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Passion and People Who Drive Results
Since implementing our Strategic Road Map for Results fi ve years ago, Popeyes has delivered on its brand promise 
to serve up fl avorful Louisiana cuisine to our guests while delivering exceptional results for our investors and our 
franchisees. 2012 marks our most successful year to date as we continued to outpace the competition, increase 
share value, re-energize the brand, and deliver innovative profi t-making opportunities to our franchisees. Critical to 
that success are our servant leaders in restaurants around the globe who bring a distinct Louisiana passion to work 
each and every day.

About Popeyes
AFC Enterprises, Inc. (NASDAQ: AFCE) is the franchisor and operator of Popeyes® restaurants, the world’s second-
largest quick-service chicken concept based on number of units. Founded in 1972, Popeyes is a growing global 
brand, bringing the fl avor and festivals of Louisiana to people in 47 states across America, 26 foreign countries, 
and three territories: Guam, Puerto Rico, and the Cayman Islands. Our 340 franchisees share the passion that 
Popeyes guests have for our bold, distinctive food, and they are excited about their future as owners. The Popeyes 
brand offers franchisees an excellent investment opportunity backed by exceptional support systems and services. 
For AFCE investors, we believe the Popeyes highly franchised business model provides strong, stable cash fl ows, 
a solid balance sheet, a diversifi ed revenue stream, and signifi cant opportunities for restaurant growth.

Financial Highlights & Key Operational Metrics(1) 

(Dollars in millions, except per common share data) 2012 2011 2010

Franchise revenues $  110.5 $  95.0 $  89.4 

Total revenues(1) $  178.8 $  153.8 $  146.4 

Net income $  30.4 $  24.2 $  22.9 

Earnings per common share, diluted(2) $  1.24 $  0.97 $  0.90 

Adjusted earnings per common share, diluted(3,6) $ 1.24 $  0.99 $  0.86 

Operating EBITDA(4,6) $  55.9 $  45.4 $  45.3 

Operating EBITDA margin(4,6) 31.3% 29.5% 30.9%

Free cash fl ow(5,6) $  36.7 $  28.5 $  26.3 

Global system-wide sales growth(7) 13.5% 6.6% 5.1%

Domestic system-wide same-store sales growth 7.5% 3.0% 2.5%

International system-wide same-store sales growth 2.6% 3.3% 3.1%

Global system-wide same-store sales growth 6.9% 3.1% 2.6%

New restaurant openings  141  140  106 

Total restaurants  2,104  2,035  1,977

Cover Photo: Popeyes culinary team members 
Pat Walker and Bobby O’Brien show off what happens 

when slow cooking meets Louisiana Fast™.

See page 8 for defi nitions, computations, and reconciliations to GAAP measures.



This has been a landmark year for Popeyes. We’re serving up results that are more impressive than ever, and 
five years after implementing our Strategic Road Map for Results, Popeyes is setting the standard for success 
in the chicken quick-service restaurant (QSR) category. In every quarter of 2012, Popeyes outperformed the 
broader QSR category in terms of same-store sales, and since 2008, our market share in dollars of chicken 
QSR has increased 4.4 percentage points to 19.2 percent. This growth is not only exciting, it is also sustainable. 
Guided by our Louisiana heritage, we embrace two passions that infuse everything we do at Popeyes: serving 
up flavorful food and, as important, serving the friendly and enthusiastic people who serve our guests. From our 
franchisees around the globe to our Louisiana-inspired restaurant teams, our people are driving our success 
and pushing Popeyes to new heights.

To Our Stakeholders

Cheryl A. Bachelder 
Chief Executive Officer, AFC Enterprises, Inc.

 Our Strategic Road Map for Results guides every 
decision we make at Popeyes, and over the past five 
years, it has helped drive unprecedented results for our 
franchisees, guests, and investors. The Road Map is 
built on four distinctive pillars we believe define a great 
restaurant company: Build a Distinctive Brand; Run Great 
Restaurants; Grow Restaurant Profits; Accelerate Quality 
Restaurant Openings.

We know these pillars are working for us and we’re 
proud of our 2012 results, but we believe there is an 
additional pillar that underscores all the rest. We call it 
creating a culture of servant leaders, and it highlights 
how we are transforming the way we work at Popeyes. 
We are building a culture that will ensure our results are 
replicable and lasting. We are building a commitment to 
leadership development, from our front counters to our 
Global Service Center.

Our legacy at Popeyes is built on putting others before 
ourselves, serving with a purpose, and recognizing that 
when each and every member of the Popeyes family 
lives our principles, then the whole business succeeds.   

Passion is our first principle. Passion—for our food, our 
guests, and our Louisiana heritage—can be found at 
every level of Popeyes, from the restaurant to the Global 
Service Center and everywhere in between.

At Popeyes, our franchisees are at the heart of our 
work—they are our number one customer. We value 
every stakeholder in our brand, but we believe that when 
we make our franchisees successful, grow their profits, 
and find ways to bring their passion to life, every other 
stakeholder benefits. Our commitment to our franchisees 
is a competitive advantage. And it demonstrates our 
commitment to serve.

Bonafide People 
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Bonafi de Performance
 I’m proud of our consistent positive performance, both 
fi nancially and operationally. Popeyes continues to lead 
the way in the QSR industry, raising the bar for new 
product innovation, restaurant profi t, and unit growth.

We continue to see positive responses to our brand 
transformation. Our distinctive Louisiana heritage 
drives everything from our menu and the look of our 
new restaurants to promotions and advertising. So far, 
more than 400 restaurants have been remodeled to our 
stunning new design. These fresh-looking restaurants 
are visually reinforcing our heritage and premium-quality 
food, while creating a place that encourages diners to 
eat-in and take a moment to enjoy their slow-cooked, 
Louisiana-inspired meal. By year end, we expect that 
60 percent of all of our domestic restaurants will feature 
this new look.

Our immensely popular TV spokesperson Annie 
continues to share the authenticity and zest for life our 
guests have come to associate with Popeyes—lending 
a distinctly Louisiana fl air to every national advertising 
campaign we run.

Our results speak for themselves. Adjusted earnings 
were $1.24 per diluted share versus $0.99 in 2011, an 
increase of 25 percent. Operating EBITDA margins 
remained among the highest in the restaurant industry 
at 31.3 percent of total revenues, and we generated 
$36.7 million in free cash fl ow.

Global same-store sales grew 6.9 percent, the combined 
result of positive growth of 7.5 percent domestically and 
2.6 percent in international markets. 

We opened a net total of 66 new restaurants, bringing 
the system to 2,104 restaurants. 

Restaurant profi tability is strong. Restaurant operating 
profi ts in dollars have grown for the fourth straight year 
despite commodity pressures. 

At approximately 3 percent of system-wide sales, 
Popeyes’ general and administrative expenses remain 
among the most effi cient in the restaurant industry, 
and we continue to seek out new ways to be effi cient 
and effective.

Bonafi de Future
For more than four decades, we’ve taken our passion 
for fl avorful food and excellent value and infused it into 
everything we do—creating a brand with staying power. 
And in the last fi ve years, we’ve revisited the vision of our 
founder, Al Copeland, and brought Popeyes back to our 
Louisiana roots. Now we are building a new foundation 
that focuses on our human capital, creating a distinct 
competitive advantage by investing in, coaching, and 
developing a talented workforce that delivers our brand’s 
consumer promise.

When all is said and done, we’re serving up a Popeyes 
future that is looking bright.

Sincerely,

Cheryl A. Bachelder
CEO, AFC Enterprises, Inc.
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Service over self. This is the essence 
of a service-minded workplace. Our 
new pillar places this idea front and 
center in our Strategic Road Map 
for Results. We are emphasizing the 
importance of service in every aspect 
of our culture and we believe that 
our human capital will become a key 
differentiator for Popeyes.

Our team at the Global Service Center 
listens to our franchisees and responds 
with new opportunities for growth and 
effi ciency. Our franchisees serve their 
crews by creating restaurants that 
inspire pride and a belief in a bright 
future, and by treating them like family. 
Those employee teams, in turn, proudly 
serve our guests great food along with 
genuine passion that’s purely Popeyes. 
Their belief in the brand is manifested in 
the longevity of their service. From the 
offi ce to crew members, Popeyes has 
many dozens of employees with more 
than 20 years of experience.

We are developing leaders who set 
an example and take the time to coach, 
and provide opportunities for their 
people. They see potential in the team 
around them, enabling it from top to 
bottom. Consider that 41 percent of 
our General Managers, 52 percent of 
Assistant Managers, and 50 percent 
of Area Managers started their careers 
at Popeyes as hourly crew members. 
Prepared leaders are essential to 
our future.

When we asked our franchise owners 
about their restaurant crews, a full 100 
percent agreed that the behaviors, 

attitude, and skill level of crew members 
directly impact the restaurant’s fi nancial 
performance. That this fact is so clearly 
understood speaks volumes about the 
quality and vision of our franchisee leaders.

We like to say that there is no great 
leader who doesn’t deliver results for his 
or her team. At Popeyes, performance 
is a character trait, and it is inextricably 
tied to successful leadership. Being a 
servant leader means the people and 
the business are always top of mind. 
When we serve others well, the success 
of our business follows.

At Popeyes, we are creating a culture so engaging our teams can’t wait to come to work. Our 
team in Douglasville, GA demonstrates that, with the right leadership, they can delight our guests 
by serving up Popeyes fl avorful food and authentic service.

SerVing eaCh OTher

“ By listening to our franchisees, we can better serve 
them and ultimately deliver better results—not just in 
terms of profi ts, but in the environment we create for our 
teams and our guests.” —  Lynne Zappone, Chief Talent Offi cer, Popeyes 

Create a 
Culture of 
Servant Leaders
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At the heart of every great brand is 
a brand promise and a passion. At 
Popeyes, our promise and our passion 
are rooted in our Louisiana heritage: 
bold flavorful cooking steeped in a 
culture unique to Louisiana. Our people 
shape our brand on a daily basis by 
serving up delicious food with pride and 
ownership, and delivering on a brand 
promise that not only satisfies hunger, 
but also lifts spirits.

Through our national advertising 
campaigns, our ever-popular spokes-
person Annie spreads excitement about 
our food and our everyday value, turns 
the heat up on our competition, and 
she does it all with a flair and pizazz 
that’s emblematic of Louisiana cuisine. 
In fact, in the fourth quarter of 2012, 
our brand awareness reached a record 
high of 47 percent, up 14 points since 
we first introduced Annie in 2009. And, 
in a recent poll of franchise owners, 92 
percent either agreed or strongly agreed 
that Popeyes advertising was positively 
impacting their sales—so we’re happy 
that Annie is here to stay for the long run. 

Popeyes continues to see huge success 
with our Limited Time Offers. Our 
culinary team works hard to develop 
choices that are bold, flavorful, and 
Louisiana Fast™, building our brand 
identity with every new offer. Some 
of this year’s highlights included the 
national introduction of both Garlic 
Pepper Wicked Chicken in February and 
Rip’n Chick’n during June. Zatarain’s 
Butterfly Shrimp brought a zesty twist 
to our seafood menu in July, and we 
welcomed the fourth annual, always-
popular Crawfish Festival in November.

Our core menu, highlighted by our 
famous Bonafide® chicken, as well as 
our innovative boneless and seafood 
products, continues to drive strong 
results and sets us apart from the 
competition. Popeyes’ emphasis on 

growing a distinctive brand has fueled 
our 10 percent cumulative increase in 
global same-store sales over the last 
two years. Our domestic same-store 
sales outpaced the entire quick-service 
restaurant category for the fourth year in 
a row, and Popeyes’ international same-
store sales were positive for the sixth 
consecutive year. 

Over the last five years, we have 
transformed our brand with menu 
innovation that reflects our renewed 
attention to our culinary roots, messaging 
that appeals to a broadening audience, 
and sustained media presence. As 
a result, we have continued to see 
Popeyes’ share of the chicken QSR 
segment increase to 19.2 percent in 
2012, compared to 14.8 percent in 
2008—a gain of 4.4 percentage points.

Amin Dhanani first invested in Popeyes restaurants in Houston and San Antonio. Three years 
later, Dhanani’s original 19 restaurants have seen a 20 percent increase in sales, leading him to 
add 49 Popeyes locations to his portfolio. Many of these are already seeing significant sales 
jumps thanks to Dhanani’s decision to embrace the new Louisiana Kitchen re-branded image.

“ The Popeyes brand is definitely on an upswing.  
The nationwide advertising is a huge boost and  
so are the new interiors reflecting the brand’s  
New Orleans heritage.” — Amin Dhanani

CaPTuring hearTS and mindS

Build a  
Distinctive  
Brand
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We know that great food is a must for 
any restaurant to succeed, and we serve 
it up like no one else in the business. 
But it’s the guest experience that truly 
sets Popeyes apart. From developing 
the new look and feel of Popeyes 
restaurants, to serving up delicious 
Louisiana-inspired food at the front 
counter, our people are influencing the 
way guests see and feel Popeyes the 
moment they walk through the door. We 
want our guests to be nothing short of 
delighted every time they do.

When it comes to providing excellent 
service, success is a product of 
accurate measurement. We use a 
balanced metrics-driven scorecard in 
each restaurant that gives us actionable  
insights into critical aspects of our 
business including guest experience, 
people, operations, sales, and profits. 
These tools provide our franchisees 
with restaurant-specific data that allows 

them to capitalize on opportunities for 
improvement. Since franchisees and 
their teams are the primary face of 
Popeyes in the restaurant, we strive to 
facilitate positive change by providing 
productive, data-based assessments  
to every franchisee across our system.

This year, our enhanced Guest 
Experience Monitor (GEM) yielded 
higher response rates than ever before 
and identified areas of opportunity to 
deliver service that matches the quality 
of our food. The GEM survey encourages  
guests to provide feedback on every 

aspect of their visit, and as of year-end 
2012, 70 percent of guest respondents 
rated Popeyes service a 5 out of 5 on 
our guest survey.

We continue to remodel our domestic 
restaurants to the Popeyes Louisiana 
Kitchen image, transforming them with 
a memorable and distinctive design that 
embraces our heritage. By the end of 
2012, approximately 25 percent of our 
domestic restaurants were in the new 
image. It is our expectation that by the 
end of 2013, approximately 60 percent 
will reflect the new image.

Mark Rinna began his journey with Popeyes in 1993. With nearly 20 years at other brands, Mark 
joined AFC Enterprises Inc., first as Popeyes’ Brand General Manager and then as its President. 
In 2000, Popeyes approached Mark with the opportunity to become a franchisee of the brand he 
helped make successful. Mark currently owns and operates 12 Popeyes restaurants in Georgia 
and South Carolina. Mark is the current President of the Popeyes International Franchisee 
Association (PIFA) and has served on its Board of Directors since 2010.

“ The energy of Popeyes new ‘Louisiana Kitchen’ and our 
focus on delighting guests keeps them coming back  
for more—to the tune of record-breaking sales and 
profits for our Company in 2012.” — Mark Rinna

CreaTing many haPPy reTurnS

Run Great 
Restaurants
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Our passion runs deep for our Louisiana 
cuisine, but we are just as committed 
to delivering superior results for our 
franchisees. 2012 marked the fourth 
consecutive year of growing profi tability. 
Popeyes domestic franchisees of 
freestanding restaurants realized their 
highest profi tability yet. 

At 20.4 percent of revenue, average 
restaurant operating profi ts before rent 
increased by approximately $40,000 in 
2012. This performance was driven by 
strong sales volume on the topline and 
our ongoing focus on proactive cost-
saving initiatives both inside and outside 
the four walls of our business. 

In order to enhance our franchisees’ 
ability to collect information inside the 
restaurant and analyze it in a common 
format, we continue to roll out our 
“software as a service” platform in 
partnership with a third-party provider. 
Along with new training and coaching 

opportunities, the software allows us to 
provide benchmarking and analytical 
data in a way that is easy to understand 
and actionable for the franchisee. In 
2012, more than 400 restaurants were 
reporting using this system. 

Outside the four walls, we are constantly 
striving to drive costs out of the 
restaurants by lowering costs coming 
into the restaurants. In 2012, we achieved 
$12 million in U.S. supply chain cost 
savings, which helped offset commodity 
infl ation of approximately 2 percent for 
the full year 2012. 

At Popeyes, we know that when we 
provide our number one customer—our 
franchisee—with exceptional support 
that includes actionable insight, reduced 
costs, strong operations systems, and 
successful marketing programs, they 
make money. And when that happens, 
they become enthusiastic operators 
who are building more Popeyes.

2013 Popeyes International Franchisee Association Board of Directors. From left to right: 
Tony Smith, Matt Hunt, Nareg Amirian, Salil Keswani, Rob Antoon, Mark Rinna, Steve Wemple, 
Conrad Roberts, Danny Gililland, Tanathan Nelson

Record Restaurant Operating Profi t

heLPing FranChiSeeS PrOSPer

(1) Restaurant Operating Profi t, before Rent, or “ROP” in 
dollars for domestic free-standing restaurants as reported 
by franchisees. (2)“ROP Margin” is calculated as ROP as a 
percentage of restaurant sales.

2009

ROP Margins2

ROP Dollars (in thousands)1

2010 2011 2012

20.4%

18.7%

19.5%

18.4%

$251

$211$209
$191

Grow 
Restaurant 
Profits
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Once again, Popeyes captured the 
attention of the quick-service restaurant 
industry by opening 141 new restaurants 
in 2012. Our 84 domestic restaurant 
openings compared favorably to 73 last 
year—and put Popeyes among the top 
three growing brands in our competitive 
set in 2012. 

More than 600 new restaurants have 
been opened in the fi ve years since 
we implemented our Strategic Road 
Map, with new restaurant growth 
averaging about 6 percent per year. 
In sheer numbers, that’s impressive—
matched only by the quality of new 
restaurant performance. Thanks to 
solid site selection and the high caliber 
of our franchise operators, average 
fi rst year sales of our new domestic 
freestanding restaurants are about 
40 percent higher than the overall 
domestic system average.

Our franchisee partners opened three 
new markets: Syracuse, NY; Great 
Falls, MT; and Springfi eld, MA. To help 
strategically fuel the overall growth of the 

Popeyes system, our company-operated 
development strategy included company-
owned restaurant growth with beautiful 
new restaurants in Indianapolis, IN and 
Charlotte, NC.

Popeyes is also building the foundation 
for sustainable growth in international 
markets. Total restaurant openings 
in 2012 were 57. Initial sales for these 
restaurants are trending higher than 
the international system average, once 
again due to improved site selection, 
new restaurant marketing support, and 
differentiated brand messaging. 

More than three quarters of new 
restaurants in 2012 were opened by 
existing Popeyes franchisees, signaling 
that they are satisfi ed, they are turning 

a strong profi t, and they are eager 
to open new restaurants. In fact, in a 
recent survey report, over 75 percent of 
our franchisees said they would likely 
develop or acquire additional Popeyes 
restaurants in the future. 

Popeyes’ accelerated growth is driven 
by the excellence of our brand, our 
operating systems, and our disciplined 
real estate selection, including expansion 
into under-penetrated areas such as 
Minnesota and California. Our distinctive 
heritage and focus on the franchisee 
sets Popeyes apart from other quick-
service restaurants, creating a value 
proposition that brings guests, and our 
franchisees, back for more and delivers 
exceptional results for AFCE investors. 

A New Orleans native, and grandchild of Leah Chase, one of Louisiana’s iconic chefs, Victor Haydel 
is President of 755 Restaurant Corporation in Atlanta, GA. Fourteen years ago, he built his fi rst 
restaurant. Today, his group of 21 restaurants helped lead the Atlanta market to record the highest 
average unit volumes in 2012 among domestic markets with more than 10 restaurants.

grOWing TOgeTher

“ Once I realized Popeyes has higher sales 
and profi tability along with the same or lower 
development costs, I built more Popeyes and 
divested of other restaurant brands.” — Victor Haydel

Accelerate 
Quality Restaurant 

Openings 
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1.  Victor Arias, Jr.  
Senior Client Partner: 
Korn/Ferry International 
Director since: 2001  Age: 56

2.  John F. Hoffner 
Director: AFC Enterprises, Inc. 
Director since: 2006  Age: 65

3.  Kelvin J. Pennington 
President: Pennington  
Partners & Co. 
Director since: 1996  Age: 54

4.  John M. Cranor, III 
Chairman: AFC Enterprises, Inc.  
Director since: 2006  Age: 66

5.  Cheryl A. Bachelder  
Chief Executive Officer: 
AFC Enterprises, Inc. 
Director since: 2006  Age: 56

6.  R. William Ide, III 
Partner: McKenna Long &  
Aldridge, LLP 
Director since: 2001  Age: 72 

7.  Carolyn Hogan Byrd  
Founder, Chair & Chief Executive 
Officer: GlobalTech Financial, LLC 
Director since: 2001  Age: 64 

8.  Krishnan Anand 
President: International Division of 
Molson Coors Brewing Company 
Director since: 2010  Age: 55

Board of directors [Left to right]

(1)  Additional information concerning financial performance can be found in AFC’s Consolidated Financial Statements and Management’s Discussion & Analysis of Financial Condition and Results of Operations in the 2012 Annual Report 
on Form 10-K, including, without limitations, information in Item 7 of the Annual Report related to total revenues. 

(2) Weighted average common shares for the computation of diluted earnings per common share were 24.5 million, 25.0 million and 25.5 million for 2012, 2011 and 2010, respectively.

(Dollars in millions)   2012   2011   2010
Net income  $ 30.4  $ 24.2  $ 22.9
Depreciation and amortization  $ 4.6  $ 4.2  $ 3.9
Stock-based compensation expense  $ 4.9  $ 2.9  $ 2.7
Maintenance capital expenses  $ (3.2)  $ (2.8)  $ (3.2)

Free cash flow  $ 36.7  $ 28.5  $ 26.3
Total revenues  $ 178.8  $ 153.8  $ 146.4
Free cash flow as a percentage of total revenues  
     (Free cash flow margin)   20.5%   18.5%   18.0%

(Dollars in millions)   2012   2011   2010
Net income  $ 30.4  $ 24.2  $ 22.9
Interest expense, net  $ 3.6  $ 3.7  $ 8.0
Income tax expense  $ 17.3  $ 12.8  $ 10.3
Depreciation and amortization  $ 4.6  $ 4.2  $ 3.9
Other expenses (income), net  $ (0.5)  $ 0.5  $ 0.2
Legal fees related to licensing arrangements  $ 0.5   —   —
Operating EBITDA  $ 55.9  $ 45.4  $ 45.3
Total revenues  $ 178.8  $ 153.8  $ 146.4
Operating EBITDA as a percentage of total revenues   31.3%   29.5%   30.9%

(In millions, except per share data)   2012   2011   2010
Net income  $ 30.4  $ 24.2  $ 22.9
Other expenses (income), net  $ (0.5)  $ 0.5  $ 0.2
Accelerated depreciation related to the Company’s  
     relocation to a new Global Service Center   —  $ 0.5   —
Fees related to licensing arrangements  $ 0.5   —   —
Interest charges associated with refinancing of credit facility   —   —  $ 0.6
Tax audit benefit   —   —  $ (1.4)
Tax effect   —  $ (0.5)  $ (0.3)
Adjusted net income  $ 30.4  $ 24.7  $ 22.0
Adjusted earnings per diluted share  $ 1.24  $ 0.99  $ 0.86
Weighted average diluted shares outstanding   24.5   25.0   25.5

(6)  Adjusted earnings per share, Operating EBITDA, Company-operated restaurant operating profit margins, 
and Free cash flow are supplemental non-GAAP financial measures. The Company uses Adjusted earnings 
per share, Operating EBITDA, Company-operated restaurant operating profit margins, and Free cash flow, in 
addition to net income, operating profit and cash flows from operating activities, to assess its performance 
and believes it is important for investors to be able to evaluate the Company using the same measures used by 
management. The Company believes these measures are important indicators of its operational strength and 
the performance of its business. Company-operated restaurant operating profit margins, Operating EBITDA, free 
cash flow and adjusted earnings per diluted share as calculated by the Company are not necessarily comparable 
to similarly titled measures reported by other companies. In addition, Company-operated restaurant operating 
profit margins, Operating EBITDA, free cash flow and adjusted earnings per diluted share: (a) do not represent 
net income, cash flows from operations or earnings per share as defined by GAAP; (b) are not necessarily 
indicative of cash available to fund cash flow needs; and (c) should not be considered as an alternative to net 
income, earnings per share, operating profit, cash flows from operating activities or other financial information 
determined under GAAP.

(7)  System-wide sales growth calculates combined sales of all restaurants that we operate or franchise. Sales 
information for franchised restaurants is provided by our franchisees. System-wide sales are unaudited.

(4)  The Company defines Operating EBITDA as “earnings before interest expense, taxes, depreciation and amortization, other 
expenses (income), net, and legal fees related to licensing arrangements”. The following table reconciles on a historical 
basis for 2012, 2011 and 2010, the Company’s earnings before interest expense, taxes, depreciation and amortization, and 
other expenses (income), net, and legal fees related to licensing arrangements (“Operating EBITDA”) on a consolidated 
basis to the line on its consolidated statement of operations entitled net income, which the Company believes is the most 
directly comparable GAAP measure on its consolidated statement of operations to Operating EBITDA. “Operating EBITDA 
as a percentage of total revenues” is defined as “Operating EBITDA” divided by “Total revenues”.

(5)  The Company defines “Free cash flow” as “net income” plus “depreciation and amortization”, plus “stock-
based compensation expense”, minus “maintenance capital expenditures” (which includes: for fiscal 2012 
$0.6 million in Company-operated restaurant reimages, $1.1 million of information technology hardware and 
software and $1.5 million in other capital assets to maintain, replace and extend the lives of Company-operated 
restaurant facilities, and for fiscal 2011 $1.5 million in Company-operated restaurant reimages, $0.8 million 
of information technology hardware and software and $0.5 million in other capital assets to maintain, replace 
and extend the lives of Company-operated restaurant facilities and for fiscal 2010 $1.4 million for information 
technology hardware and software, $1.2 million for reopening a Company restaurant in New Orleans and 
restaurant reimaging and corporate office construction and $0.6 million in other capital assets to maintain, 
replace and extend the lives of Company-operated facilities and equipment). In 2012, maintenance capital 
expenditures exclude $16.9 million related to the acquired restaurants in Minnesota and California and $7.2 
million for the construction of new Company-operated restaurants. In 2011, maintenance capital expenditures 
exclude $3.3 million related to the construction of the new corporate office, and $1.5 million for the construction 
of new Company-operated restaurants. The following table reconciles on a historical basis for fiscal 2012, fiscal 
2011 and fiscal 2010, the Company’s “Free cash flow” on a consolidated basis to the line on its consolidated 
statement of operations entitled net income, which the Company believes is the most directly comparable GAAP 
measure on its consolidated statement of operations to “Free cash flow.” “Free cash flow as a percentage of 
total revenues (Free cash flow margin)” is defined as “Free cash flow” divided by “Total revenues”:

(3)  The Company defines adjusted earnings for the periods presented as the Company’s reported net income after 
adjusting for certain non-operating items consisting of the following: (i) other expense (income), net, as follows: 
Fiscal 2012 includes $0.9 million in gains on sale of real estate assets to franchisees partially offset by $0.3 million 
loss on disposals of property and equipment and $0.1 million of hurricane-related expenses, net. Fiscal 2011 
includes $0.8 million in expenses for the global service center relocation, and $0.5 million in disposals of fixed 
assets offset by a $0.8 net gain on the sale of assets; Fiscal 2010 includes $0.7 million for impairments and disposals 
of fixed assets partially offset by $0.5 million for net gain on sales of assets; (ii) for Fiscal 2011, $0.5 million in 
accelerated depreciation related to the Company’s relocation to a new Global Service Center; (iii) for Fiscal 2012, 
$0.5 million in legal fees related to licensing arrangements; (iv) for Fiscal 2010, the interest charges associated 
with the refinancing of the Company’s credit facility; (v) for Fiscal 2010, a $1.4 million tax audit benefit related to 
the completion of a federal income tax audit for years 2004 and 2005; and (vi) the tax effect of these adjustments. 
Adjusted earnings per diluted share provides the per share effect of adjusted net income on a diluted basis. The 
following table reconciles on a historical basis for fiscal 2012, fiscal 2011 and fiscal 2010, the Company’s adjusted 
earnings per diluted share on a consolidated basis to the line on its consolidated statement of operations entitled net 
income, which the Company believes is the most directly comparable GAAP measure on its consolidated statement of 
operations to adjusted earnings per diluted share:
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Shareholder Information

 Principal Office
400 Perimeter Center Terrace
Suite 1000
Atlanta, GA 30346
404-459-4450

Stock Transfer Agent
Computershare Trust Company, N.A.
P. O. Box 43078
Providence, RI 02940-3078
800-962-4284
www.computershare.com

Other Information
The Company’s press releases, annual 
reports, and other information can 
be accessed through the Company’s 
website at www.afce.com.

Annual Meeting
AFC’s 2013 Annual Meeting will 
be held at:

Hilton Garden Inn—Atlanta 
Perimeter Center
1501 Lake Hearn Drive
Atlanta, GA 30319
8:30 AM ET, May 22, 2013
404-459-0500

Form 10-K
The Company’s 2012 Annual Report on 
Form 10-K, as fi led with the Securities and 
Exchange Commission, is being delivered 
with this Letter to Our Stakeholders.

Copies of the Annual Report on Form 10-K 
are also available without charge upon 
written request to:

AFC Enterprises, Inc.
400 Perimeter Center Terrace
Suite 1000
Atlanta, GA 30346
Attn: Investor Relations
www.investor.afce.com

Cautionary Note Regarding Forward-Looking Statements

Forward-Looking Statement: Certain statements in this Annual Report on Form 10-K contain “forward-looking statements” within 
the meaning of the federal securities laws. Statements regarding future events and developments and our future performance, 
as well as management’s current expectations, beliefs, plans, estimates or projections relating to the future, are forward-looking 
statements within the meaning of these laws. These forward-looking statements are subject to a number of risks and uncertainties. 
Examples of such statements in this Annual Report on Form 10-K include discussions regarding the Company’s planned 
implementation of its strategic plan, projections and expectations regarding same-store sales for fi scal 2013 and beyond, the 
Company’s ability to improve restaurant level margins, guidance for new restaurant openings and closures, and the Company’s 
anticipated 2013 and long-term performance, including projections regarding general and administrative expenses, and net 
earnings per diluted share, and similar statements of belief or expectation regarding future events. Among the important factors 
that could cause actual results to differ materially from those indicated by such forward-looking statements are: competition from 
other restaurant concepts and food retailers, continued disruptions in the fi nancial markets, the loss of franchisees and other 
business partners, labor shortages or increased labor costs, increased costs of our principal food products, changes in consumer 
preferences and demographic trends, as well as concerns about health or food quality, instances of avian fl u or other food-
borne illnesses, general economic conditions, the loss of senior management and the inability to attract and retain additional 
qualifi ed management personnel, limitations on our business under our credit facility, our ability to comply with the repayment 
requirements, covenants, tests and restrictions contained in our credit facility, failure of our franchisees, a decline in the number 
of franchised units, a decline in our ability to franchise new units, slowed expansion into new markets, unexpected and adverse 
fl uctuations in quarterly results, increased government regulation, effects of volatile gasoline prices, supply and delivery shortages 
or interruptions, currency, economic and political factors that affect our international operations, inadequate protection of our 
intellectual property and liabilities for environmental contamination and the other risk factors detailed in our Annual Report on 
Form 10-K and other documents we fi le with the Securities and Exchange Commission. Therefore, you should not place undue 
reliance on any forward-looking statements.
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