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Autogrill Group is the world's leading
orovider of food & beverage services for
travellers. Ve operate mainly in airports
and on motorways but also in railway
sfations, on high sfreefs and in selected
commercial sites and cultural venues.
We serve a world on the move.
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We achieved important objectives in
2013, including the main sfrategic
event of the year: the proportional partial
demerger oZAuTogriH S.p.A.infavour

of WDF S.p.A. The demerger enabled
us fo offer the stock market two distinct
investment opportunities, both leaders

in their sectors, travel refail and food
&beverage. The shareholders have
valued our decision, which has made for
better understanding and independent
assessment of the strategies oi)pted by
the two businesses, preparing the ground
for possible industrial mergers in the
businesses’ respective markets.

Mobility at a gE)bcﬂ level continues fo
show interesting trends, especially in

the airport channel, which is seein
constant growth in passenger numbers
Wor|dwic?e. This is therefore the most
promising channel for the Group which
will concentrate its efforts here to exploit
the best growth opportunities.

Our ambition is o look to the future
respecting all cultures and generating
new formulas fo add value%y reconciling
quality and efficiency, fradition

and innovation, development and
environmental sustainability.

Gilberto Benetion
Chairman



As aresult of the demerger we are now
fotally focussed on the food & beverage
business. VWe are concentrating on the
design of new commercial concepts
and the partnerships with the brands
that are most innovative and in line with
the increasingly diversified needs of our
consumers. These actions have helped
further raise international awareness of
our Group.

In the near future our points of sale wil
be rolling out commercial formats widely
different in design, types of products and
service. This process, which begun only
recently, is already bearing fruit. VWe
have continued to develop in countries
with high growth rates by entering
Vietnam and Indonesia and extending
operations in the Middle East, securing a
concession af Abu Dhabi Airport.
Allthese developments will confribute

fo the overall growth of our business

in the airport channel. The Group is

also looking with inferest af significant
opportunities in railway stafions,
revitalized by the spreading of high-
speed networks, where travellers exhibit
spending patterns more similar to those
found in airports.

Gianmario Tondato Da Ruos
CEO
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CONCESSIONS: A WINNING MODEL

Autogrill provides food & beverage services via
concession contracts with landlords of airports, motorway
service stations and railway stations, awarded through
competitive fenders. Landlords judge each fender for its
economic sustainability, brand portiolio, the design of

the outlet and the operator’s previous experience. The
concession system enables operators fo plan

their investments and returns over time.

BUSINESS CARRIED OUT
THROUGH CONCESSIONS
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Over the last few decades, Autogrill has builtup
extensive infernational and multichannel experience

in concession markets. This has enabled the Group

to develop best-practice standards and significant
expertise in ono@sing passenger flows and identifying,
for each location, winning commercial offers that
generate value for both landlords and consumers.



OUR STORY SO FAR

1977

Autogrill SpA is born from the
merger of the motorway coterirég

operations of Motta, Pavesi an
Alemagna.

The first autogrill opens on the Milan-
Turin motorway. The creator of this
new consumer space for moforists
was Mario Pavesi. In the ‘60s and
'70s catering on ltalian motorways is
predominantly managed by the food
companies Motta, Alemagna and

Pavesi.
HMSHost wins ifs first airport l 995 Autogrill acquires
concession contract at San HMSHost in the
Francisco Infernational. _ ; o United States.
Autogrill goes private. Edizione
Holding, controlled by the
Benetfon fomilK, becomes the
maijority shareholder.
1947 » > > | 2 > | 2 | 2
Autogrill is listed on the Milan Stock
Exchange. The company continues
fo grow through acquisitions in France,
Austria, Belgium, the Netherlands
and Germany.
Autogrill Bridge
Cantagallo, HMSHost’s
A1 motorway, Headquarters,
Bologna (ltaly) Bethesda (USA)
First autogrill Pavesi Arnwiesen service areq,
on ltalian motorways, A2 motorway, Gleisdorf
A4 motorway, Novara (Austria)

(ltaly)



2012

Infegration of the airport refail activities of
Alpha Airport Group, WDF and Aldeasa.
World Duty Free Group, Autogrill's fravel

retail & duty free division, is born.

2007

Acquisition of Alpha Group, a leading
inflight catering and retail business
based in the United Kingdom. The
inflight cafering division of Alpha Flight

Group lid was subsequently sold in
2013
Autogrill demerges ifs travel retail
200 5 &duty free business.

Autogrill enters the travel retail &
duty ?ree sector by acquiring control
of Aldeasa, a leading operator in
Spain with a significant presence in

Latin America and the Middle East.

> > 2013: a new dawn »

2008

Acquisition of World Duty Free (WDF),
Thecieoding operator in the UK, and
completion of the acquisition of 100%

of Aldeasa. To its leadership in the food
& beverage sector, Autogriﬁ)odds

a |eoders%ip role in the field of fravel retail

&duty free.
Bubbles Wine Bar,
Amsterdam Schiphol Autogrill Villoresi Est,
Airport A8 motorway, Milano
(The Netherlands) (lraly)
The Shop-Aldeasa, World Duty Free, T5
Madrid Barajas Airport London Heathrow

(Spain) Airport (UK)



A GLOBAL
RESTAURANT
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Autogill serves a

world on the move.

The global Autogril
restaurant provides food
& beverage services fo
Q00 million travellers
each year. We operate
across four continents.
HMSHost is our face

in North America. In
each of our markets,
our customers know

us through familiar
infernational and local

brands.”







Airports are the hub
of global growth.

When you fly out of the busiest airports in the
world, chances are that Autogrill is behind the
many brands like Starbucks, Pizza Hut, Bubbles
or the Damien Burke Restaurant.

Autogrill provides food & beverage services in 142 airports
worldwide, including the biggest passenger hubs: from
Aflanta to Chicago, Amstergom fo Los Angeles, Dallas

to Frankfurt. In the US, Autogrill is the number one travel
caterer: through HMSHost it manages food & beverage
services in the top 30 US airports. The global trend is %
more and more people fo travel by plane: between 2012
and 2031 worldwide passenger numbers will rapidly
increase to 12 billion travellers, a compound annual growth
rate of 4.1% (source: AC| forecasts).
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CHICAGO O’HARE, USA

Chicago O'Hare is the world's fifth-busiest airport, serving
over 66 million passengers in 201 3. Autogill has tumned
Chicago into a fopclass hub for airport food & drink,

with over 80 food & beverage outlets. As part of its focus
on the green economy and the zero food miles initiative,
Autogrill recently opened the world's first “aeroponic”
garden, growing over 40 different herbs and vegetables
inside the airport building for use in Autogrill kitchens.

PARTNERS IN TOP QUALITY HOSPITALITY

Ouwr relationship with Autogrill began in 1995 and
has developed into a high-level partnership covering
75 locations at Schiphol. What really sets Autogill
apartis its leadership in hospitality and innovation,
making it a prime example in the business. Together
we are continuously redeveloping Autogrill's range,
experimenting and faking risks. Ve have extended
the partnership through to 2027 — a long time for

this indusfry — because we frust our pariner and have
confidence in their skills for the business. VVe are excited
fo be developing Schiphol's food & beverage business
further, together, over the coming decades.

MAARTEN DE GROCF,
CCO-AMSTERDAM
AIRPORT SCHIPHOL,
THE NETHERLANDS

EMERGING MARKETS,
ASIA AND MIDDLE EAST

Autogrill has embarked on a major development
programme expanding in the airports of the Middle
East and Asia to cater %r these emerging economies’
increased need for fravel services. Autogrill now serves
the following hubs: St. Petersburg (Russia), Hanoi
(Vietnam), Istanbul (Turkey), Dubai (UAE), Bangalore,
Mumbai, Hyderabad and Delhi (India) and Kuala
Lumpur (/\/\oroysio).



It all started on ltaly’s motorways
during the 'Dolce Vita' era. Autogill's
historic core business has changed
significantly over the years.

Autogrill has leveraged its Italian experience
to develop outstanding expertise and quality
of service.

The Group manages 660 service areas along the main
motorways across 12 European countries. In North America,
through HMSHost, the Group runs catering outlets at some
80 highway locations in the US and 20 in Canada. Autogill
is focusing investments in specific and profitable areas of the
motorway business.

VILLORESI EST, ITALY

Opened in January 2013,
\/i|r§esi Estis a nextgeneration
sustainable moforway service
station, offering an innovative
experience for the full range of
visitors. Amenities include wifi
and meefing rooms for business
fravellers, dedicated parking
and services for lorry drivers,
and family areas includin

a play area for children. The
food & beverage facilifies meet
the wide variety of customer
needs, with four expertly
designed food outlets —
Spizzico, Ciao, Territori d'lialia
and Motia —and a large refail
area providing customers with
an experience reminiscent

of duly free shopping at the
airport.
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MONTELIMAR EST, FRANCE

Montélimar Est is Europe's largest service sfation.
Strefching over 35 hectares with space for 600 vehicles,
it serves 400,000 meals a year fo over 4 million
moiforists. The facility was completely redesigned in 2010
and boasts seven outlets ranging from rapid-service Coté
France and the “Le Grill" waiter-service resfaurant, fo

the first motorway McDonald's and McCafé in France.
Services include a créche and free wifi, as well as a
Montélimar nougat boutique.



DELAWARE WELCOME
CENTER, USA

The innovative Delaware
Welcome Center is the sole
service sfation on the Delaware
Tumpike section of Inferstate
95, the busiest motorway in
North America. Opened in
2010, the 4,000m? caterin
area was Silver LEEDcerﬂfieg
by the US Green Building
Council. Among the many
innovations, the area has a
geothermal energy plant,
recharge stations for electric
cars and incorporates
recycled materials.

AUTOGRILL PRATTELN, SWITZERLAND

Opened in 1978, Autogrill's Pratieln motorway service
station and shopping bridge is known as “the gateway
to Switzerland” for its bright yellow exterior, designed

by the famous Cuban artist José Pardo. Every day around
125,000 motor vehicles pass under the bridge, which
houses a large food and retail area including eight sales
outlets. As well as a bakery and coffee shop, there is
also a large free flow restaurant and a brand new
Burger King, the first fo open on a Swiss motorway.



High-speed trains are fransforming
the way people travel. Autogrill is
changing along with them.

Since 2008, Autogrill has further developed
its railway concession business, increasing
its presence in European stations as super-
fast trains start to connect the continent.

We now operate some 260 outlets in 56 railway stations
across France, ltaly, Switzerland, Spain, Belgium, Czech
Republic and United Kingdom.

GARE SAINT-LAZARE, FRANCE

Saintlazare is the oldest railway station in Paris and the
secondrbusiest in Europe in ferms of passenger numbers.
Every day more than 1.2 million people pass through St.
Lazare, including its 450,000 frain travellers. The station
has undergone a substantial refurbishment, completed

in 2013, including the creation of an impressive
10,000m? shopping centre. Autogrill has contributed to
this fransformation by opening 13 innovative, highend
outlets which include major international brands such as
Starbucks and Segafredo, welFknown French brands such
as La Croissanterie, Joosbayoo and Class' Crotte as well as
exclusive Autogrill concepts Puro Gusfo, Beaudevin, Tozio

and Soi.
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RAILVWAY
STATIONS
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We are dlso the main provider of &b services in both the
UK and French rail terminals of the Eurotunnel.

BISTROT MILANO
CENTRALE, ITALY

Bistrot Milano Cenfrale is a
new outlet in Milan’s bus
railway hub and the per?éd
marriage of susfaina bily and
gastronomy. Conceived in
cooperation with the ltalian
University of Gasfronomic
Sciences of Pollenzo, it serves
seasonal, zero miles and
locally-sourced products.

The restaurant is laid out like

a local market with stalls

such as “ll Forno”, selling
sourdough bread products,
"la Caffefteria”, providing
authentic Neapolitan

coffee, “ll Frutteto”, with fresh
smoothies and fruit salads,
and the “Cucine di Strada”,
serving local speciality street
food.
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ATOCHA, SPAIN

Autogrill operates in Spain’s main high speed railway hub
and in Madrid largest railway station, Puerta de Atocha,
serving 5,000 cusfomers a day. All 13 outlets the Group
manages at Atocha have been refurbished over the last
eightyears, following more than €5m of investment, and
new brands such as Foodissimo, Puro Gusto, Burger King
and Wine Plaza have been infroduced fo the sfation.
Turnover has increased fo over €10m in 2012 from €4m
in 2002. To mark the inauguration of the MadridValencia
high-speed line in 2010, Autogrill opened two new outlets,
PicNic and Il Caffé di Romain the new arrivals hall.



OUR
BRANDS

Autogrill is much more than the
‘toadside grill" its name implies.

The Group manages a portfolio of brands
specially selected for each country. The rich
variety of the 250 international and local
brands on offer is one of the strengths of our
marketing strategy, and makes the Auk?rill
business model stand out from the crowd.

Autogrill has a number of strote?ic agreements with leading
?|obo| brands, providin% popular choices for fravellers looking
or familiarity. Autogrill also partners with outstanding national
brands, ensuring the food & beverage offering reflects the
local environment for fravellers.

Global and National and
infernational local brands
brands
dOur rartners help ushto
. evelop a presence that
Strut‘t:"g'l; i;gﬂrg;genfs captures the taste and

character of specific

world brands countries and regions

Global brand portfolio

As a global company with advanced markefing intelligence
from our inrhouse market research department, we ungerstond
each country’s needs and adapt our Erqnd strategy to the
maturity of each geography.

For North America, the key ingredients for success are
partnerships with big, infernational brands, a constant flow of
new concepts and the development of infernal local brands fo
ensure travellers can dine on local specialties.

One of the key aspects of Autogrill's expertise is its success

in designing winning infernal brand concepts which can be
replicated in different confexts. Autogrill also differentiates itself
with a flair for creating one-off concepts for specific locations,
undertaking careful research info the E)col culture and
customs, in order fo produce something truly bespoke.

We don'tjust develop the offering and leave it at that.
Ve monitor market trends o ensure that the brand mix is
current in every location. This mix is aimed at ensuring the
maximum satisfaction for landlords and travellers alike.

Internal Bespoke
brands concepts
Internally-developed Concepts created
concepts provide winning for specific locations
formats to be replicated and needs
in other contexts

In Europe, a similar sirategy is needed, with a balanced mix of
international brands and local brands, and a constant eye for

innovation. VVe also benefitfrom our landlords and customers
frusfing our bestperforming infernal brands.

For emerging markets, the bestperforming infernal brands
and a selection of local brands offer the right choice o today’s
fravellers.



A WINNING PARTNERSHIP
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Our partnership with Autogrill started over 20 years ago when
we only had 100 stores. Autogrill's food & beverage expertise
together with its capability to operate in complex environments,
such as airports, are fundamental fo our collective success.
Autogill works incredibly hard to deliver a great experience

fo their customers in every brand, and offers them a seamless
experience which is very important for us. Our partnership is
about trust and innovation: they embrace new concepts and
challenge us to innovate, and they bring ideas forward. This
means that the outcome of the parinership is bigger than

the sum of its parts.”

CUFF BURROWVS, GROUP
PRESIDENT STARBUCKS
AMERICAS, EMEA, AND
TEAVANA

= Since 1991

= 8 countries (North America and Europe]
= Over 400 sfores

= Over $500m of revenue in 2013

\_"censed brands

B @?:dz@f«;& W

PN .
O |2 PLACE rietary b, A
coP an
\'4 s
= o california
CHOPHOUSE
&BREWERY Lanz
"l ‘
DUTCHER R La Tapenade m _ ) P
ERAS2ERIE e
@STROp R
Motta Cenran® ASIA
o ol
[V o
& (’ E _A‘cafe g
|Ce AUTOGRILL ﬁlimf(m
Hamer 1= s
MARKET Arvryro
| HOS T |
THE LOCAL ENSC— -
o U BUBBLES
\ ES =
beaudevin e PORK
“ AEEmEnEn PIC%(LE
PRCH?H;TO! e
Lt lani MNaal zvoredcat (
barciiterie  fratforia milarid))
CARRABBA'S
Feree Hotfmier

ssssssssss

Fl=a L RGRILL [




INNOVATION

The future of Autogille
\We are at the forefront
of innovation in the sector.

Autogrill is always looking for innovative
solutions in its food & beverage business.
We spend a lot of time experimenting.

As we develop new ideas in our food offer, design, layout

and supply chain management, we are continuously looking

for ways of making the fravel experience more enjoyable.
Qur infernational team constantly scans global traffic flows
and fraveller profiles to come up with concession designs
that are fit for the specific needs of each location. New
brands are born and new skills acquired.

BEAUDEVIN

Beaudevin is an exclusive wine bar format developed
by Autogrill's international team to meet the needs of the
most demanding air fravellers. With its refined décor
and aftention to detail, it is the perfect sefting in which to
sample some of the finest |ocoFo nd international wines.
The first Beaudevin opened at Brussels airport in 2008,

and the winning concept was then exported fo numerous

international locations, most notably the Carrousel du

A concept originally developed for one location will then

be tesfed in other countfries. This understanding of current
and future trends and consumer needs is central to Autogrill's
success in the industry and gives us a sustainable competitive
advantage around the world.

In its constant quest for innovation, Autogrill keeps crossing
new frontiers in both food quality and new ways of catering,
but also in the services to better satisfy fravellers. It's all part of
our commitment fo being at the forefront of innovation in the
secfor.

louvre in Paris, and Chicago O'Hare, Miami and
Charlotte Douglas airports in the US. Beaudevin also
made its début at Rome’s Leonardo Da Vinci airport
under the Rosso Infenso brand. The signature feature of
the restaurant is the food bar, surrounged by designer
stools, which is configured both for displaying and tasfing
the delicious dishes to maximum effect. The wine listin
each country is complemented by a menu featuring local
gourmet treats.



SOURCING QUALITY, LOCALLY
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The University of Gastronomic Sciences of Pollenzo is a
specialist university where the gastronomy of the future is
sﬁcped, along with a holistic and sustainable vision of
food supply. Autogrill has parinered with the Universi
fo create concepis incorporating a new vision of food &
beverage for fravellers combined with sustainable quality.
The first achievement of this collaboration was the Bistrof
Milano Centrale. The success of this innovative format
prompted us to continue the journey and to work together
on a new concept in Autogrill outlets on lialian motorways.
The relationship with local tferritories is the essence of our
artnership, as well as a common endeavour o shape the
Eﬁu re of travel food & beverage.”

CARLO PETRINI

FOUNDER AND PRESIDENT,
THE UNIVERSITY

OF GASTRONOMIC
SCIENCES, POUENZO

A “CITY-CENTRE” DINNER AT THE BOARDING
GATE. MEET OUR CELEBRITY CHEFS

How about an upscale city-centre dining experience. ..
by the gate while waiting fo board your flight? Autogill
has teamed-up with some of America’s celebrity che?s
fo infroduce a brandnew food experience in the most
important US airports. Our goal is fo give customers

an excellent dining atmosphere with innovative, high
quality menus, served in a welldesigned context with
the same feeling as a luxurious city-centre restaurant.
Our celebrity chef partners in our “signature restaurants”
include:

Todd English Wolfgang Puck

U.S. CHEFS WANTED. A TASTY PARTNERSHIP

Take an ltalian fine food enterprise. Add some young,
upand-coming American chefs. The result is an innovative
fraining programme. The Group has been working

with the renowned Culinary Institute of America to give
the college’s young chefs the opportunity of spending

18 weeks in one of Autogrill's restaurants. This gives the
students work experience and a route info emp?oyment
Autogill benefits too: recruiting ready-rained, high-profile,
bestinclass staff with the ambition to succeed.

Lorena Garcia Rick Bayless

Kathy Casey David Burke



AFUTURE:

OUR TOMORROW
IS GREEN AND
SUSTAINABLE

Beginning in 2007, we launched our Afuture
initiative to make our business more eco-
friendly and socially responsible.

The project soon turned info an infernational laboratory for
ideas and best practice, bringing together various initiatives
for developing and promoting sustainability in a three-pronged
strategic approach: People, Product and Planet. In 2012, a
threeyear susToinobimK road map was launched seffing out the
priorifies given to staff health onfsofeiy, reducing energy and
water consumption and cutiing back on packaging.

VILLORESI EST: COME AND TASTE THE FUTURE

The Villoresi Est service station on the MilancLaghi
motorway provides a glimpse of the green Autogill

of the future. The motorway is one of ltaly's busiest
roads with some 30 million vehicles a year. Autogil
has completely refurbished the facility with sustainability
in mind, adhering to the most rigorous standards for
energy saving and ecosustainability. The site project
was awarded the prestigious gold certificate issued
by LEED, the leading world authority on green
building, and the DFA-Quality mark for its accessibility.
The buﬁj ing's structure, which covers 2,500m?,

was entirely built from PEFC-certified glued laminated
fimber from sustainable forests, as required by the
LEED sfandard. All the consfruction materials used

are ecofriendly and recyclable. Villoresi Est operates
using both geothermal and photovoliaic energy.

A rain and groundwater collection sysfem also reduces
water consumption.

DA Quality
Design for All

With Afuture we aim to reduce consumption and profect the
environment through pracfical steps such as equipping our
restaurants with the latest technology for reducing electricity and
water consumption and increasing the use of renewable energy
sources. VVe only use recyclable bags certified fo infernationa
sustainability and fairtrade standards SA8000, 1ISO 14001,
EMAS and LEED. Autogrill is commitied fo its workforce in ferms
of a preventative health and safety policy built around ongoing
fraining and awareness, combined with the use of stateofthe-art
Workp%oce equipment. On the food front, Autogill has marked
out its route fo sustainability, combining innovation with the use
offresh, local or fairtrade products, ogering its customers a true
faste of their location.

Highlights

Service area

= /8,000m? —fofal surface area

= 2,500m? - building in ecofriendly wood (PEFC)
= 19,000m? —green areas

Parking area/accessibility

= 209 parking spaces for cars (10 for disabled drivers
and 12 for families with children)

= Two recharge points for electric cars

Energy saving

= Energy: 59% reduction in CO2 emissions.

= Energy: 45% annual electricity savings in heating and air conditioning,
broadly equivalent fo the annual consumption of 40 households.

= Vater: a saving of some 25,550 m® a year, equivalent
fo 10 Olympicsized swimming pools.



AVWARDS

Autogrill's expertise in food & beverage and its flair for innovation is recognised in the industry.
We are proud of our many awards and the honours we have received for our leadership
in providing high-qudlity, innovative and ecoriendly services to the global fraveller.

DESIGN RECOGNITION 2013/14

n LEED Gold New construction for refail, Villoresi Est (lfaly)
= Design for all “Mark of Quality”, Villoresi Est (lialy)

= Best store,/Best customer experience at Innov@refail
award 2014, Villoresi Est (Italy)

u LEED Silver New construction for retail, Delaware

VWelcome Center (USA)

AIRPORT REVENUE NEWS AWARDS 2014

= Best Overall Food & Beverage Operator for the 7th
consecutive year

= Food Operator with Highest Regard for Customer Service
= Best Food & Beverage Brand Operator

= Best New Food & Beverage Concept for Border Girill and
Starbucks Evenings, Los Angeles Intl. Airport

BEST U.S. AIRPORT FOODS 2013
chosen by readers of USA Today

Three entries in the fop fen:
= 2nd Tortas Frontera, Chicago O'Hare Intl. Airport
n 4th 42nd St. Oyster Bar, Raleigh,/Durham Infl. Airport

= 6th French Meadow Bakery & Café, Minneapolis St.
Paul Infl. Airport

FAB - MOODIE F&B AWARDS 2013

= BestRailway station F&B Offer Award - Bistrot Milano
Centrale - Milano Centrale station

= Best Airport Wine Bar - Cru - Denver Inil. Airport

= Best Airport Foodcourt - Hartsfield - Jackson Aflanta Intl.
Airport

= Best digital /Media Initiative Award - Vyaggio

= Best Commitment to CSR - Afuture

THE MOODIES 2012 - DIGITAL, MOBILE AND SOCIAL

MEDIA INNOVATION AWARDS

= Best Mobile App (F&B) for B4 YOU BOARD™




SERVING GOOD
FOOD TO PEOPLE
ON THE MOVE







HEADQUARTERS

Centro Direzionale Milanofiori - Palozzo Z,
Strada 5, 20089 Rozzano (Milano), ltaly
Tel. (+39) 02 4826.1

CONITACTS
Group Corporate Communications Department

Tel. (+39) 02 4826.3250






www.autogrill.com



