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This presentation contains forward-looking statements that represent our beliefs, projections and predictions about future events or our future performance. Forward-looking
statements can be identified by terminology such as “may,” “will,” “would,” “could,” “should,” “expect,” “intend,” “plan,” “anticipate,” “believe,” “estimate,” “predict,” “potential,”
“continue” or the negative of these terms or other similar expressions or phrases. These forward-looking statements are necessarily subjective and involve known and unknown
risks, uncertainties and other important factors that could cause our actual results, performance or achievements or industry results to differ materially from any future results,

performance or achievement described in or implied by such statements.

» o« "o« s » o » o« o o » o« o » o«

The forward-looking statements contained herein include statements about the Company’s business prospects, its ability to attract customers, its affordable platform, its
expectation for revenue generation and its outlook. These statements are subject to the general risks inherent in Arcos Dorados' business. These expectations may or may not be
realized. Some of these expectations may be based upon assumptions or judgments that prove to be incorrect. In addition, Arcos Dorados' business and operations involve
numerous risks and uncertainties, many of which are beyond the control of Arcos Dorados, which could result in Arcos Dorados' expectations not being realized or otherwise
materially affect the financial condition, results of operations and cash flows of Arcos Dorados. Additional information relating to the uncertainties affecting Arcos Dorados'
business is contained in its filings with the Securities and Exchange Commission. The forward-looking statements are made only as of the date hereof, and Arcos Dorados does
not undertake any obligation to (and expressly disclaims any obligation to) update any forward-looking statements to reflect events or circumstances after the date such
statements were made, or to reflect the occurrence of unanticipated events.
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OUR REGION v

®

BRAZIL

NOLAD

Costa Rica
Mexico
Panama

SLAD &

Argentina
Chile
Ecuador
Peru
Uruguay

Aruba
Colombia
Curagao
French Guyana
Guadeloupe
Martinique
Puerto Rico

St. Croix

St. Thomas
Trinidad & Tobago
Venezuela

NUMBER OF RESTAURANTS

BRASIL | 929 | 42%
NOLAD | 519 | 24%
SLAD | 390 | 18%

| 350 | 16%

+4 MILLION

CUSTOMERS EVERY DAY

MPLOYEES



OUR REGION

OUR BRAND
AD (i) 2.0

MIDDLE CLASS IN CENTRAL &
SOUTH AMERICA

Dynamic Region - Population demographics

«
313

MILLION
PEOPLE

181 +130

MILLION
PEOPLE

MILLION
PEOPLE

2009 \-/—1 2030E

Source: (1) OECD, 2010 from KKR Report: “The Emergence
of Brazil: An Unfinished Story...” May 2012

PROJECTED REAL GDP GROWTH (%)

2.9 @ =

" @
®

0.1
. 2016 2017E 2018E 2019E

B Latin America and the Caribbean

Excluding Venezuela

Source: IMF Growth Outlook.
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OUR BRAND

®

GREAT PARTNERSHIP WITH
McDONALD’s CORPORATION



THE RIGHT...

STRATEGY m

BRAND PURPOSE
Making deliciguafeal oood
moments easy

ECONOMIC CONDITIONS

-
-
- B.8%
-

Obsessed Togethe
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SUSTAINED
GROWTH

OPPORTUNITY:
EXCESS CASH




SUSTAINED
GROWTH

OPPORTUNITY:
EXCESS CASH

DIVIDEND PAYMENT OF

10 CENTS
PER SHARE
IN 2018

PAID IN TWO INSTALLMENTS
OF 5 CENTS PER SHARE
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GROWTH

VELOCITY pi

FOUNDATION

Running great restaurants

ACTIONS

Retain, Regain, Convert

ACCELERATORS
STRATEGIC PLAN EOTF, Digital, Delivery

RESTAURANTS ¢ FOOD e




ALIGNED WITH McDONALD's COMMITMENTS
WITHIN THE SCALE FOR GOOD INITIATIVE

GOALS
4~ 2020-2030

PACKAGING AND COMMITMENT CLIMATE CHANGE YOUTH
RECYCLING TO FAMILIES EMPLOYABILITY

KIDS’ NUTRITION, HAPPY
READERS, RMHC



OUR PLAN

180 $292 $500

MILLION MILLION
RESTAURANT OPENINGS REINVESTMENT CAPEX TOTAL CAPEX

FUNDED WITH CASH FROM OPERATIONS



OUR PLAN

ACCELERATING GROWTH

FROM 180 TO

200

RESTAURANT OPENINGS




OUR PLAN

ACCELERATING GROWTH

FROM $292 MILLION TO

200 $390

MILLION
REINVESTMENT CAPEX
= L i




OUR PLAN

ACCELERATING GROWTH

FROM $292 MILLION TO FROM $500 MILLION TO
$390 $660
200 MILLION MILLION

RESTAURANT OPENINGS REINVESTMENT CAPEX TOTAL CAPEX,

———

FUNDED WITH CASH FROM OPERATIONS




OUR PLAN

ACCELERATING GROWTH

FROM $500 MILLION TO

$660

MILLION
TOTAL CAPEX,

Accelerate deployment of EXPERIENCE OF THE F

B\ .-

a—

FUNDED WITH CASH FROM OPERATIONS
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DIFFERENTIATION

Versus our competition

OUR RESTAURANTS OUR MENU OUR PEOPLE
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DIFFERENTIATION
By OUR RESTAURANTS




DIFFERENTIATION
OUR RESTAURANTS

MODERN MENU BOARDS

SELF ORDER KIOSKS

UPGRADED PLAYLAND




DIFFERENTIATION
OUR RESTAURANTS

120 restaurants
with

'+ restaurant

DEC 2016 DEC 2017



%nlrunﬁmmnou
OUR RESTAURANTS
~650

restaurants

120 restaurants
with

'+ restaurant

DEC 2016 DEC 2017 DEC 2019E



( DIFFEREN

MID-SINGLE DIGIT SALES UPLIFT

DEC 2019E



g~ DIFFERENTIATION
=) OUR MENU




DIFFERENTIATION

PILLARS

CULTURAL TRANSFORMATION
CENTERED ON PEOPLE

TAKING SERVICE BEYOND THE
FRONT-COUNTER

KNOWING «HOW TO BE» AND
NOT JUST «<HOW TO DO»



DIFFERENTIATION

OUR GOALS

Make things easier
for people

Put a smile on
people’s faces

Create opportunities
to interact with
our guests

4

Prioritize people’s
needs (guests and
employees) above all

Treat people
with respect

Celebrate diversity
and inclusion



DIFFERENTIATION

CREW

Cm TURNOVER

A BUSINESS IMPERATIVE

CUSTOMER
D10WN SERVICE
Opp TOP BOX SCORES




COMPARABLE RESTAURANT VOLUME GREW ACROSS OUR BUSINESS

FAVORABLE BRAND IMAGE GAPS GREW VS. COMPETITORS




DIFFERENTIATION

m AT ARCOS DORADOS WE DIRECTLY EMPLOY MORE THAN

73,000 YOUNG PEOPLE

L EIEINGIGE BETWEEN 16 AND 25 YEARS OLD




DIFFERENTIATION

Companies with
+150 employees

Companies with
+1,000 employees

Companies with
+1,000 employees
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ECONOMIC TAILWINDS ARE STARTING TO BUILD

10.0%

=&= GDP growth
8.0%

=== [eflated Comp. Sales
6.0%
4.0%

2.0%

0.0%

-2.0%

-4.0%

-6.0%

-8.0%
2008 2009 2010 20m 2012 2013 2014 2015 2016 2017



STRONG TOP-LINE GROWTH

(Excluding Venezuela)

/

INFLATION
S 1 -Bx

COMPARABLE

SALES /
INFLATION

2012 2013 2014 2015 2016 2017



REBUILDING STORE MARGINS

ArcOpCo Margin %
S~ o (Excluding Venezuela)
~
~
12.3% SN
~ N
11.8% ~ - -
—~ \‘ - s
11.1%
10.6%
10.4% 10.5%
2012 2013 2014 2015 2016 2017

A\

ArcOpCo Margin

2017 11.1%

F&P
Payroll

Occupancy
& Other

Royalty Fee

+1.0%
- o-zo/O

0.0%

- o- 2°/°

ArcOpCGo Margin o
ZMGI 10.5%



OPTIMIZE OUR COST STRUCTURE

W Total G&A ($ million) ADJUSTED EBITDA MARGIN
== Total G&A as 0/0 Of Revenues (Exc|uding Venezue|a)
Excluding Venezuela
( g ) - v
7
300 -
- 9% Y P
280 - Se o 7
~ - NS Vg
’00 | - 8.4% -
8.2%
220 -
- 8%
200 -
180 -
180 - 4%

2012
2013
2014
2015
2016
2017
2012
2013
2014
2015
2016
2017



ARCOS DORADOS DEBT PROFILE

FX EXPOSURE
BREAKDOWN
($ million) 500/0
856 801
800 ' USD Debt
700 . 699 5 620 631 50%

600 LC Debt

500 (mainly BRL)
400
300

200

100

|
o7 '
W I
328
. TOTAL DEBT CREDIT RATINGS
I . TOTAL CASH Fitch.

Ratlngs BB+, Stable

2013 2014 2015 2016 2017 Moopy’s Ba3, Positive




ARCO IN THE MARKET

2012 2016 —_
2011 - 2017

BRL Bond BRL Bond
o PO Reopening Tender - USD Bond
Offer on _ |
Acquisition of ARCO Maturity ssuance
the business & Tender
Offer
‘ ................. .-. In April, we issued a
B ] e -. ®.. 10y $265m bond at
Bttt tiiiiinnaaes 09 2013 Y ®..........° " 5.875% maturing on
- 2027. Proceeds were

2009 2011 Liability 2016 used to repay the

Management & Secured Loan

USD Bond Agreement and to
BRL Bond
I USD Bond Tender Offer pay a cash tender
USD Bond ssuance Issuance offer for $48.9
Issuance million of the 2023

notes.



DEBT MATURITY PROFILE

SN

AVERAGE MATURITY
7.5 YEARS

6.1 6.1 6.1
4.6 46 4.6 3.9

1.2 1.2
2018E 2019E 2020E 2021E 2022E 2023E 2024E 2025E 2026E 2027E

Other LT Debt I 2023 Notes I 2027 Notes

($ million)



2018

GUIDANCE

OPENINGS TOTAL CAPEX

65 TO 70 NEW BETWEEN $200
RESTAURANTS AND $230 MILLION




2017-2019 CAPEX PLAN
Accelerating EOTF deployment

+200

$390

NEW RESTAURANTS MILLION IN
" REINVESTMENT CAPEX
MILLION
$501:$60 TOTAL CAPEX ecate
MILLION IN OTHER CAPEX
&y oter equred GAPEX
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CMDQO, Arcos Dorados
MARKET SHARE « REVENUE DRIVERS ¢ DELIVERY AND DIGITAL




MARKETING @
GROWING OUR BUSINESS
BY CONTINUING TO

BUILD OUR BRAND




LATIN AMERICA LEADS THE WORLD IN STREET STALLS
Competitors who don’t pay taxes, rent or formal salaries

MEXICO

Independent Street Stalls / 000 Households

1 V4
PERU
= . BRAZIL
LATAM
57 . ARGE%ITINA
I III I 2 08 22, 05, 05 05 04 04 04 64 02 03 03 02 02 02 01 0

Source: Euromonitor 2017




Our Comp. Sales Real Growth is directly correlated with the region’s GDP Growth:
McDonald’s in our geography is a “trade-up,” not a “trade-down”. 10.0%

=&= GDP growth
8.0%

=== [eflated Comp. Sales
6.0%
4.0%

2.0%

0.0%

-2.0%

-4.0%

-6.0%

-8.0%
2008 2009 2010 20m 2012 2013 2014 2015 2016 2017



As the middle class grows in Latin America,
we are poised to capture that growth, connecting with a new mobile-powered generation.

More than 400 million Internet Users

The Middle Class Set to Grow by 62% penetration in 2017

More than 100 Million over the Next 12 Years!

(vs 88% in North America)?

MIDDLE CLASS POPULATION (MILLIONS)

7%
2009 m2020E 2030E

700 50%
600 45% .
500 39% ¢
( }
400
33%

300 »
200 ®
100

~ | NORTH AMERICA " EUROPE  CENTRAL AND SOUTH AMERICA 2014 2015 2016 2017 2018E  2019E

(1) OECD, 2010 from KKR Report: “The Emergence of Brazil: An Unfinished Story...” May 2012
(2) www.internetworldstats.com (3) www.emarketer.com



http://www.internetworldstats.com/

ARCOS DORADOS’ BRAND

POSITIONING

McDonald’s makes delicious,

feel-good moments
easy for everyone.

ARCOS DORADOS’ BRAND

AMBITION

Continue to be children’s and
families’ favorite restaurant,
in the 20 markets in
which we operate.



We continue to lead the QSR Industry
In Family Visits in our region, gaining share.

VISIT SHARE (P7D) vs. FAMILY BUSINESS

1280 138% 1320 13.8%

6,3% 0
() 5.6% 6,2% -

,07/0
36% 39%  42%

KFC

(Y

Source: Ipsos, 2017, Arcos Dorados’ geographies



Outperforming in accesibility and known as a
place for family & young people

BRAND

PEOPLE

ACCESSIBILITY

amsicD

KFC




Revamped Affordability Platforms have brought in
more guests, visiting us more often.

Market CLASSICO Market
DO DIA

McTRIO 3x3

Martes
o, N McPollo” Delue @7 20 SRl
\
S o

Viernes > Sa fiii=s Domingo ]
Cuarto de libra é}';?,,?c?“" ; § Pollo cmuameg o i
L ol TR 2 piezas

ey 20
L)




Moving beyond price-driven advertising,
to focus on value for money and shared moments with family and friends.




Putting the delicious in

Sharing moments with friends and family Dessert Indulgence: Partnerships that Elevate the
Brand Experience

A BATATA RUSTICA

VO

“KITKAT

ilk & white

IMAGENS MERAMENTE JLUSTRATIVAS.
Mais informagdes, acesse: www.medonalds. com.br




Brand advertising that reinforces the quality of our food
and the premium flavors and experiences that our guests seek




Our people and our service reinforce the
aspirational qualities of our brand

W of our staff are under 25
T
of our staff are women.

of our store managers are

Everyday we serve more than

4 MILLION GUESTS in our geography.



Pushing the creative envelope to showcase
Our considerable advantage in Drive-Thru

PECA AQUI
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And leveraging global properties and personalities
that only the McDonald’s brand can be associated with




ADVERTISING AWARDS IN 2017
Demonstrate our leadership as a best-in-class marketer

facebook
awards

0

effie

BRASIL

Global Facehook Awards
Shortlist with “Trayquest”

MMA

SMARTI=S
Effie Awards Brazil Silver PER Tk
for “Trayquest” GLOBAL
AWARDS

Bronze for “Drive Truck”

Clio Awards
Shortlist with “Drive Truck”

nnnnnnnnnnnnn
nnnnnn

Diente Argentina

2 Bronze and 1 Honorable
Mention for

“Hungry Garages”

MMA Smarties Awards

Bronze in Latin America in “Lead
Generation” for Arcos’ Mobile
App

Festival of Media Global
Awards
Shortlist with “ClubHouse”

Latin America Excellence
Awards

Winner in “Multi-Channel
Communications”

Effie Awards Mexico
Bronze for “Martes de
McDonald’s”

Latin America Sabre Awards
4 Awards for
4 Different Campaigns

Ctela vivamovel TelavivaMovel Awards Brazil
by mobilatime 23

Best Case of Mobile Marketing
Y i y
i

Campana de Oro Uruguay
2 “Golden Bells” for OOH promotion
campaign and Best exterior

advertising
! A
Effie Awards Colombia
affie Bronze for “McTes”
Lrds
COLOMBIA
o o
IAB Mexico MIXX Awards
Iab' Shortlist with “Martes de
=icoz07 - McDonald’s”



Connecting with our guests via mobile technology,
Becoming a leader in our segment in our geography.

ARCOS DORADOS’ MOBILE APP

v" +12 million downloads in our geography

v" Among the Top 3 Most Downloaded Apps in the
Food Category in 10 countries we have launched

v App Offers are replacing print coupons throughout
our region, as they can be segmented, geo-
targeted and optimized for efficiency.

Source: AppAnnie, Cumulative Daily Ranking on Google Play and Apple Store, March 2017 - February 2018



DELIVERY:
Taking a leadership role to re-define convenience for our mobile-powered guests.

Market Delivery Partner Market Delivery Partner

ONN .
%!
Sin ~
V UBER aelantul
EATS e
Qg " 2
‘“f

Delivery Hero

()
Domicilios.com

N

-

x Appetitc™

Delivery Hero

‘r.% PedidosYa

Delivery Hero

Delivery Hero

Delivery Hero

¢ %

@ ifeed
uBER JuST Bat



Arcos Dorados has entered a growth stage,
With Volume and Average Check outpacing inflation for the first time since 2012.

/

INFLATION

2012 2013 2014 2015 2016 2017
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SEBASTIAN MAGNASCO &

Vice-President of Development, Arcos Dorados
EXPANSION POTENTIAL « GROWTH PLANS




@ CURRENT FOOTPRINT

IN 20 COUNTRIES IN LATIN AMERICA & THE CARIBBEAN

E LU"US

-_Iﬂl .'




@ CURRENT FOOTPRINT
2,188

STORES

- 60%

RECHES FS & InStores

1,500

1,000
50
Mall Stores and
0 Food Courts

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

o



70.000

60.000

50.000

40.000

30.000

20.000

10.000

GLOBAL TRENDS

FAVORABLE TO EXPANSION

Market Sizes Euromonitor Forecast - Food service Value

93,009

(%

94,413

,9%

99,917

1%

97,530

,3%

11,477 11,923 12,366 12,811
2017 2018 2019 2020

mmm Fast Food

mmm Chained Burger Fast Food

- % Chained Burger Fast Food

Research Sources: Consumer Foodservice: Euromonitor from trade sources/national statistics (*US$ mn | Constant 2016 Prices | Fixed 2016 Exchange Rates).

30,0%

25,0%

20,0%

15,0%

10,0%



® COMPETITIVE ADVANTAGES .

BEST IN CLASS TENANT REPUTATION

FOR LONG TERM BUSINESS
CONTINUITY ASSURANCE 239 OWNED LAND




& COMPETITIVE ADVANTAGES

HYPERMARKETS, AIRPORT
LOCATIONS, GAS STATIONS SOR =

MALLS AND SHOPPING CENTERS

.




COMPETITIVE ADVANTAGES




@ OUR GROWTH POTENTIAL

276,165 4,250

22,535 1,299

UNITED STATES LATAM AVERAGE UNITED STATES LATAM AVERAGE

Source: World Bank 2016 Source: World Bank 2016



@ SHOPPING CENTER INDUSTRY

LA & Caribbean Shopping Center industry is expected to open nearly
600 new shopping centers totaling 2,400 by 2025.

NUMBER OF SHOPPING CENTERS PER COUNTRY RETAIL SALES IN MALLS CENTERS
PROJECTED GROWTH TOTAL PER COUNTRY
ARG @ CHl @ MEX .
- BRA m COL m PER = .
[
-
1500 — —
1000 . . . —
. - = ™
m B ==
—

500

CANADA USA CHILE PERU MEXICO BRAZIL COLOMBIA

Source: El Mercurio de Chile

2010 2012 2014 2016 2018E 2020E 2022E 2024E

Source: El Mercurio de Chile



@ SHOPPING CENTER INDUSTRY

Why are there more malls in Latin
America every year?

e ‘ Bty
m{ =N .'//"‘
4PN o !/
| \
/

“The industry will add more
than 26 million square meters
of GLA between 2016 and
2021, according to

Euromonitor International”
ICSC News and Views, 2017

Forbes o womm i W G wwowrs w0 Gows
“People in Latin America T P
l:.a ke Z«. h ema // as a p la ce t 0 g(;l:{'g; gmncrcialcs en América Latina crecen
take a walk. That explains I | © e
why malls are more
re/evant in the region’ in a Salde Ciéncia Tecnologia | Aprenda Inglés
comparison to others». Por que a América Latina continua
construindo shoppings enquanto os EUA
Lizan Retail Advisors, 5 Dic 2017. estio abandonando o modelo

NOTICIAS | DESTACADOS MERCADO

100 malls are built every year in Latin America, while they
are dissapearing in other parts of the world

por BBC MUNDO 5 diciembre, 2017


https://www.icsc.org/news-and-views/sct-iberoamerica/generador-economico

THE DEVELOPMENT PROCESS

How we do it?

Q 5 s ‘ M

Investigate Investigate Acquire Develop Support
the Market the Site the Site the Site the Site

o

1-2 YEARS




A H © ¥

Investigate Investigate Acquire Develop Support
the Market the Site the Site

the Site

EXISTING RETAIL + POPULATION AND — POTENTIAL GAPS
TRAFFIC DEMOGRAPHICS " EE IN THE MARKET




N

Investigate
the Market

McD’s REAL ESTATE
EXPERTISE AND
EXPERIENCE

»
. »
Trarsacthons per [ateme P oputeteon
- - 4 u 3 = r

(%) ! ‘ M

Investigate Acquire Develop Support
the Site the Site the Site the Site

ESTIMATING SALES IS 50% SCIENCE AND 50% ART

BASED ON
CUSTOMER BEHAVIOR » BUSINESS DYNAMICS « REAL ESTATE KNOWLEDGE




q
Q * M\
Investigate Investigate Acquire Develop Support
the Market the Site the Site the Site the Site

FORMALIZED “DUE DILIGENCE PROCESS”

MANAGEMENT FEASIBILITY NEGOTIATE CONTRACT/LEASE BUDGET
APPROVAL PLANS FOR LEASE/PURCHASE CONDITIONS ESTIMATES
GOVERNMENT WITH AND

APPROVAL LANDLORD/SELLER SCHEDULES



%

Investigate Investigate i Develop
the Market the Site the Site the Site

Based on McDonald’s standards

W Managed by local construction teams in each
country

Development of localized suppliers



i

Investigate Investigate Acquire Develop SUppc;rt
the Market the Site the Site the Site the Site

Evolving customer needs, new product development, new technologies and equipment
obsolescence, demands capital reinvestment to remain relevant with guests
and support Comp Sales build up and margin efficiencies.

ICONIC McDONALD’s HENRIQU

ju W ] ‘_:
Lh = = 155
: ! i




FROM CONSUMERS MAJOR SHIFTS IN HOW WE EAT AND SHOP

TO MEMBERS

FROM NEED

TO DESIRE




One Brand. One Design.

McDonald’s global approach to modernize our restaurants.

Based on 3 main pillars: People, Product, Place.

Design strategy by world-class

Creation of a Global Design Portfolio of design
concepts for all of our markets.






MODERNIZING OUR PORTFOLIO




MODERNIZING OUR PORTFOLIO




MODERNIZING OUR PORTFOLIO




MmCeDonalas

McDonalds ===

/ MCDonaigs

B =
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THANK YOU

PECA AQUI |




