
Great long-term outlook

Unique business model

Future growth runway




"PREMIER INN

UK'’s leading hotel brand @) premierinn

iR 207,
& MillwardBrown ‘First Choice’ whicz  Travel brand ranking

g™ o CUstomer score””

@ @ 0 0 O

83%

76% 75%
l l IGS\A 65% 65%

Premier Inn @ Hampton Novotel Holiday Inn Ibis Travelodge
by Hilton Express

% of customers selecting “it would be my first choice””

Premier Inn 9

Hilton
Travelodge
Holiday Inn/Express

Best Western

Ibis

Ramada

) ¢ §Apprenticeships
G)o) , =)\ National Awards 2016

*Millward B 3rand Tracker. Sc A are ed on cleanliness, bedrooms, bathrooms, value for money




PREMIER INN

'; NG IN | H .:'0 O WIN INTERNA THIONA ' AIN

N 00D R

Most comprehensive network

746 Hotels

@ Premier Inn

532 Hotels 137 Hotels 60 Hotels
Travelodge Holiday Inn/Express Ibis
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\ Only brand that delivers on quality and value @) premierinn

You Brandindex
30 A :
Hilton
t .
- , . O * Quality: “Which of the following
® Marriott Premier Inn @ brands do you think represents
% 20 - Good/Poor quality”
fry * Value: “Which of the following
© 15 1 brands do you think represents
: -
c o Holiday Inn Good/Poor value for money”
10 A
Holiday Inn Express * Premier Inn only brand to appeal
5 - Ibis _ Travelodse on both dimensions, securing wider
o ® AirBnB ® € market appeal®
O 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1

(2) 0 2 4 6 8 10 12 14 16 18 20 22 24 26 28 30 32 34

Value score

_.._....-1

gative]; YouGov Brandindex; 52 week rolling average 1 October 2016

L= i

* Note: Scores are net, i.e



\ Consistent capacity, occupancy and profit growth @) premierinn

We have maintained occupancy while ...and increased earnings in line with sales
growing room nights available... at good returns
(m, %) (Em, %) 1,818 Sales
22.2 1,656 10.1%
CAGR
EBITDA
10.8%
CAGR

2011/12  2012/13  2013/14  2014/15  2015/16 2011/12  2012/13  2013/14  2014/15  2015/16*
s Room nights available em===Occupancy Returns 12.8% 12.9% 13.8% 13.9% 13.3%




PREMIER INN R O WIN [N RN A A : 00D R RIN

Leverage unique business model to drive returns @) premierinn

Organic Premier Inn growth

Roll-out of hub by Premier Inn Network J Value for

* Development of dynamic pricing

i stren mon : : .
* Extensions FT' gth ?y ) via Automated Trading Engine
40% more sites than >80% occupancy
« Format and Joint Site closest competitor 84% rate value for money

£2-2.50 F&B RevPAR
premium

good or excellent®**

innovation

Continued 13.3% High
growth returns® occupancy
Digital Consistent
direct quality
distribution delivery * Refurbishment of ‘Estate Tail’

Digital product development 96% brand consideration** @ Owned and operated within Premier Inn
87% direct booking to W 9/10 sites with Tripadvisor
Certificate of Excellence * Revamped Restaurant brand

Premierinn.com
propositions

* Marketing optimisation

B2B Proposition Development

* Focus on operational
efficiency

* FY15/16; see previous slide for detail **Millward Brown, Jan-luly 2016




l We currently have visibility of beyond 100,000 @) premierinn
UK rooms and 12-13% market share

* Represents c.38% of
Broade.n opportunity beyond current
penetration pipeline — ¢.7,250 rooms

* Represents c.48% of

opportunity beyond current G
catchments pipeline -¢.9,000 rooms

New

* Unlocking new customers or
locations (e.g. hub by Premier
Inn)

LSV T T . (1ol innovation to improve

returns (e.g. Bar + Block)

* Represents c.14% of
opportunity beyond o Format
current pipeline —c.2,700
rooms

G Model efficienc
* Underpinned by improving productivity and cost efficiency

* Enables stable returns while opening network opportunity ‘




rPREMIERINN N HE COR O WIN INTERNATIONA AIN RETUR
Premier Inn growth opportunity @) premierinn

Extensive structural Unique Well-placed
opportunities business model for continued growth




Age nda @ Premier Inn

Value for

@ Investing in the Core - Runway for growth (G

strength money

Good returns

Digital direct Consistent
distribution quality delivery




Structural shift to value brands @) premierinn

UK hotel market share by segment
(% of total rooms) Continued shift to branded hotels

@ Premier Inn * Economies of scale of branded networks

6% 7% 8%
Budget branded 12% 13% 14%

Other branded 23%

* Superior proposition of brands and importance
of ‘value’

« OTAs reducing independent margins and

25% ) L S
25% dominating distribution

24% 50 S

« Benchmark markets suggest further headroom
for value brand growth - France at 34% branded
budget”

Independents

In context of robust long-term market growth

* Domestic business demand linked to GDP and
strong and growing services sector

2010 2012 2014 2016 2018 2020 ) _
* UK consumers spending more on leisure over

684,000 676,000 688,000 700,000 721,000 740,000 time
(1.2%) +1.8% +1.7% +3.0% +2.6%

Total UK

hotel market
rooms

% year on year

= Diverse, growing inbound market

Company data as at April 2016  * Otu



rm.INVESTINGIN THE CORE O WIN [NTERNATION ! RETUR
Premier Inn winning market share @) premierinn

Number of UK hotels

746"
* 704"
660" 681
502 501 o1 >’

H12013/14 H12014/15 H12015/16 H12016/17

@ bis @ Holiday Inn Express @ Travelodge @Premierlnn ‘



different customers and trip types

@ Premier Inn Disrupter
Market segment Economy / budget Wide range
Trip type Business / leisure mix Predominantly leisure?!
Stayer origin Primarily domestic Primarily inbound?
Trip purpose Functional Leisure?
Length of stay c.1-2 nights 3+ nights?!
Number of stayers 1-2 stayers algnitien propiitoy

with 3+ stayers?

Stayer age Broad church Younger?

1. AirBnB website and company research; 2. Premier Inn survey (March 2015)

| pREMIER INN | T3S sTIA YR 1 oo | FOCUS TO WIN INTERNATIONALLY LI SUSTAINING GOOD RETURN
Disrupters will gain market share, but appeal to @) premierinn

Premier Inn competes through

—  Product consistency

— Reliability and trust

— Convenience, particularly on-site F&B

—  Great value for money
(combination of the above)

Disrupters also pull from non-hotel
supply (e.g. holiday cottages, shared
rooms, friends and family)

We envisage demand growth to
5-6m room nights by 2020 and have
built this into our assumptions

Leisure trips of >3 days account for
less than 15% of Premier Inn volume




REMIER INN INVESTING IN THE CORE

We have a tried and tested network plan @) premierinn
that is continuously updated and optimised

O WIN [N

Phase 1 Phase 2 Phase 3

Determine current UK Forecast future UK Calculate Premier Inn
hotel market by catchment hotel market by catchment end-state opportunity

Addressable N nput

share @ Calculation /
Output

Supply Market
database forecast

Current

Premier Inn
opportunity

Forecast
demand

Rules for
Regional

allocation

Premier Inn
opportunity

{including returns)

Supply database updated Updated to reflect Brexit Reflects current performance

regularly outlook and disrupter impact and share of market ‘
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Our three growth models allow us to accessa @) premierinn
wide range of network opportunities

DOD R

() WIN IN RN

. . Hotels: 746*
Joint Sites Rooms: 65,770 hub

Hotels: 390 Average rooms: 88 Hotels: 5

Rooms: 27,508 Rooms: 722

Average rooms: 71 Average rooms: 144

Solus

* Entry to smaller

Hotels: 228 * Access to high property-
catchments (<80 rooms) r Rooms: 30,230 cost locations
* Restaurant appeals to J Average rooms: 133 (e.g. London, Edinburgh)

non-Premier Inn customer * Smaller bedrooms with
and drives returns higher density

* Helps drive higher RevPAR

(£2-2.50) * Access to town/city centres
and airports
* Can be part of mixed schemes

* Total includes 124 Co-Lo and Franchi




\ 2020 milestone secure with visibility beyond
100,000 rooms

Premier Inn UK room growth Growth to beyond 100,000 rooms
(‘000 rooms)

@ Premier Inn

14

- Broaden

66
o catchments penetration
Format
development
Existing Secured Total Further  Yetto find 2020 o ..
estate pipeline  committed extension Milestone Model EffICIErICV
potential
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REMIER INN INVESTING IN THE CORE

Fast maturity — c.3 years in regions @) premierinn

Occupancy
91% * Fast maturity due to high

87% 84% 84%

nationwide levels of brand
awareness and network effects
from the UK estate

77% 81%

* London sites mature in c.1 year

Year 1 Year 2 Year 3
RevPAR

* These examples were at >13%
£53 £54
£48 £48 £52 returns by year 2 or 3

. Dorchester (opened Mar 2013)
. St Albans (opened Sep 2014)

Year 1 Year 2 Year 3

Incomplete yea wn as Moving Annual Total



RIN

DOD R

O WIN [N

REMIER INN INVESTING IN THE CORE

Extensions are low risk and deliver good returns @) Premierinn

Milton Keynes South example - before and after 20-bed extension

£1.3m

£57.48

929, £1.1m

88% £0.8m

86%

Year 0 Year 1l Year 2 Year 0 Year 1 Year 2 Year 0 Year 1 Year 2

Extensions are a secure means of extending our network

* For existing sites, we have extensive data on latent demand (rate, occupancy, web traffic, and ‘turnaways’) and
a good view of operating economics

* Qver recent years, extensions have overall been delivering returns of ¢.14% at maturity

Source: Internal data, OC&C Analysis
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Premier Inn catchment share

30% ~

_— Opportunity
‘ to drive
— share

10%

N
o

Current PI1% of Market Supply (excl. pipeline sites)

ORVINEN RNA LIONA '

1 11 21 31 41 51 61 71 81

Number of markets

share less than 15%, representing significant opportunity

[ Currently 63 out of the 89 macro markets in the UK have a supply

ALNIN DOD) R R

N |
@ Premier Inn

Example: Birmingham City Centre

5 existing sites (555 rooms)
3 target sites (440 new rooms)




REMIER INVESTING IN THE CORE

Inverness example

Medium-sized tourist town, population ¢.47,000

Total supply (including 2 Premier Inns) of 2,518
rooms and Premier Inn share of 12.1%

Added two new sites at end of FY 2011/12
Existing sites” RevPAR was initially impacted before

recovering

Total revenue in Year 1 was +93%, growing a further
13% and 8% in the following years

Profit has doubled in the last 5 years and
returns at c.16%

Source: Internal data

O WIN [N

£ RevPAR

Addlng capacity to drive total sales and profit

DOD R

Inverness case study - RevPAR

£70 A

£60 -

£50 A

£40

£30 A

£20 A

£10

10/11 11/12 12/13 13/14 14/15 15/18MAT 16/17

@ Premier Inn

Inverness existing

Inverness Centre

(new site)

Inverness West
(new site)




Hub gives access to high land cost areas

Clear rationale Great feedback™ Strong occupancy performance

* Drives attractive returns from Occupancy performance comparison
high cost locations (notably London) (London) '
through greater site efficiency 94%
@@ tripadvisor o
XS tripadvisor

* Flexible format enables us to access UNITED KINGDOM
buildings not suitable for Premier Inn

Great 4.5/5
* Benefits from Premier Inn scale )
(i.e. digital, property expertise, @ Certificate of Excellence

operational excellence)

hub Premier Inn

» 4-5,000 room opportunity; 722 rooms open’ and 2,133 committed pipeline

* Rate maturing as expected; on target to deliver returns similar to Premier Inn

" Includes Dacre Street open post H1 (Westminster) ** As of 23/11/2016 t September 2016/17



REMIER INN INVESTING IN THE CORE

Key takeaways — network strength @) premierinn

Robust
network plan

Proven
models

Further
opportunity

O WIN [N

Provides a scientific basis for identifying growth opportunities, whilst
maintaining returns

Three proven growth models and property flexibility allows access to a
broad range of catchment types and site opportunities

Significant headroom for growth in existing and new catchments, and
through extensions

Substantial further growth opportunity beyond our 2020 milestone
with visibility to beyond 100,000 UK rooms




Age nda @ Premier Inn

Value for

@ Investing in the Core - Runway for growth g\Cies:

strength money

Good returns

Digital direct Consistent
distribution quality delivery
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Our objective is to drive occupancy, maximising @) Premierinn
yield within our “brand value principles”

Brand value principles Rooms available vs days left to stay date
. . . ) 100 A
* Prices rising towards date of arrival o
%
» Range of easy to understand 0
. 70 -
price products .
* Availability at all sites at all 0
. 40 A
lead times _
30 - C
* Frequent spend rewarded through 207 Fy
. . 10 3
tailored discounts ; : =

260 240 220 200 180 160 140 120 100 80 60 40 20 O
* Value for money

Days left to stay l Spill l ‘
(lost trading days)
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We have our own Revenue Management

system — the “Automated Trading Engine”

Conceptual pricing curve

Then Now
(2012-13) (2016 onwards) Price
Once a day in arrears » Real time, 5 times a day Old system
18 month development
P » 6 week development cycle
cycle
2utilh el el il » Automated algorithm ATE
spreadsheets
Tuned with over-rides » Tuned with parameters
Simple data inputs » Complex data inputs
Pricing controls only » Enterprise use
Proposition agnostic » Proposition delivery
Base forecasts updated Base forecasts 365 Days left to stay 0

annually

» updated daily
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We are filling more of our hotels

Occupancy profile of Premier Inn hotels”

2012/13 1% 4%
647 hotels

2015/16 20% 7%
737 hotels

<70% 70-80%

* Total UK & Ireland estate at end of financial year
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Automated Trading Engine delivers
commercial and guest benefit

Commercial objectives

[ ]

Accurate room pricing

Prices up quickly in response to observed demand
Builds volume on off-peak nights

New sites mature faster

Consistently conforms to pricing principles

Drives marketing and operational efficiency

|

Ensures availability of rooms to business guests .
(avoids ‘Spill’)

Avoids over-charging (avoids ‘Spoil’)

Consistent price proposition — generates trust

ATE ongoing development

Removing pricing failures — we focus on:

Price dipping
Price surging
Room spill
Room spoil

Roll-out of ATE was completed in June

Now pursuing a c.1-2 year programme of
‘Test and Learn’ to optimise system

Platform for development of further price
products

* Product choice offered to customers at all lead times ‘



N INVESTING IN THE CORE

REMIER

O WIN [N

Key takeaways — value for money @) premierinn

Track record

Automated
Trading
Engine

Central to
proposition

* Track record of success by evolving our dynamic pricing capability

Bespoke pricing system a critical source of competitive advantage

Applies parameters, algorithms and data to deliver a broad range of
commercial and guest benefits

Optimisation will take 1-2 years and will focus on removing pricing failures

Developed to provide a broader enterprise solution

Delivering great value for money through dynamic pricing
represents a critical success factor for the Premier Inn brand




Age nda @ Premier Inn

Value for

@ Investing in the Core - Runway for growth g\Cies:

strength money

Good returns

Digital direct Consistent
distribution quality delivery




INVESTING IN THE CORE

Digital is critical — there is an on-going battle for @) premierinn
the digital customer...

Our digital competitors are global in scale and digital specialists

We have built an in-house digital capability to compete

Our core objective is to maintain our direct digital distribution

We also aim to use digital to improve the customer journey

-4
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Sustainable improvements in traffic and @) premierinn
conversion support direct model

Premier Inn web visits and conversion Volume of reservations by channel
MAT October 2014 to September 2016, October 2014 = 100
11% 8% =

15%

115 Indirect channels
110
105

100

Premier Inn

95 direct digital*
90
L R R R I
& ] ) & S S & & = & So
o & & & ¥ & o F & & ¥ 7

Visits MAT ~ sseee- Conversion MAT

{bookings / visits)

2013/14  2014/15 2015/16 H12016/17 H1

* Including reservations from GDS and agents
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Our digital strategy is focused on three key pillars @) premierinn

Supported by in house teams

Marketing Optimisation of existing New product
optimisation digital assets development
* Improving efficiency of * “Agile” optimisation of web * New desktop and mobile
core channels performance platforms
(e.g. SEO) * Opportunities prioritised based » Offerings for specific segments
* New channel development on value, risk and impact (e.g. B2B)

(e.g. programmatic)

«ext Monday e ‘ * -,
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New ‘Business Booker’ product to increase @) premierinn
share of wallet and stickiness

* Currently live with large corporate clients

B Premiey nn
By

* Good revenue upside to-date
=y buﬁk'\ngs for you or your team

s\'llnup\ublem\%\m%““‘“m‘m‘“"- hd Planned rOHOUt tO SME audience

Hour details

Wi

Objectives

— Increase satisfaction and stickiness

— Increase share of wallet

— Influence length of stay by Preferred Business Rate
— Reduce marketing costs

Commparry sdares®




PREMIER INVESTING IN THE CORE

Key ta keaways — direct digital dlstrlbutlon @) premierinn

O WIN [N

* The hotel sector is engaged in a battle for the consumer with a range
of online competitors

* We are investing in building capability across three core areas —
Capability digital marketing, online optimisation and digital product development

and platforms * QOur new Business Booker Tool will act as a key platform for attracting
and retaining B2B customers to support medium-term yield growth

Direct * We are well positioned for success and are growing traffic and

TR conversion to preserve our direct model




Age nda @ Premier Inn

Value for

@ Investing in the Core - Runway for growth g\Cies:

strength money

Good returns

Digital direct Consistent

distribution

quality
delivery
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We focus on the product essentials @) premier Inn

Bedroom * Ongoing investment to maintain Brand Standard

» Hypnos mattress ensures world-class sleep
experience

of our hotels received the TripAdvisor

Bathroom * HEkpewEl aNowers . Certificate of Excellence. Thanks to you.
* Modern bathrooms supported by ongoing
and shower investment programme AN

(o) Feomes
* Unique pay for progression approach ensuring tripadvisor - aaiies
service delivery excellence

tings 621 of our hotels received the Certificate

* Unlimited all-you-can-eat ‘hero’ breakfast product

* Free for kids as ‘hook’

» Offered in every site across the estate via Joint
Site model
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Our ID4 rooms are designed for cost, guest and @) premierinn
operating efficiency

A Great : - )
Bl o e — e
, Full length _— bl prung

King’s size bed with integrated

wool topper. Pressure mapping

=7 tests carried out to identify
-1 optimum support for

>
i all sleepers

blackout curtains
with pelmet to

minimise light spill

into the room

L

Future-proof Engineered Listening
40” Samsung Smart for efficiency to guests
“ready” set Tea tray with curved | Bedside sockets with
is a wow and | edges not 90 degree 3 pin plug and
future proofs \\ corners — quicker USB charging

the brand for cleaning
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A consistently superior product @) premierinn

Average NPS

Room type evolution ccore’

Ongoing product investment WP Ao

] ) ) I b3 53.8

* Product consistency is key to Premier Inn’s ::::2;’11358 B 04 o

offering ’ 1 hub 58.5
0%

FY 2016/17 H1
Total = 65,770

1%

* Our continued investment supports our
price and value positioning vs major
branded budget competitors (and
disrupters)...

» ...and therefore allows us to continue to
generate good returns
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Investing in our teams to drive advantage @) premier Inn
Team Proposition Service Ethos
* Pay for Progression — * Empowered teams —
Beyond NLW surprise and delight
» Skills development - * Detailed guest tracking
WISE and Apprentices — New guest insight tool

— c¢.1m responses/year
Drill down to site level
— Sentiment analysis

* Engagement —
Invest in engagement

and comms
Engagement Staff care
80% (+2% year on year) 90% good or

excellent service

Source: Internal data, H1 2016/17 except Engagement (October 2016 survey)



rm INVESTING IN THE CORE
Operational excellence —
cornerstone to our brand

Brand Standards Operational Efficiency

* Standards manual * Labour models

* Reinforced via line accountability * Systematic tracking of

* Clear KPIs and incentives — performance

organisational alignment * Enabled via technology
* Ensures supply and demand
matched
Room cleanliness Variable mins per room sold
96% Good or Excellent 10% year-on-year

improvement

Source: Internal data, H1 2016/17
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ORVINEN

Restaurants supporting Premier Inn

Joint site restaurants increase Premier Inn
RevPAR and returns

Good progress rejuvenating our brands in H1

— 113 Beefeaters under the new “Orange Cow” brand
proposition

— Bar + Block — good guest feedback, 2 more sites in H2
Plan to rationalise and simplify brand portfolio
— 7 Taybarns converted to Brewers Fayre H2

Investment in team and tools
— New labour scheduling tool in all sites

— Improved on-line booking capability in all sites

Tahtht

Table

Premier Inn )
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Bar + Block — extending the Joint Site model @) premierinn

BAR -+ {K1[H
* Modern high street STEAKHOUSE }
format... A

 ..enhancing returns
for city centre Premier
Inns

* Kings Cross opening
December 2016

* Promising early signs




REMIER INN INVESTING IN THE CORE

Key takeaways — consistent quality delivery

O WIN [N

* QOur investment programme ensures product consistency,
Product differentiates the brand and supports pricing over the long-term

Consistency _
* We carefully design the product to trade-off cost, consumer

impact and operational efficiency

* Teams are central to the service experience

* Restaurants are critical to our success and we are rationalising

Restaurants and rejuvenating the brands to maintain their relevance

Teams

Balanced * We are delivering a balanced, sustainable programme of
Investment investment focused on the product essentials
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Germany is a structurally attractive market for @) premierinn
budget branded hotels

Germany vs UK hotel market (000 rooms; 2015)

T Branded budget

Other branded

Independents

Germany

Source: Company data. Note: Germany proportions add to 101% due to rounding

The German hotel market is larger than the UK

There is an ongoing structural shift from
independents to brands, with independents’ share
dropping 4% pts 2010 — 2015

Demand growth has outstripped supply growth over
recent years

The commercials are favourable, and we expect to
deliver good returns

Premier Inn’s core model is aligned to German
expectations (e.g. similar guest preferences and
purchase criteria) with minor modifications (e.g. F&B)
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Clear opportunity to create a scale budget @) premierinn
branded offering

Largest branded budget chains
(number of hotels, 2016)

Premier Inn @ 746 * The largest branded budget players in
the German market are 10-20% the
Travelodge )
- UK size of scale UK brands...

Holiday Inn Express
» ..despite a market that is c.30% larger

in room nights and supply

Ibis

* The secular shift to branded budget
provides opportunity for Premier Inn
to follow the UK growth model

Ibis

B&B _ Germany

Motel One

Holiday Inn Express
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Premier Inn brand is positioned to win in the @) premierinn
German market

Great proposition

: Brand positioning Brand awareness building

and experience

Achieves consistently * Premium economy positioning * Great locations in top cities

high customer scores

on TripAdvisor* * Good value and quality * Best in class website and online
N7 marketing (100% direct bookings, of
oooo e * Product tailored to core market which 68% online)
* Local sales team building B2B
relationships
“The amount paid “Absolutely the )
for what you get is best place to stay * Leveraging strength of UK customer base
unbelievable” in Frankfurt” for inbound

Underpinned by strong economics: long term returns close to UK, driven by healthy RevPAR

* As at 24/11/2016
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Significant growth opportunity in immature @) premierinn
hotel market

Frankfurt-Messe

* We currently have 3 committed sites Open 201 rooms
. 0y open
(in addition to Frankfurt) 2816
* Our current priority is to test the market Munich
faster through acquiring going concerns ¢.200 rooms
: " , opening
and making leasehold deals in prime 5018
locations
_ Hamburg
: Committed c.187 rooms
* By 2020 we will have 6-8 hotels and a pipeline opening
growing pipeline 2018
Leipzig

* This represents a £60-100m p.a. investment S 48D roaems

P % opening
'’ 2018 ‘



Agen da @ Premier Inn

@ Sustaining good returns

-



SUSTAINING GOOD RETURNS

Sustaining good returns and margins @) premierinn

...along with sector headwinds . .
& ¢ ...generating sustained good

margins and good returns

Considered investment

mitigated through efficiencies

decisions... .
and strong organic growth...

P&L investments Inflation Generating good returns

* Refurbishments * NLW and wage inflation Pipeline returns in line with existing
e T * Food and beverage astate

* Leasehold expansion * Property rates and rent

Assume favourable long-term

Organic growth
market dynamics

* Like for like sales
* New hotels at good return
Efficiency programme

* Procurement, logistics, labour

-



SUSTAINING GOOD RETURNS

Driving efficiency across the business to enable @) premierinn
Investment

Procurement Managing

fixed costs
and capital

and supply
chain

Infrastructure
e.g. IT investments

Low cost
organisation
and culture

Guest

Enabling investment while

sustaining good returns e.g. ID4 room refurbishments

Process, Team
systems, policies e.g. “Pay for progression”
and compliance

Org design
and labour
management
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Capital management efficiencies — @) premierinn
optimising refurbishments i

f per room costs over time

* We have reduced the
cost of doing a full room £12,000

refurb by c.£3,000...

£9,000

NOW

 ..and maintained guest
experience through
efficient use of capital

* NPS scores have
improved c.+10%pts
post-refurb

2014
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Procurement efficiencies — Improving service @) premierinn
levels and reducing costs

Case study — Cleaning products

* Whitbread spends c.£4m p.a. on chemicals
(e.g. cleaning fluid)

* We reviewed our current supplier and
benchmarked costs and service levels vs the
market

* Opportunity identified to save over £1m p.a.




SUSTAINING GOOD RETURNS

Key takeaways — Sustaining good returns @) premierinn

Cost
pressures &
mitigating
action

Sustaining
good returns

Premier Inn and Restaurants has a track record of delivering
good returns

We are investing in infrastructure, and face headwinds that
include pay inflation and business rates

Supported by the initiatives outlined (e.g. pricing), we expect to
continue the good performance of our like-for-like estate

Organic growth, through new hotels and RevPAR, will continue
to contribute positively to margins

We also have a multi-year, broad cost and efficiency programme

This programme will enable continued investment in
infrastructure, team and guest while sustaining good margins
and returns over time
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Premier Inn growth opportunity @) premierinn

Extensive structural Unique Well-placed
opportunities business model for continued growth
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INTRODUCTION K

The Costa team

Clive
Bentley

Sarah
Highfield

Dominic Paul

Finance Managing Property &
Director Director : Commercial
Clair Preston Director

Chief Marketing ‘ ) N
Officer ' T ke Py
o e Jackiewicz and SEAI

HR Director
Costa

MD
Costa Express




INTRODUCTION K

Costa’s evolution — the last 20 years COSTA

Costa store numbers Costa machine numbers

1995 - HY 2016 2011 - 2016
3500 7 1,000™ international [ 7000

store in Bangkok
3000 - - 6000
Enter China via JV;
1,000™ store
2500 - - 5000
Qvertake
2000 A 6,000+ [ 4000
machines
1500 Acquired by H216/17| 3000
WHITBREAD S0 <tore Launch of
15t international Marlow
e store in Dubai Acquired , mach!ne o
Coffee Nation 1st 1n'ter|jat10nal
500 - and launched machine installed | 000
CO$TA Shell UK
==EXPRESS contract signed
D T T T T T T T T T T T T T T T T T T O

1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

— (C0sta stores == Costa Express machines

Note: There are two Y Axis: Left hand side shows Costa store count; Right hand side shows Costa Express machine count
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What makes Costa great COSTA
Strong brand fundamentals Operating in a fast growing sector

Global coffee revenue’
£bn

Formidable
UK network

Global footprint

Winning teams 2010 2016 2020E

Source: Euromonitor; *includes coffee shop and at home markets



rmmonucnon . HIN
Consistently delivered shareholder value

Store numbers 3,277

1,871 ““““““\

2010/11 2015/16
Underlying PBIT
" Mﬂr

50

2010/11 2015/16

d on underlying EBIT from operation

ntal net as

System sales
£m

659

2010/11 2015/16

Returns*

o/
/0

2010/11 2015/16

eld centrally by Whitbread




\ Costa has significant opportunities COSTA

* Significant runway for high returning growth
Sustainable like for like growth
Accessible structural growth

* Enormous market potential and rapid growth

Rest of * Continued growth in existing markets;
opportunities in new, high growth markets

—1 ¢ Substantial white space in UK and International

B A By




\ ...And a plan delivering across four pillars COSTA

Innovate coffee and food, invest in store proposition, amplify
the brand and improve digital capability

Focus on major cities, step change
brand awareness and develop a compelling proposition

Scale successful franchise model by focusing on quality markets,
with the right partner

Continue to innovate and differentiate offer to stay ahead of
competition

PURPOSE VISION
Inspiring the world to love great coffee The world’s most loved coffee brand ‘

Express Double up
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We will achieve our Milestones COSTA

_ Hy16/17* | 2020 | Fuwe

2,121 stores 2,500+ stores ¢.3,000+ stores
China 395 stores c.700 stores Strong number 2
Express 5,970 machines 8,000++ machines Doubling up

And we have significant further runway for growth beyond

*Stores and express machines per HY 2016/17






NTRODUCTION | IS | [ cHiNA LI RFST OF WORLD Ll EXPRESS || SUSTAINING GOOD R
Summary — a giant step forward

Track record of delivering high growth
and returns

* Fundamental strengths: UK's favourite
coffee shop and unrivalled network presence

* Continued demand growth in the coffee
market

COSTA

Significant runway for high returning

growth

Like for like growth

Brand

Coffee credentials
Food

Store experience
Digital

Structural growth

Plan underpinned by people and capability

New locations
Existing locations — greater penetration

Better locations and format
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Powerful brand and deep UK network presence CO$TA

Brand preference: Costa is the UK’s favourite Branch network: Costa has the largest network

10% share of UK

i coffee shop outlets’

Voted Britain’s 73% of the UK adult
FAVOURITE il A e
cofle shop. gai population have
access to a Costa

store™”

22%

Diversified footprint
with >80% of stores
in the regions

1ML ™ —mm — e 11%
2008 2009 2010 2011 2012 2013 2014 2015 2016 H1
2016/17

e COYTA = Starbucks e Nero

Source: 2008 — 2014; YouGov U&A, Nat Rep. 2015-HY2016/17; TNS One Costa Tracker, Market
Monitor, 2000 Nat Rep respondents per quarter
Q. If there were a Costa Coffee, Starbucks and Caffé Nero next door to each other, which one Definition: Total UK Adult population (2014) living within a primary trading area of a

would be your FIRST choice to visit? Costa store (2016)

Source: *Allegra Project Café UK 2016 Note: ** Defined by trading area



Continue to win share COSTA

Number of UK stores

Costa CAGR
2012-15
2,034
1,671 1,698
1,578

849

757

620
530
. = -
2012 2015
[ | COSYTA HGreggs B Starbucks B Caffe Nero Pret

3ny results to reflect total estate not & suk 20in 2015)
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Convenience and quality remain fundamental COSTA
drivers

Customer needs Customer behaviours

Top 5 reasons for choice of coffee shop*

* Anytime, anywhere

Convenience

* Combined food and coffee missions

Coffee quality
* More discerning on quality

Habit / been there before
Brand of coffee shop / coffee

Loyalty scheme

* Note: Convenience includes ‘convenient location’ and ‘only one available
ty includes ‘coffee quality’ d ‘consistency’; B

Coffee quali y' and ‘c offee includes ‘coffee shop brand’ and ‘coffee brand available
Source: Allegra Project Cafe UK 2016; Q. What w

our main reason for selecting this coffee shop?
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The UK population continues to drink
more coffee...

UK coffee and tea consumption per capita® UK coffee shop market™”
% share Number of outlets

45%
59%
A nation
of coffee
drinkers!
55%
41%
2005 2015E 2010 2015E 2020E

Coffee share % M Tea share %

Source: *Euromonitor 2015; ** Allegra Project Café 2016
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...And global demand trends indicate there is COSTA
significantly more growth to come

Phases of coffee culture development

Global coffee consumption

(2015) (kg/capita/year) ;

Finland 12.2 Traditional filter

= \W7=) and instant coffee
Sweden 10.1 WdVE
Norway 8.7 ;
Germany 6.5 ?, The rise of branded
Italy 5.6 Wave coffee chains
France 5.1
SRall e .'t)‘ Education of bean
USA 4.5 L=/ . .
: WE = Qquality and origin
1Czech Republic 4.3
sssss UAE 3.5 L
sessd) UK 33 /4 | Scientific methods
gs2" : 11 of brewing coffee
=t . Poland 2.2 wWave

Source: International Coffee Organisation, 2016; Allegra “The Future of Coffee” Report 2015
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Significant runway for high returning growth COSTA

Like for like

growth

« » @ Y. =

* Brand

* Coffee credentials
* Food

» Store experience

* Digital
\ g

S~ - - |
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Driving sustainable like for like on multiple fronts CO$§TA

cosu

Translate quality

and innovation to
sales - extension &

premiumisation

-4

Deliver the right
format for
the occasion

Maintain and amplify
brand presence

Step change to
support coffee sales

Build loyalty through
personalisation and
‘stickiness’
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Brand — amplify our coffee credentials

New vision and brand purpose puts coffee back at the
heart of our business:

Inspiring Britain to love
great coffee

* UK Brand re-launch with customer facing promise
“Never a dull cup”

* Broadcasting delivering consistently brilliant quality
* Driving brand warmth

* Talking to our customers across multiple channels
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Coffee credentials —innovation driving sales COSTA

COSTA
OoLD IN FINE COFFEE

PARADISE -
STREET '!.'!;&ii"ﬁi!, y

oy

N

Coffee heritage Category extension Continued Premiumisation
Original mocha blend Start of an Expanding
started 45 years ago innovation journey coffee ranges
Cold Brew Second blend: Old Paradise Street

: _ launched two years ago
Seasonal innovation ( Y go)

V60 (slow drip)
Nitro coffee ‘
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Food — a fresh approach COSTA

Example categories by day part

Win in Breakfast Contend in Lunch Maintain leadership in Snack

BREAKFAST ROLLS PORRIDGE PANINI SANDWICHES CAKE TRAYBAKE
-

/‘ ,_‘_,r’ /

BIRCHER MUSELI FRESH FRUIT NUTS AND BARS
S
A 4
Pieri 3 e R
o ::@ Fruity Crumble 4
. w €l 0 ;
/ ol
\ /4 comn |

Creating new opportunities with hero products — driving ATV
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Store experience — the right format for the occasion CO$TA

In rollout In development

COLLECT -
aveilable ab

* H1: Opened 7 Pronto stores * UK portfolio now at * H1: Launched finer coffee * H1: Tested new food-led

including mainline rail over 40 stores concept at Shelton Street offer with improved layout

concept test

* Targeting further 5+ * H2: Opened full concept * H2: 2 concept stores now

* H2:Roll out in key travel openings in H2 store in Wandsworth — opened

locations, e.g., finer coffee, upgraded - White City

- London Bridge Station interiors, evening offer - Milton Keynes

- Westminster
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Store experience — investing in the customer COSTA

* Convenience - greater speed of service
— Merrychef ovens to align coffee and hot
food delivery time
— New tills with additional functionality
— Queue management through improved
layout planning
— Costa Collect

* Range — extended with
new equipment

* Experience — better merchandising

through tailored layouts Building

ATV

Driving

throughput
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Building digital from a strong foundation of COSTA
loyal customers

Costa Coffee Club Costa Collect

OSTA
* 5.1m active customers* Mobile payments to enable faster and » Costa Collect to enable faster collection
- Over40% of transactions WRHUP PN easier transactions and payments
by Coffee Club members - Apple Pay and Android Pay » Trial Costa Collect October 2016
« Now over 400,000 active app available in all equity and most in 10 stores .

franchise stores - 2 i
* Rolloutin ,

Continued focus on Mobile Payment 2017
options moving forward

members (past 12 months)

Personalised communication
and reward

...... = COLLECT ---

eveiable al
this store

* Transacted at least once over the last 12 months
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Significant runway for high returning growth COSTA

Structural

growth

Y . =

New locations
* Existing locations
e Better locations
and formats
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Insight-led approach to network planning COSTA

({=19 7.1

5.1m active* loyalty scheme
users provide customer insights

Detailed demographic analysis
across 40,000 micro markets

Expert property team:
60+ years experience

Market-leading network
presence across multiple
channels

er the last 12 months
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Significant white space for new Costa stores... COSTA

UK stores Beyond
3,000

stores 0
New locations
e - : Strong UK
Existing Iocatlon-s store returns:
- greater penetration >40%

2,500+
stores

2,121
stores

Better locations and formats

H1 16/17 2020
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with multiple routes to access COSTA

Traditional

ngh Street Shopping Mall

I.
(e

Franchise - S
5 ransport an % .
Concession Drive Thru Retail Park Drive Thru
Flexible ownership model Focus on growth channels Using formats to profitably

creating competitive advantage Leverage lease flexibility in traditional channels access more locations
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© New locations — hlgher growth channels driving COSTA

future opportunities

2015/16 like for like growth by channel

%

Drive Thru

Transport

Concession

Retail Parks

Shopping Centre

High Street

> two-thirds

of new store
openings
by 2020

DOD R

-
A

Future growth opportunities

+ Substantial headroom for growth and route
to access new consumer occasions

* Focus on partners with national scale (e.g., Next,
Debenhams)

= Currently only c.10% of equity portfolio

*  Opportunity for new formats

= Lease flexibility provides substantial opportunity
to optimise portfolio and reach the best locations

- 4
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\ © New locations — great potential in Drive Thru CO$TA

* Drive Thru: Highly profitable
nascent channel

NOTTINGHAM
Opened: May 2011

5 year sales growth
c.50%

— 44 Drive Thru sites in the UK”

— 13 of the top 20 Costa stores are
Drive Thru

— Potential c.100+

* Trialling new format with Roadchef M27 ROWNHAM

— Leverage partner’s network (Roadchef)

New franchise Drive Thru
Opened: July 2016

Note: 5 years sales growth refers to 5 year period post opening. *Includes equity and franchise
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© Greater penetration — in existing locations COSTA

Bedford

‘}b BOX END Railway station — g - :_l |
» ‘ Y. : 142 )

Retail ranking

c.87k shopper
population

8560 g 4 potential

.\f O
; d locations for
High Street (2014) = ) - new stores

(1) . ARROWDEN
. Current store locations
Retail park (2014) ,
@ Franchise site

‘@ Future opportunities

@ Current Express locations

*

Ridg

Source: Retail ranking: CACI 2013
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© Greater penetration — opportunity for more COSTA
stores in existing locations

—— AN Retail?’raanking ‘ . ‘ -
® @ ¢.212,000 @ |

& > 1,000
g shopper population Hew site
© 6 potential stores p opportunities

‘ @ exist in Costa

® . ' w S ” | cI).catiohs
©

© 46 W % :
® |
Retail ranking > ‘ &
. ¢.150,000

. | | ' ‘ shopper population & ,.,\
® .(L/’b O 10 potential stores @ . ‘\J%
@ Current store locations @ Franchise site

\‘\) Future opportunities @ Current Express locations

Source: Retail ranking: CACI 2013
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Better locations — flexibility to optimise for the CO$TA
best High Street sites

GLASGOW * Large high street estate
Original site )
205 Sauciehall Street — 35% of stores
Re-site to . .
G b S * Flexible lease portfolio
R I — Earliest average exit for high street estate

c.54% ® %
c.3 years
Increase in space

+70% Currently re-site some 20 stores p.a. —
Rental increase opportunity for more

— Opportunity to find better, right sized
locations
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€© Better formats — Pronto Coffee at speed _COSTA

* Delivering speed and
convenience

* Favourable economics

Pronto

COSTA
L .'...' o
' = Reformatted to

100% take-away,
il |

More numerous, faster tills . - taEECting comenuters

Small store area

Speed of service NPS score : j
with no seating

increased 14%pts’

Pronto

St Pancras

Reformatted to 80%
take-away and 20% eat-in,
transport hubs targeting commuters

Uncapping peak demand in all day travel hub

Compact footprint

Focus on coffee and take-away,
especially in London and

Note: *NPS scores based on YTD to Nov 14th 2016 vs last year for all Pronto stores
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Significant runway for high returning growth COSTA

People and

Community

£ Y. Y. =

e Customers
* Community
* Environment
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Our people are the key to success

BUSINESSES DON'T
MAKE GREAT COFFEE

Development on apprenticeships

Early adoption of NLW

Pay for progression

Turnover lower than industry standard

\\\ == Apprenticeships

/’,f-;/ National Awards 2016

ro UNITED
KINGDOM
EMPLOYER 2015

THESUNDAY TIMES

BEST BIG
COMPANIES
TO WORK FOR

NATIONAL
LIVING WAGE
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Connecting with customers, community and COSTA
environment

In 2015 Costa FOOFPEE >

11,000 target to

reduce added
sugar in drinks

volunteer hours,

12,000 activities, b mulP

f,
o

900 communities . by 25% by 2020
helped

-

Cups

recyclin
£11m 2
raicad for Currently trials in
76% of operational 2,000
Costa )
) waste diverted stores
Foundation

C - from landfill in UK
N COSTA——

FOUNDATION) £t RECYCLE

Bratia Tea

ING COMMYNITE




UK A giant step forward
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Summary — unlock potential TR, COSTA

Costa opened its first China store in 2006
— We have 395 stores today - 141 through Beijing JV, and 254
through Shanghai JV

* China remains an enormous opportunity
— Scale and growth (driven by expanding middle class)
— China taste for Western Coffee evolving
— Average contribution of the top ¢.75% of stores similar to the UK

* A plan to reorient brand proposition and awareness
— Become China’s favourite coffee shop
— Targeted expansion focused on highest potential cities
— Exit (or turnaround) poor performing stores
— Strengthen brand and drive awareness

* China investment will deliver profitability and headroom
for growth in a fast growing market

Note: Store numbers as at half year 16/17



CHINA

China — enormous market potential

China specialist coffee shop market * Number of cups consumed
£m per year per capita 2015*

UK

South Korea

Hong Kong

Taiwan
China
(middle class)

China
(average)

2010 2015 2020E

|

31

12

142

120

**Growing urban
middle class

Peer countries

Phases of coffee culture development

Traditional filter
W= andinstant coffee

The rise of branded
coffee chains

S Education of bean
China - lit d origi
leap-frogged Wave quality and origin
the 1%t wave
of coffee - _ -
development A | Scientific methods

of brewing coffee
Wave

**Consumption trajectory accelerated by growing Urban middle class, which is forecast to grow from 14% in 2012 to 54% in 2020F

Source: *Euromonitor; China middle class defined as population with annual household income PPP for 16,000-34,000 USD annually
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We can become the clear Number 2 COSTA

Top 4 specialist coffee players, 2016
number of outlets

Starbucks c.2,400
COSTA
. c. 400
Pacific c.300
Maan c.100
Coffee*

Source: Company websites, *Forbes, February 2015. Note: Costa store numbers as at HY 16/17; store numbers based on mainland China only (and exclude Hong Kong)
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A large proportion of our like for like stores COSTA
make good contribution

Current Top ¢.75% Top ¢.25%

estate stores stores

Average sales

per store 258 289 348
(£000)
Average store
contribution 32 51 97
(£000)

Average store

contribution 12% 18%" 28%

(% of sales)

Note: Total China LFL estate includes Shanghai and Beijing JV store trading before consolidation adjustments for non-controlling interest and share of JV profit-*inline with-UK-store“contribution

Contribution: Store sales less cost of sales, consumables, labour, occupa — excludes royalties or an apportionment of overheads and other central costs
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China Plan — build for growth

Winning Strengthen
customer brand and drive
proposition awareness

Exit
(or turnaround)
poor performing
stores

Greater
penetration in
fewer cities
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Creating a winning customer proposition... COSTA

What Costa China will be famous for:

What we’ve learned Our plan
B * Consumers like Costa * Undisputed leadership on
everage * Coffee Theatre prized ‘Coffee Credentials’
d * Western food preferred, * ‘British Inspired’ through range
Foo but with local adaptation * Continued local innovation
S . * Warm and friendly * ‘Personalised Theatre’ and passion
ervice service is critical for knowledgeable service
Envi * Premium Western style crucial * ‘Warm and Stylish’ ambiance
nvironment at this price point * Substantial local design effort
* Large revenue opportunity * Continuously update a coffee
Merchandise « Merchandise crucial to brand lifestyle branded merchandise

building * Cross brand collaborations
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...to become China’s favourite coffee shop COSTA

With early success...
Canton Place,

Guangzhou

Double digit uplift in
average weekly
sales growth
post reimaging

EST. LONDON 1971
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Building the brand and growing awareness COSTA
2

N

(
o'.

ke :

LinkedIn Cortado Edgy tone Frostino campaign y . -
promotional campaign N =

* 110 stores SO RP\Y

o o i el O AR
* Over 13,000 customers &1.1;5‘3"#101

redeemed coupons 0=

* In ‘crazy hour’ 15,000+
Frostinos redeemed,

* 41% redemption rate,
significantly
higher than
industry
benchmark :
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Geographic focus — narrower and deeper COSTA

Example Focusing growth
market focus: on tier 1 and 2
| Shanghai cities with a
@) Currently has 93* Costa stores combined
o =y The metropolitan area population of
= © has 24m population c.200m people
Shanghai provides
@ 62 ~ significant opportunity
G for future growth

%)
(61501 A30 |

(s38a7)

T
(s1946)

(ING 4
(c2)

Source: National Administrative Bureau of the State Owned Property of the People's Republic of China; Note: * 93 stores as at August



ON K CHINA

China Unlock potential




@ Sustaining good returns

@ Q&tAs
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Summary — deeper, more profitable COSTA

- e
> u

Centres R ONGEE asy e
. . z-"‘ ‘A - . - : ‘
Focus on highest potential markets of

/ Excellence /S EEENeS

Leverage capital light franchise model to &

access growth

Hub and spoke — lean regional infrastructure
to support local market growth

Replicate success of MENA franchise in high
growth Asian markets

Successful partner selection




Rest of the World Costa stores

ON

2010/11 - 2015/16

CAGR
9%

2010/11

2015/16

Source: International Coffee Organisation, 2016

cHiNa LI WOTANTIDE L EXPRESS || SUSTAINING COOD RETURNS |

COSTA

A strong business with further opportunity

Coffee consumption, KG per capita

2015

Highest consumption (Finland)

Germany _ 6.5

USA
Spain

Czech Republic

Qatar
Poland
Singapore
Saudi Arabia
Philippines
Malaysia

Indonesia

Costa presence -

) ——
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Poland — a success story COSTA

Driven like for like through fresher food
and drink innovation

Grown brand awareness (+14% to 55% Feb
2016) Clear market leader

i ' ith 120 st
Developing a profitable model at scale e SHOTES

— Focus on highest potential segments Poland becoming o . : G
(residential, high street and office) profitable next year Vi s
— New low capex solution for offices

— Addressed tail of unprofitable stores

Expanded Costa Express at pace, now
with over 200 machines

With growth opportunities in new
channels and cities

Opportunity to more than double size of existing network

Note: Brand awareness from TNS surveys November 2015 vs. February 2016
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Middle East — a strong, repeatable franchise model COSTA

* Driving brand preference COSTA
| & 2 oLD
* Beverage innovation with PARADISE
Old Paradise Street, Frostino STREET

Innovating food to meet localised taste

Ongoing refurbishment of the estate

Consolidating strong partnerships

Opportunity for further expansion
&

oL
- PARADISE
/ A SIREET

146
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Building a foothold in high potential SE Asia

markets

—
22y2a Developing

Existing specialist coffee
coffee shop shop market,
market expected currently >800 stores.

to grow 10% p.a.
to 2020

Expected to grow
5% p.a. to 2019

Indonesia

d s Current coffee

- shop market of

S e ¢.900 expected
~ to grow 7% p.a.

to 2020

|

Key market attributes
* Large urban populations
* Growing middle class

» Existing coffee shop market
prime for growth

* Favourable store economics

Successful partner selection —
key to driving profits

FZJ ROBINSONS RETAIL , =

HOLDIMNGS, INC.

Successful franchise partnerships driving capital-light access to high growth emerging market

COSTA



REST OF WORLD

(A 0ccper more profiable
Deeper, more profitable
World P P
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Summary — double up

 Strong track record of success to date

— Acquired 877 UK based machines from
Coffee Nation in March 2011

— Passed 6,000 machines in September 2016
— ¢.10% of machines now outside of UK

* Clear focus to double up Express
— Differentiate on technology

— Continue to drive UK growth
— Accelerate International

-4



NTRODUCTION LUk LI cHINA L REST OF WoRLD | NI L SUSTAINING GOOD RETURNS |

The Express model — loved by customers COSTA

Differentiated offer... ...driving high levels of
customer loyalty

Quality,
consistency
and choice 7/10
Fresh beans, buy once per week or
fresh milk more

1/3

buy 4-5 times per week
or more

Convenience
—on the go

Source: Independan t8d by Ideas & Visions, September 2015
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Attractive proposition ...

Automated
monitoring

Proprietary
equipment

Revenue
share;
capex light

Operational
support

nd a compelling proposition for partners COSTA

.. that provides greater insight and control

‘ Performance: Last 7 days Trend Comparisons ’
Dispensed CPO Average Cups per Day

Last 7 cays
Last completed weex
This week last year
Average Avadabity %
Last 7 days
Last completed week
This week last year
Average Sales Revenve per Day
Last 7 days: DiO»
Last compieted weed Dv
This week a5t year: DKK
Lost Trading Mours e

i O

|- ..

Example: A, -
Real-time L 4

telemetry

Sl repo rt
AINFOREST ‘w“"‘ '



EXPRESS || SUSTAINING GOOD RETURNS L
Delivering outstanding growth to date COSTA

Express machine count
2011/12 - 2016/17E

B Internationa

B UK

Dramatically
exceeded 2011
e D year target of
3,000
machines

Mar-11 2011/12 2012/13 2013/14 2014/15 2015/16 2016/17E

Continued UK growth and

Accelerated UK growth post acquisition Assessing International opportunity International expansion

Note: 2016/17 E is the full year estimate
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Differentiating on technology

Machine development Digital

POURING ESPRESSO

Improved
design and
payment
options

Interface,
connectivity

N

N

COSTA

Drinks

‘ On-going
S development
of drinks
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Continuing to drive UK growth COSTA

Strong partner base Clear headroom for growth

* Further opportunity in forecourts
WELCOMEBREAK 'mI-'g — ¢.3,000 machines today

e fuw) Sy

— Additional machines in existing sites

— 1,000+ potential new site locations

RUNIE-

ROADSIDE RETAIL

* Significant opportunity beyond

Sainsbue TESCO . . . .
Nisa ) (oo )  TESCO — ¢.1,600 machines in convenience retail
today
CcCO @ — 3,000+ potential new locations
el SEAR]

— Continued exploration of other channels
(e.g., leisure, workplace, travel)

Note: Machine figures as at HY 2016/17
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Accelerating international — repllcatmg UK success CO$TA

Exciting opportunity in
non-Costa markets

Strong early performance in
existing Costa markets

Number of Average

machines CPD*
O Poland 228 56
@ Ireland 138 64
@ UAE 48 41
@ Czech 56 79

Note: CPD= Cups per day; Average CPD in UK of 47 Note: Machine figures as at HY 2016/17



COSTA




@ Sustaining good returns
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Delivering strong returns and sustainable margins CO$§TA
over time

...Sector headwinds mitigated

Considered investment

. . through efficiencies and ...Creating long term value
decisions...

strong organic growth...

P&L investments Inflation Sustained margins over time
* Roastery (2017) * Coffee price and FX (2017) * Invest 100bpsin 2017/18*
« Refurbishment cycle * Property and rent then rising again
e Efficiency Delivering strong returns
* |T and digital

* Focused programme * ¢.35-40% returns

Organic growth

* Like for like sales
* New stores at good return

* 100bps investment: Approximate split of 50bps to UK equity stores and 50bps to other




Driving efficiency across the business to enable

Investment

Procurement Managing fixed
and supply costs and
chain capital

Organisation
and culture

Organisational
design and labour policies and
management compliance

Process, systems,

SUSTAINING GOOD RETURNS I

COSTA
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Example: Optlmlsmg sales through efﬂuent labour CO$TA
deployment

Higher customer [) view P Fiter § sort | 5 Stack | €9 Problems Audits Jj Cost
satisfaction Friday, November 25, 2016

Efficient use of labour

75.7% Total: 131:30 -20:15 75.7% Quarter Hour: 131:30 -20:15
- Right people « Faster service 6AM 7AM BAM 9AM 10AM 11AM 12PM 1PM 2PM
* Right place ans If_\ss \ =
queuing a ) o
* Right time C:>1: : A

L/ Insight o) )
team driven o D
engagement g decisions e ) —0

Mobile access * Granular data driving 9 ) e

to rotas greater insights and £
better business er

* Ability for team to decisions G
select and swap shifts C—;.,.
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Example: Substantlal potentlal to drlve efficiencies CO$TA
through supply chain

We are conducting an end-to-end supply chain Store cost per case’, £s
review focused on:

* Leveraging network scale and efficiency
across Whitbread

Optimising delivery
— Frequency
— Time of day

Consolidating delivery through suppliers

. Top quartile Network Bottom quartile
* Leveragmg tEChnOIOgy stores Average stores
(lowest cost) (highest cost)

* Based on FY 15/16 pen for full year with > 1
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Costa — delivering strong returns and sustainable CO$TA
margins over time

* Considered investments driving long-term growth

* Mitigation of sector headwinds over time through ongoing
efficiencies and strong organic growth

-4



\ A clear and ambitious plan COSTA

UK

A giant step forward

China

Unlock potential

A strong leadership team with

track record of delivery
Rest of

World

Deeper, more profitable

Express Double up

-4



\ Agenda COSTA

(’*‘\ UK

;‘r China

(\4 ) Rest of the World

(6 ) Sustaining good return:

@) aanas
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WHITBREAD

CAPITAL MARKET DAY 2016




l Recap — WHITBREAD

a clear plan for growth

Structural growth Market leading brands Continued disciplined
opportunity and loyal customers capital management
: Build capabilit
Grow and innovate Focus on our strengths P y
, : , to support
in core UK to grow internationally

long term growth

—~—g—

2020 Milestones on track Extended runway for growth

Long term growth in earnings and dividends combined with strong return on capital




WHITBREAD

CAPITAL MARKET DAY 2016




WHITBREAD

Biographies

- 4



Premier Inn and Restaurants

Amana Brady

Mark Anderson Phil Birbeck
Managing Director, Property and Managing Director, Human Resources Director,
Premier Inn International Restaurants Premier Inn
* Mark has over 20 years of * Phil has been Managing Director for + Amanda joined Whitbread in 2008 ,
experience in Real Estate covering Restaurants since June 2015 and has been HR Director far Premier

acquisition, financing, development,
management and portfolio

+ He was previously Operations Inn since 2011

; : Director at PC World, Managing +  She has held a number of senior
ransactions . . .
Director of PC City Spain and operational and HR roles at the Celtic
» Before joining Whitbread, Mark restructured Dixons' B2B operation Manor, Marriott Hotels, GE
spent 16 years at J Sainsb here . -
hPs Ir;st roTe e to maluna L:_-r:: * In 2012 Phil took up the position of He‘a‘lthcare, Lioyds Pharmacy and the
' W nag MD for Pixmania Group Spirit Group

aspects of the UK property estate




Russell Braterman
Innovation and Business
Development Director, Premier
Inn UK

* Russell has over 13 years of senior
brand and marketing experience

* Prior to joining Whitbread, Russell
has been Head of Brand for AMEA,
Marketing Director at Phones 4u and
a consultant at McKinsey

* Russell also founded a boutique
guest house in Brighton

Premier Inn and Restaurants

Sean Darlington

Commercial Director, Premier

Inn UK

Sean has over 25 years’ experience
in all aspects of revenue
management

Prior to joining Whitbread, Sean
enjoyed a 21+ year career at British
Airways including advising partner
airlines and negotiating mergers

Simon Ewins

Chief Operating Officer, Premier

Inn UK

Simon has been COO of PI, hub and
CSR since July 2015

He has been with Whitbread since
2004, roles including Operations
Director Restaurants and Business
Development Director for Premier
Inn

Prior to that he spent time in Private
Equity-backed pubs & bar companies
in Operations Director roles




Premier Inn and Restaurants

Mark Fells
Chief Marketing Officer, Premier
Inn UK

*  Mark has over 25 years of
commercial and digital experience
with previous roles at
lastminute.com, Diageo, Thomas
Cook, Alliance Boots & Tussauds
(now Merlin)

Simon Jones
Managing Director,

Premier Inn and Restaurants UK

Simon Jones held various senior
positions at Premier Inn before being
appointed MD for Premier Inn and
Restaurants

Prior to joining Premier Inn, Simon
worked as a strategy consultant for
c.15 years at OC&C (latterly as a
Partner) with a primary interest in
the Retail and Hospitality

Bhavesh Mistry
Finance Director, Premier Inn
and Restaurants

Bhavesh joined Whitbread in 2013
from Virgin Media, where he was
Group Financial Planning and
Analysis Director

Prior to this he held roles with
Anheuser Busch InBev in Canada,
Belgium and the UK, most recently
as UK & Ireland Finance Director




COSTA

Sarah Barron
Chief Marketing

Clive Bentley

Global Property & Commercial Director, Costa Group

Officer, Costa Group

* Sarah has been with Costa since 2014, and was recently appointed as * Clive joined Whitbread in 1993 as Acquisitions Manager for Beefeater
CMO, having led the launch of Costa in South East Asia Grill, and held various key property roles in the Whitbread Group

* Prior to this Sarah worked with multiple FTSE 100 companies before joining Costa as Property Director in 2003
developing brand and innovation strategies * Prior to this he spent 5 years in a major commercial surveying practice

* She is an expert in building global brands having spent 12 years at in London and is a qualified Chartered Surveyor with over 25 years
Cadbury in UK, European and Global roles and latterly as Managing experience in the retail/leisure property market

Director for Green & Blacks

Jason Cotta
Managing Director, Costa UK & Ireland

Sarah Highfield
Global Chief Finance Officer, Costa Group

» Jason joined Costa as Operations Director in 2010, and prior to his * Sarah joined Costa as Global CFO in 2015, having previously held
appointment as MD Costa UK&I, held pivotal leadership roles in the multiple senior finance positions at Tesco. These included CFO for
business, including MD UK Retail, and more recently MD Costa Tesco Hungary, and CFO for Tesco Slovakia
International * She is an experienced finance and transformation leader, having spent

* He has significant tenure in operations, with broad experience across 10 years at Tesco PLC, and prior to this was at Mars

retail and hospitality, having held senior roles at Tesco, TGI Fridays,
Care UK and Travelodge




COSTA

Andrzej Jackiewicz
Managing Director, Costa Europe

Esteban Liang
Managing Director, Costa China

* Andrzej joined Costa as Managing Director for Poland and Latvia in * Prior to joining Costa, Esteban was Managing Director in Asia for
2013, and was recently appointed Managing Director for Costa Europe Inditex, one of the largest fashion retailers in the world

« He has extensive experience in growing multinational businesses, * He joined Inditex in 2004 and during his tenure held a number of senior
having held multiple director roles specialising in sales and operations positions, responsible for developing and growing Inditex fashion

. _ . brands across Asia
* His past experience includes 12 years at Proctor and Gamble and 8

years at Tchibo * His previous roles at Inditex include Asia Expansion Director and
Deputy MD for China

Murray McGowan
Managing Director, Costa Express

Dominic Paul

Managing Director, Costa Group

* Murray joined Costa in 2014 as International Finance and Strategy * Prior to joining Costa, Dominic served as Vice President International
Director, before being appointed Managing Director of Costa Express in for Royal Caribbean, overseeing significant international expansion
March 2015 * He brings a wealth of experience in executive and board level roles

* He previously served as CFO for KFC UK & Ireland and Global across the airline and cruise industries, spanning both the UK and
Commercial Strategy Director for Cadbury PLC, and spent several years international markets

at McKinsey & Company specialising in retail

* Previous roles include serving as Managing Director and Chief
Operating Officer at bmi




COSTA

Kate Seljeflot
Global HR Director, Costa Group

Clair Preston-Beer
Managing Director, Costa SEAI & MENA

* Clair is an experienced leader in operations, who has recently been * Kate joined Costa in September 2016, from Diageo where most
appointed as Managing Director for Costa SEAI & MENA recently she held the position of Global Talent Director

* She joined Costa in 2003 as an area manager, and has since held key * She is a highly accomplished HR professional, having held multiple
leadership roles within operations, in both UK Equity and Franchise senior HR positions during her 14 year tenure at Diageo, including; HR

Director for Africa, Turkey, Russia and East Europe, Global Shared
Services Director and Commercial HR Director

* Her previous roles in Costa include; Regional Operations Director, UK
Franchise Director and COO for the UK
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\ Strong profit growth across all business units COSTA

2015/16 2012/13
Stores Machine System Sales Sales Contribution / PBIT Contribution /

£m £m £m PBIT

£m

UK Retail & Enterprises 2,034 5,216 1,283 976 192.1 123

Marketing & Overheads (41.0) (35)
UK 2,034 5,216 1,283 976 151.0 88
International 1,243 329 127 2.5 2
Underlying PBIT 3,277 5,216 1,613 1,103 153.5 90

- 4



UK Equity store economics

UK Equity store

COSTA

Average store P&L

2012/13
2012/13 2015/16

Stores (Year End):
Stores (Average):
System Sales* (£000)

Contribution* (£000)

Mote: * Ay

920 1,196

872 1,155
155
499 583
94 106

e

% Growth
2015] 16 vs. 12/13
195 +26%
Food, beverage
and consumables
+19%
Labour
Oceupancy

Depreciation

Store Contribution

2012/13

2015/16

[ Average Contribution Margin 19%

18% ]

contribution per store based on average number of UK eguity stores in full year 2015/16




\ Costa Express economics COSTA

UK Express 2012/13  2015/16

Machines (Year End): 2,560 4,724 » Average UK capex £12k vs. expected
future capex of c.£13k

Machines (Average): 1,876 4,339

* Payback in 3yrs
System sales per

machine* (£000) 28.5 342

erage number of machines installed in full year 2015/16




