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Safe Harbor Statement

This presentation contains certain forward-looking statements and information, which reflect management's current beliefs and expectations regarding future events and operating performance and speak
only as of the date hereof. These forward-looking statements include statements about Restaurant Brands International’s (“RBI’s”) expectations and beliefs regarding (1) the sales, revenue and restaurant
growth and expansion opportunities for RBI’s three brands and the drivers and pace of such growth, (2) RBI’s restaurant pipeline and its long-term restaurant growth goal, (3) RBI’s approach and goals with
respect to digital and technology initiatives, including the timing and roll-out of outdoor digital menu boards and related technologies, (4) RBI’s business strategies, strategic initiatives and growth prospects,
(5) capital allocation and RBI’s target total dividend, (6) RBI’s ability to create value for its shareholders, (7) competition in its markets and its relative position, and (8) sources of revenue and the drivers of
RBI’s financial and operational performance. The factors that could cause actual results to differ materially from RBI’s expectations and beliefs are detailed in filings of RBI with the Securities and Exchange
Commission and applicable Canadian securities regulatory authorities, such as its annual and quarterly reports and current reports on Form 8-K, and include the following risks: risk related to RBI’s ability to
successfully implement its domestic and international growth strategy and risks related to its international operations; risks related to unforeseen events, such as pandemics, risks related to RBI’s ability to
compete domestically and internationally in an intensely competitive industry; risks related to technology, risks related to RBI’s substantial indebtedness; global economic or other business conditions that
may affect the desire or ability of our customers to purchase our products; RBI’s relationship with, and the success of, its franchisees and risks related to its fully franchised business model; and the
effectiveness of RBI’s marketing and advertising programs and franchisee support of these programs.

System-wide sales represent sales at all franchise restaurants and company-owned restaurants and are driven by sales at franchised restaurants, as approximately 100% of current restaurants are franchised.
RBI does not record franchise sales as revenues; however, franchise revenues include royalties based on a percentage of franchise sales.

System-wide sales growth refers to the percentage change in sales at all franchise and company-owned restaurants in one period from the same period in the prior year. Comparable sales refers to the
percentage change in restaurant sales in one period from the same prior year period for restaurants that have been open for 13 months or longer for TH and BK and 17 months or longer for PLK . Additionally,
if a restaurant is closed for a significant portion of a month, the restaurant is excluded from the monthly comparable sales calculation. System-wide sales growth and comparable sales are measured on a
constant currency basis, which means that results exclude the effect of foreign currency translation and are calculated by translating prior year results at current year monthly average exchange rates. We
analyze key operating metrics on a constant currency basis as this helps identify underlying business trends, without distortion from the effects of currency movements.

Net restaurant growth refers to the net increase in restaurant count (openings, net of permanent closures) over a trailing twelve-month period, divided by the restaurant count at the beginning of the trailing
twelve-month period.

In this presentation, the Tim Hortons® brand may be referred to as “Tim Hortons” or “TH”, the Burger King® brand as “Burger King” or “BK”, and the Popeyes® brand as “Popeyes” or “PLK”. All trademarks are
the exclusive property of their respective owners.

All figures are as of March 31, 2021, unless otherwise noted.
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The RBI Value Proposition

3 Iconic Brands 

Sustainable 
Organic Top-
Line Growth

Differentiated 
Global Growth 

Model

Integrated 
Technology 

Platform 

Highly-Scalable 
and Efficient 

Platform
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Three Iconic Brands

Since

Restaurants

1964
Acquired

2014

>4,900

Since

Restaurants

1954
Acquired

2010

>18,600

Since

Restaurants

1972
Acquired

2017

>3,400
Countries
>115

Countries
>10

Countries
>25



Sustainable Organic Top-line Growth
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Innovation
Quality & 

Everyday Value
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Freshly

Cracked Eggs

Ch’King® – Hand Breaded 
Chicken Sandwich

Whopper®

Chicken 

Sandwich

Fresh

Brewer

$1 Your Way 
Menu 

Impossible

Whopper®

Cajun Flounder 

Sandwich

Cold Brew

Guest Experience

Digital Menu Boards

Restaurant Brands 

for Good

Digital

Royal 

Perks

Tims

Rewards

Popeyes 
Rewards

Delivery 

Mobile Order & Pay



Differentiated Global Growth Model

BK TH PLK

(3) Total store count in thousands
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(3)

Compounding Benefits of 
Development

+ 54%

+ 27%

+ 16%

(2) Growth in store count since acquisition (BK: 2010, TH: 2014 ,PLK: 2017)

(2)

Cumulative Net 
Restaurant Growth 

since Brand 
Acquisition

On track to 40k Restaurants Globally
(1)

(1) 40k restaurant target as outlined on Investor Day on May 15, 2019

BK Int’l 
+2x to 

~12k Units

Increased 
Brand 

Awareness 

Higher 
Revenue
per Store

Fixed Cost 
Leverage 

Improved 
Profitability 

Restaurant 
Growth

+ 8 k
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Integrated Technology Platform

Restaurant Guest Data

Point of sale software

Back of house

Product and information 
management

Web

Mobile App
(iOS, Android)

Kiosk

Loyalty

Data & Analytics Platform

Prediction engine & 
suggestive sell

-Tims Rewards
-BK Royal Perks
-Popeyes Rewards pilot

World class team building highly scalable products across brands and geographies
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Digital Menu Board Update

 Installation Target: Considerable majority of 
North America completed by year end

To be enhanced with additional capabilities:

 Predictive and Personalized Selling

 Integrated Loyalty Programs

 Remote, Contactless Payment

(1) Total store count as of 3/31/2021 in North America 14,832 (US: 10,346, CA: 4,486) with 10,000+ Drive thrus; LTM System-Wide Sales as of 3/31/2021: NA: $20,392mm (US: $15,045mm, CA: $5,347mm) 

(1)

Restaurant

Guest

Data

Digital 
Menu 
Boards
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Historical Growth Algorithm

~5%Unit Growth

Comparable Sales

System-wide Sales Growth

Adj. EBITDA Growth

2% - 3%

~7%

Mid to High 
Single Digits

Note: Based on combined results from 2014 to 2019
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Total Shareholder Return

Base Layer Returns

EPS Growth
• Compounding system-wide sales growth, disciplined 

management and scalable model drive bottom line

Strong Dividend
• Strong growth in dividends to $2.12 per share, +3x over last 5 

years, representing industry best-in-class yield of ~3%

+

Strategic Value Enhancement

Total Shareholder Return

Repurchases • $1.6bn in repurchases completed in last 5 years

Strategic Investments
• $14bn of accretive acquisitions since 2014

• Strategic investments behind our brands

+


