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Forward Looking Statements
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This presentation contains forward-looking statements within the meaning of the Private Securities 
Litigation Reform Act of 1995 that involve risks and uncertainties. These statements reflect our current views 
with respect to future events and are based on assumptions and subject to risks and uncertainties. Our 
actual results may differ materially from those anticipated in these forward-looking statements. 

Forward-looking statements include, but are not limited to, statements about our ability to maintain 
increases in comparable restaurant sales and to successfully execute our growth strategy, our ability to open 
new restaurants on schedule, current economic conditions, price and availability of commodities, consumer 
confidence and spending patterns, changes in consumer tastes and the level of acceptance of the company's 
restaurant concept, seasonal factors and weather.

These statements involve known and unknown risks, uncertainties and other factors that may cause our 
actual results, performance or achievements to be materially different from any future results, performances 
or achievements expressed or implied by the forward-looking statements.  Also, these forward-looking 
statements represent our estimates and assumptions only as of the date of this presentation. Unless 
required by United States federal securities laws, we do not intend to update any of these forward-looking 
statements to reflect circumstances or events that occur after the statement is made.

This presentation is being made for informational purposes only and does not constitute an offer to sell or 
solicitation of a purchase or offer to purchase any securities of Noodles & Company or its affiliates.  



Recent Momentum
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140 bps Improvement in Traffic
From Q3 2015 to Q4 2015

Return to Positive Comp Sales
YTD 2016 (thru 2/24)

Mid-Atlantic Strengthening
500 bps Comp improvement from early 

in 2015

Brand Activation Efforts Working
Media Markets All Improving Vs. Black 

Box Index

Expanding Off-
Premise Sales

From 35% to 43% 
of sales in last 

three years

New Markets 

Orlando
Phoenix
Toronto

At Volumes 
Above Company 

Avg.



Brand Positioning: Made. Different
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Brand Positioning: Closing the Brand Awareness Gap

5



Offering: Asian Exploration

6



Offering: Capitalize on Strength with Families

7



Offering: Off-Premise Sales

8



Operations / People: Creating a Culture of Development
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Improved Focus on People Development

Critical in intensely competitive labor environment

Increase Consistency in Operational Execution

Rollout of Standardization processes and procedures

Customer satisfaction scores improving

Moving Beyond the Functional

Capitalize on knowledgeable, friendly team



Capital Allocation: More Measured Unit Growth
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Focus on Optimizing 
Existing Footprint

Continued resonance coast 
to coast

Infill of existing markets

Selective remodels

Slowing of Unit Pace 
Beginning 2H2016

40-45 Company units in 
2016, weighted towards first 
half of year

No initial entries into new 
markets



Full Year 2016 Guidance

11

• Including 40 to 45 Company & 4 to 10 Franchise Openings

•Front-Loaded, Focus on Infill

Unit Growth of 50 Restaurants System-wide

•Low single digit comparable restaurant sales growth

$505 to $515 Million Revenue

•Particular pressure in first half of 2016

Restaurant Level Margin of 14.0% to 16.0%

Adjusted EBITDA of $38.0 to $40.0 Million

Adjusted Diluted Earnings per Share of $0.04 to $0.08

Estimated Tax Rate of 38% to 40%




