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1.LETTER TO THE SHAREHOLDERS

Dear Shareholders,

First of all | would like to thank you for the triugou have put in

me and all the team at AmRest. 2007 was a fantgsac and
laid the foundation to build what is now the larfgeslependent
restaurant company in CEE into a dominant compangsa the
region. The year was a key inflection point, ngtjbecause of
the record earnings up 26.4%, or sales up 35.6%dding 72
new restaurants the most ever, but especially lsecad the
important investments we made in our future gropaitential.
The development of our 3x3 Plan which will see nyslé the size of AmRest by 2009
from 2006 and the expansion into Russia, Serbigdia and the addition of two power
house brands, Burger King and Starbucks marks ameus investment into our future.

AmRest Strateqy:
CEE market dominance* of QSR & CD through operating scalable (+ $50 mil in annual
sales), highly profitable (20%+ IRR) branded restaurant concepts.
Through our ,WJM” culture we will deliver craveble taste
and exceptional service at affordable prices.

Four enablers:
1. Core Value driven team.
2. Disciplined operating systems
3. Industry leading Brand partners
4. Disciplined allocation of capital

First is our people; we are dedicated to matchireggrowth in our brands with being an
employer of choice for our people. We are investirgvily in training and development
and have founded AmRest University which is an onde leadership development
school. As well we are recruiting new talent angehbeen extremely pleased with the
management that has joined us in our new markéis.ré@staurant business is a people
business and we believe our people and the cultaiee the difference. We have an en-
ergizing human resource agenda for the coming tygaes and when combined with our
unique core value inspired culture will ensure AreRes an employer of choice.

Operational excellence is one of our core value$ \aa have developed some world
class systems. Our brand synergies and criticas ras substantial advantages in the in-
creasingly complex and competitive settings. Weehthe benefit of working with our
Brand partners and taking best practices from atabie world which enable us to make
continual improvement and capitalize on the expegs among them. We enjoyed rising
like for like sales in our core brands and marketd our systems made the most of the
increased volume, delivering increased profit masgi

We are honored to be working with the strongeshdsan the industry; we represent a
portfolio of category leading brands in the QSR @R restaurant segments which are
outperforming and defining the industry worldwide operate a dedicated brand lead-
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ership structure to ensure focus, a better undeistg of the brand values, deeper Brand
partner relations and a performance managememtatien. Our brand Presidents are
empowered and resourced to make fast decisiorthddoenefit of their customers while
at the same time the company enjoys the scale wmergies of industry leading best
practices and operating standards. We will coetittuadd new brands as we see appro-
priate to enhance our portfolio and meet the eeselbping desire of the CEE customer
base.

Today we are more prepared than ever to take aalyardf our growth potential. We

have the scale, capability, and the market knovdedgcessary to make AmRest the
brand partner of choice for new concepts interesteehtering CEE. Our allocation of

capital maintains the discipline of requiring aipttal expenditures to hurdle a 20% IRR.
We therefore feel we have a nice balance betweesdfety for shareholders wealth in
our core brands and markets and are carefully rgatkia investments required in new
markets and brands to ensure the growth we hawaneeaccustomed to. A special note
must be made to our acquisition in Russia whichdwa®e extremely well and provides

us an excellent platform for expanding in this viamge market.

Growth: The AmRest model offers major opportunities for growth!

Since our IPO in April 2005 AmRest has enjoyed siggnt earnings growth and value
creation for our shareholders. This has generatedlalevel of pride and energy in the
business and | am proud to have the opportunityddk with such a strong and dedi-
cated management team.

We will continue to build on our success and furtlegerage our unique business model
to drive the next stage of growth. | am very extity our growth agenda; we plan to in-

vest extensively with our Brand partners acrossréiggon. We will accelerate our new

restaurant additions in 2008 and will begin to grgtale to our new markets. In estab-
lished markets we will continue to increase ourgteation and leverage our scale.

The wealth of expertise and local knowledge we teogpiired in our Russian acquisition
will prove to be invaluable. The next step is aelng scale in Moscow; we have an-
nounced a series of small acquisitions which weliphus reach over 20 Moscow restau-
rants by year end 2008. New markets will see mogarac growth as we look to pene-
trate those markets. The rapid development of restaurants in 2008 will weigh on

short term earnings but we have the benefit ohdremely strong base in our core busi-
ness and believe we have correctly balanced secshiareholders value and investing in
the growth opportunity we have.

AmRest has tremendous growth opportunities; oategry will deliver a healthy balance
between same stores sales growth, organic newsbarld further acquisitions as we con-
solidate the industry. Our multi concept partngyshith the leading brands in the indus-
try is a unique business model and has createdtfoph that is extremely strong across
all dimensions; financially, customer perceptiond aperating systems. We enjoy mar-
ket leadership in some key markets and have setotlredation for growth in others,
combine that with the relationship we have with 8nand partners and the growth of
AmRest is clear. We have a solid track record tfgrating acquisitions and of driving
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AmRest profitability and growth. Our strong balarsteet, operating cash flows, and fi-
nancial capacity mean we can take advantage antrey scale opportunities we see in
the industry today.

The foundation of AmRest is strong and our stratefijiection clear. Our focus on the
customer experience and driving operational exeedlemakes us well placed to deliver
continued organic growth this year. This togeth@&hwur regional expansion and the
full year effect of our entry into the high growussian market mean we look forward
to 2008 with confidence. We are excited to be avtitacompany and all the opportuni-
ties this creates for our people, shareholdersBaadd partners.

Sincerely,

Henry McGovern
CEO, AmRest Holdings N.V.
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Financial and operating results - summary:
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2.DESCRIPTION OF THE COMPANY

2.1. Basic services provided by the Group

AmRest Holdings N.V. (*AmRest”) manages 6 restatrbrands in 6 countries of
Central and Eastern Europe. According to our cateoculture “Everything is possible!”
(Wszystko Jest Mdiwe!), every day nearly 9 thousand AmRest emplsyedeliver
craveble taste and exceptional service at affoedpbtes.

AmRest operates its restaurants in two restauractioss: Quick Service Restaurants
(QSR) — KFC, Burger King, Starbucks and freshpainti Casual Dining Restaurants
(CDR) — Pizza Hut and Rodeo Drive. In 2007 two nemands were added to the
Company’s portfolio, Burger King and Starbucks, ahtee new countries — Russia,
Serbia and Bulgaria have now joined Poland, the@Republic and Hungary.

AmRest restaurants provide on-site catering sesyitake away services, drive-in

services in special sales points and telephoneeatads. The AmRest restaurant menus
include brand dishes prepared from fresh producéscordance with the original recipes
and with KFC, Pizza Hut, Burger King and Starbudtsin standards, and dishes
prepared on the basis of proprietary ideas (fresthpmd Rodeo Drive).

AmRest is the franchisee of Yum! Brands Inc. inpeet of KFC and Pizza Hut brands.
Burger King restaurants also operate on a frandhésgs following from an agreement
concluded with Burger King Europe GmbH. Starbuakstaurants are opened by joint-
venture companies AmRest Coffee (82% AmRest and $8%ubucks), which have the
rights and licences to develop and manage Starbrgstaurants in Poland, the Czech
Republic and Hungary. Rodeo Drive and freshpoiet AmRest’'s proprietary brands,
therefore, sales in those restaurants are not etlavgh franchise fees.

a) Restaurants in theQuick Service Restaurants (QSR) segment

KFC is a quick service restaurant network serviagous dishes base
on the unique taste of chickefhe largest part of KFC products so
are meals comprising various pieces of chicken ha traditional
Kentucky version, based on the original Coloneldgas recipe, and i
the hot version - Hot& Spicy. Hot Wings are alspraduct which is

characteristic for KFC. KFC also offers fresh saladhich vary depending on the

season, cakes and deserts, hot and cold drinkscHibken prepared in KFC is freshly

marinated and crumb-coated every day at the restguwhich results in the highest

quality flavour and quality of the served disheap@iers of chickens to KFC meet the

highest EU standards and products are delivereddh restaurant many times during the
week.

In terms of revenues and the number of restaur&i€, AmRest is one of the largest
network restaurant operators in Central and Ea&iarope. Restaurants built by AmRest
in 2007 include both free standing restaurantsptaedito providing quick service to
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drivers, and restaurants located in shopping centsth common premises for
customers, and restaurants with their own custaeerice premises. KFC restaurants
have also been established in those towns wheyehdnot been present before.

In 2007, KFC continued operations aimed at increasis customer value. With the
introduction of Qurrito to the KFC menu, a new fdan of grilled products was
launched. In most KFC restaurants in Poland andCiech Republic a free-of-charge
WiFi on-line access was launched. Additionallymiost KFC restaurants in Poland and
part of the Czech Republic, a “Free Refill” optimmnow available in respect of the
drinks served in the restaurant. It is worth empag the launch of the Trio Box in
2007. This is a set meal based on juicy parts olelass chicken served warm with
unique sauces. Along with Trio Box, KFC began idtraing new packaging which will
gradually come into use in 2008.

In 2007 KFC also began changing its restaurant @maghe direction of “Fast Casual”.

The change is aimed at ensuring higher comfortpending time in the restaurants
depending on customer needs. So-called club zoees iwtroduced, where customers
may enjoy the unique flavour of KFC chicken sittimycomfortable armchairs or on

leather sofas, in the company of their friendsedatrons. At the same KFC has retained
the capability of servicing large traffic and sifggant numbers of customers. The
changed restaurants bear the new KFC logo.

KFC is one of the largest partners of the Corpo&ateial Responsibility foundation. 1%
of its profits each month is earmarked for chapityposes aimed at improving the lives
of the most underprivileged children in North-WEstiand.
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The freshpoint sandwich chain is targeted at peopie lead a busyfresh
life but who would nevertheless like to eat healtbgd. freshpoint point@
sandwiches are a fresher and healthier altern&diveating out. The -
freshpoint chain offers a wide range of variousadeeand rolls, fresh ingredients and
various sauces.

kanapki prosto

All the ingredients of the menu are offered in améartable form enabling easy
consumption in the restaurant or as take-away. TrBshness of the freshpoint
sandwiches is ensured by using natural ingredientsthe possibility of watching the
preparation of each sandwich ordered. The bread tasprepare the sandwiches is fresh
as it is baked on site. freshpoint restaurants si@dwiches with meat, and vegetarian —
with fresh vegetables and cheese.

After opening, in 2007, 4 new freshpoint restasan in Warsaw and 1 in Wroctaw —
AmRest decided to discontinue developing the brantl the results of the existing
restaurants achieve a satisfactory level and inrchvimew markets and new AmRest,
Burger King and Starbucks brands achieve theircatiimass. Currently the Company
operates 7 freshpoint restaurants — all of theratéztin Poland.
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At the beginning of March 2007 AmRest signed a Diy@ent Agreement R

with Burger King Europe GmbH related to developiagd operating BURGEG
Burger King restaurants in Poland. Adding the Burigmg brand to the lN
AmRest portfolio represents the Company’s entrthtolargest QSR sector.

Burger King is the second largest quick servicetargmnt network in the world.
Currently there are more than 11 thousand Burgeg Kestaurants in more than 65
countries.

The first Burger King restaurant was opened witlgraat success in May 2007 in
Warsaw. In Poland there are already 5 restauramderuthe Burger King logo — 4 of
them are located in Warsaw, and 1 in Wroctaw. At lleginning of 2008 a Letter of
Intent was signed relating to developing and opsgaBurger King restaurants in
Bulgaria. Currently negotiations are in progressiétermine the content and terms and
conditions of the Development Agreement and Fragchigreement to be signed for
operations in this country.

The products on the menu of Burger King restaurantsgger, tastier, flame grilled
burgers — are addressed especially to customers Ey85. Apart from thé&Vhopper
which is the key Burger King product, the restatsasffer a wide range of salads and
chicken sandwiches. Also, Burger King's “Have It WtoWay” allow customers to
personalize their Whopper to their taste. Burgergi§ mission is to deliver to customers
the unique taste of flamed grilled burgers, serweda friendly and comfortable
atmosphere.

10
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In May 2007, joint venture agreements were signed $tarbucks Coffee
International, Inc. (“Starbucks”) relating to coogion in the area of

cOpFﬁe

®

and Hungary. The parties decided to establish theparate Joint Venture
(“AmRest Coffee”) in each of the 3 countries. AmRedl take up 82%,
and Starbucks 18% of the share capital of the Jamtture Companies (RB 23/2007
dated 25 May 2007). In June Drew O’Malley, the ferrKFC Brand President, took up
the position of Brand President of Starbucks.

Starbucks is the leading purveyor of premium cofjkdally, currently comprising over

13 thousand stores. AmRest’s experience in Ceat@lEastern Europe, its high quality
operations, its developed network of suppliers, #wedglobal domination of Starbucks in
a dynamically developing specialty coffee segmenthe lever which the joint ventures
of both companies intend to apply.

For AmRest Coffee, 2007 was the year for prepattiegstructure and basis for operation
before launching the Starbucks brand in Central Bastern Europe. In this period a
management, financial and legal team dedicatetiddtand was established. The team
together with the members of the staff of the f8&rbucks store participated in training
conducted in Seattle, at the Starbucks Coffeenatemnal head office. The success of the
Starbucks brand is based to a large extent on ¢dmeept of a ‘Third Place’ — a
comfortable and relaxing ebvironment outside honmal avork (the Starbucks
Experiencg The culminating point of the preparations made€007 was successfully
opening the first Starbucks store in the very heBRrague in January 2008.

In 2008, AmRest Coffee will further develop the rBtacks brand in Central and Eastern
Europe, and the preparations made in 2007 will stighe expansion of Starbucks in the
Czech Republic, Poland and Hungary in the next years. The opening of the first
Starbucks store in Poland is planned in the sebaifcbf 2008.

11
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b) Restaurants from theCasual Dining Restaurants (CDR) segment

Pizza Hut is one of the largest chains of casuaindirestaurants in )
Central and Eastern Europe; such restaurants ewsuter service and & IZ-Z'a
wide variety of different dishes. In Poland, thezi Hut chain has bee P#uf
present for 15 years. The brand strategy is tongthen the long-term

advantage of the restaurants in order for thememoime the favourite

“casual dining” brand in each town and city whdmeyt are present. Operations in this

respect relate to three major areas: the produetsérvice and the atmosphere.

The products offered by Pizza Hut respond to thekiyu changing expectations of
customers and are included in the “Pizza — PaSalad” offer. The richness of flavours,
a world-wide culinary art, freshness and lightnesse the key assumptions behind the
subsequent product promotions.

D,
N

SN

The first promotion entitled “New Italian Menu” wass festival of pasta and products
inspired by ltalian cuisine — which is very popu@nong clients. The next line of 14

kinds of pizzas (“The Whole World in Pizza Hut”Jaled customers to “travel” through

the cuisines from different parts of the world asttengthened the brand’s position as
“pizza expert”. Another promotion “Become acquatht@ith new Tastes” was the

answer to a summer line of products based on atyaot fresh vegetables accompanied
by bruschetta prepared with fresh pastry in varitfasours. In 2007 the promotion of

“Cheesy Bites” was very popular with the customdrkBis was an innovative pizza

surrounded by 24 pastry balls with baked cheese.

Many of the ideas remained on the menu — suchres\8pizzas, a new flavour of pasta,
Alfredo with chicken and a very popular lemonadepared with fresh lemons. Among
Pizza Hut's regular offers are thick crust and silagizzas, a “no limits” salad bar,
lasagna and pasta.

Under the “Excellent service, every time” slogarthe prior year Pizza Hut conducted
several analyses aimed at enhancing and estalgishgiems to ensure the best possible
service for customers. These included, among atii@gs: reviving the Mysterious
Client assessment system (CMS — customer monitaystem); revising the system for
training staff and managers; harmonizing the stmecof regional trainers responsible for
direct support of restaurants; intensive recruitiaativities based on a new recruitment
profile; the “ask&act” programme consisting of direcontacts with the customers and

12
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collecting feedback on restaurants; the WOW prognars a service programme based
on “small positive surprises”.

Work on the ambiance — appointing “customer expegemanagers” — helped Pizza Hut
to systematically plan activities related to worktbe internal design and other elements
for creating the atmosphere of a casual diningatgant. The systematized operating
plan has been realized since the beginning of 2808,its key elements will be tested
during this year’s refurbishments of the largeag$hip restaurants and in the newly-
opened restaurants.

Rodeo Drive (American Bar & Grill) is @asual dining -

restaurant serving dishes based chiefly on grithect and a 1 DAY

wide variety of drinks. Rodeo Drive is a place vwhgou .

can eat lunch, have business meetings and eveairig ""&%"[?”!‘{%
with friends and family. The décor of the restatinafers to the American tradition —
wooden benches, tables, beams on the ceiling, sttaments on the walls, “ranch”
gadgets: ranchers’ hats, saddles, cart wheelsgifilhein full view of the visitors, is an
element which distinguishes this place and emphadize character of the restaurant.
The restaurants are located in attractive locataons are capable of servicing up to 200
guests at once.

Rodeo Drive means real American food — the foodhef true cowboy. The signature
dish is beefsteak grilled over a slow fire. Anotkery popular dish is grilled spare ribs
served with BBQ sauce, chilli, garlic or honey. TRedeo Drive menu also includes a
large selection of soups, salads, burgers, sidesliand desserts.

After opening 2 new Rodeo Drive restaurants — irrdafa, at ul. NowySwiat and in
Pozna, in Stary Browar in 2007 — AmRest decided to dmtwe further development
of the brand until the results of the existing aesants reach a satisfactory level and new
markets and new AmRest, Burger King and Starbudksids achieve critical mass.
Currently, the Company operates 4 Rodeo Drive uestdas — 3 located in Poland and 1
in the Czech Republic.

13



AmRest Holdings N.V.

c) New markets

At the end of the first half of 2007, a full yeaf operations of the|
Hungarian restaurants (acquired in June 2006) enAmRest structure
was completed. Currently, 13 KFC restaurants aRiz9a Hut restaurant

operate in Hungary, and all of them are run by AstRender the restructuring program
of the Hungarian business adopted upon the purdrasgaction, in 2007 eight new KFC

and one new Pizza Hut restaurant were opened.eAgdime time, 4 Pizza Hut restaurants
were closed.

The key aim in 2007 was the construction of a stéidm of people to become the
foundation for the further faster development a¢ #FC and Pizza Hut brands on the
Hungarian market. Since the beginning of the yaara result of external and internal
recruitment, over 70 new managers were employedede@r in the period, among other
things as a result of additional training and adgginew suppliers, further improvement
was achieved in the quality of products and custoseevice. In the second part of the
year, the basic version of the new sales systens)R@s introduced — and will achieve
full functionality by the end of 2008.

In 2008, a further increase in KFC brand awareaessng customers is planned, among

other things by starting the first KFC televisicampaign in Hungary and finalization of
the process of refurbishing the oldest and langesturants located in Budapest.

14
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In November 2007 the first KFC AmRest restauranttiom Bulgarian
market was opened in Sofia and it was a huge ssicéeflitionally, in i
January 2008 a Letter of Intent was signed relatmgopening and

running Burger King restaurants in Bulgaria. Basedthe positive results of the first

KFC restaurant, preparations began to open congecgstaurants on this market of
both brands.

The main aim in 2007 was to build a KFC and Bulgeg team, develop local suppliers
and prepare for a central distribution system. qinekly developing Bulgarian market is
a new experience for AmRest —for the first timegmpions are being conducted by the
Company on a market on which other KFC operatoes aready functioning. This
experience will be used on other markets, sucthasRiussian market, where AmRest
engages in operations in a similar environment.

After acquiring 41 Rostik's—KFC and Pizza Hut resgats in Russia, i

July 2007 AmRest actions concentrated on defining tlevelopmen

strategy for these brands on the Russian markepapng an integratio

plan for the operating systems and other areasostipg operations (IT,

finances, procurement, human resources, etc.)midie purpose of all those actions was
to establish a foundation on which future growthyrba built. The integration process is
very efficient, due to — among other things — thet that Pizza Nord (currently AmRest
Russia) operated in the prior years on solid opeyand structural foundations.

The good organizational condition of the subsidiariRussia allows AmRest further fast
expansion on this market, both through the constmicof new and the acquisition of
existing restaurants. Russia is a very dynamiaileloping restaurant market — analysts
assess a 30% growth per annum. St. Petersburg aadoM — the two most dynamically
developing Russian agglomerations - will remain thain areas of development. In
Moscow actions are concentrated around intensiyaresion, so as to achieve critical
mass — most of the restaurants acquired togeth#r Rizza Nord are located in
St. Petersburg. Currently the Company is in thecgse of taking over several small
operators of Rostik’'s-KFC restaurants — in thet fiygarter of 2008 final agreements will

15
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be signed relating to a total of 14 restaurantstkxt in Moscow. AmRest will take up
full control over the restaurants upon the actuahdfer of the lease rights relating to
particular locations.

In the foreseeable future, AmRest Russia — apamn fifurther expansion — will
concentrate on implementing the new sales syste@S)P The new system will
contribute to improving the speed of service anlll enable fast and effective access to
operating data. Additionally, the Company concdean building a team in Moscow
availing itself of human resources from other AmiR@&sup countries.

In November 2007 in Belgrade, the first KFC resaatiron the Serbia
market was opened accompanied by enormous inteoestcustomers. |
After opening the first restaurant, despite itsiséattory results, th
number of restaurants in Serbia was not incredSedher steps on thé

market will depend on the development of the curpatitical situation in Serbia.

16



AmRest Holdings N.V.

2.2. Structure of revenues

2007 was another year of increase in sales revdou#ise AmRest Group — an increase
of 35.6% was noted (PLN 853.4 million in 2007 comggawith PLN 629.3 million in
2006). To compare, the CAGR ratio for sales in years 2004-2007 amounted to
22.6%. The high sales dynamics was achieved m#halyks to the systematic increase
in sales in the existing restaurants and the sedgsnues earned by the chain of
restaurants in Russia. In the second half of 2@0&ssn Russia amounted to PLN 57.3
million.

The AmRest Group generates most of its revenuahanQuick Service Restaurants
(QSR) segment — KFC, Burger King and freshpointvedReies from the QSR segment
comprised 78.9% of the Company’s total sales in72@milarly to 2006). At the same

time the sales dynamics in this segment was 35B%6. other segment of AmRest,
Casual Dining Restaurants (CDR), includes suchauveahts as Pizza Hut and Rodeo
Drive. CDR segment sales amounted to 21.1% of thegany’s total sales in 2007

(similarly to 2006). In this segment sales dynamaosounted to 35.0%. Restaurants
operating in the QSR segment had a 79.2% shafleitotal increase in sales and CDR
restaurants a 20.8% share.

Table: Structure of AmRest sales by business segmen

2007 2006
SEGMENTS PLN’'000 Share (%) PLN’000 Share (%)
Quick Service Restaurants 673 646 78.9% 496 233 78.8%
Casual Dining Restaurants 179 709 21.1% 133 093 21.2%
Total 853 355 100.0% 629 326 100.0%

In Poland, in 2007, AmRest generated 64.9% ofatssscompared with 69.2% in 2006.
The share of the Czech Republic dropped from 27492006 to 22.6 % in 2007.
Hungarian restaurants had a 6.7% share in the hsalea of AmRest.

The sales dynamics of Polish restaurants in trst fialf of 2007 amounted to 27.1%
compared with 12.0% in respect of Czech restaurddstaurants operating in Poland
had a 52.7% share in the total sales increasgurasits in the Czech Republic 9.3%,
restaurants in Russia 25.6% and restaurants frber cbuntries 12.5%.

Table: Structure of AmRest sales by country

2007 2006
COUNTRY PLN’000 Share (%) PLN’'000 Share (%)
Poland 553 692 64.9% 435718 69.2%
Czech Republic 192 974 22.6% 172 247 27.4%
Russia 57 332 6.7% - -
Other 49 357 5.8% 21 361 3.4%
Total 853 355 100.0% 629 326 100.0%

17
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The Company’s sales are characterized by seasonlie lowest sales were achieved

by restaurants in the first quarter of the yeag tuthe smaller number of business days
in February and lower number of visitors to restats. The second quarter of the year,
in which higher results are achieved due to impdoweather conditions, and the positive

impact of the month of June when the holidays heigirsecond. The best results are
achieved at the turn of the third and fourth quarté the year. In the third quarter of the

year a material factor with an impact on the veopd results is the increased tourist

traffic. The autumn period is traditionally asseedhwith a large number of customer

visits to restaurants and in effect, good salesli®sIn the last months of the year the

Christmas season is very visible and restauramatdd in shopping centres generate
exceptionally good results.

2.3. Customers

AmRest products are directed at a wide circle afividual clients via a chain of
proprietary restaurants located in Poland, the R&epublic, Hungary, Russia, Serbia
and Bulgaria, mainly located in cities or in tharinity.

In Poland which represents ca. 65% of revenuekefAimRest Group, the target group
of potential KFC clients are people aged betweearikb39 who comprise about 74% of
all the restaurants’ guests. Around 70% have atlsacondary school education and
over 61% live in towns with a population or morarh20 000. The key target group of
Pizza Hut customers, about 73%, are people agedXoto 39. About 69% of Pizza Hut
customers have at least secondary school educid4% of them live in towns with
more than 20,000 inhabitants.

2.4. Suppliers

2007 was a special year for the food market infihl&AmRest’'s key market, and for the
world as a whole. Prices of basic components usdédad production, i.e. cereals, milk
and oils noted a large increase which translatextive prices of end products. The main
reason for the increased pressure on prices ofstafid is the increased demand of the
fuel markets (biofuels) and the increased conswnpif China and India. An additional
factor which strengthens this trend is the systérproduction limits in the European
Union and the droughts in Australia and South Eerop

Despite unfavourable trends on the global markkesAmRest Group is able to increase
its competitive edge in this area by applying appede actions. The strategy for
purchasing foodstuffs and packaging by AmRest isebaon the following criteria:
ensuring quality, a high level of services and cetitigeness on the market — after the
first two conditions have been met.
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The increase in competitiveness on the market wlaigeed by:

- central distribution which allows AmRest to coldate purchases and price
negotiations as well as direct cooperation withdf@amd packaging manufacturers and —
first and foremost — creating a system wherebyatgant employees may concentrate on
the end consumer. In 2007, companies which do awe ftentral distribution systems
were significantly affected by the increase in gsiat each stage;

- cooperation with suppliers who have implementedae implementing a vertical
integration system. This is especially significanthe case of chicken production — such
a solution means that the cost of raw materiasfadder, is the factor with a real impact
on the final manufacturing cost. The vertical imtggpn system allows the Company
access to data which enables it to determine thienopm manufacturing costs of a
chicken — from the stage of an egg right up tdfite product;

- consolidation of purchases by exporting prodwftsAmRest suppliers to the Yum!
system in Western Europe and Russia. This allowgpl®rs to invest in new
technologies and achieve economies of scale;

- consolidation of purchases at the level of ravtemals — knowing specific parameters
of production AmRest is able to negotiate raw makgsrices for its suppliers which
means an increase in scale in this respect andhiliey to make purchases at the right
time.

The strategy described above, despite the increadeod prices on the restaurant
market, allowed AmRest to significantly increaseabmpetitive edge on the market. The
main assumptions of this strategy are constantvalide continued in the foreseeable
future.

The most important tasks with which AmRest will Baw deal in the area of supplies
and procurement include: McLane opening a secomdhease in Czeldg consolidating
raw material purchases, developing central distiobuand the supply base in Russia and
Bulgaria and launching the import of key productef the USA and the Argentine to
Russia.
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The list of largest AmRest suppliers:
McLane — distributor in Poland

Agropol Food — supplier of chicken in the Czech ez
Drobimex — supplier of chicken in Poland
E.S.T — distributor in the Czech Republic
Pepsi — drinks

Konspol — supplier of chicken in Poland
Huhtamaki — packaging

Lactalis — cheeses

Bona Agra — vegetables

Stoever — french fries

2.5. Employment level

In the years 2007-2005 employment in the Group aga®llows (balance as at the end of
particular years):

Table: Employment in AmRest (2007-2005)

Year 2007 | 2006/ 2005
Restaurants 8 5166 659| 5609
Administration 280 179 112
Total 8 796| 6838 5721

2.6. Changes in management

From the beginning of 2007 the following changesrevaoted in the manner of
managing the enterprise and the Group:

With reference to good practices and corporate m@aee rules in 2007 AmRest
extended its ethical program by the code of Etfiittee Code”). The Code supplements
basic corporate values and constitutes a set e$ rarhd ethical standards. The purpose of
the document is to present behaviours that areptadle and unacceptable within the
Company. The rules and standards written up refeglations with customers, suppliers,
counterparties, media, local authorities and comtiasnin the areas where AmRest
operates. The rules also relate to internal reiatiwithin the Company. Each AmRest
employee is obliged to acquaint himself with thadglines of the Code and act in
accordance with them. Additionally, the ManagemBoard of AmRest appointed an
Ethics Committee. The Committee’s task is to adst@mni and interpret the rules and
investigate and resolve any doubtful or disputedes relating to the Code.
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In 2007, AmRest structures prepared for a signiti¢gacrease in the pace of growth — as
of 2008 the Company plans to open 100 restaurapém@a Therefore, the Development
Department has been significantly strengthened aenly established teams were
dedicated to the new brands, Burger King and Stdadu

Due to the launch of two new brands in the AmResttfplio, Burger King and
Starbucks, as of 1 June 2007 significant changek mace in the area of human
resources. Drew O’Malley, the former KFC Brand Riest in AmRest, took up the
position of Brand President of Starbucks. Olgieahi2lewicz, formerly responsible for
introducing the Burger King brand to Poland assuthedposition of Brand President of
KFC. Daniel Kasper, formerly Director General ofagfroland Sp. z 0.0. became the
leader of the Burger King brand.

Additionally, in October 2007, there were changeshe management of two AmRest
proprietary brands — Rodeo Drive and freshpointhRid Kerchenko took the position of
Brand President of Rodeo Drive. Formerly, Mr Kemtdk® had managed several
restaurant chains in the USA. Simultaneously, Mart@lzy,, who had been the Regional
Manager of KFC, became leader of freshpoint,. Narligkowiak, who had been

managing the freshpoint brand, discontinued workingmRest.

In February 2008 Wojciech Mrocagki, Chief Financial Officer and Member of the
Management Board of AmRest, took up the newly-odgmesition of Chief Operating
Officer. In his new role, Wojciech Mrocagki is responsible for the long-term operating
strategy of all restaurant brands of AmRest opegatin the Company’s key markets.
Wojciech Mroczyiski remained a Member of the Management Board oRAst. At the
same time, the newly-established position of Firerirector was taken up by Piotr
Bolinski, who until then had been the Group’s Finan€ahtroller. This change has
strengthened the operations of AmRest and is adahee time another significant step in
the realization of the Company’s strategy aimea@gcitieving domination in the Quick
Service and Casual Dining restaurant sector inr@eand Eastern Europe.
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3. MANAGEMENT AND SUPERVISORY BODIES OF THE COMPANY

3.1. Composition of the Management Board and the Pervisory Board

There were no changes in the principles for appwnand dismissing members of
management bodies, or in their competencies.

a) Management Board

The Management Board of AmRest comprises:
Henry McGovern
Wojciech Mroczyiski

b) Supervisory Board

On 23 August 2007 a Member of the Supervisory BaafrddmRest, Mr Christian
Eisenbeiss, resigned as Chairman of the SuperviBoard. Mr Christian Eisenbeiss
resigned for personal reasons. After the resignaifdVir Eisenbeiss Mr Donald Kendall
Jr. is acting as Chairman of the Supervisory Board.

On 31 March 2008 Mr Per Steen Breimyr, resigneiflesiber of the Supervisory Board
due to a conflict of interests after taking up aneb.

The Management Board of AmRest intends to comptage composition of the
Supervisory Board during the Annual General Shddsite’ Meeting.

Currently, the Supervisory Board of AmRest comwise
Donald Macintosh Kendall Sr.

Donald Macintosh Kendall Jr.

Przemystaw Schmidt

Jan Sykora
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4.FINANCIAL POSITION OF THE COMPANY

4.1. Assessment of the Company’s results and thewstture of its balance sheet

Table: Financial highlights of AmRest (2005-2007)

(in PLN thousand, unless otherwise stated) 2007 2006 2005
Sales revenue 853 355 629 326 499 810
EBITDA 120 984 91 061 62 850
EBITDA margin 14.2% 14.5% 12.6%
Operating profit (loss) 67 079 44 351 23 298
Operating margin (EBIT margin) 7.9% 7.0% 4.7%
Pre-tax profit (loss) 63 930 48 812 15 339
Pre-tax margin 7.5% 7.8% 3.1%
Net profit (loss) 48 693 38 525 22111
Net margin 5.7% 6.1% 4.4%
Equity 291 423 155 875 123 090
Return on equity (ROE) 22% 28% 31%
Total assets 582 603 321 455 288 941
Return on assets (ROA) 11% 13% 9%

Definitions:

- EBITDA margin — operating profit before amortimast and depreciation (EBITDA) to sales;
- Operating margin — operating profit to sales;

- Pre-tax margin — profit before tax to sales;

- Net margin — net profit to sales;

- Return on equity (ROE) — net profit to averageigqg

- Return on assets (ROA) — net profit to averagetas
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Table: Liquidity analysis (2005 — 2007)

(in PLN thousand, unless otherwise stated) 2007 2006 2005
Current assets 103 786 64 656 64 299
Inventories 11 594 8134 5973
Current liabilities 155 342 81 155 73 267
Quick ratio 0.59 0.70 0.80
Current ratio 0.67 0.80 0.88
Cash and cash equivalents 46 873 25241 31575
Cash ratio 0.30 0.31 0.43
Inventory cycle (in days) 4.22 4.09 4.31
Trade receivables 33 295 11 460 13 463
Average collection period (in days) 9.57 7.23 7.86
Average operating cycle (in days) 13.79 11.32 12.17
Trade payables 111 550 77 903 54 896
Average payment period (in days) 40.52 38.51 38.58
Cash conversion ratio (in days) (26.73) (27.19) (26.41)

Definitions:

- Quick ratio: current assets less inventories tiorent liabilities;

- Current ratio: current assets to current liabiés;

- Cash ratio: cash and cash equivalents to currttilities as at the end of the period;

- Inventory cycle (days): average inventories ttesaevenue, times the number of days in the period

- Average collection period (days): average tradeaivables to sales revenue, times the numberysfidahe
period;

- Average operating cycle (days): sum of the inmgntycle and the average collection period;

- Average payment period (days): average trade bkagato sales revenue, times the number of dayeiperiod;

- Cash conversion ratio: difference between the djegacycle and trade payables.
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Table: Debt analysis (2005 — 2007)

(in PLN thousand, unless otherwise stated) 2007 2006 2005
Current assets 103 786 64 656 64 299
Non-current assets 478 817 256 799 224 257
Trade receivables 33 295 11 460 13 463
Liabilities 291 180 165 580 165 815
Non-current liabilities 135 838, 84 425 92 589
Debt 162 698 73 058 98 761
Inventories to current assets (%) 11.17% 12.58% 9.29%
Trade receivables to current assets (%) 32.08% 17.72% 20.94%
Cash and cash equivalents to current assets (%) 1646 39.04% 49.11%
Equity to non-current assets 0.61x 0.61x 0.55x
Debt ratio 0.50x 0.52x 0.57x
Long-term debt ratio 0.47x 0.54x 0.75x
Debt to equity ratio 1.0x 1.1x 1.3x
Debt/ equity 0.6x 0.5x 0.8x
Debt/EBITDA 1.3x 0.8x 1.6x

Definitions:

AmRest sales in 2007 amounted to PLN 853 355 thwlisand increased by 35.6%
compared with 2006. Sales dynamics in 2007 compaitdd 2006 were higher in the
second half of the year and amounted to 39.9%.hidie sales dynamics was achieved
mainly thanks to the systematic increase in safegxisting restaurants and sales
revenues earned by the chain of restaurants ini&®uSales of Russian restaurants are
accounted for in the Group’s results as of thedtijwarter of 2007. Sales in Russia in the

Equity to fixed assets ratio — equity to fixexdets;
Debt ratio — total liabilities and provisions total assets;

Long-term debt ratio — long-term liabilities total assets;

Debt — total long-term and short-term loans dmrowings

Share of inventories, trade receivables, cash aash equivalents in current assets — ratio ofpeesively,
inventories, trade receivables and cash and casiivatents to current assets

Debt to equity — liabilities and provisions astla¢ end of a given period to the value of equity.

third and fourth quarter of 2007 amounted to PLNB22 thousand in total.
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Sale revenues in the years 2005-2007
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The sales results in 2007 also account for the tiveganpact of the falling exchange
rates of the Czech crown against the Polish zicwynpared with 2006), of ca. 0.8%, and
the positive impact of the strengthening of the gauran forint against the zloty of ca.
2.1%.

AmRest is systematically improving its operatingfgability. In 2007, the dynamics of
restaurant costs were lower than the sales dynanhiessfore, the gross profit margin
increased to 13.9% (compared with 13.6% in 2006).2007, the lower costs of
depreciation and amortization, and food comparedates had a favourable impact on
the results. On the other hand, higher costs afifgenecy and other operating expenses, in
relation to sales, had a negative impact on margins

The increase in occupancy and other operating egsearlative of sales is due mainly to
the higher costs of lease of the Russian restauvembse results had not been included in
the consolidated AmRest results in 2006. Thislested to general trends observed on the
Russian real estate market. Accounting for thelt®®i the Russian restaurants in the
Group results is also the key reason for the costpayroll and employee benefits
remaining at an almost unchanged level — Russigtaugants are characterized by
comparatively lower costs of payroll and employeaddits.

In 2007 food prices compared to sales remainedleved similar to that in 2006. The
relative increase in those prices in the fourthregpreof 2007 resulted mainly from their
increase on the Polish market.

Operating profit in 2007 increased to PLN 67 078ugand (51.2% compared with
2006), and EBITDA amounted to PLN 120 984 thousdad increase of 32.9%
compared with 2006). The EBITDA margin in 2007 w&ds2% compared with 14.5% in
2006. The one-off costs related to opening nevatgahts (start-up costs) — the number
of new restaurants in 2007 was twice as large #seiprior year — and a relatively lower
result on other operations, resulting mainly froates of real estate in 2006 (PLN 2.0
million), had both mainly the negative impact onlEBA in 2007.
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In 2007, net profit amounted to PLN 48 693 thouséard increase of 26.4% compared
with 2006), and the net profit margin dropped frém% to 5.7%. In 2007, increased
interest expense resulting from increased debtamaonpact on the result on financing
operations. Additionally — apart from increaseceiast expense — also the one-off IRI
loan waiver noted in 2006 (PLN 3.4 million) had iampact on the result on financing
operations in 2007 compared with 2006.

Net profit for the years 2005-2007
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The relative increase in trade payables and inetefisancing of operations with trade
credit led to a small drop in the quick and curmattos compared with 2006. In 2007
those ratios amounted to 0.59 and 0.67 respectigelyppared with 0.70 and 0.80 as at
the end of 2006. Due to the fact that the balafi@ash and cash equivalents increased at
a rate similar to that of short-term payables,dagh ratio as at the end of 2007 remained
unchanged compared with the end of 2006.

Thanks to the expanding scale of the Group and ledgeable management of the
supply chain, the level of inventories remainedadevel similar to that at the end of
2006. This led to an inventory turnover of 4.2 day2007 compared with 4.1 days in
2006. Maintaining the cash conversion ratio atvallsimilar to 2006 enables the Group
to continue financing the current operations wildé credit.

The above liquidity ratios are at a level that easwninterrupted operation. Generating
surplus cash inflows on a current basis allowsdfit servicing of the existing debt and
financing of the planned investment expenditure.

The Company’s total liabilities increased by 75.88mpared with the end of 2006 and
amounted to PLN 291 180 thousand. This is relaiedlban drawn in the third quarter of

2007 to finalize the purchase of restaurants insRuU&Equity increased, mainly as a result
of the issue of 670,606 shares by AmRest alsoeelad the purchase of Russian
restaurants. It increased from PLN 155 875 thousasdat the end of 2006 to

PLN 291 423 thousand. Debt to equity increasedhlig- from 0.5 as at the end of 2006
to 0.6 as at the end of 2007.
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Total assets as at the end of 2007 amounted toF82\603 thousand and increased by
81.2% compared with the balance as at the end 06.20his was due mainly to an
increase in the value of non-current assets relédethe take-over of the Russian
restaurants and construction of new ones. The sitigni of OOO Pizza Nord (currently
OO0 AmRest) had an impact on the increase in gdbthein PLN 23 516 thousand as
at the end of 2006 to PLN 155 353 thousand.

4.2. Description of key domestic and foreign investents.

The table below presents purchases of non-curssgts in 2007 and comparable data
for 2006.

Table: Purchases of non-current assets in AmRdslidys N.V. (2006-2007)

Value in PLN’000 | 2007 [ 2006

Intangible assets, including:

Trademarks - -

Favourable lease agreements - 1 074

i_rg:ggri]eas”:(s)r the use of Pizza Hut and KFC 4 854 1 364

Goodwill 142 696 18 66¢

Other intangible assets 3 147 283
Fixed assets, including:

Land - -

Buildings 61309 24271

Equipment 47 887 14 994

Vehicles 204 450

Other (in consideration of fixed assets under

constrL(Jction) 17061 20 303
Total 277 152 81 418

The investment expenditure incurred by AmRest eslahainly to new restaurants and
the reconstruction and replacement of the valu@arf-current assets in the existing
restaurants. In 2007, the acquisition of OOO PNaed in Russia also had an impact on
investment expenditure. The Company’s investmepeediture depends mainly on the
number and type of restaurants opened.
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Table: Number of restaurants of AmRest Holdings .N2005-2007)

As at 31.12.2007, 31.12.2006 31.12.2005
Number of restaurants
Pizza Hut in Poland 50 52 52
Pizza Hut in Hungary 9 12
Pizza Hut in Russia 18 0
KFC in Poland 85 79 76
KFC in the Czech Republic 44 43 41
KFC in Hungary 13 5 0
KFC in Russia 22 0 0
KFC in Serbia 1 0 0
KFC in Bulgaria 1 0 0
Burger King in Poland 4 0 0
freshpoint in Poland 7 4 0
Rodeo Drive in Poland 3 1 0
Rodeo Drive in the Czech Republic 1 1 0
Total 258 197 169
Total opened restaurants 72 33 25
Total closed restaurants 11 5 13
Net increase in the number of
restaurants in the reporting 61 28 12
period

In 2007, 2 new brands were added to the Compangitfotio, Burger King and
Starbucks, and 3 new countries — Russia, SerbiaBaighria. In this period, the first
Burger restaurants were opened and the first Stksbatore was opened in 2008, in
January. In 2007, as a result of acquiring OOO &Mard in Russia, the operator of 41
restaurants, the company began operating in Ruasi®est also started operating in
Serbia and Bulgaria where it opened the first KF&Staurants, operating via its
subsidiaries.

In 2007, 72 restaurants were added to the porti@lidmRest, mainly as a result of
acquiring restaurants in Russia. Among the 42 KE§aurants added to the AmRest
portfolio in 2007, 22 were acquired after takingep¥DOO Pizza Nord in Russia. The
number of Pizza Hut restaurants increased by & ab20 restaurants of which 18 were
acquired as a result of taking over the Russiarinbss. Additionally, 4 freshpoint

restaurants were opened, 2 Rodeo Drive restausadtd Burger King restaurants.

In the period discussed above, a total of 11 restdas were closed. The closures resulted
mainly from reorganization of the Pizza Hut brandHungary and multibrand concepts
(KFC and Pizza Hut in one location) in Poland.
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In 2007, investments were financed mainly with epieg cash flows and a bank loan
related to acquiring the business in Russia. In7208al capital expenditure of AmRest
amounted to PLN 177 801 thousand. The above ancoummprises:

e cash expended on acquisitions: OOO Pizza Nord — RLB32 thousand
(PLN 69 370 thousand including cash taken up) adckBat. 13 Kft. - PLN 1 900
thousand,;

» purchases of fixed assets of PLN 99 262 thousamt iatangible assets of
PLN 6 307 thousand.

4.3. Description of the structure of key investmerstand capital expenditure projects

Capital expenditure of AmRest as at 31 December7 28Mounted to PLN 2 353
thousand of which PLN 678 thousand comprises shar&gorldwide Communication
Services LLC (WCS), and PLN 1 675 thousand comgrsseares in SCM Sp. z 0.0. and
SCM s.r.o.

4.4. Major events with a significant impact on the&Company’s operations and results

Mergers and acquisitions
a) Russia

On 21 May 2007, AmRest informed about establisihAg Subsidiary. Details of the
transaction are described in Appendix No 4. Atgame time, an Agreement and Merger
Plan (“Merger Agreement”) were signed between AntRA#& Subsidiary, USSI and
Michael Tseytin relating to the acquisition of OORzza Nord, operator of 41
restaurants in Russia (RB 20/2007 dated 21 May R0DAe final conclusion of the
Merger Agreement depended, among other things,aRd&st successfully finalizing its
due diligence process in respect of USSI and itssidiaries, and obtaining approval
from the shareholders of AmRest. The Merger Agregmeas finalized with certain
amendments on 2 July 2007 (Appendix No 8). As allred finalizing the Merger
Agreement, USSI merged with AA Subsidiary (AA Sulisiy is the company which is
continuing in operation). Before the merger, US8Idha 91% interest in OOO Pizza
Nord. The remaining 9%, held by minority sharehdddavas acquired by American
Restaurants Sp. z 0.0., a 100% subsidiary of AmRest

On 28 June 2007, an Extraordinary General SharetglldMeeting of AmRest took
place. Two companies with at least 5% of the tetaing rights at the General Meeting
participated: IRl with 4 756 850 voting rights, .i.€6.87% of votes at the General
Shareholders Meeting and 35.24% of the total numdfewoting rights and ING

Nationale-Nederlanden Poland OFE with 750 000 gptights, i.e. 12.12% of votes at
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the General Shareholders’ Meeting and 5.56% otdte humber of voting rights. The
General Shareholders’ Meeting did not forego anthefitems on the agenda and passed
resolutions giving consent to AA Subsidiary mergiwwgh USSI, the issue of shares
relating to a part of the payment following fronetNerger Agreement and a change to
the Company’s Memorandum of Association. The casten all the resolutions passed
are included in the Appendix to RB 30/2007 dated@8e 2007.

In connection with finalizing OOO Pizza Nord on @yJ2007, an AmRest Share Loan
Agreement was signed by and between IRI (“the LED@&d AmRest (“the Borrower”).
On the same date, Annexe No. 3 to the Loan Agreedwrd 4 April 2005 was signed.
On 3 July 2007 a Bond Issue Agreement was signednay between AmRest (“the
Issuer”) and AmRest Poland (“the Bondholder”). OrA@gust 2007 AmRest Poland
signed a loan agreement with OOO Pizza Nord. Betdilthis agreement are discussed
in Appendix No 5.

On 19 September 2007 AmRest provided informatioouaitobtaining confirmation of
registration, from the Commercial Chamber in Andaen, of changes to the Company’s
share capital. In accordance with the confirmatieceived, the capital authorized by
AmRest was increased from EUR 150,000 to EUR 1@&0(@@m 15,000,000 shares to
16,000,000 shares), whereas the capital issuechdéoyCobmpany was increased from
EUR 135,000 to EUR 141,706.06 (from 13,500,000 eshao 14,170,606 shares). The
nominal value of one share of AmRest is equal taREQUO1. After registering the
changes, the total number of votes following frdirttee AmRest shares issued amounts
to 14,170,606 (100% of the total number of votése above-mentioned changes in the
capital of AmRest result from the Company acquirif@% of shares in OOO Pizza
Nord. The increase in authorized capital was apioby the Extraordinary General
Shareholders’ Meeting of AmRest dated 28 June 230Fassing Resolution No. 3 (RB
30/2007 dated 28 June 2007). The issue of 670 b@ks (an increase in capital issued
to 14,170,606 shares) was approved by the ExtnaargliGeneral Shareholders’ Meeting
of AmRest dated 28 June 2007 by passing Resolti@mr2 (RB 30/2007 dated 28 June
2007). The issue is the result of concluding thar&h.oan Agreement on 2 July 2007
(RB 36/2007 dated 3 July 2007) by and between AmBRed International Restaurant
Investments, LLC (“IRI"), the former key sharehaldd# the Company. The Share Loan
Agreement enabled the Company to finalize the shparehase transaction of OOO Pizza
Nord (AmRest Russia). The newly issued shares wetcepted in deposit by resolution
of the National Securities Deposit dated 9 Oct@#7 after being assigned the code:
NLO000474351. On 12 October 2007 the above merdisteres were admitted to
trading in the stock exchange (resolution of therd&f& Stock Exchange in Warsaw of
10 October 2007). Also on 12 October 2007, 670,A6@Rest shares with a nominal
value of EUR 0.01 each were returned to IRI.

On 15 October 2007 AmRest and Andrei Kononchuck ¥itadly Naumenko (jointly:
“the Sellers”) signed a preliminary memorandum (fMeandum”) relating to the
purchase transaction of a 30% share in quick serkéstaurants Kroshka-Kartoshka,
operating in Russia and the Ukraine (RB 64/200eaid5 October 2007). The purpose
of AmRest as a strategic investor in the transaaotias to facilitate further expansion of
the Kroshka-Kartoshka network in Russia, the Ulgaand other geographical markets.
In February 2008 AmRest provided information abidlizing negotiations relating to
the purchase of shares in this chain. On the ledigisie diligence completed, it was not
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possible to reach an agreement on the final strecand key parameters of the
transaction, therefore, both parties decided nobtdinue negotiations.

In October 2007 appropriate preliminary agreemewvgse signed with three entities,
OO0 Tetra, OO0 Fast Food Restaurants Group and KARIGsed joint stock company
(RB 62/2007 dated 12 October 2007, RB 66/2007 da@dOctober 2007 and RB
67/2007 dated 29 October 2007), relating to thesfiex of assets and the rights to run the
restaurants. These companies jointly operate 2QiKRDBEFC restaurants located in
Moscow.

In February 2008 AmRest provided information ab&ighing the final agreements: The
Asset Purchase Agreement and the Agreement forid@asion, relating to 9 Rostik's—
KFC restaurants run by OOO Tetra. The total amoditihe transaction relating to both
agreements amounted to USD 12 million. The Agre¢n@mnConsideration stipulates
that the amounts relating to particular restauraiitse transferred to a separate escrow
account and final payments will be made after tttea transfer of lease rights relating
to particular locations from Tetra to AmRest. Inrigla 2008 AmRest signed the final
agreements: The Asset Purchase Agreement and theegnt for Consideration,
relating to 5 Rostik's—KFC restaurants run by OO@stFFood Restaurants Group
(“FFRG”). The total amount of the transaction riglgtto both agreements amounted to
USD 6.15 million. The Agreement for Consideratitip@iates that the amounts relating
to particular restaurants will be made after theuactransfer of lease rights relating to
particular locations from FFRG to AmRest. The Compwill take up full control over
the Tetra and FFRG restaurants upon actual traastae rights.

b) Hungary

On 19 April 2007 AmRest Hungary acquired shareBénsi Ut 13. Kft. The details of the
transaction were described in Appendix No 9. On ugust 2007 AmRest provided
information about an increase in the share capftélmRest Hungary. After registration
of the change, the share capital of AmRest Hunganpunted to HUF 584,000,000.
After the change AmRest Poland will remain the 10§Rareholder in AmRest Hungary
(Appendix No 9). On 3 October 2007 Annexe No. 2 sigeed to the loan agreement by
and between AmRest Poland and AmRest Hungary. [Betdi the Annexe were
described in Appendix No 9. On 23 April 2008 AmRpstvided information about an
increase in the share capital of AmRest HungaryerAfegistration of the change, the
share capital of AmRest Hungary amounted to HURBA4,@00,000. After the change
AmRest Poland will remain the 100% shareholdermRest Hungary (Appendix No 9).
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New brands

a) Burger King

On 8 March 2007 a Development Agreement was sigméd Burger King Europe

GmbH relating to opening and running Burger Kingtaeirants in the territory of Poland
on a franchise basis. The details of the agreearentlescribed in Appendix No 8. On 9
March 2007 AmRest informed of the framework ternfisthee Franchise Agreements
concluded each time on the opening of particulaigBuKing restaurants. Details of the
agreement are described Appendix No 8. The firsg&uKing restaurant was opened in
May 2007 in Warsaw. Currently AmRest is runningurder King restaurants in Poland.

On 21 January 2008 AmRest provided information &lsgyning a Letter of Intent with
Burger King Europe GmbH (“BKE”) relating to Bulgari Both parties confirmed the
intention to undertake cooperation in opening amthing Burger King restaurants in
Bulgaria by AmRest. Currently negotiations are iagvess to determine the content and
terms and conditions of the Development Agreemadt franchise Agreement relating
to this market.

b) Starbucks

On 27 March 2007, AmRest Coffee Sp. z 0.0. wasbsteed. The details relating to the
establishment of the company are described in AgigeNo 9. On 25 May 2007 Joint
Venture Agreements were signed between AmRest Botard Starbucks Coffee
International, Inc. (“Starbucks”) relating to coogigon in the area of development and
operating Starbucks stores in Poland, the Czechilitiepand Hungary (“the Territory”).
The parties decided to establish three separat@ M@ntures in each of the three
countries on the Territory. AmRest Poland will take 82%, and Starbucks 18% of the
share capital of the Joint Venture Companies (RR@3/ dated 25 May 2007).

On 19 September 2007 AmRest provided informatien AmRest Coffee Sp. z 0.0. and
Starbucks Coffee EMEA B.V. and Starbucks ManufasturEMEA B.V. (jointly
“Starbucks”) had signed a Development Agreement]loeat Service Agreement, a
Service Agreement and a Delivery Agreement relatmghe right and licence for
developing, owning and operating Starbucks storesPoland (jointly called “the
Agreements”). AmRest Coffee Sp. z 0.0. is a joiehture established by AmRest
Poland, a subsidiary of AmRest, and Starbucks @€dfféernational, Inc. (82% AmRest
Poland and 18% Starbucks Coffee International). Ageeements were concluded for
the period to 31 May 2022, with an option to extehdm for a further 5 years after
meeting specific terms and conditions. AmRest Gof. z 0.0. will be the only entity
entitled to develop and run Starbucks stores iraftblin the period of their being in
force, but will not have exclusivity rights to sorkthe institutional locations. The main
costs and fees which will be incurred by AmRestf@Sp. z 0.0. will be as follows: (i)
development fee of USD 100 thousand and a feehi®ptovision of services of USD
300 thousand relating to the initial operating suppn respect of Poland, (i) initial
franchise fee of USD 25 thousand per each openarb®ks store, (iii) a standing
licence fee of 6% of the sales revenues from eaehb&cks store, (iv) the local
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marketing fee the amount of which will be set egehr by the Parties. AmRest Coffee
Sp. z o.0. will be obliged to develop and run Staks stores in accordance with the
development plan which stipulates the minimum nunabesores to be opened each year
in the period of the Agreements being in force. BthcAmRest Coffee Sp. z 0.0. not
discharge the duties following from the developmgian, Starbucks will be entitled to
charge it with a contractual penalty or to termgnifite Agreements. The Agreements also
include provisions relating to deliveries of coffaad other basic raw materials from
Starbucks or other approved or determined suppliers

Also on 19 September 2007, AmRest Coffee s.r.o.established. The details relating to
the establishment of the company are describedppeAdix No 9. On the same day
AmRest provided information that AmRest Coffeecs.and Starbucks Coffee EMEA
B.V. and Starbucks Manufacturing EMEA B.V. (jointl\starbucks”) had signed a
Development Agreement, a Joint Service AgreemenGeavice Agreement and a
Delivery Agreement relating to the right and licerior developing, owning and running
Starbucks stores in the Czech Republic (hereingdtetly called “the Agreements”). The
Agreements were concluded for the period to 31 K@%2, with an option to extend
them for a further 5 years after meeting spec#iecnis and conditions. AmRest Coffee
s.r.o. will be the only entity entitled to develapd run Starbucks stores in the Czech
Republic in the period of their being in force, mill not have exclusivity rights to some
of the institutional locations. The main costs &k which will be incurred by AmRest
Coffee s.r.o. will be as follows: (i) developmeaefof USD 275 thousand, relating to the
initial operating support for the Czech Republid, &n initial franchise fee of USD 25
thousand per each opened Starbucks store, (itgradisig licence fee of 6% of the sales
revenues from each Starbucks store, (iv) the lo@aketing fee the amount of which will
be set each year by the Parties. AmRest Coffer svill be obliged to develop and run
Starbucks stores in accordance with the developpiantwhich stipulates the minimum
number of stores to be opened each year in thegefithe Agreements being in force.
Should AmRest Coffee s.r.o. not discharge the dutdowing from the development
plan, Starbucks will be entitled to charge it wétltontractual penalty or to terminate the
Agreements. The Agreements also include provistielaing to deliveries of coffee and
other basic raw materials from Starbucks or otippr@aved or determined suppliers.

On 3 January 2008 AmRest provided information #aierican Restaurants Sp. z 0.0.
(“AmRest Poland”) and Starbucks Coffee Internatiphrec. (“Starbucks”) had registered
AmRest Coffee Kft with its registered office in Bamkst, Hungary. The new company
was established to develop and run Starbucks storEsingary in connection with the
Joint Venture Agreements signed on 25 May 2007.tdted amount of the share capital
of AmRest Coffee Kft is HUF 3 million. AmRest Pothrcontributed 82% of the share
capital of AmRest Coffee Kft and Starbucks conti#nli18% of the share capital to the
new company. On the same date AmRest providedniation that AmRest Coffee Kift
(“AmRest Coffee Hungary”) and Starbucks Coffee EMHBAV. and Starbucks
Manufacturing EMEA B.V. (jointly “Starbucks”) hadgned a Development Agreement,
a Joint Service Agreement, a Service Agreementaabelivery Agreement relating to
the right and licence for developing, owning andning Starbucks stores in Hungary
(hereinafter jointly called “the Agreements”). TAgreements were concluded for the
period to 31 May 2022, with an option to extendhttfer a further 5 years after meeting
specific terms and conditions. AmRest Coffee Hupgetl be the only entity entitled to
develop and run Starbucks stores in Hungary irpdred of their being in force, but will
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not have exclusivity rights to some of the instdnal locations. The main costs and fees
which will be incurred by AmRest Coffee Hungary Wwie as follows: (i) fee for
provision of services of USD 275 thousand, (ii) iaitial franchise fee of USD 25
thousand per each opened Starbucks store, (itgradisig licence fee of 6% of the sales
revenues from each Starbucks store, (iv) the lo@aketing fee the amount of which will
be set each year by the Parties. AmRest Coffee &tyngill be obliged to develop and
run Starbucks stores in accordance with the dewetop plan which stipulates the
minimum number of stores to be opened each yedwreiperiod of the Agreements being
in force. Should AmRest Coffee Hungary not disckatige duties following from the
development plan, Starbucks will be entitled torgkat with a contractual penalty or to
terminate the Agreements. The Agreements alsodegirovisions relating to deliveries
of coffee and other basic raw materials from Stekblor other approved or determined
suppliers.

In accordance with the agreements signed by andeeet AmRest and Starbucks
relating to the development and running of StarBuskores in Poland, the Czech
Republic and Hungary — the first Starbucks store agened by AmRest Coffee Czech
on 22 January 2008 in Prague. The opening of ts¢ #tarbucks store in Poland is
planned in the second half of 2008.

New markets
a) Bulgaria

On 16 March 2007 AmRest provided information abohtaining the acceptance of
Yum!, the franchiser of the KFC and Pizza Hut bsgneélating to opening and running
restaurants of those bands in Bulgaria. On 27 A7 American Restaurants EOOD
(“AmRest Bulgaria”) was established. The detailatieg to the establishment of the
company were described in Appendix 9. Due to tlot flaat Yum! brands are already
present on the Bulgarian market, currently 11 KR@ #&izza Hut restaurants are
operating there in total, AmRest does not have uskaky rights to the brands in

Bulgaria. In the initial phase of the Bulgarian éstment the Company will concentrate
on developing KFC restaurants. The first restaumaintthis brand was opened in
November 2007 in Sofia.

On 8 August 2007 AmRest provided information abmgreasing the capital of its
subsidiary American Restaurants EOOD (“AmRest Budga After registration of the

change, the share capital of AmRest Bulgaria aneslitd BGN 1,225,000. After the
change AmRest Poland remains the 100% sharehatdé&niRest Bulgaria. On 29
January 2008 a loan agreement was signed betweeRegtmPoland and AmRest
Bulgaria. Details of the loan are described in Appe No 9.
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b) Serbia

On 10 September 2007 a Joint Venture Agreementswgaed between AmRest Poland
and PROFOOD INVEST GMBH (“ProFood”) relating to asishing a Joint Venture,
whose aim will be to open and operate quick seraicd casual dining restaurants in
Serbia. On the basis of the agreement, on 12 Oct®db@7 both parties signed an
agreement setting up AmRest D.O.O. (“AmRest Sejbmaith its registered office in
Belgrade, Serbia. AmRest Poland contributed 60%hef share capital and ProFood
contributed 40% of the share capital to the newgamy. The total amount of the share
capital of AmRest Serbia is EUR 350 thousand. Then&dgjement Board of the new
company comprises one representative of AmRestoaedrepresentative of ProFood.
The Joint Venture Agreement stipulates that theuah®@perating Plan and the Business
Plan will be approved each year by the Generaleludders’ Meeting. After the end of
the fifth year of the Agreement, AmRest Poland Wwél entitled to repurchase ProFood’s
share in AmRest Serbia. In November 2007 the #BC restaurant on the Serbian
market was opened in Belgrade.

Other

On 22 May 2007, an Extraordinary General Sharehslddeeting of AmRest took
place. Two companies with at least 5% of the tetaing rights at the General Meeting
participated: IRl with 4 756 850 voting rights, .i.81.85% of votes at the General
Shareholders Meeting and 35.24% of the total numdfewoting rights and ING
Nationale-Nederlanden Poland OFE with 750 000 gptights, i.e. 12.90% of votes at
the General Shareholders’ Meeting and 5.56% otdted humber of voting rights. The
General Shareholders’ Meeting did not forego anthefitems on the agenda and passed
resolutions relating to the approval of the finahsitatements for the financial year 2006,
appropriation of the 2006 profit to offset priorays’ losses, approving the operations of
the Members of the Supervisory Board and Managem®Beatd of AmRest. The contents
of all the resolutions passed are included in apeigix to RB 21/2007 dated 22 May
2007.

On 10 December 2007 AmRest provided informationuatsigning an Annexe to the
Distribution Agreement dated 2 April 2003 concludadand between AmRest Poland
and McLane Poland Sp. z o.0. with its registereiit®fin Btonie (RB 8/2006 dated

24 March 2006). The Annexe will come into forceloAugust 2008. In accordance with
the Annexe, the term of the Agreement was exteriea further 2 years, i.e. until

1 August 2010. At the same time, both parties detithat the term of the Agreement
must be extended in writing by 1 December 2009hemtise the agreement will expire
automatically on 1 August 2010.

On 24 December 2007 the Ministry of Finance deciedxtend until 2010 the period

for applying a lower 7-percent VAT rate for categriservices in Poland (Journal of Laws
No. 249, item 1861).
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On 17 April 2008 AmRest Hungary and Lekkerland Bxyppmport Kft (“Distributor”)
signed the Distribution Agreement. The Agreementadacerning distribution services
provided by Distributor to the restaurants operdigddmRest Hungary. The products
and ingredients delivered to restaurants come faathorized suppliers and are in line
with stringent standards of AmRest and Yum!. Punst@a the Agreement the fee paid to
the Distributor, in lieu of provided services, de@s on the value of goods delivered. The
Agreement was signed for the period of 3 years waitloption to prolong it for another
period.

4.5. Planned investment activities and assessmeitleeir feasibility

AmRest’'s goal is to further develop the core Grdmpnds, KFC and Pizza Hut, by
opening new restaurants and increasing sales iexiséng ones; developing new brands
— Burger King and Starbucks — and engaging in regi@xpansion by entering new
markets in Central and Eastern Europe.

Starting from 2008 AmRest plans to open 100 nevwaugants a year. In the foreseeable
future, KFC will remain the main driver of growtbrfAmRest — a total of ca. 50% of all
planned openings in 2008. The Polish market, wm007 still had the largest share in
AmRest sales, will be the Group’s key driving forne2008 — a total of ca. 50% of all
openings. AmRest estimates that the burden of dpuwent in further periods will be
consecutively borne by: the Russian market, Bukjag and Starbucks. It should be
added that the plan of new openings will be adapmteda current basis to market
conditions and the possibilities of acquiring newragtive locations in particular
countries.

The average cost of opening a new AmRest restaditiats depending on location and
type of restaurant and amounts on average to PBNn#lion. Moreover, the Company
stipulates continuing the constant modernizati@mgmamme of the existing restaurants —
in 2008 the AmRest Group plans to spend ca. PLNn8llon on this programme. A
large part of the renovation budget will be spenttbe modernization operations in
Poland.

The AmRest Group intends to spend a significant giathe capital expenditure in 2008

on new IT systems and integration of the systemently possessed. The key projects
will relate to implementing a new sales POS (PoinBale) system, an ERP (Enterprise
Resource Planning) system and a central reportin¢BBsiness Intelligence) system.

The purpose of the new IT systems is to standarieesystems in all countries and
achieving a larger automation of business proces$bsse changes increase the
productivity and effectiveness of work in the wh@eup and enhance efficiency of

business controlling and monitoring. The integmatmd improvement of IT systems will

form the basis for the further expansion and gravftAmRest.

The Management Board expects the long-term devedapto be financed mainly with
own funds and additional external finance.
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Development of proprietary brands, Rodeo Drive &edhpoint, was suspended at the
end of 2007. Currently AmRest has 4 and 7 restasirahthese brands respectively.
Further development of AmRest proprietary brandd depend on the restaurants
generating satisfactory results and the pace aéwaitly the critical mass by new markets
and new brands (Burger King and Starbucks).
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5.AMRESTHOLDINGS N.V. IN 2008

5.1. External and internal factors material to thedevelopment of the Company in 2008

In the opinion of AmRest’'s Management Board, thetdes with a material impact on the
Company’s future development and results include:

a) external factors:
- competitiveness — in terms of prices, quality ofise, location and quality of food,;

- demographic changes, trends in respect of the mushpeople using the restaurant and the
type and number and location of competitors’ reatds;

- changes in the law and regulations which haveextdimpact on the functioning of the
restaurants and their employees;

- change in the lease prices of the real estatestaidd costs;

- change in the prices of foodstuffs used to preffeedishes and change in the prices of
packaging materials;

- change in the overall economic condition of Pol#mel Czech Republic, Hungary, Bulgaria,
Russia and Serbia, and in consumer confidencearti@int of spendable income and
individual methods of spending money.

b) internal factors:

- acquiring and preparing the human resources negdssdevelop the existing chains of
restaurants and open new ones;

- acquiring new attractive locations;
- effectiveness in implementing new chains of reataigrand new products;
- building an integrated computer information system.

5.2. Basic risks and threats to which the Companyiexposed

The Management Board of AmRest is responsibletferrisk management system and
internal control system as well as for the systémewviewing those systems in terms of
operating effectiveness. The systems help in tbatification and management of risks
which could prevent AmRest from realizing its lolegm goals. Nevertheless, the
existence of the systems does not allow for tha ®ltmination of the risk of fraud and

illicit actions. The Management Board of AmRestiegwed, analyzed and ranked the
risks to which the Company is exposed. At the samme, the Management Board

reviewed the Company’s internal control systems2@07. The basic risks and threats
which are currently present have been summarizedisnsection. AmRest reviews and
enhances its risk management systems and intesnabt systems on a current basis.
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a) Factors outside the Company’s control

This risk is connected with the impact of factorstside the Company’s control in
AmRest's development strategy which is based omiogenew restaurants. These
factors comprise, among others: the ability to famtl ensure available and appropriate
locations for the restaurants, ability to obtaia germits required by relevant authorities
on time, possibility of delays in opening new ressats.

b) Dependence on the franchiser

AmRest manages KFC, Pizza Hut and Burger King veatds as a franchisee; therefore,
many factors and decisions relating to the acéigiin which AmRest engages depend on
the restrictions or specifications requested byfthechiser or on its granting respective
permission.

The term of all the franchise agreements is 10sygamRest is entitled to an option to
extend the agreements by another 10 years on emnditat the terms and conditions
specified in the franchise agreements and otheditons are met; this includes making
an appropriate payment for the extension of theeagents. Irrespective of meeting these
terms, there is no guarantee that after the fivetgeriods the given franchise agreement
will be further extended. In respect of KFC andzBiHut restaurants, the first period
began in 2000, in respect of Burger King, the fpstiod will begin in 2007, when the
first restaurant of the brand is opened.

c) Dependence on joint venture partners

AmRest will open Starbucks restaurants via its tJgienture Companies in Poland, the
Czech Republic and Hungary, on partnership termdguua joint venture agreement.
Therefore, some of the decisions under the mutwadhged policy will depend on the
consent of the partners.

Agreements of the JV with Starbucks were concludea period of 15 years, with the
possibility of extending them for an additional Bays after the specific terms and
conditions have been met. In the event that AmRess not meet its obligations in
respect of opening and running a minimum numberstafres, Starbucks Coffee
International, Inc. will be entitled to increasge #hare in the Joint Venture Companies by
acquiring shares from AmRest Poland at a price alytiagreed by the parties on the
basis of a valuation of the Joint Venture Companies

d) Non-exclusivity

The franchise agreements which relate to runnin@ KPFizza Hut and Burger King
restaurants do not include any provisions on gngnimRest any exclusivity rights in a
given territory or any other rights on a territoayea or market surrounding the AmRest
restaurants. However, in practice, in connectioth ilie scale of AmRest’s operations
(among other things, a well-developed distributioatwork), the possibility of a
competitive operator arising (in respect of thendsa currently maintained by the
Company) who would be able to successfully compatie AmRest Group restaurants is
relatively small.
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In respect of Starbucks restaurants, joint ventampanies will be the only entities
authorized to run Starbucks stores in Poland, thecl Republic and Hungary, with no
exclusivity rights in respect of certain institutad locations.

e) Lease agreements and the option to extend them

Almost all AmRest restaurants operate in leaseilittas. Most of the lease agreements

are long-term leases, usually concluded for a deofoat least 10 years from the date of
commencement of the lease (on the assumption lthheaxtension options are used, on
specific terms, and without taking into considematithe agreements which are

periodically renewed if they are not terminated] agreements for unspecified periods).
Many lease agreements entitle AmRest to extendetine of the agreement on condition

that the Company meets the terms of the leasepkrtive of meeting these terms there
is no guarantee that AmRest will be able to extdredperiod of the lease agreements on
terms and conditions that are satisfactory fromctvamercial perspective. Should there
be no such option, the potential loss of importanations for the restaurants may have
an unfavourable impact on the operating resulsmoRest and on its activities.

Moreover, in some instances AmRest may decide ¢secla given restaurant and
terminating the respective lease agreement oneffesitive terms may prove impossible.
Such a situation may also have a negative impath®@mwoperations and operating results
of the Company. Closing any of the restaurants nigpen the consent of the franchiser,
and it is impossible to know whether such consette granted.

In respect of Russian restaurants acquired by AmiRekily 2007, the average period of
lease is relatively shorter than in respect of AmeRest restaurants in other countries.
This is due to the specific nature of the market.

f) Risk related to AmRest’s status as a foreign ety

The Issuer is a joint-stock company establishetherbasis of the Dutch law, therefore,
its relationships with third parties are also sabje that law. Polish investors should be
aware that the shareholders’ rights following frtime Shares are subject to Dutch law
and that there are many differences between thehDigtgal regulations relating to
companies and the provisions of the Polish Cod€ahmercial Companies. Lack of
knowledge of the Dutch regulations may hamper #ez@tion of Polish investors’ rights
from the Shares. Moreover, taking into considerative head office of the Company,
investors who wish to make claims in respect of AsstiRmay have problems with
delivering the written statements of claim and vitindling the dispute.
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g) Risk related to the consumption of food products

Consumer preferences may change in connection datlbts arising as to the health
value of chicken meat which is the key componenthef KFC menu, or as a result of
unfavourable information proliferated by the massdra on the quality of the products,
the respective diseases caused by them and thegdamaurred as a result of using
AmRest restaurants and the restaurants of other, KkZza Hut, Burger King and
Starbucks franchisees, as well as in consequencdisofosing unfavourable data
obtained by the government or a given market semtathe products served in AmRest
restaurants and in restaurants of other KFC, Pitug Burger King and Starbucks
franchisees, health issues and the method of operaf one or more restaurants
maintained by AmRest or by its competitors. Thé& risferred to above is mitigated by
using the highest quality ingredients in AmRestaesants — which come from verified
and renowned suppliers, abiding by strict standandsespect of quality and hygiene
control and applying state-of-the-art equipment protesses to ensure absolute safety of
the dishes.

h) Risk related to the restrictions placed by lendes

In accordance with the loan agreements concludéd ABN Amro, the AmRest Group

committed itself to abiding by specific restrictonn respect of the possibility of
obtaining loans and advances, incurring capitaleagiure, granting security and
disposing of assets, as well as committed themsdlvanaintaining specific values of
financial ratios. It is possible that acceptingsthebligations will significantly limit the

possibility of AmRest’'s engaging in business in thrire, and potentially not meeting
the requirements may result in the need to repayidan tranches early, which in turn
may have a negative impact on the financial comwlitand results of operations of
AmRest.

i) Risk related to developing new brands

In the first half of 2007, AmRest opened its fiBarger King restaurant in Poland. In
January 2008, AmRest Coffee opened the first Stikbstore in the Czech Republic. As
these are quite new concepts for the Company, tbeaeisk related to demand for the
products offered and their acceptance by consumers.

Additionally, in connection with the currently utiséactory results of the Rodeo Drive
and freshpoint proprietary restaurant brands, tieeeerisk of potential asset impairment
losses.

J) Risk related to opening restaurants in new courntes

The restaurants opened in Bulgaria, Russia, SardaHungary will be the first AmRest
restaurants opened in the new geographical antigablarea. This is connected with a
risk of different consumer preferences, lack of dydmowledge of the market, risk of
legal restrictions which follow from the local rdgtions and the political risk of the
countries.
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k) Currency risk

AmRest results are exposed to currency risk reladenlansactions in currencies other
than the measurement currency of particular Grauppanies. A detailed description of
this risk may be found in Note 33.

l) Risk related to implementing new IT systems

The costs related to implementing new IT systemyg imahe short term have a negative
impact on the Company’s results. However, in thgglterm the expected benefits will
have a positive effect on the Group’s profitability

m) End of the temporary period of a lower VAT ratein the Czech Republic

In the Czech Republic, as of the beginning of 2@68 reduced VAT rate (5%), on “take
away” catering services will also be increased®@@. The change to the VAT rate in the
Czech Republic may lead to an increase in the pra¢ecatering services which in turn
may lead to a drop in demand.

5.3. The Company’s development trends and strategie

In May 2007 AmRest informed about the main assupnmgtifor the Company’s current
strategy. AmRest plans to achieve the Central aasielfn Europe market dominance of
Quick Service and Casual Dining Restaurants throograting scalable (+$50 m in
annual sales) and highly profitable (20%+IRR) bexhdestaurants concepts. AmRest,
through its corporate culture “Everything is possib (Wszystko Jest Midiwe!),
delivers craveble taste and exceptional serviedfatdable prices.

AmRest assesses that in respect of the brandsntyraperated by the Company, the
current market potential on the markets on whiabtpetrates is several times higher than
the currently held restaurant portfolio. Therefollee Company plans to significantly

accelerate its growth. By the end of 2009, AmRdanh$ to triple its sales revenues
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(compared with 2006). AmRest will realize its stigyt by continuing to develop the
existing brands in the countries in which it is g@et, increasing sales of existing
restaurants, introducing new brands and furtheuiadgpns in the region.

In the following years, AmRest plans to grow atterof ca. 30% per annum in terms of
increase in sales revenues. The planned accelegat®dh and significantly increased
number of new restaurants will put short-term pres®n the net profit margin, related
to the increased financial costs (costs relatexbtuicing debt) and the increased one-off
costs of opening new restaurants (start-ups). Aarothaterial pillar of the Group’s
development will be the integration of, and impnment to, the IT systems by the end of
2008.

In 2008 the process of simplifying the holding stawe will be continued. Smaller
companies will be included in the structures of Aicen Restaurants Sp. z 0.0. or
American Restaurants s.r.o. — the largest of tHdifgls companies. Restructuring is
aimed at reducing management expenses.

The Company intends to consistently continue ast@med at increasing its value to the
customer. By further enhancing customer serviceriofy tasty dishes prepared with
fresh ingredients and launching new products, AmhiRgsnds to increase customers’
awareness of its excellent value for money.
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6. MANAGEMENT REPRESENTATIONS

6.1. Truth and fairness of the presented financiadtatements.

According to AmRest Holdings N.V. Management Boardést knowledge, the financial
statements and comparable data presented in thgalafinancial statements of the
AmRest Group were prepared in accordance with theiry accounting principles and
present in a true, fair and clear manner the firsduposition of the AmRest Group and its
financial result. The annual Directors’ Report udegd in this document reflects the
actual development and achievements and the positithe AmRest Group, including a
description of the basic risks and threats.

6.2. Appointment of the registered audit company.

The registered audit company — PricewaterhouseCo&e z 0.0. — which has reviewed
the annual consolidated financial statements of AheRest Group was appointed in
accordance with the provisions of the law. Both tegistered audit company and the
registered auditors who performed the review metdbnditions necessary to issue an
unbiased and independent report based on the reuteaccordance with appropriate
regulations.

The contract for the audit of the consolidatedriitial statements for 2007 was signed on
30 July 2007 with PricewaterhouseCoopers Sp. z avih its registered office in
Warsaw, al. Armii Ludowej 14, an entity authorizedaudit financial statements entered
on the list of registered audit companies withrihenber 144. The contract related to the
audit of the Company’s consolidated financial starts for the period from 1 January
2007 to 31 December 2007 and the review of thealmtzged financial statements for
the period from 1 January 2007 to 30 June 200 ¢eRmaterhouseCoopers’ total fee for
the audit and review referred to above for the Y47 and for other services amounted
to EUR 124 thousand. Additionally, Pricewaterhousaters Accountants N.V. with its
registered office in the Netherlands audits the @amy’s financial statements in the
Netherlands for statutory purposes (separate ansbtidated financial statements for the
year ended 31 December 2007). The respective feearded to EUR 30 thousand.

In 2006 PricewaterhouseCoopers’ total fees for tmglithe company’s financial
statements for 2006 and for other services amountétJR 130 thousand.

Wroctaw, .......ooeviiiiinn,

Henry McGovern Wojciech Mrociagki
AmRest Holdings N.V. AmRest Holdings N.V.
Board Member Board Member
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