
®

AFC Enterprises, Inc. • 5555 Glenridge Connector NE • Suite 300 • Atlanta, GA 30342 • www.afce.com

AFC Enterprises, Inc. 2009 Annual Report

AFC Enterprises, Inc.  
2009 Annual Report

Proof  Positive



2009 ANNUAL REPORT     2

We created Annie because we wanted to really capture the brand’s 
personality—honest, vibrant, youthful, and authentic. Popeyes is  
the only real choice for delicious, Louisiana-inspired cooking, and  
we wanted our spokesperson to be as genuine as our food.

I am cooking up Louisiana 
flavor at its best...so you 
better hurry on in.

“ At Popeyes® we’ve been cooking 
up the Louisiana flavors you love 
since you were about knee-high.”

“ Come on down to 
Popeyes and try our 
delicious Bonafide® 
Chicken and seafood.” 

“
”

© Copyright, AFC Enterprises, Inc., 2010. All rights reserved.
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Popeyes® Louisiana Kitchen brings the flavor and character of New Orleans to people around 
the globe. Founded in 1972, Popeyes is the world’s second-largest quick-service chicken 
concept, based on number of units. Within the quick-service restaurant industry, Popeyes 
distinguishes itself  with a menu from the flavor-rich Cajun and Creole regions of Louisiana, 
featuring bold and distinctive food—from its Bonafide® Chicken and popcorn shrimp to 
signature sides such as Red Beans and Rice and mashed potatoes with Cajun gravy. Popeyes 
serves flavorful food that its fans have come to crave, bringing them back often to enjoy meals 
at 1,900-plus Popeyes restaurants worldwide. More than great food, Popeyes is good business 
for our franchise operators. There are more than 340 franchisees in 44 states domestically,  
27 countries, and two U.S. territories. And our franchise-focused business model provides 
strong, stable cash flows and significant restaurant growth potential for our shareholders.

Proof Positive: Great Food Is Good Business
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Pillars of Proof  

There’s something magical about Popeyes: the food. 
Ask our fans and they will tell you our Louisiana-
inspired meals at competitive prices make them want 
to return to our restaurants time and time again.

We call our strategic plan our Road Map for Results. It 
guides us in decision-making so we can deliver more 
consistent growth and profitability to our restaurant 
owners—and sound returns to our shareholders.

Build the Brand
Food so good, you can’t wait 
to eat

We’re making the Popeyes brand more distinctive and 
relevant for our guests while staying true to our authentic 
Louisiana culinary roots. It starts with our core menu, our 
famous Bonafide® bone-in chicken, and popular on-the-go 
items like our Louisiana Travelers Tenders and Nuggets. 
Then add a dash of our popular Gulf-inspired seafood and 
a sprinkle of local market promotions to see how we deliver 
variety and value for every meal occasion.

We gained great momentum from our promotions last year. 
Among our most popular was the spring Butterfly Shrimp 
Tackle Box at $4.99. That was followed in April by a wild 
and wonderful customer appreciation day, called Popeyes 
Pay Day, where guests could purchase our famous Bonafide® 
8-piece box for just $4.99. Traffic jams and positive sales 
and profits followed.

We took a bold step to increase our advertising impact, 
investing in national media—a decision that made us a truly 
national brand for the first time in our history. In our “Louisiana 
Fast” advertising campaign, we introduced our spokesperson 
and new ambassador for our brand, Annie. With her warm, 
engaging manner, Annie is capturing the hearts of our guests 
and bringing them to our 
restaurants for a distinctive 
meal. We’ve given her a 
great platform with our 
national media schedule, 
which has proven to be 
both efficient and effective. 
Our new approach to 
advertising and media 
helped us grow our 
share of the chicken 
quick-service restaurant 
segment to the highest 
levels in 10 years.

Run Great Restaurants
Service so good, guests can’t wait to  
come back

The way to improve restaurant operations is the same as 
improving recipes: by measuring the ingredients. Across 
the domestic Popeyes system, our restaurants have two 
measurements on the wall: their latest Guest Experience 
Monitor (GEM) scores and Metric Moving Scorecard.

Our GEM program encourages guests to rate each restaurant 
experience by participating in an interactive survey. The 
GEM scores provide restaurant operators and crews a way 
to gauge—and improve—their performance in multiple 
areas. Specifically, there are four key areas of importance to 
guests: how delighted they are with the overall experience, 
friendliness of the crew, speed of service, and order 
accuracy. In fact, the Metric Moving Scorecard includes these 
four attributes from GEM as well as operational assessments, 
certified managers, sales, and restaurant profitability. This 
scorecard also allows restaurant operators to benchmark 
their performance on a market, regional, and national basis.

With the visibility of these important measures in every 
restaurant, our restaurant general managers have 

swiftly taken ownership of 
the guests’ experience. 
As a result, our guests 
are more delighted than 
ever with their visits to 
Popeyes. And with our 
emphasis on improving 
speed of service, 
especially at the drive-
thru, we’re serving meals 
faster and seeing steadily 
improving scores. 

1

2

Franchisees of the Los Angeles 
Advertising Co-op  

2010 Build the Brand Award



4     AFC ENTERPRISES, INC.4     AFC ENTERPRISES, INC.

Strengthen Unit Economics 
Profits so good, franchisees love the 
business as much as the food

We remain committed to finding ways to lower restaurant 
operating costs and improve profitability throughout the Popeyes 
system, while maintaining excellent food quality and service 
for our guests. One example is the comprehensive diagnostic 
analysis we completed of our supply chain system this past year, 
which has allowed us to identify cost-saving opportunities in 
areas such as packaging, shipping, and sourcing. 

We are also tracking the profitability of restaurants 
throughout the system every quarter to measure the results 
of our business plan and to ensure our decisions deliver 
results for our restaurant owners. Our “act like an owner” 
approach resulted in improved margins for restaurants in 
2009 and a detailed plan to improve them even more in 
years to come. This commitment to measuring results is 
allowing us to make quicker and smarter decisions and to 
track our performance against our goals.  

Ramp Up Unit Growth 
Returns so good, franchisees can’t wait 
to build more

Our fourth pillar going forward will be singularly focused on 
accelerating our unit growth in the United States and around 
the globe. In 2009, during a difficult economy and lending 
environment, our system built 95 new restaurants, a sound 
number for the times. Our restaurant closings were the 
lowest in five years. The outcome: positive net new units for 
the year.

As the economy and financial markets improve, we will 
be ready to step up the pace of new restaurant openings. 
We have strengthened our real estate selection capability 
and prioritized key markets for growth. Our development 
team has partnered with our operations team to bring our 
best performing Popeyes operators to these development 
opportunities. As we have done in recent years, we also 
selectively look outside our system to recruit a few of the 
best, most capable restaurant operators into the Popeyes 
system. Our focus is to ensure our franchisees experience 
success from their first opening to full market build-out.  
This is the key to strong, long-term relationships with  
our franchise developers.

3
4
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From the soulful jazz influence to the Louisiana culture 

comes a state filled with Southern American charm of 

wonders, mysteries and pleasures. It was here, in 1972, 

that a distinctive and delicious taste sensation was born. 

With its spicy and aromatic Louisiana inspired recipes, 

Popeyes® has since turned into a craze, sweeping across 

America and the world over. Today you can enjoy our 

mild or spicy Bonafide® Chicken and fresh succulent 

seafood, marinated and hand-battered to perfection,  

lovingly prepared for up to12 hours to deliver that  

distinctive Louisiana-style flavour. So, sit back and enjoy 

the good ‘ole taste of Louisiana home cooking the only 

way Popeyes knows how.
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Proof of Global Appeal  

Popeyes restaurants are now in 44 states domestically, with 
our largest markets being New York, Houston, Chicago, 
Washington, D.C., and Los Angeles. Around the globe, we have 
a growing presence in Asia, Canada, Latin America, and the 
Middle East—just about anywhere you travel. And there’s a lot 
of growth potential ahead, both nationally and worldwide.

We have built a strategic plan for international markets and 
developed models for the countries that present our best 
new opportunities. In 2009, we entered two new countries: 
Malaysia and Egypt. We also enjoyed great success in our 
fastest-growing country, Turkey, where we are now the 
largest U.S.-based chicken chain. 

In Asia, our restaurants are mostly in shopping malls, where 
they put the “pop” in Popeyes with bold neon and bright colors. 
The restaurants are gathering places, with more people dining 
in than getting take-out. Some are two stories, some have 
playgrounds; overall, it’s a lively, engaging, fun experience. 

No matter what the culture or the language, it doesn’t 
take long for people to translate “Louisiana” into “flavorful 
food.” Chicken and seafood are universal and any cultural 
differences—like red beans as a sweet dessert item in 
Asia—just make the menu more interesting.

International Marketing and Development Team         

International Brand Marketing

Popeyes Location in Aydin, Turkey



6     AFC ENTERPRISES, INC.

At Popeyes, we’re all about the food. In 2009, we served up 
distinctive, slow-cooked Louisiana recipes for today’s fast-paced 
lifestyle in more than 1,900 restaurants around the world, 
outpacing the competition in a troubled economic environment. 

Popeyes is one of a select few brands in our industry  
that ended the year on a positive note. By driving more guest 
traffic into our restaurants in 2009, we saw positive same-store 
sales, leading Popeyes to outperform both the quick-service 
restaurant (QSR) and the chicken QSR segments. Many factors 
fueled our performance, including a national media advertising 
campaign, successful “limited time only” product promotions 
and value offers, our feisty new spokesperson Annie, and a 
positive guest experience at the restaurant level. 

Each quarter, adjusted earnings per diluted share met or 
exceeded expectations, and we ended 2009 at $0.74 per 
diluted share, up 14 percent over the prior year. EBITDA 

margins remained above the industry average, at more than 
29 percent. Our highly franchised business model continues 
to generate strong, steady free cash flow—approximately 
$24 million in 2009.* Our balance sheet remains solid, and 
we reinforced our position by amending our credit facility, 
which gives the brand greater financial flexibility and stability 
for long-term growth. We also repaid $36.6 million in debt, 
an appropriate use of cash in these times.  

Positive Same-Store Sales
Our global same-store sales grew 0.7 percent in 2009. 
Domestic same-store sales were up 0.6 percent, which is a 
strong result in today’s economic climate when most in the QSR 
industry experienced traffic declines and weak same-store sales. 
This increase reflects our ability to drive guest traffic into our 
restaurants. We have the products our guests want to eat—and 
crave—and we offer value meals that make eating out easier 
on family budgets. We’ve raised the visibility of the Popeyes 
brand by stepping up our media presence on a national level. 
We’ve also improved restaurant operations to make the whole 
experience more enjoyable so that people want to come back 
more often. Additionally, international same-store sales grew for 
the third consecutive year, up 1.9 percent in 2009. 

Positive Guest Traffic
In both domestic and international markets, we are working with 
franchisees to introduce distinctive new products and core menu 
value promotions to drive traffic gains in Popeyes restaurants. 

We are building awareness and excitement for the Popeyes 
brand, as evidenced by our ability to grow average weekly 
traffic. Our broad appeal and value offerings continue to draw 
a diverse domestic customer base: both men and women, 
and people of all cultures and ethnic backgrounds. We serve 
both individual and family meals at lunch and dinner. About 
80 percent of our guests take their food off site, eating 
anywhere and everywhere—in their cars, at home, at the 
office, at picnics and parties. 

In 2010, our brand-building efforts will include a number 
of initiatives designed to bring more guests through our 
doors. We will be exploring innovations in food, packaging, 
and value to see what resonates best with guests for lunch, 
dinner, and snack occasions. We will offer more beverage 
choices, and we will continue to hone our national media 
advertising strategy to gain greater impact. 

Positive Guest Experience
We can improve what we can measure. In 2008, we 
implemented a Metric Moving Scorecard, which tracks 
restaurant performance on multiple levels, and a Guest 
Experience Monitor (GEM), which encourages guests to rate 
their restaurant experience by participating in an interactive 
survey. We’re now expanding these systems internationally. 

In 2009, Popeyes GEM scores improved significantly, with 
guests “delighted” by their experience—rating it a five out 
of five points—now at 70 percent, up significantly since the 
program was first implemented. We have also seen improving 
guest scores with “intent to return” and “speed of service.”
The scorecard and GEM measurements sound simple and 
basic, yet they’ve been transformational. Whenever I walk 
into a Popeyes restaurant these days, the manager shows off 
these wall charts, points out the latest results, and tells me 

To Our Stakeholders

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

 Popeyes is one of a select few 
brands in our industry that ended 
the year on a positive note.

“
”

* For adjusted earnings per diluted share, EBITDA, and free cash flow, see Financial Highlights & Key Operational Metrics on page 8 for definitions, computations, and reconciliations to GAAP measures.
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what’s being done to effect change. It’s clear 
that we’ve been able to transfer accountability 
for improvements to each individual restaurant. 
The managers and crews embrace the changes, 
and they’re eager to see their scores rise.

In 2010, we are serious about improving our 
speed of service, and we have started tracking 
times at drive-thru windows. We’ve installed 
drive-thru headsets and timers in the majority 
of our U.S. restaurants, and we’ve implemented 
a training program for employees in every 
domestic market. The faster we can take a food 
order and serve the guest, especially in the 
drive-thru, the more satisfied the guest—and 
the more guests the restaurants can serve, the 
more sales we can generate. 

As one of our franchisees reminds his 
employees every day, in big letters written 
above the drive-thru window, “We can’t grow if 
we’re slow.” By measuring the right things, we 
are getting results for our guests, with steadily 
improving guest scores on hustle and speed 
of service. Our goal is to make our “service as 
distinctive as our food.” 

Positive Restaurant Margins
Restaurant profitability is a key measure of 
our success—and that of our franchisees. 
We continue to work diligently on improving 
unit economics. In 2009, the Popeyes system 
restaurant operating profit margin improved 
by approximately one percentage point over 
the prior year. The gains primarily came from 
lower costs for commodity products. The 
overall benefit was partially offset, however, by 
increases in national minimum wage.

During 2009, we also completed a 
comprehensive diagnostic analysis of our 
supply chain system that has allowed us to 
identify further cost-saving opportunities, which 
are expected to benefit the Popeyes system 
in 2010 and beyond. The same disciplined 
approach is now being applied to international 
markets to secure savings for those restaurants.

Positive Net Openings
The people who become our franchisees are 
those who are truly passionate about our food. 
In 2009, we had 14 net global restaurant 
openings. The Popeyes system opened 95 
new restaurants globally, with 56 international 
restaurants and 39 domestic restaurants. It 
doesn’t matter whether guests live in the U.S. 
or in Turkey or Korea, they quickly come to 
appreciate Popeyes’ Louisiana heritage of 
flavorful foods. 

In 2010, we are generating a strong pipeline of 
current and new franchise developers to open 
new restaurants and enter new markets, and 
we will be better positioned to accelerate new 
unit development as the economy recovers. We 
will focus on finding the ideal real estate and 
matching it to the best-prepared operator to 
bring strong financial returns to those who build 
new restaurants.

Popeyes has momentum. We are moving our 
sales, our guest traffic, our profits, and our 
returns in a positive direction, which makes 
Popeyes an attractive, smart investment for our 
current and new franchisees to come aboard 
and help us grow.

We’re excited about what we’ve been able to 
achieve; however, our feet are firmly planted on 
the ground. In the restaurant business, there is 
no room for complacency, and 2010 will remain 
intensely competitive. We must continue to 
deliver a traffic-building menu, a delightful and 
fast-paced guest experience, and steady gains 
in restaurant profitability, all of which will help in 
making sure our plan to accelerate global unit 
growth is accomplished.

In my third year as CEO, I am most proud of how 
Popeyes has flourished in spite of a challenging 
economic environment. My sincere thanks to the 
entire Popeyes team for making 2009 
a strong year: the restaurant 
operators and their crews, the 
franchise entrepreneurs who 
invest their time and money, and 
all the members of the support 
center team who keep finding 
ways to take our performance to 
the next level.

And thanks to you, our 
shareholders, for your confidence in 
our team and our plan. We intend to 
keep this positive momentum going 
in 2010 and into the future.  

Sincerely,

Cheryl A. Bachelder
CEO, AFC Enterprises, Inc.
President, Popeyes® Louisiana Kitchen

* For adjusted earnings per diluted share, EBITDA, and free cash flow, see Financial Highlights & Key Operational Metrics on page 8 for definitions, computations, and reconciliations to GAAP measures.
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Cautionary Note Regarding Forward-Looking Statements

(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 2009 
Annual Report on Form 10-K, including, without limitations, information in Item 6 of  the Selected Financial Data related to total revenues.

(2) Weighted average common shares for the computation of  diluted earnings per common share were 25.4 million, 25.7 million, and 28.8 million for 2009, 2008, and 2007, respectively. 

Forward-Looking Statements: 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 strategic plan, the Company’s plan to own and operate its current 
company-operated restaurants, projections and expectations regarding same-store sales for fiscal 
2010 and beyond, the Company’s ability to improve restaurant level margins, guidance for new 
openings and restaurant closures, and the Company’s anticipated 2010 performances including 
projections regarding general and administrative expenses, 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; continuing 
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 2005 Credit Facility, as amended and restated; 
our ability to comply with the repayment requirements, covenants, tests, and restrictions contained 
in the 2005 Credit Facility, as amended and restated; 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 and liabilities for environmental contamination; and the 
other risk factors detailed in our 2009 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.

Financial Highlights & Key Operational Metrics(1)

(Dollars in millions, except per common share data) 
 2009  2008  2007

Franchise revenues 
$ 86.0 $ 84.6 $ 82.8

Total revenues(1) 
$ 148.0 $ 166.8 $ 167.3

Net income 
$ 18.8 $ 19.4 $ 23.1

Earnings per common share, diluted(2) 
$ 0.74 $ 0.76 $ 0.80

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

EBITDA(4,6) 
$ 43.1 $ 46.6 $ 52.5

EBITDA margin(4,6) 
 29.1%  27.9%  31.4%

Free cash flow(5,6) 
$ 23.7 $ 26.2 $ 28.5

Free cash flow margin(5,6) 
 16.0%  15.7%  17.0%

Global system-wide sales growth(7) 
 1.8%  0.6%  0.3%

Domestic system-wide same-store sales growth  0.6%  (2.2)%  (2.3)%

International system-wide same-store sales growth  1.9%  4.1%  1.1%

Global system-wide same-store sales growth   0.7%  (1.7)%  (2.0)%

New restaurant openings 
 95  140  124

Total restaurants 
 1,943  1,922  1,905

(Dollars in millions) 2009 2008 2007
Net income $ 18.8 $ 19.4 $ 23.1
Interest expense, net $ 8.4 $ 8.1 $ 8.7
Income tax expense $ 11.5 $ 12.8 $ 13.8
Depreciation and amortization $ 4.4 $ 6.3 $ 6.9
EBITDA $ 43.1 $ 46.6 $ 52.5
Total revenues $ 148.0 $ 166.8 $ 167.3
EBITDA margin 29.1% 27.9% 31.4%

(Dollars in millions, except per common share data) 2009 2008 2007
Net income $ 18.8 $ 19.4 $ 23.1
Other income, net $ (2.1) $ (4.6) $ (2.7)
Interest expense associated 
with credit facility amendment $ 1.9  —  —
Tax effect $ 0.1 $ 2.0 $ 1.0
Adjusted net income  $ 18.7 $ 16.8 $ 21.4
Adjusted earnings per diluted share $ 0.74 $ 0.65 $ 0.74
Weighted-average diluted shares outstanding 25.4 25.7 28.8

(Dollars in millions) 2009 2008 2007
Net income $ 18.8  $ 19.4 $ 23.1
Depreciation and amortization $ 4.4  $ 6.3 $ 6.9
Stock-based compensation expense $ 1.9 $ 2.5 $ 1.7
Maintenance capital expenses $ (1.4) $ (2.0) $ (3.2)
Free cash flow $ 23.7 $ 26.2 $ 28.5
Total revenues $ 148.0 $ 166.8 $ 167.3
Free cash flow margin  16.0%   15.7%  17.0%

(6)  EBITDA, free cash flow, and adjusted earnings per diluted share are supplemental non-GAAP financial 
measures. The Company uses 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. 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, 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 EBITDA as “earnings before interest expense, taxes, and depreciation and amortiza-
tion.” The following table reconciles on a historical basis for 2009, 2008, and 2007, the Company’s 
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 EBITDA:

(5)  The Company defines free cash flow as net income plus depreciation and amortization, plus stock-based 
compensation expense, minus maintenance capital expenses (which includes: 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; and for 2007 $0.6 million  
for information technology hardware and software, $0.3 million in our re-imaging program, and  
$2.3 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). The following table reconciles on 
a historical basis for 2009, 2008, and 2007, 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 income, net (which includes: for 2009 
$3.3 million on the sale of assets partially offset by a $0.4 million loss on insurance recoveries related to 
asset damages, a $0.2 million impairment related to restaurant closures, and $0.6 million in impairments 
and disposals of fixed assets; for 2008 $12.9 million from recoveries from directors and officers insurance 
claims, $0.9 million in gain on the sale of assets, and $0.5 million in insurance recoveries related to property 
damages, partially offset by $9.5 million of impairments of fixed assets and goodwill impairment and  
$0.2 million of other expenses; and for 2007 $0.9 million from recoveries from directors and officers  
insurance claims, $0.3 million in gain on the sale of assets, $3.2 million in insurance recoveries related to 
property damages, and $1.6 million in income from business interruption insurance recoveries, partially  
offset by $1.9 million of impairments of fixed assets and goodwill impairment, $0.8 million of costs related  
to restaurant closures, and $0.6 million of other expenses), (ii) interest expenses associated with the  
amendment and restatement of the Company’s 2005 Credit Facility, and (iii) 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 2009, 2008, and 2007, 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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We created Annie because we wanted to really capture the brand’s 
personality—honest, vibrant, youthful, and authentic. Popeyes is  
the only real choice for delicious, Louisiana-inspired cooking, and  
we wanted our spokesperson to be as genuine as our food.

I am cooking up Louisiana 
flavor at its best...so you 
better hurry on in.

“ At Popeyes® we’ve been cooking 
up the Louisiana flavors you love 
since you were about knee-high.”

“ Come on down to 
Popeyes and try our 
delicious Bonafide® 
Chicken and seafood.” 

“
”

© Copyright, AFC Enterprises, Inc., 2010. All rights reserved.

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 2010 Annual Meeting will  
be held at: 
Hilton Garden Inn—Atlanta  
Perimeter Center 
1501 Lake Hearn Drive 
Atlanta, GA 30319 
8:30 AM ET, May 20, 2010 
404-459-0500

Form 10-K

The Company’s 2009 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

John M. Cranor, III

Chairman: AFC Enterprises, Inc.  
Director since: 2006  Age: 63 

Victor Arias, Jr.

Senior Client Partner: 
Korn/Ferry International 
Director since: 2001  Age: 53

Cheryl A. Bachelder 

Chief  Executive Officer: 
AFC Enterprises, Inc. 
Director since: 2006  Age: 53 

Carolyn Hogan Byrd 

Founder, Chair &  
Chief  Executive Officer: 
GlobalTech Financial, LLC 
Director since: 2001  Age: 61 

John F. Hoffner

Director: AFC Enterprises, Inc. 
Director since: 2006  Age: 62 

R. William Ide, III

Partner: McKenna Long &  
Aldridge, LLP 
Director since: 2001  Age: 69 

Kelvin J. Pennington

President: Pennington  
Partners & Co. 
Director since: 1996  Age: 51

Shareholder Information

Board of Directors
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