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Coronavirus concern remains steady and
consistent with early pandemic levels.

67%
65% 64%

61%  61%  61% 61% 61%

60% 60% 60%

56% 56% 56%
4% 53% 53%

49% 49% 90%

47%

41%

March 10 Juneb
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Avoidance of dining is steady but
continues to show signs of softening.

definitely -2% since June 3
eating out +25% since Mar 10

are nervous, but +2% since June 3
will still eat out -7% since Mar 10

have no concerns +1% since June 3
whatsoever -17% since Mar 10

DEFINITELY AVOID EATING OUT

Women GenZ Millennial GenX Boomer  Married Single Kids No Kids
DATASSENTIAL




We arentreadyto let ourguard down.

which best describes your current response to
the risk of COVID-19. Compared to when the
pandemic began, |1 am being...

9%

SLIGHTLY
(1] LESS
45%
JUSTAS CAREFUL
CAREFUL 5%
MUCH LESS
CAREFUL

42%

MORE
CAREFUL




Diners don't expect more than the basics to feel safe.

if you were to order delivery or takeout, what

would you want to know the restaurant was
doing in order to handle your food safely?

Sending ANY sick staff members home 58%

Requiring cooking staff to wear protective gloves, masks, and hairnets 57%
Requiring delivery/food packers to wear protective gloves, masks, and hairnets 52%
Not handing food directly to me 41%

Tamper-proof seals on food packages 40%

Packing my food in wipeable/ cleanable containers 36%

Running kitchens with fewer staff 35%

Telling me about its sanitation /food safety procedures via email / signage 33%
Including disinfectant wipes with each order 29%

Individually-wrapping each part of my order, rather than placing everything in one bag 26%

DATASSENTIAL




Americans have little patience for noncompliance.

43%
ASKTHEMTO LEAVE
IFTHEY REFUSETO
COMPLY SEVERAL

TIMES

what should a restaurant do if
patrons refuse to practice social
distancing while inside?

17%
ASKTHEMTO

COMPLY, BUTNOTTO
LEAVE

40%
ASKTHEMTO

LEAVE
IMMEDIATELY

DATASSENTIAL
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Diffusing the
EXTREMES
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INTOLERANT OF NON-COMPLIANCE

43% say they should be asked to leave after several requests

40% say they should be asked to leave immediately

Just 17% say the customer should be asked to comply but shouldn’t be asked to leave
83% of Americans have no patience with non-compliance in restaurants
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See non-maskers as a physical threat
Insulted by non-compliance

Verbal about discomfort

Known to record non-compliance
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CAVAEIER MINORITY

May consider the virus a hoax
Consider wearing a mask unnecessary, bordering on rights- mfrmgement
Known to-overtly make physical contact with those that |nS|st on compllance
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FOCUS ON SAFETY
Be.agnostic to either apinion
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Role.play

Management involvement
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'HOW:TO'DE-ESCALATE

Offer safe options B
Polite ultimatums \
Distancing

Time
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HOW TO RESOLVE

Communication

IS It salvageable?

Invitation back or 86’d?

Debrief with involved employees
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SANITATION & SOCIAL DISTANGING
PART OF YOUR BRAND
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T 1S NOLONGER ENOUGH 57 e = s
tojusthave good food, service andatmosph i

The sense of well being on the back‘end of'the. mnlngexperlence must now e made up front
Dining decisions are made onling® =« '
* Photos 5 | 1 / -
« Menu .

* Online reviews

 And now: Sanitation policies
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Execuition of sanitation in the restaurant
IS FOREVER CHANGED

Thoroughly trained employees with intelligent, knowledgeable talking points
Employee culture

Sanitation Mission Statement

Sanitation Values Statement

V/isible evidence of best-in-class sanitation
Sanitation and safety marketing on website and social media
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THIS REASSURANGE CAN
effect many audiences

Existing customers leery about safety
Potential new customers seeking safer alternatives
Employees needing to get back to work
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HOW TO IMPLEMENT

Culture
On-boarding
Marketing

Branding
Continuing Education of Staff

Training
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Card dipping or EMV chips

Near Fleld Communication tee allows e-wallet apps to function
» 88%of POS systems have achnology — but needs to be activated
 |f POS doesn'’t offer touchless, ask credit card processor

\
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Streamline or@eringprocess with
TABLE TENTS +

Description of order taking process
QR code for menu access
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WAYFINDING

Signage and tools that guide the patron through the entire experience
Identify key points of safe interaction and safe navigation
Choose language and graphics that are clear and on-brand
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Train employees on
TALKING POINTS

What we are doing at our restaurantand why =11
Touchless/low touch efforts FVIAR :

The difference between clean, sanitized and sterlhi""éd ¥ e
How to handle questions that couldibecome larger issues (€.9. personal opinions, health history of

employees or previous custorq‘e’rs)/, YOu never Know who you are answering.
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OPERATOR
FINANCIAL HEALTH



Capacity Utilization (reats)
Labor Tarqet

Seav
PricetPPA(Fer Forran Averaqe)
% —
—

Weosks of OporationtV
Breakfart Turns

e — 5 KITCHENTELLIGENCE

FROM SHAMROCK FOODS®

Shamrock Foods

DELIVERING SATISFACTION®

Wage §/Hr __AM (Hawer) PH (Hawer)
$15.00 ] 4

BREAKEVEN CALCULATOR

Labur
Parience tu Budqet
BOH z

Defining business goals ==

Labac 3 e omme e
MerchantFoor ok & et v et
PaperiDirparablor 30 ey fame m st 02 P OOVD
Marketing

broak sut Mot Available)

Supplior (FOH & BOH) $2,500
Repaier & maintonance $1,000
Mircoll exponror i $3,000
Inrurance $6,000

]
Oxhor Empl 42,000
ther Employes cart 8
ilia, $6,000 Yﬂl‘l’ P&l.

10,000
it
64

Saler $1,150,240
$1,149.239 Labar $344,52¢

Fead $345,072

Weekly Breakeven Sales Level = $22.101 Fixed $364,000
$32,01%

Daily Breakeres Sales Level = $3.157 Sowr 8 exmeed
exaremames

Fillin afl Grey Beoxes,
Cranges 1 Saies, Laber aes Cost asyamptiony wil st Proft | Loss namder. Resucing Laser and Irgressing To
Qo Taacu wl ofset recuctions ir 3eetrg.  Plesse rervember 2ed rumier in, Bed ruTeer S

y Sharmck Foocs Compaty 2000




F4 0@ -‘ L. _

\ O
Shamrock Foods

IIIIIIIIIIIIIIIIIIIIIII

' PRICING MODELS

Determine pricing strategy

Food cost will help inform threshold
-Competitor analysis -

Understand demographic
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SURCHARGES

Negative optics

Positive opportunities
» Higher Value Drinks or Desserts
« Novelty High Priced ltems
« No$ Listed
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\\TIP RONGIES
Check state‘rules and regulati né
Tip Credits Q\\
FOH or BOH separation
% tip outs / Pools & Points /4Heurs Workeéd(Pooling Percentages)
Automatic gratuity additions (keep in mind negative optics)
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PROMOTIONS, COUPONS, DISCOUNTED MENUS

Needs to be profitable and drive traffic

Offer limited time items

Bring back Happy Hour coupled with safety messaging
Opportunity to test new items and categories
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HR 7010 PPP FLEXIBILITY ACT
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APPLICATION DEADLINE

Will not accept applications after June 30, 2020
As of June 6, approximately $150 billion in funds were committed
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EXTENSION OF FORGIVENESS PERIOD

Forgiveness period extended to 24 weeks
Not to extend beyond December 31, 2020
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REDUCTION OF PAYROLL MINIMUM T0 60%

Minimum payroll requirement reduced from 75% to 60%
If less than 60%, borrower is eligible for partial loan forgiveness
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LOAN FORGIVENESS EXTENSION

Safe harbor period extended from June 30, 2020 to December 31, 2020

Forgiveness amount will not be reduced due to a decline in the FTE employee count if:

A. (1) Inability to rehire individuals who were employees on 2/15/20 and (2) Inability to
hire similarly qualified employees for unfilled positions before 12/31/20 - - OR - -

B. Inability to return to the same level of business activity from 2/15/20 due to
government compliance
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EXTENSION OF PAYMENT DEFFERAL

Borrowers that fail to apply for forgiveness within 10 months after the last day of the 24-
week forgiveness period must begin making principal and interest payments on the date
that is 10 months after the ending date of the forgiveness period
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EXTENSION TO MATURITY

Extends maturity date to at least a minimum of 5 years for loans disbursed on or after

the date of enactment of the Act.
If disbursed prior, permits borrowers and lenders to mutually modify existing maturity

terms to conform to new 5 year extension
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TAKING- STOCK OF QUR
COMPREHENSIVE'RESOURCES
Menus Social Media and Promotion
Breakeven-andiProfitability Optimize Operations
Staffing Online Ordering
The CARES-Act



4 0@;’
PN
Shamrock Food

DELIVERING SATISFACTION®

QUESTIONS OR COMMENTS2

Email kitchentelligence@shamrockfoods.com
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