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L e g a I HEDGEYE

DISCLAIMER

Hedgeye Risk Management, LLC (“Hedgeye”) is a registered investment advisor, registered with the State of Connecticut. Hedgeye is not a
broker dealer and does not provide investment advice to individuals. This research does not constitute an offer to sell, or a solicitation of an
offer to buy any security or investment vehicle. This research is presented without regard for individual investment preferences or risk
parameters; it is general information and does not constitute specific investment advice, nor does it constitute or contain any legal or tax
opinions. This presentation is based on information from sources believed to be reliable. Hedgeye is not responsible for errors, inaccuracies
or omissions of information. The opinions and conclusions contained in this report are those of the individual expressing those opinions or
conclusion and are intended solely for the use of Hedgeye’s clients and subscribers, and the authorized recipients of the content. In
reaching its own opinions and conclusions, Hedgeye and its employees have relied upon research conducted by Hedgeye’s employees, which
is based upon sources considered credible and reliable within the industry. Neither Hedgeye, nor its employees nor any individual
expressing opinions, conclusions or data are responsible for the validity or authenticity of the information upon which it has relied.

TERMS OF USE

This report is protected by United States and foreign copyright laws and is intended solely for the use of its authorized recipient. Access
must be provided directly by Hedgeye. There is a fee associated with access to this report and the information and materials presented
during the event. Redistribution or republication of this report and its contents are strictly prohibited. By joining this call or possessing
these materials, you agree to these Terms. For more detail please refer to the appropriate sections of the Hedgeye Services Agreement and
the Terms of Service at https://www.hedgeye.com/terms_ of_service.
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Please submit questions™ to

qa@hedgeye.com

*Answered at the end of the call




Hedgeye Restaurants Position Monitor HEDGEYE

HEDGEYE RESTAURANTS POSITION MONITOR

TICKER COMPANY Price Mkt. Cap (M) NTM P/E | |TICKER COMPANY Price Mkt. Cap (M) NTM P/E
BFI BurgerFi International, Inc. $38.97 $228 N/A BYND Beyond Meat, Inc. $109.69 $6,938 N/A
SBUX Starbucks Corporation $114.1 $134547 30.6x SHAK Shake Shack, Inc. Class A $86.00 $3,617 354.1x
DPZ Domina's Pizza, Inc. $489.84 $18,054  32.2x RRGB Red Robin Gourmet Burgers, Inc. $24.24 $381 N/A
DASH DoorDash, Inc. Class A $22052 $74522 N/A PLAY Dave & Buster's Entertainment, Inc. $41.58 $2,007 15.9x
WEN Wendy's Company $22.83 $5,086  25.9x BLMN Bloomin' Brands, Inc. $26.20 $2,338 9.5x
MCD McDenald's Corporation $246.42 $184,026  25.5x BJRI BJ's Restaurants, Inc. $45.19 $1,053 25.2x
TKWY-NL Just Eat Takeaway.com N.V. £65.90 €13,979 N/A DRI Darden Restaurants, Inc. $158.70 $20,682 20.1x
YUM Yum! Brands, Inc. $125.52 $37.110 25.9x CHUY Chuy's Holdings, Inc. $33.22 $664  20.7x
DIN Dine Brands Global, Inc. $86.12 $1479  12.2x
QSR Restaurant Brands International Inc $62.45 $37,350 20.2x
EAT Brinker International, Inc. $51.63 $2,374  10.5x
TXRH Texas Roadhouse, Inc. $94.72 $6,614 235x

*Hedgeye’s “bias” represents Hedgeye’s outlook on companies currently under Hedgeye’s review. Hedgeye may or may not provide further
commentary on any or all companies represented on the bench and representation of a company on the bench does not forecast whether
Hedgeye will or will not issue any additional material on that company.

© Hedgeye Risk Management LLC. 4



FWRG | Key Points HEDGEYE

1 | Focused, one-day part and a streamlined menu

One of the unique and positive elements of the First Watch concept is that the company focuses on one meal occasion
(breakfast/Brunch/lunch), which keeps the menu small and simple. It allows for a consistent menu and food quality. A
simple way to think about the process is that the managers and crew only have to prep for one day part and not three. This
was the original Outback Steakhouse story, except it was dinner only so that the founders could play golf in the AM.

2 Growth, but it's not BROS

FWRG should be able to accomplish a low-double-digit unit with little problem. The company's historical positive same-
store sales and traffic performance suggest that mid-teens revenue growth is not out of the question. How much leverage in
the business model will determine if it can get to mid-teens EBITDA growth too. The one number that looks aggressive is its
stated cash-on-cash returns. Throughout the S1, the company has a few different calculations for its cash-on-cash return
but claims 50% to be the number. That type of return is not usually seen with a full-service restaurant, with the last
company claiming that level of success was PLAY, and we know how that ended.

3| Full Service at a Fast Casual valuation

FWRG looks to price the IPO closer to a fast-casual multiple than a full-service company. Even according to industry trade
magazines, FWRG looks more like TXRH than CMG. The consumer tailwinds for FWRG are abundant, but returns are an
essential element. Considering historical financial performance, FWRG deserves a premium multiple to the full-service
segment, but it cannot capture 100% of the difference.

© Hedgeye Risk Management LLC.
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Overview | Offering Details HEDGEYE

9.5 million shares between $17-20. The shoe is 1.4 million shares. At the midpoint it would value the company at $1.1B.
Advent will own 79% of the company after the IPO.
The use of proceeds will be to repay borrowings with an interest rate of 8%.

180 day lockup period.

YV V VY V VY

Pricing is expected on Thursday September 30 and first trade is scheduled for Friday October 15t

Data Source: Company documents © Hedgeye Risk Management LLC.



Overview | Management Team

HEDGEYE

Christopher Tomasso, CEO

« Been with First Watch since
2006 and was named CEO in
2018.

 Priorto First Watch, Chris led
leadership roles at Cracker
Barrell and Hard Rock Café.

Eric Hartman, EVP

Eric has more than 20 years of
experience in Real Estate and
Development.

Prior to First Watch, Eric led
many development related
functions at Bloomin’.

Mel Hope, CFO

Mel joined First Watch in 2018,
bringing decades of experience
leading public organizations
like Popeyes’ Louisiana Kitchen.
Graduated from Belhaven
University and has his CPA.

Data Source: Company website

© Hedgeye Risk Management LLC.




Overview | Timeline

HEDGEYE

Our Journey With a Long Track-Record of Growth

18t First Watch
restaurant opens
in Pacific Grove,
California

Ken Pendery
becomes CEO

Urban Farm

100th

Restaurant
Opened

Rollout

Investment by
Advent
International

Mel Hope

joins as

Chief Financial

Officer

Alcohol and

Off-Premises
Rollout

e

(I~

Complete merger
of 4 operating
companies into

FWRI

S
First Wartch.

Chris Tomasso
joins as Chief
Marketing
Officer

Rebranding to
our current
logo

N

FIRST WATCH

THE DAYTIME CAFE

200th

Restaurant
Opened

300th

Restaurant
Opened

Chris Tomasso
becomes CEO

400th

Restaurant
Opened

Today we have over 420 restaurants and a seasoned management team with 345+ combined years of industry experience

Data Source: Company documents
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Overview | One Shift, One Menu, One Focus HEDGEYE

» First Watch is differentiated by its focus on the breakfast, brunch and lunch daypart. Rather than staying open and
serving dinner the restaurant closes at 2:30PM.

» Its menu remains the same throughout the day with a smaller than average 60 entrees.
» The food is focused on fresh, high quality, natural, and better for you.

» By closing at 2:30PM the restaurant only has one shift for employees. Without night shifts First Watch has a
differentiated offer for restaurant workers that are accustomed to working every evening.

Data Source: Company documents © Hedgeye Risk Management LLC.



Overview | Menu Evolution HEDGEYE

Culinary Innovation Creates Ongoing Platforms for Growth

-~

Seasonal Menu Program Fresh Juice Program Shareables Core Menu Evolution
(€ ;L-.",_‘.:‘, 2 \

: . . Alcohol Program
Ingredient Improvement Chef Shane Joins Urban Farm Menu & Project Sunrise Expansion
New Plateware

Data Source: Company documents © Hedgeye Risk Management LLC.



Overview | Location Map as of June 27th HEDGEYE

Nation’s Restaurant News said in 2019 First Watch was the fastest growing full-service concept based on systemwide sales growth. In 2020 it
was named as the fastest growing full-service chain based on unit growth.

In 2020 First Watch opened 23 company owned restaurants.

Florida represents 30% of company owned restaurants and 24% of the system.

Data Source: Company documents, Nations Restaurant News © Hedgeye Risk Management LLC. 12



Overview | Glassdoor Insights HEDGEYE

Having one daypart is a strong selling point for First Watch.

40 *x*x*x Vv

Chris
Tomasso

182 Ratings

Approve
of CEO

Recommend
to a Friend

* Pros:
* “If working 5 days a week can make good money”
* “Hours are great for someone who wants to work mornings”

* Cons:
* “7-8 hour serving shifts, no breaks, work weekends”
* “High expectations younger staff, long hours”

 AS5yearlongitundinal study of employee surveys on Glassdoor published by William Blair ranked First
Watch as #1 for work/life balance for overall employee satisfaction in the industry.

* Manager turnover was 29% for First Watch compared to 41% for industry.

Data Source: Glassdoor, Company documents © Hedgeye Risk Management LLC. 13



Overview | Menu HEDGEYE

* Menu is fairly large
and has a seasonal

special menu.

Harvest Happiness [

THE DAYTIME care

 FIRST WATCH
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JALE TOMIC NEW? CARROT CRUSH
Kale, P\uj{apple. Boglish | Currot, geange, coconut water
Cwoumber and letmon turmeric and lomon

MORNING MEDITATION

Orange, lemon, turmeric,
organio ginger, agave bectar
Aand beet
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ENTREES

SHORT RIB OMELET

Savory red wine-braised beef short ribs, house-
rousted shallots and Crimini mushrooms, fresh
spinach and Mozzarell cheese, Topped with
Parmesan cream sauce und fresh herbs. Served
with lemon dressed organic mixed groens and
cisbutta toast. 13.09

TRUFFLE MUSHROOM HASH

House-rossted Shiitake and Crimini mushrooms,
crispy diced bacon and Monterey Jack cheess
atop fresh, seasoned potatoes. Topped with two
cage-free eggs any style, Parmesan cream sauce,
truffle oil and lemon dressed arugula. 11.99

PUMPKIN PANCAKE BREAXFAST

Two cage-free eggs cooked any style plus one
of our signature spiced Pumpkin Pancakes and
& Jones Dairy Furm grilled all-natural savory
chicken sausage patty. 11,49

BUTTERNUT SQUASH BISQUE

Rich and creamy butternut squash soup
sweetened with carrot and & touch of nutmeg.
Garnished with sour cream and fresh herbs
(vegetarian) 4.50

IFIRSTWATCN

SHAREABLES

PUMPKIN SPICED DONUTS

Warm oake donut holes tossed with pumpkin
spiced sugar and lightly dusted with powdered
cinnamon sugar. Served with salted caramel apple
butter and créme unglaise. 5,89

MILLIONDoLLAR BACON Y

Four slices of our signature hardwood smoked
bacon biked with brown sugar, black pepper,
cagenne und & maple syrup drizzle. 5,49

COFFEE

PROJECT SUNRISE COFFEE

A bottomless cup of our premium,
full-flavored coffoe - freshly brewed
Just for you, 2.00

COLD BREW COFFEE
Made with 100% Organic Aztec
coffee beans, 3.09

1GED COFFEE

Creamy, sweet, cold and refreshing, 2.99

its entire menu

seven days a week

from 7AM to 2:30PM.

* The menu consists

of 60 entrée items.

* The operating hours
represent 63% of all

restaurant sales.

* The menu is geared

towards breakfast.

© Hedgeye Risk Management LLC.
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HEDGEYE

Google Searches of Brunch/Breakfast

Overview | Popularity of Breakfast/Brunch
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Overview | Price Comparison HEDGEYE

* First Watch is the
First Watch Bob Evans Denny’s iHop upper scale
option since all
menu items are
made fresh.

Signature Breakfast
Platter

* iHop and Denny’s
budget friendly
options while Bob
Evans and First
Watch are pricier.

Orange Juice e First Watch’s

average check is
$14.69.

Coffee

Data Source: Company websites. © Hedgeye Risk Management LLC. 16



Overview | Highly Customizable - Made to Order

Personalized orders also accommodate food allergies, special diets, and dietary restrictions.

SELECT DISH OPTIONS

v Cage-Free Eggs

v Bacon

v Multigrain Pancake

v Butter

v Syrup

HEDGEYE

SELECT SUBSTITUTIONS

O Banana Crunch Pancake

O Blueberry Pancake

() carrot Cake & Pecan Pancake

O Chocolate Chip Pancake

O Belgian Waffle

O Powdered Cinnamon Sugar

O Smoked Ham

O Side of Turkey Link Sausage

O Side of Pork Link Sausage

O Jones Dairy Farm All-Natural Chicken...
O Egg Whites

O Seasoned Potatoes

O Whole Grain Artisan Toast

O All-Natural Housemade Preserves
O Lightly Dressed Mixed Greens
O Maple Syrup

O Sugar-Free Syrup

Data Source: Company Documents

© Hedgeye Risk Management LLC.



Overview | Food HEDGEYE

Food is well liked and is made with fresh ingredients.

© Hedgeye Risk Management LLC.



Overview | Two Dayparts HEDGEYE

The financial pressure to utilize fixed assets is too great for nearly everyone else.

» There are a number of breakfast food restaurant chains from IHOP, Denny’s, Waffle House, Bob Evans, Perkins, and Huddle
House, but only First Watch closes before dinner among those chains.

> The breakfast restaurants and diners market size is estimated to be $10B.

» 80% of restaurant morning meals were purchased from QSRs.

WAIFFILE Bob Svaus

HOU S E FARMS.

Sorkins penny’s

RESTAURANT
{¢BAKERY

Data Source: Wikipedia, Company websites, IBISWorld, Restaurant Business © Hedgeye Risk Management LLC. 19



Growth Strategy
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Growth | Driving Secular Growth HEDGEYE

Execution is key.

DRIVE UNIT GROWTH AND INCREASED TRAFFIC GROWTH: FWRG growth will come from opening new restaurants in existing
and new markets and driving same-store sales & traffic in existing restaurants. Same-restaurant sales growth will be
driven by offering innovative menu items, increasing brand awareness, delivering excellent customer service, and launching
relevant sales platforms and initiatives.

MENU INNOVATION: The ongoing evolution of the menu keeps First Watch relevant for consumers. "The development of
award-winning menu items and the training and experience of our staff enables us to replicate complex preparations
across all our restaurants.”

ALCOHOL SALES: The company recently extended its successful fresh juice program with innovative, craft alcohol cocktails
in many restaurants, providing a new platform for growth.

INCREASED ACCESSIBILITY THROUGH OFF-PREMISES: In fiscal 2020, FWRG integrated new technology and processes to
enable its restaurants to meet better the demand for convenience off-premises dining through take-out and delivery.

INCREASE BRAND AWARENESS: The continued evolution of marketing and advertising strategy focuses on building brand
awareness through digital marketing that emphasizes connection with First Watch customers. Is a loyalty plan a
possibility?

ON-PREMISE DINING IS IMPORTANT: FWRG plans to continue to prioritize service and deliver a memorable dining
experience to every customer and every visit.

NEW TECHNOLOGY: Like many operators that have gone digital, the company will look to expand its appeal and market
share (of weekday lunch occasions) with new tools to capture, interpret, and communicate actionable data to improve its
abilities to understand customer behaviors and drive additional occasions.

Data Source: Hedgeye estimates © Hedgeye Risk Management LLC. 21



Growth | Egg Acquisitions HEDGEYE

» In 2014 First Watch acquired The Good Egg, a chain of breakfast restaurants in Arizona with 20 locations. Two years later
three restaurants were converted to First Watch locations.

» In 2015 First Watch acquired The Egg & I, a chain with 114 locations based in Colorado and began converting them. When
The Egg & | was acquired the two brands were the largest in the breakfast and lunch market.

» The conversions were easier than a typical restaurant, because work can be done when the restaurant is closed at
2:30PM. The conversion process took two weeks with only three days closed. Restaurant chain conversions are unusual.
After conversions The Egg & | locations saw a 10-20% increase in sales. Franchisees had the choice to convert.

BEGG)
- Breakfast & Lunch
: lm.n—z; =

© Hedgeye Risk Management LLC.
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Growth | Breakfast Idiosyncrasies HEDGEYE

» Breakfast has several idiosyncrasies. Breakfast menu items % Daily Eating at Home
have higher gross margins than other dayparts because
pancakes, toast, coffee, eggs are low food cost items and
comprise a large portion of the menu items.

50%
45%

40%

» Breakfast meals generally have lower tickets than the other 35%
dayparts. Most people are not looking to spend a lot at 30%
weekday breakfasts. 25%

20%
» Breakfast is a busier time of the day for customers so turning

the tables over is faster.

15%

10%

» Breakfast is the meal people most often eat at home. In 2019 o
78% of breakfast was prepared at home. 0% _
Breakfast Lunch Dinner
» Operating hours encompass breakfast, brunch and lunch, Pre-COVID Since COVID

which represent 63% of all restaurant sales in the U.S,,
according to RKMA.

» That leaves a lot of potential share for on-premise. According to
RKMA the morning meal and morning snack have been the
only foodservice daypart with consistent YOY growth for the
last several years.

» During the pandemic eating habits changed:

Data Source: NPD, Supermarket News © Hedgeye Risk Management LLC. 23



Growth | Growing a Boozy Brunch Crowd HEDGEYE

Alcohol was introduced to 244 restaurants and increased the average customer spend by $.30.

Icohol is Just the

* Enhancing the Brunch occasion, creating a further opportunity to attract a younger
demographic

* Highly incremental new sales platform

* Margin accretive to all other beverages including Fresh Juices

* Program can be launched with or without a physical bar

* In Q2'21, alcohol accounted for 3.8% of sales and 7.1% of guests at serving restaurants

* Increased overall beverage attachment by approximately 230 basis points in Q2'21 compared
to non-alcohol locations

Opportunity for further extensions and innovations around Bloody Marys and Mimosas

Data Source: Company Documents © Hedgeye Risk Management LLC.



Growth | Late to Digital/Technology HEDGEYE

Avocado Toast CHECKOUT 1§

$11.49 0.6
= QUICK ADD @ VIEW ITEM @

Weekday Lunch Customer Technology Restaurant Technology
Create demand through increased occasion Increase accessibility and reduce friction Increase capacity and serve more demand
relevancy at peak
* Enhance customer experience and
¢ Optimize core menu offerings customize communication and * Increase ability to serve demand by
* More relevant lunch items like bowls and personalization reducing wait times during peak
handhelds * App based waitlist and hours
* Reduce complexity to increase speed ordering * Dining room seating
* Utilize historical seasonal items * Pay-at-the-table optimization
e Customer Relationship * Kitchen display systems
Management

Data Source: Company documents

© Hedgeye Risk Management LLC.



Growth | Aloha - QSR & Legacy Casual Dining

Enhance with mobility

MOBILE POS

By being able to quickly take orders
and accept payments at the table,
handhelds give your staff the ability
to be both engaging and efficient -
a win-win combination.

MOBILE ANALYTICS
Enables operators and staff to have visibility into
their business and operations wherever they

are. It provides real-time, automated analytics
relating to a single site or multiple locations and
takes the complexity out of analyzing data in

a moblle application that alerts you to critical
|nlounul|on, ‘lﬂyll"lL‘.

Leading brands choose NCR

Our industry expertise, continuous innovation, technical know-how and vast service network
are the key ingredients to you receiving the best return on your technology investment. We'll
work with you to ensure you make the right choices. NCR provides solutions that help our
customers achieve superior operations while providing an exceptional consumer experience.
Our success is evident in over 100,000 restaurants worldwide, including these leading brands:

Papa Wlurphy’s

AOBILE ORDERING AND

RVATIONS
Enabled straight from your website,
ensuring seamless integration with the

store. Customers can make reservations

for your restaurant, Or your guests can o ’
order and pay online, later picking up ‘Jan ‘.‘y:g
their meal at your restaurant, easily and Lo aoe e
conveniently,

b SEEY

canes QQdoba 4

N R
INTERNAYIONAL

HEDGEYE




Growth | Digital & Delivery Commentary HEDGEYE

To ensure that our third-party delivery business was positioned for long-term success, we introduced a surcharge for third-party orders.

“off-premises platforms, now available in all restaurants, contributed $8,079 of average weekly sales per restaurant during the second fiscal quarter of 2021,
compared to $1,897 in the fourth fiscal quarter of 2019.

“We see future opportunity to refine and grow this demand largely by focusing on in-restaurant infrastructure, especially in our new restaurant prototypes. We have
seen encouraging results in 2021 NROs from innovations such as dedicated make lines and to-go rooms, separate entrances and dedicated parking spots to enhance
the experience of both our off-premises and dine-in customers.”

In fiscal 2020, total off-premises sales were 23.8% as compared to 6.7% in fiscal 2019. We continued to see the trend of average weekly off-premises sales of
approximately $8,000 per restaurant in the second fiscal quarter of 2021, which were consistent with average weekly off-premises sales during the fourth
fiscal quarter of 2020.

For delivery sales made through the Company’s mobile application and website, the Company controls the delivery services and recognizes revenue, including
delivery fees, when the delivery partner transfers the food and beverage to the customer. With respect to sales made through the delivery partner's mobile application
or website, the Company recognizes revenue, excluding delivery fees collected by the delivery partner, when control of the food and beverage is transferred to the
delivery partner. Payment is received from the delivery partner subsequent to the transfer of food and beverage and the payment terms are short-term.

“As we fast-tracked the implementation of our off-premises platforms in fiscal 2020, we also took the opportunity to accelerate the implementation of customer data
acquisition systems in order to better inform the habits and behaviors of our customers. By integrating remote waitlist, remote orders, tokenized credit card
transactions and WiFi into one system, we now have the ability to better understand trial, frequency and customer lifetime value. Since the establishment of these
systems, we have gathered 2.9 million unique customer profiles.”

“The introduction of our off-premises platform laid a strong foundation for certain technologies that will now unlock further in-restaurant innovation, enabling
greater peak hour throughput and capacity, thus the ability to serve more demand. In many of our restaurants, we experience more weekend demand than we are
currently able to serve, indicated by extended wait times during peak hours. Through new technological tools to enable optimal seating configurations, lower table
turn times and more efficient kitchen order routing, we believe that we have the opportunity to achieve higher peak hour sales.”

“Most key among these opportunities is the installation of kitchen display screens, a core technology system in the industry, to our back-of-house to automate our
order routing. We remain confident that the addition of this technology will unlock greater efficiency within our kitchens and raise our ability to serve more of our
unfulfilled demand.”

No mention of OLO, DASH or GRUB

Data Source: Company Documents © Hedgeye Risk Management LLC.



Growth | The Restaurant Ecosystem HEDGEYE

Back Of The House Customers Off-Premise Banking
« Kitchen * Website « Takeout * Integrated
Operations * Marketing * Drive thru payments
* Inventory * Loyalty o 1t & 3" party * Financing & loans
* Supplier * Giftcards delivery * Banking Services
Management
HR Restaurant Manager Front of House Dining Room
* Payroll & HR * Reporting & * Waitlists  POS
* Benefits Analytics * Reservations * Kiosk
* Scheduling * Accounting * Table Management * Time Clock
* Insurance * Margins * Mobile Ordering

* Recruiting e Scan to Pay

Data Source: Company documents © Hedgeye Risk Management LLC.



Growth | Consumer Tailwinds HEDGEYE

Specific Long-Term Consumer Trends in First Watch’s Favor

Fresh, Healthy Ingredients Drive Demand Morning Meal Occasions are Increasing Consumers Want On-Demand Dining
» ~Two-thirds of consumers * Massive opportunity with 102 billion * Consumers want the ability to order
consider a healthy menu important breakfast occasions and 50 billion what they want and when they want it

. vy 0
*  60% of consumers want more moming snack occasions in 2019 * Demand for fast and flexible Daytime

protein in their diet * Breakfast is the only daypart with Dining offerings powered by:

i . . N
consistent year-over-year growth v Increasingly busy schedules

» 78% of breakfasts were still being v The rise of the “gig” economy
prepared at home during 2019

v Growth of remote workers

Google Search Trend Index @

13

G 12

e o T

0 ——
Jul15 Jul-16 17 Jul-18 Jul19 Jul-20 Jul-21

e Breakfast near me s lunch near me Dinner near me

Source: RKMA and NPD market research
(1) NPD Broakfast Insights report, January 2020
(2) Google Trends analyzes actual search trends and indexes search volume based on identified time frame and terms

Data Source: Company documents © Hedgeye Risk Management LLC.



Growth | Marketing Opportunity HEDGEYE

“We believe that if we can increase our brand awareness,
that’s going to be a driver as well. A lot of consumers don’t
realize we’re a chain, and we like it that way.”

- CEO Chris Tomasso

»> First Watch currently only spends 1% of sales on marketing. The company has the ability to raise the percentage franchisees spend on
marketing.

> The company’s CEO joined First Watch as its Chief Marketing Officer.

> Despite the company’s success it has relatively low brand awareness.

Data Source: Company documents © Hedgeye Risk Management LLC. 30



Growth | App Downloads | Little Digital Presence HEDGEYE

20000 120% .
e Post covid, app
15000 L00% usage has not
recovered to pre-
16000 80% pandemic levels.
14000 - * Usage is at almost a
5-year low.
12000 40%
10000 20%
8000 0%
6000 -20%
4000 -40%
2000 ‘ -60%
o ® -80%
A A A A N N N N N N 9 9 ) ) 9 9 Q Q Q Q Q Q 2 2 2 2 2
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Data Source: Company documents © Hedgeye Risk Management LLC. 31



Franchise
Disclosure
Document

© Hedgeye Risk Management LB



Franchise | FDD - Franchisee Insights HEDGEYE

» Initial investment ranges from $0.9M to $1.5M. Construction costs $475,000-$680,000,
furniture/fixtures/equipment costs $230,000-$325,000, small wares $30,000-$35,000, POS $30,000-
35,000, inventory $7,000-10,000, and more for a 3,500-4,000 square foot restaurant. It does not include
build out allowances that could range between $15 to $40 psf.

» Franchises began in 2008.

» Royalty rate 4% of gross sales. System fund contribution currently 1.5% with a maximum of 3.0%.

» Cooperative advertising maximum of 2% of sales, currently it is 1.5%.

» Local advertising is a mandatory 1% of sales.

» In 2018, 2019, and 2020 First Watch had no terminations, non-renewals, or ceased operations at any
franchisee. Three restaurants closed in 2021.

» First Watch to date only has up to two different franchisees per state.

Data Source: FDD 2020 © Hedgeye Risk Management LLC. 33




Franchise | Location Density HEDGEYE

Breakfast restaurants are less of a destination than dinner, density can be greater.

rossRoad Frosper
Denton
MEKinney

@q!t'm,;
Viliage The Colony @
ewisville
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Hallos I
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Arlington! =~ | "%

Data Source: Company documents © Hedgeye Risk Management LLC. 34
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Financials | SSS and Traffic Growth HEDGEYE

Annual Company-Owned Same-Restaurant Sales Growth
9.0%
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6.0% 129% 5.6%

2.7%
5.0%

1.6%

4.2%
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Data Source: Company documents © Hedgeye Risk Management LLC.



Financials | Monthly SSS Growth HEDGEYE

SSS Covid Period SSS Growth (Compared to 2019)
20.0% 25.0%
0.0% 20.0%
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-100.0% =09
-120.0% -10.0%

Compared to 2020 July SSS were up 64.9% and in August SSS were up 45.2% and 17%.

Data Source: Company documents © Hedgeye Risk Management LLC. 37



Financials | Historical Profitability | 2014 vs 2019 HEDGEYE

Restaurant Level Operating Profit Adjusted EBITDA
2014 2019 2014 2019
$80 $75 18.00% || $40 $38 8.80%
$70 $35 0
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60 30
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$50 $25
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© Hedgeye Risk Management LLC.
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Financials | New Restaurants Are Outperforming HEDGEYE

Newly opened restaurants exceeded existing restaurants by $300,000 in annualized sales in the 1H’21.

Annualized Average Sales Through the Second Fiscal Quarter 271
$2.5

$2.0
$1.5
$1.0

$0.5

All Restaurants Open Before 2020 Fiscal 2020 New Restaurants Fiscal 2021 New Restaurants

Data Source: Company documents © Hedgeye Risk Management LLC. 39



Financials | Total Revenues HEDGEYE

Revenues 2019-2023E
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Data Source: Hedgeye estimates © Hedgeye Risk Management LLC. 40



Financials | Company-Owned Revenues HEDGEYE

Company Units 2019-2023E

500 25%
450 436

400 390 20%
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B Company-owned restaurants - EOP, # restaurants 248 — YoY Change

Data Source: Company documents © Hedgeye Risk Management LLC. 41



Financials | Company AUV HEDGEYE

Franchised Restaurants
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Financials | Company-Owned Revenues HEDGEYE

Company Revenues 2019-2023E
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Financials | Company-Owned SSS HEDGEYE

Company SSS
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Financials | Company AUV HEDGEYE

Company AUV
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Financials | Middle of the P&L HEDGEYE

FY2021

31.0%

= Food and Beverage Costs Margin, % Labor Expense Margin, %

m Other Operating Expenses Margin, % m Occupancy Costs Margin, %

Data Source: Company documents © Hedgeye Risk Management LLC. 46



Financials | Restaurant Level Margins HEDGEYE

Restaurant Level Operating Profit Margin, %
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Data Source: Company documents © Hedgeye Risk Management LLC. 47



Financials | G&A HEDGEYE

G&A Margin, %
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Data Source: Company documents © Hedgeye Risk Management LLC. 48



Financials | EBIT Margin HEDGEYE

EBIT Margin, %
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Valuation | Full-Service Restaurant HEDGEYE

Confidence in Our Brand Empowered Us to Grow During COVID

From the Headlines . 2020 2020
R i Unit Change Unit Change
FULL-SERVICE RESTAURANTS : SETTING AMERICA'S TABLE (additional stores) (percentage)

FRANCHISING GETTING IN ON
AFTER COVID GAME MEATS '
FEWER 1465, S4TH STREET'S
PROVEN
STRATEGY 0 4 2 1 1 4 O/

UNE'I‘U THE DAYTIME CAFE

Growing ,
Strong - 2] i 19 3.4%
S - ALK-ONG
AKFAS ,wﬂ‘ /
.
SULONGHORN s 5%

FIRST WATCH GREW MORE UNITS IN 2020 THAN THE NEXT 3 NAMES COMBINED!

Data Source: FSRmagazine.com © Hedgeye Risk Management LLC.



Valuation | Comparables HEDGEYE

First Watch COMP Sheet

Financial Estimates Valuation
2021E Consensus 2022E Consensus YoY % Growth 2021E Consensus 2022E Consensus
Latest Shares  FD Market EBITDA EBITDA

Company Name Ticker Price Qut. Cap. ($M) Cash Debt FDEV ($M) Sales EBITDA Margin Sales EBITDA  Margin Sales EBITDA | EViSales EV/EBITDA| EViSales EV/EBITDA e Month 3-Months 6-Months  YTD

Brinker International, Inc. EAT § 5294 4599 S 243456 S 2300 $ 192460 § 43353 % 375442 5 46294  123% | § 393025 § 49656  126% 47% 7.3% 1.2 9.4x 1.1x B.7x 5.83 194 1057 1998 2624 15.00
Darden Restaurants, Inc. DRI $ 15950 13032 § 2078612 § 121470 % 557380 5 251450 % 9542 § 159513 167% | $10171.40 $170303 167% 6.7% 6.8% 26x 15.8x 25x 14.8x 5.99 8.58 13.25 18.26 3296 62.76
Texas Roadhouse, Inc. TXRH § 934 6983 $ 651099 $ 36316 § TE217 S5 69100| % 345251 § 44223 128% | $ 377889 5 49791 132% 9.5% 12.6% 2.0x 15.6x 1.8x 13.9x 3.35 3.03 -0.61 3.85 2080 54,86
Bloomin' Brands, Inc. BLMN § 2606 8922 § 232518 S 11041 $ 221589 § 44305 % 419686 S 55316 132% | § 447427 § 4274 121% 6.6% -1.9% 1.1x 8.0x 1.0x 8.2 4.09 252 -3.26 0.92 36.20 78.48
BJ's Restaurants, Inc. BIRI 8 4103 2330 § 97682 S 5166 § 57367 § 14988[% 111238 § 893 7.8% § 130874 § 14028  107% 17.7% 61.4% 1.3 172 1.1x 10.7x 12.00 1134 | -1007 -1608 1308 4781
Average 126% 13.1% 9.0% 17.2% 1.6x 13.2¢ 1.5 1.2 |

Starbucks Corporation SBUX % 11414 117910 § 13458247 § 463210 52238400 51523344 | 52918077 § 657019  225% | 53204036 5748356  234% 9.8% 14.0% 5.2 B 43y 20.3x 0.81 -065 2.09 8.92 6.87 3768
Shake Shack, Inc. Class A SHAK § 835 3914 § 327019 5 18376 § 34732 5§ 34338|% 74239 5§ 5799 78% § 96407 5 10584  11.0% 29.9% 82.2% 4 6x 59.2x 36x 32.5x 0.88 290 -2181  -2360 -0.08 2884
Chipotle Mexican Gril, Inc. CMG % 1,944.05 2809 § 5461783 5 095160 § 2095230 § S66185| % 752282 § 119794  159% | S 858144 5154400 180% 14.1% 29.0% 7.5 47 3 6.6x 36.6x 143 0.8z 30.02 36.07 3963 57.51
Average 15.4% 17.4% 17.9% 41.7% 5.8x 432 5.0x 29.8x |

First Watch FWRG & 1850 5900 § 109150 5 (5880) § 13270 § 12831 § 56200 § 600 107% 5 64000 5 7000 109% 13.9% 16.7% 2.3x 21.4x 20x 18.3x |

Data Source: Factset isk Management L



Valuation | Valuation Matrix HEDGEYE

2022 EV/Sales Multip
2.5x 2.6x 2.7Tx 2.8x 2.9 3.0x 3.1x 3.2x 3.3x 3.4x 3.5x
$656.77 $15.91 $17.02 $1813 %1925 %2036 $21.47 %2259 §$2370 $2481 $2593
$660.05 = $1483 $1605 $1717 $1820 $19.4 $2053 §2165 $2277 $2388 $2500 $2612
$663.35 | $1507 S$1620 $1732 $1845 $19457 $2070 %2182 %2204 $2407 $2519 $2632
$666.67 @ $1521 $1634 $1747 $1860 $1973 32086 $2199 §2312 $2425 $2538 $26.51

$670.00 = $1536 $1649 $1763 $1876 $19.90 $2217  $2331 $2444 $2558 $2671
$673.35 = $1550 $1664 $17.78 $1892 S$2006 $2120 $2235 $2349 $2463 $2577 $26.91
$676.72 ~ $1564 $1679 $1793 $1908 $2023 $2138 $2252 $2367 $2482 $2506 $27 11
$680.10 = $1578 $1604 $1800 $1924 $2039 $2155 $2270 $2385 $2501 $2616 _$27.31
$683.50 $1503 $1709 $1824 $1940 $2056 $2172 $2288 $2404 $2520 $2635

BEAR BASE BULL

2022 EV/EBITDA Multiple
17.8x__ 17.9x__ 18.0x
$19.45 $1956 $19.68
$19.55 $19.67 $19.78
$1965 $1977 $19.89
$19.76  $19.88 _ $20.00
$19.86  $19.98
$19.97 $20.09 $20.21
$20.08 $2020  $20.32
$20.18  $20.30  $20.42
$20.29  $20.41  $20.53

BEAR BASE

Data Source: Hedgeye, Factset © Hedgeye Risk Management LLC. 53



HEDGEYE

For more information, contact us at: §
sales@hedgeye.com
(203) 562-6500



