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The Handmade Cake Company

Artisan Baker producing high quality cakes
since 1983

All products made from scratch - no mixes

Proudly have 39 Great Taste Awards




The Bakery
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160 Employees

Dedicated Gluten Free Bakery

Factory is BRC Grade A




UK Total Cake Lales

UK Cake Sales 2016

* UK Sales £1.9bn

\\‘ e +2.3% vs 2015
* Growth of £43m
through small

cakes

* NPD driving
growth

m Small Cakes m Whole Cakes m Individual Cakes = Small Tarts

m Mince Pies m Muffins m Swiss Rolls m Cake Bars

Source - Kantar 12 months to July 16




UK Retail Cake <Lales
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Tesco Sainsbury’s Asda Morrisons .Maxks&Spencer The Co-Op
B others [ wairose [ Aidi ] Lidl B Bargainstores ] independents & Symbols

Source: The Grocer Oct 16

Estimated split
between retail
and foodservice
2:1

Estimated sales
of £1.3bn

Biggest player
Tesco

Highest growth %
Aldi and Lidl




UK Foodservice Channels

Daytime Casual Dining
Snacking
- Pubs
- Coffee Shops
- Sandwich - Restaurants
Shops
- Department - Hotels
Stores
- Garden - QSR
Centres
Key Category Cake Lead

Opportunity:

Dessert Lead




Coffee Market Size by Outlet

Allegra estimates that the total UK coffee shop market, including branded coffee chains, independents and non-specialist operators, reached 22,845 outlets in
December 2016. This represents annual growth of 6%. Market growth was driven by both branded coffee chains and non-specialists Non-specialists added net 530
stores, primarily driven by the pub sector focus on improved coffee offers. Branded chains added 445 outlets. Following compound annual growth of 8% between
2010and 2016, Allegra predicts total market growth will continue at a more measured 6% per annum to reach 30,000 outlets by 2021, driven by the branded chains
and non-specialist segment. Allegra estimates that the total coffee shop market will exceed 32,000 outlets by 2025.

Compound
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Notes: i.Non-specialist segment includes department stores, supermarkets, retail, pubs & hotels, quick service restaurants and motorway & forecourts and excludes branded chains
coffee shops included in the branded segment but includes those with foodservice concepts such as Costa Proud to Serve or Starbucks We Proudly Serve; i, Figures restated to
account for revised end of year store numbers from operators. Source: Allegra World Coffee Portal Research and Analysis, 2016



Market Lhare of Coffee Focused Chains

TABLE 2.1.2—- MARKET SHARE BY STORE NUMBERS AND TURNOVER — COFFEE-FOCUSED CHAINS, DEC 2015-2016
No. of Outlets

Store Numbers Turnover
Coffee-Focused
Operator : Market Shares | . PP Change SONEE Rocused PP Change in Share,
Regional Total in Share, Dec-15 - Market Shares by
by No. of Stores Dec-15-Dec-16
Dec-16 Turnover at Dec-16
2016
Costa Coffee 418 1,703 2,121 44.1% 0.0% 39.2% -0.5%
Starbucks 239 659 898 ( 187% ) 0.1% 24.4% 0.1%
Caffé Nero 205 445 650 N 135% 0.2% 11.7% 0.2%
Cafe2U 8 72 80 1.7% 0.0% 0.3% 0.0%
Coffee#l 0 72 72 1.5% 0.2% 1.3% 0.3%
Muffin Break 2 60 62 1.3% 0.0% 1.1% 0.1%
Puccino's 18 22 40 0.8% 0.1% 0.3% 0.0%
Harris + Hoole 10 26 36 0.7% -0.3% 0.5% -0.1%
Soho Coffee Company 3 33 36 0.7% 0.0% 1.5% 0.0%
Ritazza 10 26 36 0.7% 0.1% 0.3% 0.0%
AMT Coffee 13 19 32 0.7% 0.0% 0.6% -0.1%
Coffee Republic 17 15 32 0.7% -0.2% 0.4% 0.0%
Love Coffee 7 22 29 0.6% 0.0% 0.4% 0.0%
Esquires 5 23 28 0.6% 0.0% 0.6% 0.0%
Café Thorntons 1 22 23 0.5% -0.1% 0.3% 0.0%
Joe & The Juice 12 8 20 0.4% 0.1% 0.4% 0.1%
Boston Tea Party 0 19 19 0.4% 0.0% 0.6% 0.0%
Ground Espresso Bars 0 18 18 0.4% 0.1% 0.1% 0.0%
Boswells 0 16 16 0.3% 0.0% 0.3% 0.0%

hand
- Top 3 chains have 76% of stores & turnover he MAde

cake

COMP&J\Y




Market Share of Food Focused Chains

TABLE 2.1.3— MARKET SHARE BY STORE NUMBERS — FOOD-FOCUSED CHAINS, DEC 2015-2016

No. of Outlets

Store Numbers Turnover
| oty | o | ottoned | prchangein
London Regional Total Share, Dec-15 - Share, Dec-15 -
by No. of Stores by Turnover Dec-
Dec-16 Dec-16
at Dec-16 16

Greggs 9 406 415 19.5% 3.3% 10.9% 5.3%
Pret A Manger 170 159 329 N 154% 0.2% N 41.0% -1.4%
Patisserie Valerie 34 92 126 5.9% -0.1% 5.7% -0.3%
EAT 95 16 111 5.2% -0.5% 0.8% -0.3%
Pumpkin 7 93 100 4.7% -1.7% 7.6% -1.2%
Krispy Kreme Coffee Bars 15 57 72 3.4% 0.8% 1.0% 0.1%
West Cornwall Co 9 43 52 2.4% 0.1% 1.4% -0.2%
bb's bakers + baristas 0 43 43 2.0% 0.2% 1.3% 0.3%
Paul 32 3 35 1.6% -0.1% 2.5% -0.1%
Cornish Pasty Co. 0 35 35 1.6% 0.1% 0.9% 0.1%
Gails 32 2 34 1.6% 0.4% 1.9% 0.4%
Abokado 28 0 28 1.3% 0.0% 0.8% -0.1%
Le Pain Quotidien 26 1 27 1.3% 0.1% 2.8% -0.2%
Druckers 0 25 25 1.2% -0.1% 0.8% 0.0%
POD 24 0 24 1.1% 0.0% 0.9% -0.1%
Philpotts 0 21 21 1.0% -0.2% 0.6% -0.1%
Le Petit Four Francais 0 21 21 1.0% -0.1% 0.5% 0.0%
Benugo 15 3 18 0.8% 0.0% 1.3% 0.0%
Others 235 379 614 28.8% -2% 17.5% -2.1%
Total 731 1,399 2,130

hand
- Greggs up 95 in store numbers yoy He aiide

- Pret’s turnover per store significantly higher than everyone

cake
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Coffee SLhop Purchasing Habits

Cakes, cookies and paninis are the most popular food items purchased
alongside coffee, despite the prevailing health and wellness trend in the UK.

60%

2015 ®m2016




Coffee Shop Core Products




Fast Selliv\c] New Products




Coffee Lhop Trends

RANK RANK RANK RANK
RRENES 2015 2015 | CHANGE PR S 2015 | CHANGE
GLUTEN-FREE PRODUCTS HIGH QUALITY PRODUCTS
2 INNOVATION IN FOOD-TO-GO 2 1 $
IMPORTANCE OF PROVENANCE 2 5
SPECIAL DIETARY REQUIREMENTS 3 N/A @
HEALTHIER EATING 3 5 t
HEALTHIER PRODUCTS =4 = ']
DEMAND FOR INFORMATIVE LABELLING 4 5 t
VEGETARIAN PRODUCTS =4 N/A @
VEGETARIAN PRODUCTS 4 N/A @ INCREASED RANGE OF BAKERY 6 -
PRODUCTS - - $
MORE HOT FOOD 5 1 l, SEASONAL PRODUCTS =6 5 l'

Source: Allegra World Coffee Portal Industry Interviews and Analysis, 2016




Key Market Trends 2017
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Key Opportw\itie5 :

* Free From

* GF

* Health

* Category Fusion
* Quality NPD




Free From

Free-from categories
Share of spend

Others

Savoury
snacks

Sweet home
cooking

Chilied
convenience

Frozen prepared .
foods

Packet

breakfast

Savoury home

cooking

Biscuits

Amblent bakery

Source: Kantar Worldpane!
52 wie 27 March 2016

£740m in 2016 up 27%
on 2015 (Kantar)

GF makes up 60% of
this

Vegan sales flying
with 500,000 people
in the UK following
a vegan diet

Dairy free - rice,
ocoat, soya, coconut
replacement




Gluten Free

GF Market in the UK was £438m 1ncreasing by
36%5 on 2015 (Kantar)

HMC GF Sales:
» Approaching 20% of total sales
» CTG & Traybakes biggest category

Growth continues through ‘lifestylers’ not
coeliacs

Continued complicated legislation making
life difficult for shops & restaurants




New formats
Portion control
Reduced sugar
GE & Vegan




Catecjor‘y Fusion

Established
Restaurant
Trend

Sketch Lecture Room - French/African Sticky Mango - Thai Malaysian

Cinnamon Swirl Cookie Dough Cheesecake

Cross
Category &
Channel
Sales
Opportunity
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