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Financial Highlights & Key Operational Metrics(1)

(Dollars in millions, except per common share data) 2010 2009 2008

Franchise revenues $  89.4 $  86.0 $ 84.6

Total revenues(1) $  146.4 $  148.0 $ 166.8

Net income $  22.9 $  18.8 $ 19.4

Earnings per common share, diluted(2) $  0.90 $  0.74 $ 0.76

Adjusted earnings per common share, diluted(3,6) $  0.86 $  0.74 $ 0.65

Operating EBITDA(4,6) $  45.3 $  41.0 $  42.0 

Operating EBITDA margin(4,6) 30.9% 27.7% 25.2%

Free cash flow(5,6) $  25.3 $  22.1 $  22.0 

Free cash flow margin(5,6) 17.3% 14.9% 13.2%

Global system-wide sales growth(7) 5.1% 1.8% 0.6%

Domestic system-wide same-store sales growth 2.5% 0.6% (2.2)%

International system-wide same-store sales growth 3.1% 1.9% 4.1%

Global system-wide same-store sales growth 2.6% 0.7% (1.7)%

New restaurant openings  106  95  140 

Total restaurants  1,977  1,943  1,922 

	 See	financial	definitions,	computations,	and	reconciliations	to	GAAP	measures	on	page	8.

Passion. Performance. Popeyes.  
AFC Enterprises, Inc. (NASDAQ: AFCE) is the franchisor and operator of Popeyes® restaurants, 
which bring the flavor and festival of Louisiana to people around the globe. Founded in 1972, 
Popeyes is the world’s second-largest quick-service chicken concept based on number of units, 
with 1,977 restaurants. People have a passion for Popeyes and its bold, distinctive food, with a 
menu from the flavor-rich Cajun and Creole regions of Louisiana. More than great food, Popeyes 
is good business for more than 340 franchisees in 45 states across America; 26 countries 
internationally; and in three territories — Guam, Puerto Rico, and the Cayman Islands.* The Popeyes 
brand offers restaurant owners an excellent investment opportunity backed by exceptional franchisee 
support systems and services. For AFCE stakeholders, we believe the franchise-focused Popeyes 
business model provides strong, stable cash flows and significant opportunities for restaurant growth.

*Information is as of  December 26, 2010. 
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Build the Brand
Food so good, you can’t wait to eat
Popeyes is building and reinforcing its brand in guests’ eyes by 
offering distinct Louisiana fl avors in value-oriented ways. From 
new menu items and limited-time offers to combo meals and 
value promotions, we’re enticing guests to visit our restaurants 
– and to come back more often. One key ingredient in bringing 
more people through our doors is Annie, our feisty and beloved 
spokesperson, who appears in our national advertising and 
marketing materials.

Clearly, the Popeyes brand is resonating with the public. In 
2010, we won a national independent taste test against a major 
competitor, with our Spicy and Mild Bonafi de® bone-in fried 
chicken beating KFC® Original Recipe® bone-in fried chicken. We 
celebrated by taking over New York’s Times Square and turning 
the streets into a sea of Popeyes orange, sharing our joy in 
victory with fans amid much music and dancing. 

Our classic meals are proven winners, and we continue to 
innovate in the kitchen. In 2010, we introduced Popeyes 
Wicked Chicken. Our Second Annual Crawfi sh Festival 

celebrated real comfort food with Cajun- and Creole-inspired 
menu items. The perfect complement to Popeyes fl avorful food 
is a distinctive beverage selection, and in 2010 we bolstered 
our beverage strategy. We introduced an authentic new drink 
in May – Popeyes Cane Sweeeet Iced Tea – with promotional 
tie-ins and free samples. In December, we announced multi-year 
agreements with both The Coca-Cola Company and Dr Pepper 
Snapple Group to further develop fl avorful fountain offerings. 

Throughout the Popeyes system, we hear story after story from 
our franchisees about how they’re building the brand locally 
and reinforcing brand loyalty through community involvement. 
Our franchisees have assisted schools with fundraising efforts 
and provided incentives (usually food or coupons) for such 
things as reading programs. Others have teamed up with 
nearby businesses for special events, driving more traffi c to 
all the sponsors. 

As one of our multi-unit owners in Virginia says, “We serve 
our guests all year long; they are our community. If we hadn’t 
built a bridge, solid and strong, our restaurant wouldn’t be what 
it is today.”
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Performance: Our Road Map for Results
The heart and soul of  Popeyes is the quality of  our flavorful Louisiana food. To 
reach more mouths, and to help our franchisees grow their businesses, we remain 
intensely focused on the Strategic Road Map for Results we rolled out in 2008. 
Its four pillars guide our decision making and keep us focused on the right things 
as we strive to deliver consistent growth and profitability to all our stakeholders. 

©	2011,	The	NASDAQ	OMX	Group,	Inc.
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Run Great Restaurants
Service so good, guests can’t wait 
to come back
We believe Popeyes has always had the best food in the 
restaurant industry. Legions of fans passionately proclaim their 
love for Popeyes chicken – in surveys, on social media sites, 
and in person. 

With great food as a given, one of our biggest areas of 
opportunity to please our guests is speed of service. In 2008, 
we began an initiative focusing on drive-thru service. In 2009, 
we rolled out a new speed-of-service program with timing 
equipment and, in 2010, we trained our crew members and 
began collecting drive-thru times on a weekly basis.

The results have been nothing short of amazing. At year-end
2010, approximately 1,000 domestic restaurants were reporting 
drive-thru times on a weekly basis, with approximately 60 percent 
at our target of 180 seconds or less. This proves speed of 
service is not just something we talk about once in a while; 
it’s a key performance indicator we focus on every day.

Our “GEM” for gauging satisfaction is the Guest Experience 
Monitor program, which encourages guests to tell us about 
their visit using a brief interactive survey. We’re defi nitely 
moving our performance metrics in the right direction. 
Since the implementation of our speed-of-service 

program 18 months ago, 
we’ve seen strong gains 
in our customer GEM 
scores, with increases 
in the “% Delighted” 
with their overall 
experience, their 
“Intent to Return,” 
and “Speed of Service.”

The decisions we make 
about Popeyes and the 
way to run great restaurants 
are based on concrete data, with 
detailed measurement and analysis at every level of performance. 
Our focus on metrics is supported with the right kinds of 
equipment, tracking, and reporting. These tools provide a clear 
and immediate view into performance, which allows restaurant 
managers and owners to set the right direction for their crews, 
with proper goals, follow-up, and coaching.

Reinforcing the Popeyes culture of service is recognition of 
managers and their crew members, with appropriate rewards at 
the restaurant level for achieving and surpassing goals.
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Strengthen Unit Economics 
Profits so good, franchisees love 
owning Popeyes restaurants
We are continually partnering with our franchisees and Supply 
Management Services, Inc., a supply chain cooperative 
serving the Popeyes restaurant system, to improve restaurant 
profi tability while maintaining our excellent quality food 
advantage. Simply put, we want to drive greater profi ts to the 
bottom line of our restaurant owners while maintaining the 
fl avorful taste our guests have come to love from Popeyes. 

Our approach is multipronged, as we improve profi tability on all 
fronts. To build the brand, we are running special promotions 
backed by national media to bring more guests through the 
doors and grow sales. To run great restaurants, we are focusing 
on operations excellence to better satisfy our guests and 
encourage return visits. And to strengthen unit economics, 
we are helping our restaurant owners to keep more of their 
revenues, turning a greater portion of sales into profi ts. 

In 2010, the Popeyes system saved approximately $16 million 
in supply-chain food costs resulting from renegotiated vendor 
contracts, alternate suppliers, enhanced product specifi cations, 
logistics/distribution optimization, and lower commodity costs. 
This combined effort improved restaurant operating profi t margins 
before rent one full percentage point compared with 2009. 

Clearly, we are doing the right things to improve the margins 
we’re delivering to franchisees. Our fi ve-year goal is to improve 
restaurant operating profi t margins by two to three percentage 
points. In 2011, we will be applying the same focus on profi t 
margin to our international markets, where food costs are 
typically higher. Initiatives are already underway to reduce cost 
by region to make Popeyes’ restaurant cost structure more 
competitive around the globe.

As we always say, you move what you measure. And we will 
continue to measure – and move – contributions to higher 
restaurant profi ts. Among the areas we’re targeting are in-
restaurant savings, which involve controllable costs such as 
energy, waste, and utilities; business intelligence, meaning 
better data collection and analysis for key metrics; and 
procurement savings, as evidenced by the supply-chain 
cost savings achieved in 2010. 

Favorable economics 
continue to drive interest 
in building new Popeyes 
restaurants. As a result, the 
more we’ve improved our 
unit economics, the greater 
the interest we’re getting in 
building more restaurants – 
both from existing Popeyes 
franchisees and from other 
multi-brand owners.
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Ramp Up Unit Growth 
Returns so good, franchisees can’t wait 
to build more restaurants
The rigor we’ve applied to our global development pipeline for 
new unit openings continues to return results, with a net of 
39 Popeyes restaurants added to our system in 2010. Over 
the next fi ve years, we expect to add another 400 to 600 net 
restaurants around the world, as our franchisees grow their 
business and multi-unit operators of other brands add Popeyes 
to their portfolios.

Today, approximately 75 percent of new Popeyes restaurants 
are opened by existing operators. Their willingness to reinvest 
in our brand speaks to the attractive opportunities and potential 
they see in Popeyes. 

We’re also attracting quality franchisees from other systems. 
Their reasons for joining Popeyes typically include limited 
growth potential with their other brands or the desire for 
another viable brand to sit alongside their existing operations, 
rounding out their business strategy. We asked our multi-brand 
owners to rate Popeyes as a franchisor compared with their 
other systems, and we were pleased with our positive ratings. 
Franchisees like our focus on profi tability, our discipline in 
tracking performance, and that we make fact-based decisions 
designed to improve their results.

Among the key components to accelerate our unit growth is 
making the right selections – the right operator, the right real 
estate, the right trade area – which also has been paying off in 
terms of higher sales performance at new restaurant openings. 

Since the implementation of our domestic site-selection modeling 
tool in 2008, Popeyes domestic restaurants are opening at 
signifi cantly stronger sales volumes than the system 
average. Additionally, restaurants that have been 
open more than two years are sustaining 
those sales volumes in their second year 
of operation. This improvement 
demonstrates the quality of 
our unit economic model 
and upgraded development 
processes, which we 
believe will allow us to 
begin accelerating our 
domestic new unit growth.

As always, the Global 
Development Team at 
Popeyes continues to be a 
resource to franchisees, both 
new and experienced, throughout 
the development process. And when a new restaurant opens, the 
Popeyes support center is there to provide a strong infrastructure, 
with marketing, operations, training, systems, and fi nance experts.

There’s no mistaking when all the right elements are in place 
and the aroma of fl avorful food is coming from the kitchen. 
More guests come back, again and again, to feed their passion 
for Popeyes, and franchisees become more satisfi ed with 
their decision to own a piece of the Popeyes system – many 
even add more restaurants. The regional tastes of Louisiana 
have proven their global appeal, and so have the profi table 
opportunities available for Popeyes franchisees.
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 To Our Stakeholders

Cheryl A. Bachelder
Chief Executive Offi cer, AFC Enterprises, Inc.
President, Popeyes® Louisiana Kitchen

 We delivered another strong 
year of positive results, both 
fi nancially and operationally.

“
”

*For	adjusted	earnings	per	diluted	share,	operating	EBITDA,	and	free	cash	flow,	see	definitions,	computations,	and	reconciliations	to	GAAP	measures	on	page	8.

The distinctive Louisiana fl avor of  Popeyes food continues to deliver – for our hungry guests, for our franchise 
owners and operators, for our employees, and for our shareholders. Over the past three years, we’ve been 
following a strategic plan we call our Road Map for Results. Our positive results tell us we’re headed in the right 
direction, and our hard work is paying off. 

Passion
People quickly develop a passion for 
Popeyes – craving our chicken, seafood, 
biscuits, and signature side dishes. We 
hear it all the time from our guests. We 
have a passion, too, that’s just as strong. 
Ours is for serving a highly differentiated 
brand of fl avorful food, for seizing the 
compelling growth opportunity we see 
around the world, and for developing an 
attractive franchise business model that 
generates steady and reliable cash fl ows. 

The economy has been tough in 
recent years, yet we have consistently 
outpaced the competition. According 
to independent data, for the second 
consecutive year Popeyes domestic 
same-store sales have grown faster than 
both the quick-service restaurant (QSR) 
and chicken QSR categories, where we’ve 
led the way for 11 straight quarters. 

We now also have independent research, 
announced last summer, that validates 
what we’ve always known: Consumers 
prefer the taste of Popeyes Spicy and 
Mild Bonafi de® bone-in fried chicken 
over KFC® Original Recipe® bone-in fried 
chicken. We came out on top, and 
we’re savoring the taste of victory.

We are passionate about our food and, as 
such, we continue to invest in innovation 
to make sure there’s always something 
new at Popeyes, from tasty new menu 
items and value pricing on our core 
chicken and seafood offerings to limited-
time promotions or portable packaging, 
such as the Seafood Tackle Box, for 
busy lives on the go. For our restaurant 
operators, innovation leads to cost-saving 
strategies to improve operating profi ts.

With the effective use of our spokesperson 
Annie in national media advertising, our 
innovative promotions helped deliver 
positive growth in guest counts and 
same-store sales. 

In 2011, our brand-building efforts will 
remain focused on our famous core 
chicken and seafood offerings, while 
periodically adding new menu innovations 
with our distinctive Louisiana fl avor 
profi le. Additionally, in 2011, we will 
be implementing a unifi ed strategy for 
fountain beverages that is designed to 
be more exciting for our guests and more 
profi table for our Popeyes restaurants. 
This effort builds on the multi-year 
agreements we announced in 2010 
with two powerful marketing partners: 
The Coca-Cola Company and Dr Pepper 
Snapple Group. 

Performance
In 2010, we delivered another strong 
year of positive results, both fi nancially 
and operationally. 

Adjusted earnings were $0.86 per diluted 
share versus $0.74 in 2009. We attribute 
this 16 percent increase primarily to the 
improved operating performance we’re 
seeing from initiatives of our Strategic 
Road Map for Results. In 2010, our 
operating EBITDA margins remained 
among the highest in the restaurant 
industry at 30.9 percent of total 
revenues, and we generated more than 
$25 million in free cash fl ow.* 
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*For	adjusted	earnings	per	diluted	share,	operating	EBITDA,	and	free	cash	flow,	see	definitions,	computations,	and	reconciliations	to	GAAP	measures	on	page	8. *ROP	margins	are	domestic	franchise	freestanding	restaurant	operating	profit	margins	before	rent.

During 2010, we continued to strengthen 
our balance sheet and used cash to pay 
down $16.6 million of debt. At year-end, 
our outstanding debt was $66.0 million, 
and our total leverage ratio was 1.4 to 
1, which gives us a comfortable and 
conservative capital structure. We also 
completed a new fi ve-year $100 million 
credit facility in late December, gaining 
more favorable interest rates and 
greater fi nancial fl exibility as we work 
to create additional long-term value for 
our stakeholders. 

Global same-store sales grew 2.6 
percent, the combined result of positive 
growth of 2.5 percent domestically and 
3.1 percent in international markets. 
Among our best-performing national 
promotions ever was the May launch 
of two new products: Popeyes Wicked 
Chicken, our fi rst global limited-time offer, 
and Cane Sweeeet Iced Tea, a permanent 
menu item that’s fresh brewed and 
sweetened with cane sugar in a recipe 
proprietary to Popeyes.

Another winner was our “Love that 
Chicken”® promotion, coming after our 
taste-test announcement, which drew 
strong guest traffi c and sales. Guests
could get two pieces of Popeyes Bonafi de® 
chicken and a buttermilk biscuit for only 
$1.99 and nine pieces for $7.99.

Our guest experience should be as 
distinctive as our food, and in 2010 
we continued to see steady progress in 
service metrics across our system. Our 
Guest Experience Monitor (GEM) scores 
were up signifi cantly. As of year-end, 
more than 74 percent of our guests gave 
us a top score – 5 points out of 
5 – for a delightful experience.      

One element of delighting our guests is 
speed of service, and we’re serious about 
continuing to improve our service times. 

In 2009, we laid the groundwork, 
installing headsets and timers in virtually 
every drive-thru restaurant. In 2010, we 
began training employees in every U.S. 
market and collecting data on restaurant 
drive-thru times on a weekly basis. The 
great news is we are moving what we 
measure. By year-end, drive-thru times for 
approximately 60 percent of reporting 
restaurants reached our target metric of 
180 seconds or less.

We continue to improve restaurant-
level unit economics, a key measure 
for franchisees. In 2010, we partnered 
with our purchasing cooperative, Supply 
Management Services, Inc., and saved 
approximately $16 million in supply-
chain food costs throughout the Popeyes 
system. The benefi t to franchisees was 
one full percentage point improvement in 
restaurant operating profi t margins before 
rent, compared with the prior year.  

During the year, we strengthened our 
development pipeline and delivered 
another year of positive net unit growth. 
We opened 106 restaurants in U.S. 
markets and abroad, with a net total of 
39 restaurants in 2010 compared with 
14 in 2009.  

Our fl avor profi le travels extremely well 
overseas, allowing us to expand with 
essentially the same strategy we use 
domestically, as the preferred chicken 
QSR. We entered three new international 
markets in 2010, opening in the Cayman 
Islands, Costa Rica, and Vietnam.

At year-end, Popeyes had 1,977 operating 
restaurants across the United States, 
Guam, Puerto Rico, the Cayman Islands, 
and 26 foreign countries. Over the next 
fi ve years, we expect to add 400 to 600 
net restaurants to our system.

Popeyes
We made remarkable progress in 2010, 
with another consecutive year of strong 
positive results against our Strategic Plan. 
We continue to do exactly what we said 
was important: build the brand, run great 
restaurants, strengthen unit economics, 
and ramp up unit growth. We have come 
a long way in pursuing our passion for 
performance, and we see the potential for 
greater growth ahead. 

For me personally, now in my fourth year 
as CEO, it has been immensely rewarding 
to see how we’ve built a soundly 
performing business model for our 
franchisees and shareholders, especially 
during tough economic times. I am proud 
of the continued passion and persistence 
the entire Popeyes team has for making 
this a better company with better results. 
Together, our franchise entrepreneurs, the 
restaurant operators and their crews, and 
everyone at Popeyes who supports our 
global system are making a real difference 
and taking us to the next level.

Every day is a new day in the restaurant 
business, and we have to prove ourselves 
over and over again. In 2011, we will 
remain intensely focused on our Road Map 
for Results in order to deliver what each 
of our stakeholders expects: fl avorful food 
with great service for our guests, good 
business opportunities for our franchisees, 
profi table restaurants that provide jobs 
and service to our communities, and 
value for our shareholders.

Sincerely,

Cheryl A. Bachelder
CEO, AFC Enterprises, Inc.
President, Popeyes® Louisiana Kitchen
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1.  Kelvin J. Pennington 
President: Pennington  
Partners & Co. 
Director since: 1996  Age: 52

2.  R. William Ide, III 
Partner: McKenna Long &  
Aldridge, LLP 
Director since: 2001  Age: 70

3.  Cheryl A. Bachelder  
Chief  Executive Officer: 
AFC Enterprises, Inc. 
Director since: 2006  Age: 54

4.  Victor Arias, Jr. (not shown)
Senior Client Partner: 
Korn/Ferry International 
Director since: 2001  Age: 54

1.  Krishnan Anand 
President: International Division of  
Molson Coors Brewing Company 
Director since: 2010  Age: 53

2.  John M. Cranor, III
Chairman: AFC Enterprises, Inc.  
Director since: 2006  Age: 64

3.  John F. Hoffner 
Director: AFC Enterprises, Inc. 
Director since: 2006  Age: 63 

4.  Carolyn Hogan Byrd  
Founder, Chair & Chief  Executive 
Officer: GlobalTech Financial, LLC 
Director since: 2001  Age: 62 

Board of Directors
[Back row, left to right] [Front row, 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	2010	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	25.5	million,	25.4	million,	and	25.7	million	for	2010,	2009,	and	2008,	respectively.

(Dollars	in	millions) 	 	2010 	 	2009 	 	2008
Net	income 	 $	22.9 	 $	 18.8 	 $	 19.4
Depreciation	and	amortization 	 $	 3.9 	 $	 4.4 	 $	 6.3
Stock-based	compensation	expense 	 $	 2.7 	 $	 1.9 	 $	 2.5
Maintenance	capital	expenses 	 $	 (3.2) 	 $	 (1.4) 	 $	 (2.0)
Mandatory	debt	payments 	 $	 (1.0) 	 $	 (1.6) 	 $	 (4.2)
Free	cash	flow 	 $	 25.3 	 $	 22.1 	 $	 22.0
Total	revenues 	 $	146.4 	 $	148.0 	 $	166.8
Free	cash	flow	as	a	percentage	of 	total		
			revenues	(free	cash	flow	margin) 	 	17.3% 	 	14.9% 	 	13.2%

(In	millions,	except	per	share	data) 	 	2010 	 	2009 	 	2008
Net	income 	 $	22.9 	 $	 18.8 	 $	 19.4
Other	expenses	(income),	net 	 $	 0.2 	 $	 (2.1) 	 $	 (4.6)
Interest	expense	associated	with	credit	facility	 	 $	 0.6 	 $	 1.9 	 	 —
Tax	effect 	 $	 (0.3) 	 $	 0.1 	 $	 2.0
Tax	audit	benefit 	 $	 (1.4) 	 	 — 	 	 —
Adjusted	net	income 	 $	22.0 	 $	 18.7 	 $	 16.8
Adjusted	earnings	per	diluted	share 	 $	 0.86 	 $	 0.74 	 $	 0.65
Weighted-average	diluted	shares	outstanding 	 	 25.5 	 	 25.4 	 	 25.7

(Dollars	in	millions) 	 	2010 	 	2009 	 	2008
Net	income 	 $	22.9 	 $	 18.8 	 $	 19.4
Interest	expense,	net 	 $	 8.0 	 $	 8.4 	 $	 8.1
Income	tax	expense 	 $	 10.3 	 $	 11.5 	 $	 12.8
Depreciation	and	amortization 	 $	 3.9 	 $	 4.4 	 $	 6.3
Other	expenses	(income),	net 	 $	 0.2 	 $	 (2.1) 	 $	 (4.6)
Operating	EBITDA 	 $	 45.3 	 $	 41.0 	 $	 42.0
Total	revenues 	 $	146.4 	 $	148.0 	 $	166.8
Operating	EBITDA	as	a	percentage	of 		
			total	revenues	(operating	EBITDA	margin) 	 	30.9% 	 	27.7% 	 	25.2%

(6)		Operating	EBITDA,	free	cash	flow,	and	adjusted	earnings	per	diluted	share	are	supplemental	non-GAAP	
financial	measures.	The	Company	uses	operating	EBITDA,	free	cash	flow,	and	adjusted	earnings	per	diluted	
share,	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	performance	of 	its	business	because	they	provide	a	link	between	profitability	and	
operating	cash	flow.	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,	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,	
and	other	expenses	(income),	net.”	The	following	table	reconciles	on	a	historical	basis	for	2010,	2009,	and	2008,	
the	Company’s	earnings	before	interest	expense,	taxes,	depreciation	and	amortization,	and	other	expenses	
(income),	net	(“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:

(5)		The	Company	defines	free	cash	flow	as	net	income	plus	depreciation	and	amortization,	plus	stock	compensa-
tion	expense,	minus	maintenance	capital	expenses	(which	include:	for	2010	$1.4	million	for	information	
technology	hardware	and	software,	$1.2	million	for	reopening	a	company-operated	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	QSR	equipment	and	facilities;	for	2009	
$0.3	million	for	information	technology	hardware	and	software	and	$1.1	million	in	other	capital	assets	to	
maintain,	replace,	and	extend	the	lives	of 	company-operated	QSR	equipment	and	facilities;	for	2008	$0.4	
million	for	information	technology	hardware	and	software	including	new	restaurant	site	modeling	software	
and	$1.6	million	in	other	capital	assets	to	repair	and	rebuild	damaged	restaurants	and	to	maintain,	replace,	
and	extend	the	lives	of 	company-operated	QSR	equipment	and	facilities),	minus	mandatory	debt	payments.	
The	following	table	reconciles	on	a	historical	basis	for	2010,	2009,	and	2008,	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:

(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	(i)	other	expenses	(income),	net	(which	for	2010	include	
$0.7	million	for	impairments	and	disposals	of	fixed	assets	partially	offset	by	$0.5	million	for	net	gain	on	sales	of	assets;	
for	2009	include	$3.3	million	on	the	sale	of	assets	partially	offset	by	$0.6	million	related	to	impairments	and	
disposals	of	fixed	assets	and	$0.6	million	of	other	expense;	and	for	2008	include	$12.9	million	from	recoveries	
from	directors	and	officers	insurance	claims,	$0.9	million	in	gain	on	the	sale	of	assets,	and	$0.3	million	of	other	
income	partially	offset	by	$9.5	million	of	impairments	of	fixed	assets	and	goodwill	impairment),	(ii)	the	interest	
expense	associated	with	the	credit	facility,	(iii)	the	tax	effect	of	these	adjustments,	and	(iv)	the	tax	audit	benefit.	
Adjusted	earnings	per	diluted	share	provide	the	per	share	effect	of	adjusted	net	income	on	a	diluted	basis.	The	
following	table	reconciles	on	a	historical	basis	for	2010,	2009,	and	2008,	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
5555 Glenridge Connector NE 
Suite 300 
Atlanta, GA 30342  
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:  
www.afce.com

Annual Meeting
AFC’s 2011 Annual Meeting will  
be held at: 
Hilton Garden Inn—Atlanta  
Perimeter Center 
1501 Lake Hearn Drive 
Atlanta, GA 30319 
8:30 AM ET, May 19, 2011 
404-459-0500

Form 10-K
The Company’s 2010 Annual Report on 
Form 10-K, as filed 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. 
5555 Glenridge Connector NE 
Suite 300 
Atlanta, GA 30342 
Attn: Investor Relations 
www.investor.afce.com

Cautionary Note Regarding  Forward-Looking Statements
Forward-Looking Statement: Certain statements in this Annual Report 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 include discussions regarding 
the Company’s planned implementation of  its strategic plan, guidance for new restaurant openings and closures, the Company’s anticipated 2011 
and long-term performance, 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 financial 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 flu or other food-borne illnesses, general economic conditions, the loss of  senior management and the inability to attract 
and retain additional qualified 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 fluctuations 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, liabilities for environmental contamination, and the other risk 
factors detailed in our 2010 Annual Report on Form 10-K and other documents we file with the Securities and Exchange Commission. Therefore, you 
should not place undue reliance on any forward-looking statements.
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