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W In fhis presentation we would Lke fo present 0 you amore detatled analysis of the fest
that was initiated on the 22 Nov, 99

v We stated testing 4 selcted Familes of TeleChef products (hamburgers,
sandwiches, bocadilos and hot dogs) in b TelePizza sfors

B G that esuls of ur et have Deen extremely posiiv, TelePizza willbegn
implementing TeleChef Products n most TelePizza stotes (around 80%)

B Test Resulfs:

! Sales Performance;

o Tnhe i pilot sores the growthmtotalsaleshas been aound 10% hgher than he average.

otowth in the areas in which they re located. Resuls ofthe test may be impacted by
seasonality s we are comparing fwo weeks of o different months {page 9

+ The weight of TeleChef productsaes in TelePizz2 ne sales has increased progressively
reaching 11,2% ot the end of the fourth vieek

+ rom Nov 22 to Dec 22, 99: 11% of custoners haf ordered. TeleChef products heve repeated

two or more times. This compares favourably wih TelePizza’ 7 30% repetition rate during the
first month of the fast four launchings.




v Sales Breakdown

+ TeleChef's et sales breakdovin i these pilo sores s follow.

5(00% eat-in + take away 30% delvery

+ This breakdomn s mainly dueto the 2 for | pomotion in eal-in+{ake away and no
oromotions i delivery, betng our objective:

A% eat-in + fake away 0% delivery

+ Growth of TeleCher producs sales in eleton o TelePizza nef sales 11,2%
9Th

|

v Pilot stores growh of sales over avetage areas orowih:

v Total Cannibalisation;




o Delivery Orders:

+ Tn these pilot sores he growth n delivery orders bas been 5% higher (an the average
arowth in the ereas

+ The average defivery tcket thatinchces TeleChef product s highe then the one of
TelePizza, thus the more we inerease those orders the higher the store average ticket

will be Page 15

 + CotolGonds i

+ TeleChefproducts have not noresed te sore oS of zoods sold s thei cost i ovie
than the fota store cost, (Page 17




v Consumers Survey:

+ Survey carried out by TelePizza’s callcenter

+ 331 consumers of Telechef produets surveyed

v Dates: From Nov 26 to Dec 19, 19%9

o 7% would order TeleChef Products agan

+ Good resuls i produe characerstes (page 18

v Next Steps:

v Pilot sores will contime being ested

+ Conversion of 100 sores { an average costof Pas 4 millon ) pus new openings which

will inchude TeleChef Products
+ Action Plan starting in Jan 10, 2000; discussions t be held with franchisees to explam

them the project,




B The test has been carried out in 6 selected stores:

+ 3 sores in Madrid: Doctor Esquerdo ( opening Sept ), Menuel
Noya (Dec 98), Barajas (Oct 8)

+ | store in Pontevedra: Vigo IV (Aug 99)

+ ) stores in Sevill: Ariona ( Dec §7), Mairena (Jan 33

B Thetest refers o fourweeks: From Nov 22 to Dec 19, 1999. The fourth -+
with the week before the test was implemented (which

week 13 comparec

didn’t have TeleC

tef products




K The most poputar TeleChef products (hamburgers sandwiches, hot dogs and bocadilos) are
being offered in thse pti stores.

B Markefing activities
v Couponing

v The coupon cover i fhe same as the current TelePizza coupon; the custorme
may not peceive theproduct offer, which s its impact.( The new product

offer s included on the back and inside the coupon)

v Promotions:

v At store level 2 for |

+ The launching ofnew products i TelePizza s normally mads through an
aggressive offer o gain tapd produc penetration. Netional and local TV
advertising ply an important 1ol i an ordinny launching in TelePizza.

v Telemarketing : AL actve customers eceived a phone call in which they were
introduced TeleChef products




B Ofher relevant aspects

+ Fasy implemmentaion o work staions (average 3.Jmd), which took 2 days on average
with an average cost of Pta 2 millions

v Enmployees ate very postive about the new prodict offer,

v These new products do not resrant the capacty of the existng pizza Oves.




B Growth n Sales

4t Week v.s Week before test (Dec 13-19 vs Nov 15-2]
A Sales A Sales A Sales A Sales

© DRESQUERDO % VIGONV g MO L%
MANUELNOYA  101% MARENA A
©pARAS 9%

+ The stores with Telechefproducts have experienced a growh 10 higher than the
average sales growth in the three areas which thiey are located.

« The growh inthesestores was 3.6% lowe than the three areas average sals
orowhinthe same period in 1598

-

BGrowth in number of Pizzas sold

ith Week v.s Week before test (Dec 13-19 v.s Nov 13-21)

Growth % Growth % Growth % Growih %

DRESQUERDO 5% VIGOIV 2% ARIONA 40%
MANUELNOYA 1% MAIRENA 9.9%

i e e e
St L B e

v Duringthe st pizzas have grown 0.9 lss thn the three areas average
orowth.




B Weight of TeleChef products sales i TelePrzza et

sales:
1 22 Nov-28 Nov 1%
¢ 20Nov-3 Dec 08%
v Dec-12 Dee 11.3%
v {3 Dec-19 Dec 11.2%

th
the first

 mFromNov22toDec 22,99 1% of the customers
hat ordered TeleChelproducts haverepested woor -~
more times. This compares avourably wi
TelePizza’s 7.32% repetition rafe during
month of the last four launchings.




B TeleChef Sales Breakcdown (inthese sx stote

v (7108 Seles;

04% eat-in + take away 36% delvery

v Net Sales
50% eat-in + take away 0% delrvery

v Number of products
64% eaf-In + fake away 3% delivery

8 These breakdown ismany due to the 2 forl promotion n ¢at-n and take away, and

no promotions in delvery

v Number of producs

50% eat-in fake away 0% delrvery

v Net Sales
0% eatein + take away 60% delvery




1 Cannibalisation: 4th Week v.s Week before test (Dee 13-19 v.s Nov 15-21

o Growth of TeleChef products sels over TelePizza et sles 11,2%

+ Pilot stotes growh of sales over average aeas growth: 0,

 Total Cannibalisation | %




BGrowth in number of delivery orders

dth Week v.s Week hefore test (Dec 13-19 vis Nov 13-21}
(rowth % Growth % Growth % (Growth %

DRESQUERDO  105%  VIGOIY Al ARJONA 3.6%
MANUELNOYA  6.5% MAIRENA 2%

BARAJAS 9.6%

+ T the sores with Telechef products the growth n defivery orders has been

higher than the three areas average growth

(1) The comparison i made ony in delvery orcers they are more homogeneous than eat-n orcers

alihough a there iave been no ofers n delivery the growt has been higher in eat-n.




R ESQUERDO o 1,349 z,[}oz
VANDELNOVA Lo 216) 8
BARAIAS M

1,895

VIGOLY 1,788 104

2100 1,903




B Given that the average ticket that ncludes TeleChet
products i higher, the more we trease these orders the

higher the store average ticket wilbe




zz Del) '

DR ESQUERDO 32.86% B20%
MANUEL NCYA 33.55% AR
BARAJAS 3% B.10%
VIGO 1Y .20 33.55%
ARJONA 30.[5% 3.25%
MAIRENA 390 35.08%

v Telechef produc ts have not incteased the cost of goods sold of the
-~ stores

v However TeleChef cost of goods sold s ghel inthe stores with a

higher percentage ofeatin and take away orders, given that p o0
no offers in delivery have been infroduced

Test Results: Consumers Survey

B Survey carred out by TelePiza’s call cente
1331 consumers of Telechef products surveyed
B Date: From Nov 26, 1999 10 Dec 19, 1999

B §7% would order TeleChef Products again

B Product characteristies:

' Taste: Very good or good 89%

' Sizg: Very good or good 0%
 External appearance; - Very good or good 52
v Quality-price: Very good or good 6474




