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1. THE COMPANY’S OPERATIONS

1.1. Basic services provided by the Group

AmRest Holdings N.V. (AmRest) manages KFC restasrdin Poland, the Czech
Republic, Hungary and Russia), Pizza Hut restasr@ntPoland, Hungary and Russia)
and, as of May 2007, Burger King restaurants (idafd). Additionally, AmRest
operates freshpoint restaurants (in Poland) ance®d&tive restaurants (in Poland and
the Czech Republic). The Company is planning tonoge first KFC restaurants in
Bulgaria and Serbia by the end of 2007, and tlst Starbucks store in the first half of
2008. The new brands — freshpoint, Rodeo Drive,gBuikKing and Starbucks — will
enable the Company to diversify its services anehure customer satisfaction thanks to
the wide product offer.

AmRest restaurants provide dine-in services, takayaservices, drive-in services in

special sales points and telephone deliveries. dilmeis to provide reasonably priced

craveable food while ensuring expeptional custosewice. The AmRest restaurant
menus include brand dishes prepared from freshugtedn accordance with the original

recipes and with KFC, Pizza Hut and Burger Kingiclsiandards, and dishes prepared
on the basis of proprietary ideas (freshpoint andd® Drive).

AmRest is a franchise of Yum! Brands Inc. in respeEicKFC and Pizza Hut brands.

Burger King restaurants also operate on a frandhésgs following from an agreement
concluded with Burger King Europe GmbH. Rodeo Drarel freshpoint are AmRest’'s

proprietary brands, therefore, sales in those uestds are not charged with franchise
fees. Starbucks restaurants will be opened by j@nture companies (82% AmRest and
18% Starbucks), which will be granted the rightsl dinences to develop and operate
Starbucks stores in Poland, the Czech Republiddamdary.

a) Restaurants in theQuick Service Restaurants (QSR) segment

KFC is a quick service restaurant chain offeringowss chicken dishe
in the Hot&Spicy and Kentucky versions, as wellfr@sh salads, whic
vary depending on the season, cakes and deseiggatly prepared
corn, hot and cold drinks. The chicken preparedKFC is freshly
marinated and crumb-coated every day at the restguwhich results in
the highest quality flavour and quality of the sshwdishes. In terms of sales and the
number of restaurants, KFC AmRest is one of thgelstroperators of restaurant chains in
Central and Eastern Europe.

In 2007, along with the introduction of Qurrito the KFC menu, a new platform of
grilled products was launched. KFC continues iferef aimed at increasing the value for
its customers. In the first half of 2007 in most&Festaurants in Poland and the Czech
Republic free-of-charge WiFi on-line access wasitéed. Additionally, in most KFC
restaurants in Poland a “Free Refill” option is nawailable in respect of the drinks
served in the restaurant. In 2007, a change progassmplemented in KFC aimed at
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shifting its image towards “Fast Casual”’. The clearggaimed at ensuring that customers
spend time more comfortably in the restaurantgdcordance with their requirements.

The so-called club zones were introduced whereoousts may enjoy the unique flavour

of KFC chicken sitting in comfortable armchairsar leather sofas, in the company of
their friends or relations. At the same the renegatstaurants bear a new KFC logo.

In June 2007, Mr. Drew O’Malley, the then Branddtdent of KFC, took up the position
of Brand President of Starbucks. At the same tiime position of Brand President KFC
was taken up by Mr Olgierd Danielewicz, who wagogsible for launching the Burger
King brand in Poland. Mr Olgierd Danielewicz bedaa career in AmRest in 1998, as
shift manager in a KFC restaurant.

Currently, 8 freshpoint restaurants are operationaé freshpoint frach

sandwich chain is aimed at people who lead a bifisybut who point

would nevertheless like to eat healthy food. fredhipsandwiches = 'errretsi=

are a fresher and healthier alternative to eatung Bhe freshpoint chain offers a wide
range of various breads and rolls, fresh ingrediant various sauces.

All the components of the menu are offered in a foorable form enabling easy
consumption in the restaurant or as take-away. TWresehness of the freshpoint
sandwiches is ensured by using natural ingredientsthe possibility of watching the
preparation process of each sandwich ordered. fideallused to prepare the sandwiches
is fresh as it is baked on site. In March 20@@#emiumoffer was launched — sandwiches
prepared with a new type of ciabatta bread witHlewer seeds.

Sandwich bars are expected to become the nexirstiye development of the catering

sector in Poland. The correctness of these expauasat attested by the current trends of
food in society. Additional factors which conditidrolish development include: the

increased professional activity of women, longerrkiigy hours, an increase in the

number of commercial centres with a well developaigring offer and an increase in the
number of students.

At the beginning of March 2007, AmRest signed a@&epment Agreement ’
with Burger King Europe GmbH regarding the openargl operating of BURGE&
Burger King restaurants in Poland. Adding the Burgang brand to the KlN
AmRest portfolio represents the Company’s entrihtolargest QSR sector.
Burger King is the second largest global fast-feestaurant chain. Currently over 11
thousand Burger King restaurants operate in mane @ countries.
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The first Burger King restaurant was opened vewgcsssfully in May 2007 in Warsaw.
The restaurant boasts very good sales results. &oather Burger King restaurant will
be opened in Wroctaw.

The products on the menu of Burger King restauraritgge, tasty burgers prepared on
open-fire grills — are addressed especially to eged 18-35. Apart from thé/hopper
which is the key Burger King product, the restatsarsffer a wide range of salads and
chicken sandwiches. In accordance with the slog#awvé It Your Way”,Burger King
customers may make up their own burgers accordirtpdir fancy and culinary tastes.
Burger King’'s mission is to deliver to customers tinique taste dfamed grilled burgers
served in a friendly and comfortable atmosphere.

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

developing and operating Starbucks stores in PoldredCzech Republic
and Hungary. The parties decided to establish theparate Joint Ventures
in each of the 3 countries. AmRest took up 82%, Stadbucks 18% of the
share capital of the Joint Venture Companies (RR@®B7 dated 25 May 2007). In June
Mr Drew O’Malley, the former KFC Brand PresidentAmRest, took up the position of
Brand President of Starbucks.

oOpFé"

®

Starbucks is the the leading purveyor of premiutfieeoglobally, currently comprising
over 13 thousand stores. In March 2007, Starbucksunced that its long-term goal is
to operate 20 thousand restaurants outside tharUB)07 alone, Starbucks intends to
open 700 new international stores.

AmRest’'s experience in Central and Eastern Eurdpehigh quality operations, its
developed network of suppliers, and the global a@atidon of Starbucks in a dynamically
developing specialty coffee segment is the levenageh the joint ventures of both
companies intends to apply. Currently, preparattonspen the first Starbucks store in
the region are in the pipeline — AmRest plans tenoghe first restaurant in the first half
of 2008.
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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; the restaurants whnshtre waiter service
and a wide variety of different dishes. In Polathd, Pizza Hut chain ha: 'z_ga
been present for 15 years. The brand strategy s$rémgthen the long- P uT-
term advantage of the restaurants in order for thenbecome the
favourite “casual dining” brand in each town anty evhere they are present. Operations
in this respect relate to three major areas: thdymt, the service 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 in the first haR@d7.

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 attengthened the brand’s position as
“pizza expert”. Another promotion “Taste fresh aamiances” was the answer to a
summer line of products based on a variety of frgsgetables accompanied by
bruschetta prepared with fresh pastry in vario@vdlrs. Many of the ideas were
introduced in the permanent menu — among themgxXample, are 8 new pizzas, a new
flavour of pasta, Alfredo with chicken and a vegpplar lemonade prepared with fresh
lemons. Among Pizza Hut's regular offers are thlaakst and classic pizzas, a “no limits”
salad bar, lasagne and pasta.

Under the “Favourite Restaurant” plan, severalgutg are being realized relating to the
area of customer service — a new training programwaiters, a new structure for
improving the qualifications of kitchen staff, a difted system of quality assessment for
CMS product and service (the so-called Mysteriod®n@). This multi-month plan
stipulates a set of activities and changes aimedhptoving customers' experience in
each of the significant areas (product, serviaapaphere).

Rodeo Drive (American Bar & Grill) is easual diningrestaurant V{/}\fﬁ
serving dishes based chiefly on grilled meat andcde variety of og?{% ive
drinks. Rodeo Drive restaurants are traditionalabesaloons”. fmeriean per s ol

Rodeo Drive is a place where you can eat lunchd hdlusiness meeting and an evening
beer party. The décor of the restaurant refershto American tradition — wooden
benches, tables, beams on the ceiling, stone etsnmenthe walls, “ranch” gadgets:
ranchers’ hats, saddles, cart wheels. The grifulhview of the visitors is an element
which distinguishes this place and emphasizeshbeacter of the restaurant.

Rodeo Drive means real American food — the foodhef true cowboy. The signature
dish is beefsteak grilled over a slow fire. Anotliery popular dish is grilled spare ribs
served with BBQ sauce, chilli, garlic or honey. Tlestaurants are located in attractive
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locations and are capable of servicing 150 to 25€sty at a time. Currently AmRest
operates 4 Rodeo Drive restaurants — 3 locatedianB and 1 in the Czech Republic.
Recently the consecutive Rodeo Drive restaurantbeasm opened in Poziain Stary
Browar.

AmRest is continuing to develop its proprietaryruts — freshpoint and Rodeo Drive. In
May and in September 2007 two next Rodeo Driveatgants were opened in Warsaw
on NowySwiat Street and in Poznan in Stary Browar. At thms time, 4 new freshpoint
restaurants were opened — 3 in Warsaw and 1 in Mwoc Currently, a total of 8
freshpoint and 4 Rodeo Drive restaurants are operah full evaluation of both projects
will be possible once an appropriate scale is re&d® freshpoint and 4 Rodeo Drive
restaurants).

c) New markets

At the end of the first half of 2007, a full yeaf operations of the|
Hungarian restaurants in the AmRest structures w@spleted. The
restaurants were purchased in June 2006. Currelth\KFC restaurant

and 9 Pizza Hut restaurants operate in Hungaryaldrad them are operated by AmRest.
In 2007 we opened 6 KFC restaurants and closeaZaPut restaurants, as part of the
restructuring programme for Hungarian business lwknas adopted upon finalizing the

purchase.

The key aim in 2007 is the construction of a tedrpemple ready to operate and develop
chains of restaurants in this country. Since thginmng of the year, as a result of
external and internal recruitment, 50 new managene employed. By the end of the
current year, we plan to employ another 30 in tidalboth brands. By the end of 2007
further improvement in the operating standards oihdhrian restaurants is planned
(product quality, service, operating systems — anasthers DOS+) and the
implementation of a new sales system (POS), whigh allow us to increase
effectiveness and better understand our clientglirements.

By the end of the first quarter of 2008 we plarfit@lize the process of renovating the
oldest and largest restaurants located in Budameas to ensure that all KFC restaurants
in Hungary are consistent with the brand’s stanslard

In March 2007, the Company announced that it wagib operating in
Bulgaria, and in May a subsidiary of AmRest wadsteged in Sofia. Dui
to the fact that Yum! Brands are already presenthenBulgarian marke
(11 KFC and Pizza Hut restaurants already opetadee), AmRest does not have

exclusive rights to the brands. At the initial phasf the Bulgarian investment, the
Company will concentrate on developing its KFC aasants.

The task of creating a solid and profitable bussnesthat country was entrusted to one
of the most experienced operating managers of AmmMesgaria’s membership in the
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European Union will allow the Company to leveratgedperations, especially in respect
of supply. The opening of the first KFC restauremBulgaria is planned for the end of
2007.

In connection with the ultimate finalization of tiMerger Agreemen

(RB 20/2007 dated 21 May 2007 and RB 35/2007 dated 3 JWy P8t

the beginning of July 2007 AmRest acquired OOO #&inord, the

operator of 22 KFC and 19 Pizza Hut restaurantsRussia. The

restaurants are located mainly in St. Petersbung. résults of the Russian restaurants
will be consolidated with the results of AmRestddsthe third quarter of 2007. The
Company estimates that by the end of 2007 the Russ$iain of restaurants will increase
the Group’s sales revenues by ca. PLN 67 million.

Russia is a very dynamically developing restauraatket — analysts assess it at 30%
growth per annum. AmRest intends to develop thenclod restaurants throughout
Russia, but in the next few years the Company d#dn concentrate on St. Petersburg
which has not been fully penetrated as yet.

In the foreseeable future, the Company will con@aton integrating its systems and
implementing AmRest standards in Russian restasirartie key purpose of all the
activities is to form a foundation on which futgewth will be based.

At the beginning of September, a Joint Venture Agrent (“JV
Agreement”) was signed which relates to opening amrating
restaurants in Serbia (RB 53/2007 dated 10 Septerdb@7). The
opening of the first KFC restaurant in Belgradglsnned by the end o
2007.

JVC'’s initial capital will amount to EUR 1,500,000f which 60% will be taken up by
AmRest Polska and the remaining 40% by ProFooder/Atyears have elapsed from the
date of the JV Agreement, AmRest Polska will betleditto repurchase ProFood’s share
in the JVC. The condition for finalizing the JV Aggment is to obtain Yum!s
acceptance of chicken meat suppliers for the KIStatgants which are to be opened by
the JVC. Acceptance must be obtained by 31 Octeb@r at the latest.

1.2. Structure of revenues

The first half of 2007 was another period of inee@ sales revenues for AmRest — an
increase of 30.2% (PLN 365 million in H1 2007 comguhwith PLN 280 million in H1
2006). To compare, the CAGR ratio for sales in fing six months of 2004—2007
amounted to 17.2%. The high sales dynamics wasewethi mainly thanks to the
systematic increase in sales in existing restasirantl sales revenues gererated by the
chain of restaurants in Hungary. Sales in Hungamgunted to PLN 22,724 thousand in
total in the first and second quarter of 2007.
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The AmRest Group generates most of its revenuafanQuick Service Restaurants
(QSR) segment — KFC, Burger King and freshpointveReles from the QSR segment
comprised 78.5% of the Company’s total sales in28@7 (compared to 80.3% in the
same period of 2006). At the same time, the safaardics in this segment amounted to
27.4%. The other segment of AmRest, Casual Diniegt&rants (CDR), comprises such
restaurants as Pizza Hut and Rodeo Drive. CDR seigsaées amounted to 21.5% of the
Company’s total sales in H1 2007 (compared to 197%e same period of 2006). In
this segment sales dynamics amounted to 41.7%.

Table: Structure of AmRest sales by business segmen

01 - 06.2007 01 - 06.2006
SEGMENT
PLN’000 % share PLN’000 % share
Quick Service Restaurants 286 339 78.5% 224 744 80.3%
Casual Dining Restaurants 78 321 21.5% 55 265 19.7%
Total 364 660 100.0% 280 009 100.0%

In Poland in the first half of 2007 AmRest genedaf®.6% of its sales compared with
71.6% in 2006. The share of the Czech Republicmidgrom 28.4% in the first half of
2006 to 25.2 % in the same period of 2007. Hungamstaurants had a 6.2% share in
the semi-annual sales of AmRest.

The sales dynamics of Polish restaurants in trs¢ fialf of 2007 amounted to 24.7%
compared with 15.6% in respect of Czech restaurddstaurants operating in Poland
had a 58.5% share in the total sales increasgurasits in the Czech Republic 14.7%
and restaurants in Hungary 26.8%.

Table: AmRest sales structure by geographical segme

01 - 06.2007 01 - 06.2006
COUNTRY
PLN’000 % share PLN’000 % share
Poland 250 021 68.6% 200 53( 71.6%
Czech Republic 91 91§ 25.2% 79 474 28.4%
Hungary 22 724 6.2% 0.0%
Total 364 66( 100.0% 280 09 100.0%

AmRest sales is subject to seasonality. The losalsts are recorded in the first quarter
of the year, which is attributable primarily to femoperating days in February and fewer
people dining out. The next quarter in terms oésa$ the second quarter, in which the
restaurants achieve better results thanks to innpgoveather and a positive effect of the
beginning of the holiday season in June. The higbaes are achieved at the end of the
third and at the beginning of the fourth quartegrywgood performance in the third quar-
ter is attributable to the increased tourist tcaff\utumn is traditionally a season when
people tend to dine out more frequently, which $lates into higher sales. An important
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time in the last three months of the year is thee@hristmas period, when particularly
high sales are reported by the restaurants sitiratgtbpping centres;

1.3. Customers

AmRest products are directed to a wide circle afivilmual customers via a chain of
proprietary restaurants located in Poland, the EZRepublic, Hungary and Russia,
mainly located in cities or in their vicinity.

The target group of potential KFC customers areplgeaged between 15 and 39 who
comprise about 70% of all the restaurants’ guestsund 65% have at least secondary
school education and over 63% live in towns withogulation exceeding 20 000. The
key target group of Pizza Hut customers, about 7&fé,people aged from 15 to 39.
About 73% of Pizza Hut customers have at leastrskny school education and 60% of
them live in towns with more than 20,000 inhabisant

1.4. Suppliers

The strategy for purchasing food products and pgiokaby AmRest is based on the
following criteria: ensuring quality, a high levef services and competitiveness on the
market — after the first two conditions have beesi.nthe Company has a very rigorous
programme for approving new suppliers and prodant$ for monitoring existing ones.
The system ensures that all required parametersnateby the products delivered to
AmRest restaurants.

In the first half of 2007 the priority task of SCMmRest’'s subsidiary responsible for the
coordination of supplies for the restaurants, wawitlen the supply base in Poland. This
was due to an increase in sales, mainly of chigkerducts. Thanks to the constant
expansion of the volume of purchases, in connectiith the introduction of new
technologies and better use of resources, compao@®erating with SCM, were able to
increase production effectiveness in the wholerghahich reduced the dynamics and
sometimes even compensated for the effect of priceeases in the food production
sector.

In the second half of 2007 a significant increasehe prices of milk and corn was
observed which transfers to an increase in thegrd end products. Despite the fact that
to date firms cooperating with AmRest were abl@aaly offset the effects, should the
trend continue, the pressure on increasing foatepwill be more and more noticeable.
However, taking into consideration the central ribsttion system in force in AmRest
and the permanent business relationships built w@bperating firms, the potential
increase in food prices will be lower in the Compamompared with the rest of the
catering market. The central distribution systensuees direct cooperation with the
manufacturers who were selected based on the iaritgrecified above. They are
companies which invested in the development ifrtbgin raw materials base which is
particularly important in the production of chiclenin the foreseeable future, the

10
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strategy based on developing the Group’s own supabe will be continued and will be
one of the key elements in selecting AmRest sugplie

After entering the Hungarian market the supply exysin Poland, the Czech Republic,
and Hungary will be integrated in connection wilie tstandardization of products and
further consolidation of purchases. The proceskheilcontinued with the development
of business on other markets.

The development of new products and cooperatiorh wppecialized firms which

manufacture dedicated products for Pizza Hut, KF€shpoint and Burger King in

Poland is a very important component of cooperafemSCM. These activities are
supported mainly by McCormick, a lead global spieesl pickles manufacturer. This
company conducted several training courses for e@bipg firms and for SCM and

AmRest staff. The effects of the cooperation amgrg other things, the new products
which appear in AmRest restaurants.

11
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2. THE COMPANY 'S SHAREHOLDERS

2.1. Shareholding structure

According to the information held by the Company,ah the date of signing the semi-
annual report, 27 September 2007, the followingedi@ders submitted information on
holding directly or indirectly (through subsidiss)eat least 5% of the total number of
voting rights at the General Shareholders’ MeetihgdmRest:

Number of Share of
Shareholder Nusrrr::reersof Interest % |voting rights g voting rights
the GSM |at the GSM %
BZ WBK AIB AM * 1 685 913 1249% 1685918 12.49%
BZ WBK AIB TFI 1201 82y 0% 120182y 8.90%
IRl LLC ** 1199 42( 8889 1199 420 8.88%
ING Nationale — Nederlanden 0 d
Polska OFE 750 000 56 750 000 5.56%
Michael Tseytin 720 016 33% 720 016 5.33%
CU OFE 678 075 D2% 678 075 5.02%

* BZ WBK AIB AM manages assets which include, amanthers, funds of BZ WBK AIB TFI
** |RI LLC is a company wholly controlled by ARC.

2.2. Changes to shareholding structure

In the period from the publication of the last pelic report (report for the second quarter
of 2007 published on 14 August 2007) the Compartgined the following information
on changes in its shareholding structure:

As a result of a purchase of shares settled on @gust 2007, Commercial Union
Otwarty Fundusz Emerytalny (“CU OFE”) became thenewof 678 075 shares in
AmRest, which is 5.02% of the Company’s share ehpitd gives entitlement to a total
of 678 075 votes, i.e. 5.02% of the total numbervofing rights at the Company’s
General Meeting. Before the change in the shar@hgkiructure, CU OFE held 665 000
shares in AmRest, which represented 4.93% of thmp2oy’'s share capital and gave
entitlement to a total of 665 000 votes, i.e. 4.98%he total number of voting rights at
the Company’s General Meeting.

12
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3. MANAGEMENT AND SUPERVISORY BODIES OF THE COMPANY

Below we present the Management and SupervisorydBaz AmRest:

a) Management Board

AmRest's Management Board 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 Supervidoayd for personal reasons.

The Management Board of AmRest intends to convemeEztraordinary General
Shareholders’ Meeting to appoint a new Member af Bupervisory Board. The
Management Board will propose Mr Michael Tseytinfoamer shareholder of Pizza
Nord (Russia), acquired by AmRest on 2 July 2007.

The Supervisory Board of AmRest currently comprises

Donald Macintosh Kendall Sr.

Donald Macintosh Kendall Jr.

Przemystaw Schmidt

Jan Sykora

Per Steen Breimyr

13
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4. ORGANIZATIONAL STRUCTURE OF THE GROUP

The current structure of the AmRest Group is preskim Note la to the consolidated
financial statements as at and for the six montitee 30 June 2007. Below we present
the changes which were made to the compositioheoGroup during the period.

On 27 March 2007, AmRest Coffee Sp. z 0.0. wasbsteed. American Restaurants Sp.
z 0.0. ("AmRest Polska”) holds 100% shares in AniRasfee. 100% of AmRest Polska
shares belong to AmRest. The new company was &statll in connection with the

cooperation with Starbucks Coffee Internationat. I(fStarbucks”) in the development
and operation of Starbucks stores. The establishoieAmRest Coffee was described in
detail in RB 9/2007 dated 28 March 2007.

Also in March 2007 SCM s.r.o. (“SCM Czech”) wasistgred in the Czech Republic, a
subsidiary of SCM sp. z 0.0. (“SCM Polska”), ancasated entity of the AmRest Group.
SCM Polska holds 40.5% shares in SCM Czech. Théynestablished Czech company,
similarly to SCM Polska, is engaged in supply seggion behalf of AmRest restaurants.

On 19 April 2007 American Restaurants Kft. (“AmRés$tingary”), a subsidiary of
AmRest Polska, purchased 100% of shares in Béc$BUKft. (“Bécsi”). Bécsi is the
owner of an office building located at 13 BécsieStrin Budapest. AmRest Hungary had
been the tenant of office space at the said latafibe purchase of the building referred
to above should enable AmRest to expand its officeBudapest. Details of the
transaction are provided in Note Bne transaction was also described in detail in RB
12/2007 dated 19 April 2007.

On 27 April 2007, the Article of Associations of &nican Restaurants EOOD (“AmRest
Bulgaria”) was signed by AmRest Polska. The com{zmmggistered office is in Sofia,
Bulgaria. AmRest Polska took up 100% of sharefiénntew company. AmRest Bulgaria
was established to open and operate restauranBulgaria. The establishment of
AmRest Bulgaria was described in detail in RB 1@0/2@ated 11 May 2007.

Also in May 2007 AmRest Acquisition Subsidiary, In¢’AA Subsidiary”) was
established, with its registered office in Delawddmited States of America. AmRest
holds a 100% interest in the newly established @mpAA Subsidiary was established
to merge with US Strategies, Inc ("USSI”), with regyistered office in New Jersey. USSI
was the key shareholder of OOO Pizza Nord, thechimee and operator of 41 Pizza Hut
and Rostic-KFC restaurants in Russia. The estabbshh of AA Subsidiary was
described in detail in RB 19/2007 dated 21 May 2007

Group offices are located in Wroctaw, Poland. Guityerestaurants operated by the Group
are located in Poland, the Czech Republic, HungadyRussia.

14
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5. FINANCIAL POSITION OF THE COMPANY

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

Table: Basic financial data of AmRest (first hallf2004-2007)

In PLN’000 unless stated otherwise H1 2007 H1 2006 H1 2005 H1 2004

Sales 364 660 280 009 227 863 226 808
Operating profit before amortization and depreorati

(PLN'000 EBITDA) 54 777 39 359 26 198 23 344
EBITDA margin 15.0% 14.1% 11.5% 10.3%
Operating profit (loss) (PLN’000) 32230 18 412 10533 7 808
Operating margin (EBIT margin) 8.8% 6.6% 4.6% 3.4%
Profit (loss) before tax (PLN’000) 30723 22082 6 457 1062
Gross margin 8.4% 7.9% 2.8% 0.5%
Net profit (loss) (PLN’000) 25 359 18 951 9891 (284)
Net profitability 7.0% 6.8% 4.3% (0.1%)
Equity 184 091 139 473 107 910 9533
Return on equity (ROE) 15% 14% 16% (3%)
Balance sheet total 339 862 299 649 244642 218 797
Return on assets (ROA) 8% 6% 4% (0%)

Definitions:

- Operating margin after amortization and depremat— operating profit before amortization and degiation

(EBITDA) to sales;
- Operating margin — operating profit to sales;
- Gross margin — profit before tax to sales;
- Net profitability — net profit to sales;
- Return on equity (ROE) — net profit to averageigqg
- Return on assets (ROA) — net profit to averagetas

15
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Table: Liquidity analysis (first half i2004-2007)

In PLN’000 unless stated otherwise H1 2007 H1 2006 1H2005 H1 2004
Current assets 65 230 46 295 42 255 36 716
Inventories 8671 7416 5635 5443
Short-term liabilities 85 227 74 296 64 954 183 554
Quick ratio 0.66 0.52 0.56 0.17
Current ratio 0.77 0.62 0.65 0.20
Cash and cash equivalents 39068 20613 18 628 11433
Cash ratio 0.46 0.28 0.29 0.06
Inventories turnover ratio (in days) 4.21 4.36 4.59 477
Trade receivables 10412 9481 13 069 11 345
Receivables ratio (in days) 5.47 7.48 8.46 9.65
Operating ratio (cycle) (in days) 9.68 11.84 13.05 14.42
Trade payables 75679 64 871 50 958 57 985
Payables turnover ratio (in days) 37.82 39.03 40.74 46.11
Cash conversion ratio (in days) (28.14) (27.19) (27.68) (31.68)

Definitions:

- Quick ratio — current assets net of inventoriestirrent liabilities;

- Current ratio — current assets to current liahdis;

- Cash ratio — cash and cash equivalents to curtiabtlities at the end of the period;

- Inventories turnover ratio (in days) — averageentories to sales multiplied by the number of dayke period;

- Receivables turnover ratio (in days) — averagelé receivables to sales multiplied by the numibelags in the

period;

- Operating ratio (cycle) (in days) — total of imteries turnover and receivables turnover;

- Payables turnover ratio (in days) — ratio of asge trade payables to sales multiplied by the nurobelays in

the period;

- Cash conversion ratio — difference between theatjpey ratio (cycle) and the payables turnover ratio
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Table: Debt analysis (first half of 2004-2007)

In PLN’000 unless stated otherwise H1 2007 H1 2006 1H2005 H1 2004
Current assets 65 230 46 295 42 255 36 716
Non-current assets 274 632 253 354 202 387 182 081
Trade receivables 10 412 9481 13 069 11 345
Liabilities 155 771 160 176 136 732 209 031
Long-term liabilities 70544 85 880 71778 25 477
Share of inventories in current assets (%) 13.29%  16.02% 13.34% 14.82%
Share of trade receivables in current assets (%) .96% 20.48% 30.93% 30.90%
Share of cash and cash equivalents in current ags6e} 59.89% 44.53% 44.08% 31.14%
Equity to fixed assets ratio ratio 0.67x 0.55x 0.53x 0.05x
Debt ratio 0.46x 0.53x 0.56x 0.96x
Long-term debt ratio 0.38x 0.62x 0.67x 2.67x
Debt to equity ratio 0.8x 1.1x 1.3x 21.9x

Definitions:

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

- Equity to fixed assets ratio — equity to fixesets;
- Debt ratio — total liabilities and provisions total assets;
- Long-term debt ratio — long-term liabilities total assets;

- Debt to equity — liabilities and provisions astla¢ end of a given period to the value of equity.
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In the first half of 2007, sales of the AmRest Gr@amounted to PLN 364 660 thousand
and increased by 30.2% compared with the samedefi@006. The increase in sales
was achieved mainly as a result of systematic asge in sales by the existing
restaurants and sales made by the restaurant ahattungary. Sales of Hungarian

restaurants are included in Group results commgnftom the third quarter of 2006.

Sales in Hungary, in the first and second quarfe2@7 amounted to a total of

PLN 22 724 thousand.

Sales revenues in the first 6 months of

2004-2007
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AmRest is systematically improving its operatingrgias. In the first half of 2007 the
dynamics of restaurant costs were lower than thes sdynamics; therefore, the gross
profit on sales margin increased to 14.5% (companéd 12.1% in 2006). The value of
gross profit on sales in the first half of 2007reesed by 55.2% compared with the same
period of 2006 and amounted to PLN 52 744 thousand.

In 2007, chiefly the lower occupancy costs and rotherating expenses in relation to
sales, as well as costs of food, had a favourabpact on the results in the first half of

2007. On the other hand, higher costs of payrall amployee benefits, in relation to

sales, had a negative impact on margins. The @dropdupancy costs and other operating
expenses in respect of sales is caused mainly éydbnomies of scale resulting from

high sales in the first half of 2007. The increasegayroll and employee benefits is

related to the general trends noted on the labarkets of Poland, the Czech Republic
and Hungary. This relates mainly to payroll paictoployees.

In the first half of 2007, the Company’s marketexpenses dropped to 4.3% in respect
of sales (compared to 5.1% in the same period 66@nd amounted to PLN 15 662
thousand. The difference mainly results from thesvem dispersion of marketing
expenses over time.
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In the first half of 2007 operating profit increds® PLN 32 230 thousand (by 75.0%
compared with the same period of 2006), and EBITBxAounted to PLN 54 777

thousand (an increase of 39.2% compared with thne geriod of 2006). Due to the very
good gross result on sales in the first half of 20he operating profit margin in the
period increased to 8.8% compared with 6.6% in 200@&refore, the EBITDA margin

in the first half of 2007 increased to 15.0% conepawith 14.1% in the same period of
2006.

The net profit in the first half of 2007 amountedRLN 25 359 thousand (an increase of
33.8% compared with 2006), and the net profit nmmaigcreased from 6.8% to 7.0%.
Differences in the results of financial activitiesthe first half of 2007 and in the same
period of 2006 are mainly related to one-off waieéthe debt relating to the IRI loan
and foreign exchange gains on AmRest Group intepemy loans noted in the second
guarter of 2006.

Net profit in the first 6 months of
2004-2007
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As at the end of the first half of 2007, mainly gonnection with an increase in the
current assets, the quick and current liquiditjosatilso increased compared with 2006,
to 0.66 and 0.77 respectively. The significant éase in cash and cash equivalents had
an impact on the cash liquidity ratio which incre@dgo 0.46 (compared with 0.28 in
2006).

Despite the growing number of newly-opened restagraptimization of management
of the supply chain allowed the Group to maintawventories at a level similar to that as
at the end of 2006. This enabled further improvemaninventory turnover which
dropped from 4.4 days in the first half of 20064t@ days in the first half of 2007. The
improve of receivables turnover (to 5.5 days) amolstantial drop of liabilities turnover
(to 37.8 days) allows the Group to finance mosto€urrent operations with trade credit.

The results described above show an improvemeAmRest Group’s liquidity. With

respect to the specific nature of the restaurasiniess, it can be stated that the liquidity
ratios are on a level ensuring uninterrupted opmraGenerating surplus cash inflows on
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a current basis allows fluid servicing of the drigtdebt and financing of the planned
investment expenditure.

AmRest Group’s equity is systematically increasings value increased from
PLN 157 864 thousand as at the end of 2006 to P&ANOB1 thousand as at the end of
the first half of 2007. The debt to equity ratimplped from 1.1 as at the end of the first
half of 2006 to 0.8 as at the end of the first lo&lR007. Debt ratio dropped from 0.53 to
0.46 in the respective periods.

The balance sheet total as at the end of thehattof 2007 amounted to PLN 339 862
thousand and increased by 5.9% compared with tti@£R006. This was mainly due to
an increase in the value of fixed assets relatede@onstruction of new restaurants. The
Company’s total liabilities dropped by 4.5% comphmeith the end of 2006 and
amounted to PLN 155 771 thousand.

5.2. The Group’s borrowings.

On 2 July 2007 a Share Loan Agreement was signe@70,606 Shares in AmRest by
and between IRI (“the Lender”) and AmRest (“the ®arer”). The Lender at that time

owned 4,756,850 shares of the Borrower, which caagr35.24% of the total number
of shares (RB 36/2007 dated 3 July 2007). The mepmd the Share Loan Agreement
was to finalize the transaction following from thierger Agreement.

On 2 July 2007 Annexe No. 3 to the Facility Agreaimeoncluded on 4 April 2005 was
signed between AmRest Holdings N.V., American Rest@s Sp. z 0.0., American
Restaurants s.r.o. and ABN AMRO Bank N.V. (RB 3@2@ated 3 July 2007). The
Annexe related to an increase to PLN 210 milliotheftotal amount of the credit facility
in connection with financing the purchase of USBie signing of Annexe No. 3 to the
Facility Agreement was preceded by a process efreling the market in respect of the
terms and conditions for financing business emtit®n invitation to submit proposals
was sent out to 6 renowned banks. The invitatiohwaiil great interest on the part of all
the banks invited to the RFP process which expdesiseir willingness to finance the
Group and to service it on a current basis. Atidéginning of June, the Banks presented
their proposals which were considered very competitcompared with the terms the
Group has had to date. This process was the gtgobmt for negotiating new, more
favourable facility terms offered by ABN AMRO Banklhe negotiations were
successful for AmRest. Apart from increasing thaitliof the funds awarded, better
financing terms were obtained which will contrib@itesignificant economies in finance
costs in 2007 and in the following years.

On 3 July 2007 a Bond Issue Agreement was signtdelea AmRest (“the Issuer”) and

AmRest Polska (“the Bondholder”). The purpose @& tbsue of bonds is to settle the
liabilities following from the Merger Agreement. GhJuly 2007, the Issuer issued 100
zero-coupon bonds with a nominal value of PLN 839,&ach, for a period of 5 years
(“the Bonds”). The issue price of one Bond was F830,000. The total issue price of all
Bonds amounted to PLN 65,000,000 (RB 38/2007 datdaly 2007).
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On 3 August 2007 AmRest Polska, a subsidiary of A&stRsigned a loan agreement
with OOO Pizza Nord for an amount of PLN 2.2 millioThe loan was granted for a
period of one year. AmRest Polska owns 9% of shar€00 Pizza Nord. At the same
time, on 17 September 2007, a loan agreement vgaediby and between AmRest
Polska and OOO Pizza Nord for an amount of PLN h&illon. The loan is a revolving
loan and was granted until the end of 2008.

Detailed information on loans and advances as atuB@ 2007 is set out in Note 19 to

the financial statements.

The listing of borrowings to related entities isfaéows:

a. AmRest Holdings N.V.

In PLN’000
B Cu][rtehncy Value of value of
orrower 0 e i :
loan a ngrr(;?rg'?gfo an borrowings as at
N 30/06/2007**
agreements
American Restaurants s.r.o. CzZK 21934 22 929
*translated at the NBP rate as at 30/06/2007
** including interest accrued until 30/06/2007
b. American Restaurants sp. z 0.0.
In PLN’000
Currency
Value of
Borrower of the borrowings Value of
loan according to loan bg&%\g}ggg%i at
agreements *
American Restaurants Kft PLN 15 000 8 787
American Ukraina t.o.w. UsD 560 266
Doris Sp. z 0.0. PLN 500 93
IFFP PLN 985 1134
*translated at the NBP rate as at 30/06/2007
** including interest accrued until 30/06/2007
c. Pizza Hut s.r.o.
In PLN’000
Currency
Value of
Borrower of the borrowings Value of
loan according to loan borrowings as at
N 30/06/2007**
agreements
American Restaurants Sp. z 0.0. USD 2211 557

*translated at the NBP rate as at 30/06/2007
** including interest accrued until 30/06/2007
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As at 30 June 2007, the AmRest Group had the fatigwvailable credit lines:
a) ABN Amro Bank - PLN 20 000 thousand (renewdbé:n PLN/CZK)

b) ABN Amro Bank - PLN 3 766 thousand (overdfattility CZK)
c) ABN Amro Bank - PLN 10 000 thousand (overdfattility PLN)

5.3. Description of key domestic and foreign investents.

The table below presents purchases of non-curssgtsa in the first half of 2007 and
comparable data for the first half of 2006.

Table: Purchases of non-current assets in AmRdslirids N.V.

Value in PLN'000 |30/06/200[80/06/2006
Intangible assets, including:
Licences to use the Pizza Hut and KFC 1 063 381
trademarks
Trade mark - -
Favourable lease agreements - -
Goodwill - -
Other intangible assets 2910 817
Property, plant and equipment, including:
Land - -
Buildings 385D 4 894
Machinery and equipment for catering 7465 6 27(
Vehicles - 113
Other (in cons@erauon of fixed assets 33864 14191
under construction)
Total 49 15 26 66

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 the first half of 2007, the pureha100% of shares in Bésci ut.13 Kit.
also had an impact on investment expenditure. Th@gany’s investment expenditure
depends mainly on the number and type of restasicgened.
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Table: Number of restaurants of AmRest Holdings .N2004-2006)

As at 28.09.2007| 31.12.2006 31.12.2005 31.12.2004
Number of restaurants
Pizza Hut in Poland 50 52 52 55
Pizza Hut in the Czech Republic 0 0 0 1
Pizza Hut in Hungary 9 12
Pizza Hut in Russia 18 0
KFC in Poland 82 79 76 71
KFC in the Czech Republic 43 43 41 30
KFC in Hungary 11 5 0 0
KFC in Russia 22 0 0 0
Burger King in Poland 1 0 0 0
freshpoint in Poland 4 0 0
Rodeo Drive in Poland 1 0 0
Rodeo Drive in the Czech Republi¢ 1 1 0 0
Total 248 197 169 157
Total opened restaurants 60 33 25 13
Total closed restaurants 9 5 13 4
Net increase in the number of
restaurants in the reporting 51 28 12 9
period

In the first half of 2007, AmRest expanded its @pens by one new brand — Burger
King. Additionally, in the period under discussidhe Company finalized its agreement

on opening and running Starbucks stores, startedatipg in Bulgaria and purchased 41
KFC-Rostic and Pizza Hut restaurants in Russia.

From the beginning of 2007, 60 restaurants wereeddd the portfolio of AmRest,

mainly as a result of acquiring restaurants in Rus&mong the 34 KFC restaurants
added to the AmRest portfolio since the beginnihB0®7, 22 were acquired after taking
over OOO Pizza Nord in Russia. The number of PHaa restaurants increased by a
total of 19 restaurants of which 18 were acquired aesult of taking over the Russian

business. Additionally, 4 freshpoint restaurantsengpened, 2 Rodeo Drive restaurants
and 1 Burger King restaurant.

In the period discussed above, a total of 9 reatdarwere 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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5.4. Major events with a significant impact on theCompany’s operations and results

1) On 8 March 2007, a Development Agreement wasesigvith Burger King Europe
GmbH relating to development and operating BurgargKrestaurants as franchisee
within the territory of Poland. Details of the agneent are set out in RB 5/2007 dated 8
March 2007. On 9 March 2007, AmRest provided infation about the framework
terms of the Franchise Agreements concluded eawhwiith Burger King Europe GmbH
upon opening the consecutive Burger King restaarddetails of the agreement are set
out in RB 6/2007 dated 8 March 2007. The first Burging restaurant was opened on 3
May 2007 in Warsaw.

2) On 16 March 2007, AmRest provided informatioowhbhaving obtained the approval
of Yum!, the franchiser of KFC and Pizza Hut, irspect of opening and running
restaurants of those brands in Bulgaria. Due tofalee that Yum! brands are already
present on the Bulgarian market, currently 11 KIR@ Rizza Hut restaurants in total are
operating there, AmRest does not have exclusivietsitp those brands. At the initial
stage of the Bulgarian investments the Company eaficentrate on developing KFC
restaurants. It is planned that the first restaus@mthis brand in Bulgaria will be opened
by the end of 2007.

3) On 27 March 2007, AmRest Coffee Sp. z 0.0. vaisbdished. Details relating to the
establishment of the company are described in Pint

4) On 19 April 2007, AmRest Hungary purchased shareBécsi Ut 13. Kft. Details of
the transaction are described in Point 4.

5) On 27 April 2007 American Restaurants EOOD (,AesRBulgaria”) was established.
Details of the transaction are described in Paint 4

6) On 21 May 2007, AmRest provided information abestablishing AA Subsidiary.
Details of the transaction are described in PoirAtdthe same time, an Agreement and
Merger Plan (“Merger Agreement”) were signed betwdenRest, AA Subsidiary, USSI
and Michael Tseytin relating to the acquisition@QD®O Pizza Nord (RB 20/2007 dated
21 May 2007). The final conclusion of the Mergerrédgment depended, among other
things, on AmRest successfully finalizing its dukgdnce process in respect of USSI
and its subsidiaries, and obtaining approval frdra shareholders of AmRest. The
Merger Agreement was finalized with certain amenadisi®n 2 July 2007 (RB 35/2007
dated 3 July 2007). As a result of finalizing thergler Agreement, USSI merged with
AA Subsidiary (AA Subsidiary is the company whichllwontinue in operation). Before
the merger, USSI held a 91% interest in OOO PizaedNThe remaining 9%, held by
minority shareholders, was acquired by Americant®gants Sp. z 0.0.,, a 100%
subsidiary of AmRest.

7) On 22 May 2007, the Annual General Shareholddieeting of AmRest took place.
Two companies with shareholdings exceeding 5% wezeent at the Meeting: IRI with
4 756 850 voting rights, i.e. 81.85% votes at tren&al Shareholders' Meeting, and
35.24% of the total number of voting rights, andGINNationale-Nederlanden Polska
OFE with 750 000 voting rights, i.e. 12.90% voteshe General Shareholders’ Meeting
and 5.56% of the total number of voting rights. Theneral Shareholders’ Meeting did
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not forego any of the items on the agenda and dasselutions relating to the approval
of the financial statements for the financial y2@06, appropriation of the 2006 profit to
offset prior years’ losses, approving the operatiohthe Members of the Supervisory
Board and Management Board of AmRest. The conterddl the resolutions passed are
included in an Appendix to RB 21/2007 dated 22 N@97.

8) On 25 May 2007, Joint Venture Agreements wegaexl by and between AmRest
Polska and Starbucks Coffee International, Inctaff8ucks”) relating to cooperation in

the development and running of Starbucks storeBaland, the Czech Republic and
Hungary (“the Territory”). The parties decided tablish three separate Joint Venture
Companies in each of the countries of the TerritdnpRest Poland will take up 82%,

and Starbucks 18% of the share capital of the Jamtture Companies (RB 23/2007

dated 25 May 2007).

9) On 29 May 2007, AmRest provided information abthe key assumptions of the
Company’s current strategy (RB 25/2007 dated 29 MA9Q7). AmRest intends to
become the largest catering company in Central Bastern Europe, running brand
restaurant chains in the Quick Service and Casuah@ sectors with minimum sales
revenues of USD 50 million and profitability exceegi20% (ROIC). AmRest estimates
that in respect of brands currently operated byGbmpany, the current potential of the
markets on which it operates is several times latigen the restaurant portfolio held.
Therefore, the Company intends to significantlyedeate its growth. By the end of
2009, AmRest plans to increase its sales thredéaohpared with 2006). AmRest plans
to finance its growth by generating positive casbw$§ and external debt (the
Debt/Equity ratio should not exceed 1.5). AmRedl realize its strategy by continuing
the development of the existing brands in the eur@ountries, increasing sales in
existing restaurants, introducing new brands amithéu acquisitions in the region. A full
presentation of AmRest's strategy is availablenenGompany’s website.

10) In connection with the intensive developmenfpfRest and introducing of two new
brands to the Company’s portfolio: Burger King a8tarbucks, as of 1 June 2007,
significant changes took place in human resourbés.Drew O’Malley, the former
Brand President of KFC, took up the position of faPresident of Starbucks. The
position of Brand President of KFC was taken upvbyOlgierd Danielewicz, formerly
responsible for introducing the Burger King brandPbland, whereas Mr Daniel Kasper,
formerly the General Director of Spar Polska Sm.@ will manage the Burger King
brand.

11) On 28 June 2007, an Extraordinary General Sb&ters’ Meeting 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 nundfewoting rights and ING
Nationale-Nederlanden Polska OFE with 750 000 gpotights, i.e. 12.12% of votes at
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 mergiwgh USSI, the issue of shares
relating to a part of the payment following fronetherger Agreement and a change to
the Company’s Articles of Association. The conteotsall the resolutions passed are
included in the Appendix to RB 30/2007 dated 282J2007.
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12) On 30 June 2007, AmRest published a stateméht reference to the Corporate
Governance Rules included in “Best Practices 200baccordance with the statement,
AmRest does not comply with 5 of the 48 good pcacpolicies. The full text of the

statement is included in the Appendix to RB 32/2@6aid 30 June 2007.

13) On 2 July 2007, an AmRest Share Loan Agreemvestsigned by and between IRI
(“the Lender”) and AmRest (“the Borrower”). Detad$ this agreement are discussed in
Point 5.2.

14) On 2 July 2007, Annexe No. 3 to the Facilityrégment dated 4 April 2005 was
signed. Details of this agreement are discussé&wbint 5.2.

15) On 3 July 2007 a Bond Issue Agreement was ditpyeand between AmRest (“the
Issuer”) and AmRest Polska (“the Bondholder”). Olstaf this agreement are discussed
in Point 5.2.

16) On 3 August 2007 AmRest Polska signed a Igmaeanent with OOO Pizza Nord.
Details of this agreement are discussed in Poiht 5.

17) On 7 August 2007, AmRest provided informatabout an increase in the share
capital of AmRest Hungary. After registration ofetlincrease, the share capital of
AmRest Hungary is HUF 584,000,000. After the chamgmRest Polska remains the
100% shareholder of AmRest Hungary (RB 49/2007ddataugust 2007).

18) On 8 August 2007, AmRest provided informatidoow@ an increase in the share
capital of its subsidiary American Restaurants EOQBmMRest Bulgaria”). After
registration of the increase, the share capitahoiRest Bulgaria amounts to BGN
1,225,000. After the change, AmRest Polska remiiasl00% shareholder of AmRest
Bulgaria (RB 50/2007 dated 8 August 2007).

19) On 10 September 2007, a Joint Venture Agreemeast signed by and between
AmRest Polska and PROFOOD INVEST GMBH (“ProFoodlating to establishing a

Joint Venture Company which will be responsible épening and operating Quick

Service Restaurants and Casual Dining restaunar@srbia. The Joint Venture Company
is planning to open the first KFC restaurant ingdatle by the end of 2007. The initial
share capital of the Joint Venture Company will antoto EUR 1,500,000, of which

60% will be taken up by AmRest Polska and the ramgi 40% by ProFood. The

Management Board of the Joint Venture Company edthprise one representative of
AmRest and one representative of ProFood. The agmeestipulates that the Annual
Operating Plan and the Business Plan will be amatdy the General Shareholders’
Meeting. After the fifth year of the date of the rAgment, AmRest Polska will have a
right to repurchase ProFood’s share in the Joimttie. The premise for finalizing the

Agreement is obtaining the approval of Yum! in medpof the delivery of chickens to the
KFC restaurants which are to be opened by the J@nture Company. Approval must
be obtained by 31 October 2007 at the latest; niser AmRest Polska will be entitled

to immediately withdraw from the agreement.
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20) On 19 September 2007 AmRest informed that ArhRek&nd and Starbucks Coffee
International, Inc. (“Starbucks”) signed the Aréisl of Association of AmRest Coffee,
s.r.o., seated in Prague, Czech Republic. The mempany has been established in con-
nection with the Joint Venture Agreement signedvaty 25, 2007 (RB 23/2007 dated 25
May 2007), to develop and operate Starbucks star€zech Republic. The total equity
of AmRest Coffee, s.r.o. amounts to CZK 134 milliothe nominal value of share
amounts to CZK 1,000. AmRest Poland contributed 82%mRest Coffee, s.r.o. equity
and Starbucks contributed 18% of the new compaunityeq

21) On 19 September 2007 AmRest informed that ArhReffee, s.r.o. and Starbucks
Coffee EMEA BV and Starbucks Manufacturing EMEA B(¢ollectively, “Starbucks”)
signed Area Development and Operation AgreemerdreshServices Agreement, Ser-
vices Agreement and Supply Agreement regardingitfits and license to develop, own
and operate Starbucks stores in Czech Republite¢tiokly, the “Agreements”).The
Agreements have a term ending on May 31, 2022, antloption to extend the term of
the Agreements for an additional 5 years upon tfélfent of certain conditions. Am-
Rest Coffee, s.r.o. will be the only entity witrethight to develop and operate Starbucks
stores in the Czech Republic during the term ofAgeements with non-exclusive rights
to certain institutional locations. The key feesl aosts to be borne by the AmRest Cof-
fee, s.r.o. will be: (i) the services fee for iaitbperation support equal to an amount of
USD 275 thousand for the Czech Republic, (ii)ithgal franchise fee of USD 25 thou-
sand for each Starbucks store, (iii) the contindiognsing and service fee equal to 6%
of sales revenues of each Starbucks store, (o¢a marketing spend obligation is to be
mutually agreed annually. AmRest Coffee, s.r.oeagrto open and operate Starbucks
stores in strict accordance with the developmehédale which includes the minimum
numbers of openings in each year within the Agregsigeriod. If AmRest Coffee,
s.r.o. fails to meet the development obligatiortart&icks will have the right to charge a
development default fee or to terminate the Agredmelhe Agreements include the
provision concerning the purchase of coffee anarobasic supplies either from Star-
bucks or other approved or designated suppliers.

22) On 19 September 2007 AmRest that AmRest C@&igez 0.0., Starbucks Coffee
EMEA BV and Starbucks Manufacturing EMEA B.V. (adtively, “Starbucks”) signed
Area Development and Operation Agreement, Sharedices Agreement, Services
Agreement and Supply Agreement regarding the rightslicense to develop, own and
operate Starbucks stores in Poland (collectivély,“Agreements”). AmRest Coffee Sp.
Z 0.0. is the joint venture company of American tResants Sp. z 0.0. (“AmRest Po-
land”), the AmRest subsidiary, and Starbucks Coffdgernational, Inc. (82% AmRest
Poland and 18% Starbucks Coffee International). Agpeements have a term ending on
May 31, 2022, with an option to extend the ternthaf Agreements for an additional 5
years upon the fulfillment of certain conditionsmRest Coffee Sp. z 0.0. will be the
only entity with the right to develop and operatarBucks stores in Poland during the
term of the Agreements with non-exclusive rightséotain institutional locations. The
key fees and costs to be borne by the AmRest C&ffeez 0.0. will be: (i) the develop-
ment fee equal to an amount of USD 100 thousandfadervices fee for initial opera-
tion support equal to an amount of USD 300 thousémdPoland, (ii) the initial fran-
chise fee of USD 25 thousand for each Starbucke,sfit) the continuing licensing and
service fee equal to 6% of sales revenues of ewrhugks store, (iv) a local marketing
spend obligation is to be mutually agreed annu@lipRest Coffee Sp. z 0.0. agrees to
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open and operate Starbucks stores in strict accoedwith the development schedule
which includes the minimum numbers of openingsaoheyear within the term of the

Agreements. If AmRest Coffee Sp. z o.0. fails teetrtbe development obligations, Star-
bucks will have the right to charge a developmeziaudit fee or to terminate the Agree-
ments. The Agreements include the provision cormegrthe purchase of coffee and
other basic supplies either from Starbucks or odipproved or designated suppliers.

23) On 19 September 2007 AmRest informed thatceived the confirmation regarding
the registration of the change in the Company’'sesisapital by Amsterdam’s Chamber
of Commerce, dated 27 August 2007. Pursuant todabeived confirmation the author-
ized capital of AmRest has been increased from BS&000 to EUR 160,000 (from
15,000,000 shares to 16,000,000 shares) and tnedisspital of the Company has been
increased from EUR 135,000.00 to EUR 141,706.06n(fr13,500,000 shares to
14,170,606 shares). The nominal value of one AmBleste amounts to EUR 0.01. Fol-
lowing the registration of this change the totaimoer of votes, resulting from all Am-
Rest issued shares, amounts to 14,170,606 (100&beofotal number of votes). The
above mentioned changes in AmRest’'s capital résoth the Company’s acquisition
transaction of 100% of OOO Pizza Nord shares, geaior of Pizza Hut and KFC res-
taurants in Russia (described in RB 35/2007 datédl\32007). The increase of author-
ized capital was approved by AmRest General Meatin§hareholders dated 28 June
2007 through the Resolution No 3 (RB 30/2007 d&@dune 2007). The issuance of
670,606 shares (the increase of the issued capita#.170.606 shares) has been ap-
proved by AmRest General Meeting of Shareholdetedd28 June 2007 through the
Resolution No 2 (RB 30/2007 dated 28 June 2007¢. i$buance results from the Share
Loan Agreement signed on 2 July 2007 (RB 36/20Gédi& July 2007) between Am-
Rest and International Restaurant Investments, (,lK1”), the former main shareholder
of the Company. Due to the Share Loan AgreemenCtrapany was able to finalize the
acquisition of OOO Pizza Nord. The newly-issuedrebavill be returned to IRI follow-
ing their admission to trading on the Warsaw Stex&hange.

5.5. Other factors and non-recurring events with aignificant impact on the results of the
Group.

a) 4 cases are being litigated by the Circuit CoutMarsaw, 18 Business Department,
against IFFP, where the claimant is DOMONT Stefastik Anna Pastryk spotka
jawna (civil law company). The subject matter of thispute is the payment of the bills
of exchange issued by IFFP on behalf of DOMONT &td?astryk Anna Pastryk spotka
jawna, in the total amount of PLN 4 030 000. Therok of DOMONT are related to the
settlement of construction works provided by DOMOMTIFFP in the period preceding
November 2000, i.e. before the acquisition of shanelFFP by American Restaurants
Sp. z 0.0. In accordance with the Management'siopjrthe claims are groundless and
there is no evidence to this effect in the balantesettlements between IFFP and
DOMONT, and the documents disclosed show that theynot entitle to claim the
amount which is under litigation. On 16 August 20l first hearings were held;
however, they did not result in any substantialabasion. The court obliged DOMONT
to complete the evidentiary material and to give fhecise calculations on which its
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claims are based. It should be emphasized that is-RBt engaged in operating activities
and is not considered to be an entity materiahéolssuer’s and its Group’s operations.

5.6. Planned investment activities and assessmeitleeir feasibility

AmRest’s purpose is to further develop the basicugrbrands, KFC and Pizza Hut, by
the end of 2007, by opening new restaurants an@asog sales in the existing ones;
developing new brands — freshpoint, Rodeo DrivergBu King and Starbucks — and
engaging in regional expansion by entering new etaria Central and Eastern Europe.

Moreover, the Company stipulates the continuatibnth@ programme for constant
modernization of the existing restaurants at alleeehigher than 2.5% of the planned
sales in 2007. A significant part of the renovatimmdget will be consumed by the
modernization activities in Hungary.

The existing AmRest restaurant network will be deped mainly by opening more than
ten new Pizza Hut and KFC restaurants in Polandtlh@dCzech Republic and several
new restaurants in Hungary in 2007. The cost ofnmgea new Pizza Hut or KFC

restaurant varies between PLN 1.6 and 2.8 milligpethding on the location and type of
restaurant.

Further development of Rodeo Drive and freshpoedtaurants will depend on the
successful completion of tests of these brands.Cdmapany stipulates running a total of
9 freshpoint and 4 Rodeo Drive restaurants dutiegésting period. The average cost of
opening one new RD restaurant varies between PONad 5.0 million depending on
the size of the restaurant. The average cost afingeone freshpoint restaurant is ca.
PLN 0.5 million.

Under the development agreement signed with Bukjeg GmbH, AmRest is also
planning to develop a chain of these restauran®oland. In May the opening of the first
Burger King restaurant in Warsaw was a great sgcCBse Company stipulates that
several restaurants will be opened in 2007. Theageecost of opening one new Burger
King restaurant is similar to the cost in respddfieC.

Due to the joint venture agreements concluded ®itrbucks Coffee International, Inc.,
AmRest also began intense action to launch théb&tks brand in Poland, the Czech
Republic and Hungary. The Company expects to operfitst Starbucks stores in the
first half of 2008.

Under its regional expansion plan AmRest is alsanping to develop a chain of
restaurants in Bulgaria and Serbia. The Companplaaning to open its first KFC
restaurants on those markets by the end of 2007.

It should be added that the plan for new openingé lve adapted to the market
conditions and to the ability to acquire new atikaclocations in particular countries on
a current basis.
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The AmRest Group intends to appropriate a sigmtfigeortion of its capital expenditure
in 2007 to creating new IT systems and integratimg systems which are already in
operation. The key projects will relate to the iempkentation of a new POS (Point of
Sale) system, an ERP (Enterprise Resource Plansysiem and a central reporting
system Bl (Business Intelligence). The purpose mplémenting the new computer
information systems is the standardization of systan all countries and achieving
higher automation of business processes. Thes@ebavill increase the work efficiency
and effectiveness in the whole Group and will emleadnusiness control and monitoring.
Integration and improvement of the computer infarorasystems will form the basis for

the further expansion and growth of AmRest.

The Management Board stipulates that the long-trelopment will be financed both
with own funds and additional third-party financinbhe capital investment plans for
2007 will be realized mainly from the Group’s owméds.
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6. AMRESTHOLDINGS N.V. IN 2007

6.1. External and internal factors important to theCompany’s development in 2007

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 law and regulations which have a dirpact 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 negéssievelop the existing and open new
chains of restaurants;

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

6.2. Basic risks and threats to which the Companyiexposed

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 fardli ensure available and appropriate
locations for the restaurants, ability to obtaia grermits required by relevant authorities
on time, possibility of delays in opening new ressants.

b) Dependence on the franchiser

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

The term of all the franchise agreements is 10sygamRest is entitled to an option to
extend the agreements by another 10 years on eamditat the terms and conditions
specified in the franchise agreements and otheditons are met; this includes making
an appropriate payment for the extension of theeaxgents. Irrespective of meeting these
terms, there is no guarantee that after the fivetperiods 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 termdgemu 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 Polska at a price aliytagreed 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.

In respect of Starbucks restaurants, joint ventampanies will be the only entities
authorized to run Starbucks cafés within Polancded@zZRepublic 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
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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 leasepkntive of meeting these terms there
is no guarantee that AmRest will be able to extidredperiod of the lease agreements on
the terms and conditions satisfactory from the cemuml perspective. Should there be
no such option, the potential loss of importanatamns for the restaurants may have an
unfavourable impact on the operating results of A&stRnd on its activities.

Moreover, in some instances AmRest may decide ¢secla given restaurant and
terminating the respective lease agreement oneffesttive 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 case of Russian restaurants, taken over in 2007, the average period of lease
agreement is relatively shorter compared with AmRestaurants operating in the re-
maining countries. It is a result of this specifiarket.

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 frtéme 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€mhmercial 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 process documents and with handhegispute.

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, KRgza Hut and Burger King
franchisees, as well as in consequence of disgasinfiavourable data obtained by the
government or a given market sector on the prodierged in AmRest restaurants and in
restaurants of other KFC, Pizza Hut and Burger Kmagchisees, health issues and the
method of operation of one or more restaurants taaied by AmRest or by its
competitors. The risk referred to above is mitidatey using the highest quality
components in AmRest restaurants — which come frenfied and renowned suppliers,
abiding by strict standards in respect of qualitg &ygiene control and applying state-
of-the-art equipment and processes to ensure gwudb safety of the dishes.
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h) Risk related to the restrictions placed by lendes

On 4 April 2005, AmRest Holdings N.V., American Regants Sp. z 0.0. and American
Restaurants s.r.o. (the Obligors) concluded a bgneement for PLN 110 million (the
amount was increased by Annexe No. 3 dated 2 D@y 2o PLN 210 million).

In accordance with the loan agreement, each ofOtbkggors committed themselves to
abiding by specific restrictions in respect of tpessibility of obtaining loans and
advances, incurring capital expenditure, granteusty and disposing of assets, as well
as committed themselves to maintaining specificieglof financial ratios. It is possible
that accepting these obligations will significantiynit the possibility of AmRest’s
engaging in business in the future, and potentialy meeting the requirements may
result in the need to repay the loan tranches eattych in turn may have a negative
impact on the financial condition and results oéi@gions of AmRest.

i) Risk related to developing new brands

In the first half of 2007, AmRest opened its fiBstrger King restaurant in Poland. The
Company also started intensive efforts to launah Starbucks brand in Poland, the
Czech Republic and Hungary. At the same time, wserin progress to develop two

proprietary brands of AmRest, freshpoint and RoDewe (the first restaurants of these
brands were opened in 2006). As these are quitecnegepts for the Company, there is
a risk related to demand for the products offereditheir acceptance by consumers.

j) Risk related to opening restaurants in new courntes

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

k) Currency risk

AmRest results are exposed to currency risk reladelansactions in currencies other
than the measurement currency of particular Grauppanies. A detailed description of
this risk may be found in Note 32.

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 lower VAT rate
In July 2007, the European Commission proposednexig the temporary period for
applying lower VAT rates by Member States (incluydihe lower, 7-percent VAT rate

on catering services in Poland) until 2010. In adance with the initial plan, by 2008
the tax would have to increase to 22 percent. Hewetie extension has to be approved
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by the Council of Europe, by its amending the rafé\Directives, and then passed by the
Polish Parliament in the form of an amendment &MAT Act. Eventual increase of the
VAT rate on catering services could lead to anease in the prices of such services
which in turn could lead to a temporary decreasgemand.

In the Czech Republic, as of the beginning of 2088 reduced VAT rate (5%), on “take
away” catering services will also be increased®@@. The change to the VAT rate in the
Czech Republic may have the same effect on the wmiérfaa catering services as the
increase in Poland.

6.3. The Company’s development trends and strategie

AmRest’s strategy stipulates achieving the stafufi@ dominating restaurant company
in Central and Eastern Europe which operates brasthurant chains in the Quick
Service and Casual Dining sector with minimum ahrsges revenues of USD 50
million and profitability exceeding 20% (ROIC). AmeBt will realize its strategy by
continuing the development of the existing bramidghie current countries, increasing
sales in existing restaurants, launching new brandsmaking further acquisitions in the
region.

AmRest plans to further improve its profitability the restaurant level and increase its
operating effectiveness. At the same time, the Gom@xpects that in introducing new
restaurant concepts it will incur significant costlated to their launch and the
construction of the organizational structure nemgsdor them to develop. AmRest
expects that the factors specified above may hawegative impact on the Group’s
profitability in the short term. Another materiallgr of the Group’s development will be
the integration of, and improvement to, the IT eyt by the end of 2008.

In the second half of 2007 the process of simpidythe holding structure will be
continued. Smaller companies will be included ia $itructures of American Restaurants
Sp. z 0.0. or American Restaurants s.r.o. — thge#drof the holding’s companies.
Restructuring is aimed at reducing management esgsen

The Company intends to consistently continue asteamed at increasing its value to the
customer. By further enhancing customer servicteriofy tasty dishes prepared with
fresh ingredients and launching new products, ArhfRegsnds to increase customers’
awareness of its excellent value for money.
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7. M ANAGEMENT REPRESENTATIONS

7.1. Truth and fairness of the presented financiadtatements.

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

7.2. Appointment of the registered audit company.

The registered audit company — PricewaterhouseCe&e z 0.0. — which has reviewed
the semi-annual consolidated financial statemehteeo AmRest Group, was appointed

in accordance with the provisions of the law. Bihtl registered 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.

Wroctaw, 27 September 2007

Henry McGovern Wojciech Mrocigki
AmRest Holdings N.V. AmRest Holdings N.V.
Member of the Management Board Member of the Manmeent Board
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