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Today's agenda and presenters

Overview

Drew O’Malley
Managing Director and CEO

• 24+ years’ QSR experience in 
Europe and Australia

• Joined Collins Foods as COO in 
2017, appointed CEO in 2020 and 
Managing Director in 2021

• Other career highlights:
‒ 20 years with AmRest (Division 

President Central & Eastern 
Europe, Chief Operating 
Officer, Chief Digital Officer)

‒ Consultant with McKinsey & 
Company

‒ MBA University of Michigan

KFC AUSTRALIA

Helen Moore
Chief Operating Officer

• 15+ years' Food & Retail 
experience

• Joined Collins Foods in 2021
• Other career highlights:

‒ CEO Oporto
‒ Developed the Foodary and 

Metro concepts at Ampol
‒ Senior leadership roles at 

Woolworths
‒ Consumer and retail 

investment banking with JP 
Morgan and Deutsche Bank

KFC EUROPE

Hans Miete
Collins Foods Europe CEO

• 20+ years' QSR and foodservice 
experience

• Joined Collins Foods in 2020
• Other career highlights:

‒ Managing Director Burger King 
Netherlands (Master 
Franchisee)

‒ Co-CEO New York Pizza 
(Netherlands)

‒ Division Managing Director at 
Albron (Netherlands, Belgium)

‒ MBA Keele University Business 
School

TACO BELL Australia

Krystal Zugno
General Manager Taco Bell

• 20+ years' QSR experience
• Joined Collins Foods in 2000,

and appointed to Executive 
Team in 2021

• Other career highlights:
‒ Various leadership positions in 

KFC Australia at Collins Foods
‒ Led Collins Foods' KFC Australia 

division through COVID-19 
pandemic as Interim General 
Manager in FY20
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A company built around Vision, Mission & Values
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operating WORLD-CLASS QSR BRANDS BUILT FOR 
GROWTH & SCALE

• Powerhouse core business unit, with 
254 restaurants

• Strong track record delivering growth 
in same store sales and margins

• Digital initiatives driving innovation in 
customer and employee experience

• Delivery providing further growth 
channel

• Attractive organic growth pipeline

• Emerging opportunity, with 51 
restaurants in the Netherlands and 
Germany

• KFC Netherlands Corporate Franchise 
Agreement with Yum! provides new 
strategic opportunities

• Accelerating growth in Netherlands via 
ramp up of organic pipeline and 
further franchisee consolidation

• Explore growth options in Germany as 
economics improve

• Newest growth channel, with 17 
restaurants and counting

• Mexican is the fastest growing QSR
segment in Australia

• Driving awareness and trial for the brand, 
reinforcing QSR credentials

• Massive market opening recently in Perth
• Strong organic pipeline re-accelerates 

growth from 2022

KFC Australia KFC Europe Taco Bell Australia
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KFC
AUSTRALIA
Helen Moore
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...WITH CLEAR market growth potential

6

178

159

15

61 48

6094

312 241

252

9

16

266

QLD 252 159 159

NSW 312 241 12

VIC 266 178 4

TAS 16 15 15

SA 61 48 9

WA 94 60 50

NT 9 6 5

979 696 254

Source: mcdonalds.com.au/find-us/restaurants, Yum!

CFL
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^ indicates a target to build restaurants.  All other figures indicate restaurants that have been built.

5

7

9

11

9 
to

 12

FY18 FY19 FY20 FY21 FY22^

• Development Agreement adds at least 55 new 
restaurants by 2028

• Free-standing drive thru remains our primary format, 
plus innovation to future proof our business

Strong new store pipeline, bolstered by 
format innovation

Small-box

Flagship

Dark-store

T-Line & Open 
Kitchen

Collins Foods KFC Australia new stores
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Investment in Digital and delivery underpins enhanced 
customer experience and growth...

‘KFC Delivers' 
taking share

Delivery penetration >80%

Kiosks soon at 50+ 
restaurants

6

66

14
8

20
8

21
3

FY18 FY19 FY20 FY21 FY22

Stores with delivery
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...and enables our people to focus on what matters

Electronic 
production planning

Live operations dashboards

9
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WHAT'S NEXT? 
A sneak peak (in the absence of lunch!)
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…coming soon
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KFC
EUROPE
Hans Miete
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Clear market growth potential

QSR Market
Restaurant numbers*

Existing CF footprintAcquired in 2021

13

GERMANYNetherlands
Netherlands Germany

254 1,446

70 744

80 174

* This chart depicts the approximate number of 
restaurants per country. This information has been 
obtained from various public sources.
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KFC Netherlands' corporate franchise agreement 
underpins attractive growth opportunities

Newly announced CFA will accelerate Collins Foods’ led growth in the Netherlands

KFC Utrecht 
Central Station - July ‘21

• 10-year agreement to develop, manage and support 
KFC Netherlands

• Lead total market development pipeline of up to 130 net new 
restaurants over the next 10 years

• Manage, support, and oversee franchisees (and introduce new 
ones, if needed)

• Control of brand and marketing strategy

• Fixed Service Fee provided by Yum to offset for increased costs of 
running the market

• Potential to earn financial incentives for achieving performance 
metrics

CFA KEY TERMS

14
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KFC Netherlands' corporate franchise agreement
Collins Foods' European team has the capability and experience to deliver on the terms 
of the CFA 

KFC Den Hoorn - April ‘21

• Collins Foods' European team now in place – strong local 
leadership and capability

• Hiring of new Chief Marketing Officer David Timm brings 
proven KFC brand expertise to the market

• Experienced Yum! Netherlands team joining Collins Foods 
supports seamless CFA transition

• Consolidated franchisee structure makes market easier to 
manage and develop

• Strong relationships with KFC Netherlands' franchisees

• Global support from Yum on Marketing and Supply chain

• Easing restrictions from Covid-19

15

Collins foods' SUCCESS FACTORS
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Strategic acquisition of 9 restaurants adds scale

The newest Acquisition, when complete, 
will increase Collins Foods’ scale and 
facilitate further growth opportunities in 
the Netherlands

• Acquisition of a highly reputable KFC 
operator

• Next largest KFC Netherlands franchisee 
after Collins Foods

• Increases scale to 44 KFC restaurants 

• Secures an additional trade zone

• In combination with our Corporate 
Franchise Agreement, facilitates further 
growth opportunities

16

55%45% KFC in
NETHERLANDS

Collins 
Foods

Other
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Enhanced brand/
marketing activities…
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RELENTLESSLY IMPROVING THE customer experience

first dual-lane drive thru

1st Small box Inline

Mobile order & 
pick up

Lobby Host & 
table service
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Focused on key drivers for future growth

4.
Play our part 

in organic 
growth in 
Germany

3.
Accelerate
growth in 

the Netherlands

19

1.
Turnaround 

financial 
performance

2.
Drive 

sustainable 
sales growth
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TACO BELL 
AUSTRALIA
Drew O’Malley + 
Krystal Zugno
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Mexican is the fastest growing segment of 
Australian qsr

* Source: Euromonitor / Bain & Co 21

Mexican QSR sales in Australia ($m)*

F
or

 p
er

so
na

l u
se

 o
nl

y



Taco bell is a ‘category of one' in mexican
The only 'pure play QSR' in the segment, with our menu delivering strong value, better 
than other mexican brands

Quick 
Service

Menu
“Mexican-inspired", Edgy

Pricing
Value

Primary Asset
Free standing Drive-thru

Menu
“Authentic" Mexican

Pricing
Moderate/aspirational

Primary Asset
In-line

Fast 
casual

22

pricing

BURRITO TACO

$7.95 $3.50

$11.90 $5.00

$11.90 $5.50

$10.95 $5.95
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Value-oriented menu pricing supports 
QSR credentials

• Taco Bell's combo meals 
represent equivalent or 
superior value for money 
vs QSR brands

• Snack range delivers low 
entry price point for value 
seekers, below 
competitor QSR pricing, 
and driving transaction 
volumes

23

pricing

Product * A la 
carte

Regular 
combo

Cali Burrito $7.95 $10.95

Big Mac $6.40 $11.70

Whopper $7.30 $11.70

Zinger $6.00 $8.95

* SE Queensland, October 2021

Providing a youthful
and exciting alternative 
in a predictable QSR 
market
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Innovating in Australia outside the boundaries of 
‘authentic mexican'...

Double crunch wrap

… with Opportunities to introduce 
innovationS from A DEEP PANTRY OF 

PRODUCTS GLOBALLY
24
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Strengthening the foundations for 
long-term Success

Brand economics will be fully validated upon achieving scale... 
we are moving aggressively to drive brand trial, deepen talent 
pipeline, and operate at a world-class level

• Leverage Collins Foods' KFC 
talent to strengthen Taco Bell 
capability

• Achieve 'brilliant at the basics' 
operationally

• Refine business model to identify 
additional margin

• Further enhance media 
effectiveness

• Drive awareness and trial 
amongst Australian QSR 
consumers

25
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Accelerating growth to get to scale
within 3 to 4 years

• 17 restaurants now
(QLD: 12, VIC: 4, WA: 1)

• 9 to 12 new restaurant 
openings expected in FY22

• Building out clusters 
in tightly concentrated areas, 
with a targeted suburban focus

Midland, WA

Roxburgh Park, VIC
26
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ESG
Drew O'Malley
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A bold ESG strategy on emissions & waste reduction

Our people, our communities and our planet deserve our wholehearted commitment. We 
want our growth to be sustainable.

Primary goals:

People and
communities GovernancePlanEt

Establish Collins Foods Giving 
as a best-in-class
signature program
by 2026 with
75% +
enrolment

Reduce our carbon
footprint by achieving a
25% reduction
in greenhouse gas emissions
by 2026

Increase diversion of waste 
from landfill by
25% by 2026

Commitment to
Continuous
improvement
in best practice
governance standards
in all our business
activities

28
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Making a positive impact for our people & planet

29

We have a stable
GENDER BALANCE
and no gender pay gap

518 young people took 
part in our traineeship 
program in 2021

In 2021
$912,000 
was raised for our charity 
partners by our customers 
and employees

We have worked hard to
DECREASE
our LTIFR from 20.66 in 2017-18

Over three years, 
cooking oil use 
has decreased by 
around
167,000L
despite 32 new 
restaurant 
openings
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TAKE-AWAY
Drew O’Malley
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Questions and Answers
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For further information please contact

Disclaimer
This presentation contains forward looking statements which may be subject to significant uncertainties beyond CKF’s control.
No representation is made as to the accuracy or reliability of forward-looking statements or the assumptions on which they are based.
Circumstances may change and the forward-looking statements may become outdated as a result, so you are cautioned not to place undue reliance on any forward-looking statement.
The Company is of a kind referred to in ASIC Corporations (Rounding in Financial/Directors’ Reports) Instrument 2016/191, issued by the Australian Securities and Investments Commission, relating to 
the ‘rounding off’ of amounts in the presentation. Amounts in the presentation have been rounded off in accordance with that Instrument to the nearest thousand dollars, or in certain cases, to the 
nearest dollar.
Any discrepancies between totals, sums of components and differences in tables and percentage variances calculated contained in this presentation are due to rounding.

CORPORATE
Drew O’Malley
Managing Director & CEO
P: +61-7 3352 0800

INVESTORS
Ronn Bechler
Market Eye
P: +61-400 009 774
E: ronn.bechler@marketeye.com.au
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