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No Duty to Update
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The information in this presentation is current as of 2
April 2008. While this presentation remains on the
Company’s website, the Company assumes no duty to
update the information to reflect subsequent
developments. Consequently, the company will not
update the information contained in the presentatio n,
and investors should not rely on the information as

current or accurate after 2 April 2008.
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Stellar First Decade

1997 2007
Revenue $0.4 $83.8m
Net Profit After Tax $0.03 $2.3m
No. of brands 1 9
No. of restaurants*
- Singapore 1 60
- OQverseas 0 27
Notes:

1. 1997 revenue and profit figures are only from Sep — Dec 1997 as the first Sakae Sushi outlet opened in Sep 1997.
2. As at 31 Mar 2008, includes outlets that are in operations. Overseas outlets includes franchised outlets.
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Stellar First Decade

e From one outlet In 1997 to more than 80
restaurants and 9 brands
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Stellar First Decade

e From team of 4 to global workforce of more
than 1,200
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Stellar First Decade

 From new entrant in F&B in 1997 to #1
Japanese Casual Dining Restaurant in
Singapore

o Exportable business model for Sakae Sushi
brand

e Two patents for portable conveyor belt and
Interactive menu
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Stellar First Decade

 Winner of more than 30 international & national
awards

* Robust systems in place — Hazard Analysis &
Critical Control Point for Central Kitchen & 2

Kitchens, Singapore Service Class, Singapore
nnovation Class

nclusive employer — pro-mature workers, Yellow-
ribbon project, MINDS
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Dollars & Cents

Full Year Results

2007 2006 2005
(S$'m) (S$'m) (S$'m)
Turnover 83.8 66.6 51.9
Gross Profit 60.1 48.7 37.3
Gross Profit Margin 71.6%| 73.1%| 71.9%
Pre-tax Profit 3.5 6.7 4.7
Net Profit After Tax 2.3 5.1 3.7
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Dollars & Cents

Full Year Results

2007 2006 2005
EBITDA ($'mil) 6.7 8.9 6.4
Earnings Per Share 1.59cts| 3.74cts| 2.88cts
E:: ;ﬂgﬁéb'e ASSES | 11 55cts| 14.45cts| 12.74cts
Dividends Yield* 3.03%| 13.64%| 4.85%
Gearing ratio 0.14 - -

* Based on 31 Mar 2008 closing price of $0.33
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Dollars & Cents

Revenue Trend — Full Year Results

Revenue
(S$millions)
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Dollars & Cents

Revenue Mix by Geography

FY 2006 FY 2007
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Dollars & Cents

Pre-tax Profit Trend — Full Year Results

Pre-tax Profit
(S$millions)
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Dollars & Cents

2007 Financial Ratios

Revenue (change over 2006) 25.8%
Net Earnings (change over 2006) (55.5%)
Net Tangible Assets Per Share 11.55 cts
Earnings Per Share 1.59 cts
Price Earning Ratio* 20.8x
Net Earnings Margin 2.71%

* Based on 31 Mar 2008 closing price.
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Dollars & Cents

2007 Financial Ratios

Return on Asset 1.2%
Return on Equity 13.8%
Current Ratio 0.9
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Dollars & Cents

e Record topline growth of 25.8%

« Drop in bottomline due to:

— One-off increase Iin professional fees due to M&A
exercise

— Higher costs incurred by overseas startups
— Increase in food cost, salary and operating expendi  ture
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Business Review

Sakae Sushi

No. of Outlets FY 2006 FY 2007 31 Mar 08
Singapore 31 35 35
China 7 12 13
Malaysia 2 8 8
United States 0 0 1
Philippines* 2 2 2
Thailand* 1 1 1
Indonesia* 2 2 2

* Franchised outlets
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Business Review
Sakae Sushi - China
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Business Review
Sakae Sushi - China

* Entered two new territories — Hong Kong &
Chengdu with three outlets

 Opened another outlet each in Beijing and
Shanghai

e Sales soared 181% to $4.1m
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Business Review

Sakae Sushi - Malaysia B
* Entered two new . PV
territories — Selangor and penang 3) g f
Penang with two outlets o, | “‘{jf
each S Lt
« Opened another two . 14
. LA oy ,,
outlets in Kuala Lumpur mea L
e Sales soared 163% to Selangor (@) | e
$7 4m /h Kuala Lumpur (4)
. . . *—h.—__,l.l_ m-f \.__/—*xljll -._Ilkx
e Quality and price, brand T

name & location key
success factors
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Business Review

Sakae Teppanyaki
e Launched in Jan 2007 serving i
quality teppanyaki food at the RSAKAE
best value TEPPANYAKI

 Opened 6 outlets in 2007 and
another 2 this year

* Only local teppanyaki restaurant
serving ‘live’ seafood

* First outlet in Malaysia opened
iIn Mar 2008
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Business Review

New Brands

 Launched another four new brands — Hel Sushi,
Sakae@Campus, Sakae Pizza, Sho-U
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Modern Japanese Dining
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Business Review

New Brands

e Hel Sushi

 Halal certification received for
Restaurant@Downtown East, Kiosk @ IMM
and Halal Kitchen @ HQ

e Sho-U
* Fine dining restaurant that has won two
international restaurant awards
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Business Review
Other Brands

 Nouvelle Events
e Supports Sakae Sushi outlets

» Supplies salmon and sushi to major hotels and
restaurants

e Growing popularity as a premium caterer that brings the
restaurant to your office

e Sales grew 14% to $2.5m
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Pillars of Growth

Sustainable
Revenue Growth* (>20%)
Earnings Growth* (>9%)
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Clear vision: THINK SUSHI, THINK SAKAE

Innovative Hardware and Heartware
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Pillars of Growth

Burger
Fried —
Chicken
- 2

SAKAE SUSHI
AS TOP OF
MIND RECALL
BRAND IN
SUSHI
SEGMENT

 Unifying goal
transcending
borders, culture
and
personalities
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Pillars of Growth

Sakae Sushi’s Vision
To be the top brand recall for sushi globally

Sushi = Sakae
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Pillars of Growth

 People as the Foundation

« Always seeking to improve products, services,
processes

« Tap technology for higher productivity and
guality
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Pillars of Growth

Sustainable
Revenue Growth* (>20%)
Earnings Growth* (>9%)
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Clear vision: THINK SUSHI, THINK SAKAE

Innovative Hardware and Heartware
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Challenges

 Global economic slowdown

* Rising food, rental, materials, labour
Costs

 Manpower crunch

e Customer demands for better service and
food quality
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2008 & Beyond

Key Strategies

ddress challenges & threats
uild profitable outlets
reate new winning brands and markets
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2008 & Beyond

* Right market segmentation — Casual diningis astabl e &
growing market

Customers in this segment
prefer casual dining during Fine
economic downturn Dining

L
.

Customers in this

Casual Dining

segment upgrade to Mass market: food court,
casual dining when times hawker centre etc
are good
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2008 & Beyond

« Work with suppliers to source for alternatives

« EXxplore buying in bulk directly from farms and
re-distribute to other F&B companies

* |Inculcate company-wide cost control mindset
« Utilise niche pockets of manpower

« Strengthen operational systems
 CCI Service Initiative
« HACCP for restaurants
o Safety management system
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2008 & Beyond

 Enhance brand loyalty with more products and

promotion
* Weekly roll out of new variety of sushi on black

plates
* Cross promotion between different brands

« Educate and promote ‘healthy eating, healthy
living’ with the young through Sakae@Campus

and Sakae Junior Club
* |Increase sales of Sakae Delivery
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2008 & Beyond

o Scale up quickly but wisely to increase sales &
tap economies of scale

 Review & expand menu more regularly
e Customise menu to local tastebuds

o Offer new brands already established in
Singapore where feasible

 Eg, Sakae Teppanyaki in Malaysia
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2008 & Beyond

e Continue innovative product leadership
position
o Sakae Teppanyaki
e Heil Sushi

« EXxplore tie-ups locally and abroad
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2008 & Beyond

o At least three new
brands to be launched
this year

o Sakae lzakaya : Japanese
small bites and drinks at
affordable prices opens

In Sentosa’s Siloso
Beach on 31 Mar
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2008 & Beyond

* Ride on growing global demand for healthy
Japanese food
 Work on new potential markets
 Middle East
 Mongolia
* Central Europe
e Vietham
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2008 & Beyond

Outcome for next 5 years

- > Similar or better topline & bottomline
growth on average

- > Complete 1 st leg of this marathon
covering more countries and many more
cities
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Questions
& Answers

The Innovative Food People




Thank You
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