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FORWARD LOOKING STATEMENTS 

Statements made in this presentation or otherwise attributable to the company regarding the 
company’s business which are not historical fact are forward-looking statements made pursuant to 
the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. The company 
cautions investors that such statements are estimates of future performance and are highly 
dependent upon a variety of important factors that could cause actual results to differ materially 
from such statements. Such factors include, but are not limited to variability in financing costs; 
quarterly variations in operating results; dependence on key customers; international exposure; 
foreign exchange and political risks affecting international sales; changing market conditions; the 
impact of competitive products and pricing; the timely development and market acceptance of the 

company›s products ;  the availability and cost of raw materials ;  and other risks detailed herein and 
from time-to-time in the company’s SEC filings .   
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Why Middleby?  
• Credibility and reputation 
• Best talent in the industry 
• Developing new products/services 
• Leader in emerging markets 
• Seamless integration of acquisitions 
• Top brands in all categories served 
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• #1 in Pizza Chains 
 

• #1 in Convenience Stores 
 

• #1 in Fast Casual 
 

• #1 in Deli Sandwich Shops 
 

• #1 in Steakhouses and 
Seafood 
 

• #1 in Chicken Outlets 
 

• #1 in Pan-Asian Cuisine 
 

• #1 in Casual Dining 
 

• #2 in QSR 
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INDUSTRY LEADING BRANDS 
FOODSERVICE 

INDUC 

http://www.wellsbloomfield.com/WELLS/index.htm
http://www.toastmastercorp.com/home.htm
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• Blue-chip customer base 
• Long standing relationships 
• Limited customer concentration 
• Large installed base  
• Serve all food segments 
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PREMIER CUSTOMERS 



Competitive Advantage – Commercial Foodservice 

• Dominant supplier to the fastest growing restaurant segments, 
including fast casual 

• Best technology in cooking 
• 100% chain customer retention 
• Best global infrastructure and distribution 
• Best National Accounts team in the industry 
• No Quibble Warranty 
• Open on weekends 
• Huge opportunities in beverage and niche “cold” applications 
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Commercial foodservice trends 
• The 500 largest U.S. chains, sales up 4% last year vs. 2% in the 

previous years 
• For the first time in 2015, sales in restaurants and bars surpassed 

sales at grocery stores 
• Millennials consume meals prepared outside the home more than 

any other generation 
• QSRs fighting back by “fast casualizing” 
• Restaurants with “create your own” format increased sales by 22% 
• Pizza category had the largest annual sales gain in 2014 
• Operators saving costs with beverage flow control 
• Custom soda is hot trend 
*data from technomic 
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INDUSTRY LEADING BRANDS 
Industrial processing/packaging/baking 

#1 in hot dogs, bacon, sausage, ham and chicken forming  
#2 in industrial baking and packaging 
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PREMIER CUSTOMERS 
Industrial Processing and Baking 

• Multi-national projects 
• Multi-plant operations 
• Customized engineering 
• Growing in emerging markets 



Competitive Advantage: Food processing 
• Highly focused on six growing segments 
• Complete turnkey solutions 
• #1 in emerging markets 
• #1 and #2 in proteins and bakery 
• Guaranteed lowest cost of production for our customers 
• Most automated, innovative solutions 
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INDUSTRY LEADING BRANDS 
Residential      Cote Maison Magazine 



Competitive Advantage – Residential 
• Leader in High End Appliances 
• Ability to infuse commercial technology in residential appliances 
• Own and control distribution network worldwide 
• Unique features only found on our brands 
• Huge share of showroom displays with our dealers 
• Consolidated retail stores 
• Strongest global presence 
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Commercial technology in residential appliances 
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INDUSTRY LEADING BRANDS 
Residential 

   
Awards 2015: 
• Editor’s Choice, USA Today 
• Best Gas Range,  
     Good Housekeeping 
• Winner Architizer A+ Awards 
     Viking French Door Oven 
• GOOD DESIGNTM Award 
• #1 Quality Rating: Builder Brand 

Use Study 
• America’s Most Beloved Brand 
     Harris Poll EquiTrend  
 

Awards 2014: 
• Winner: Interior Design Best 

of the Year, French Door 
• Winner: KBB Readers Choice 
• Winner: Kitchen and Bath 

Business Reader’s Choice 
• 1st, 2nd and 3rd Place Product 

Winners, KBIS People’s 
Choice: 



• Labor costs 
• Waste management 
• Energy and water costs 
• Speed of service 
• Safety 
• Touch screen 
• Smart technologies 
• Ventless 
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ADDRESSING TRENDS 
In Commercial Market 
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Middleby Solution for Food Waste 

 
Complete from Waste to Resource 
 



TurboChef Fire 

• 14-inch fresh dough pizza in as little 
as 90 seconds 

• Perfectly crisps and heats 
• Consistent artisan style results, no 

matter who is doing the cooking 
• Certified ventless 

17 

MIDDLEBY SOLUTIONS FOR VENTLESS 

PerfectFry Fully Automated Ventless Fryer 

• Ventless frying makes unit an easy addition to 
kitchen for in-demand fried foods. 

•  Easy to operate and cooks a variety of products. 
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“Kitchen of the Future” 
Middleby is partnering with chains for 
“Kitchen of the Future” roll outs 
•Easier preparation  

– More repeatable  
– Less opportunity for error  
– Ease of use 

•New menu items due to flexibility of equipment 
•Labor savings 
•Longer-term menu innovation over short-term promotions 
•Reduced energy costs 
•Increased kitchen productivity  

– Reduced service times 
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“We’re happy with the food scores. We’re seeing better 
quality now than we did in previous food, which is good. 
We’ve seen significant improvements in ticket times.” 
   -Brinker CEO, Quarterly Conference Call 

MIDDLEBY SOLUTIONS FOR LABOR SAVINGS  



TurboChef Waterless Steamer; Steam and cook in the same oven 
 saving chains 100s of millions of gallons of water 
 
CookTek Sin Aqua 
 Replaces traditional steam tables, not filling water, safer 
 
Wells water-heated dipper well 
 Saves 180 gal of water per day based on a 12 hour day 
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MIDDLEBY SOLUTIONS FOR WATER SAVINGS 



Acquisitions 
Margins will increase as we integrate these completed acquisitions 

 
      2014          2015 
Market Forge    Goldstein/Eswood 
PES     Desmon 
Concordia    Marsal 
WunderBar    Induc 
U-Line     AGA 
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Middleby Financial Performance 

Sales 
($ in millions) 

Gross Profit  

EBITDA EPS 

($ in millions) 

($ in millions) 

121.7156.9192.4
248.1250.6286.7

344.1
403

550
640.6676.9

2005
2006

2007
2008

2009
2010

2011
2012

2013
2104

2015 LTM

64.6 86.0 106.8
142.7140.4154.0

186.0
225.3

296.7

365.6
394.5

2005
2006

2007
2008

2009
2010

2011
2012

2013
2014

2015 LTM

0.66 0.85 1.04 1.25 1.10
1.35

1.75
2.20

2.74

3.40 3.39

2005
2006

2007
2008

2009
2010

2011
2012

2013
2014

2015 LTM

316.7403.1500.5
651.9646.2719.1

855.9
1038

1428.7
1636.51726.9

2005
2006

2007
2008

2009
2010

2011
2012

2013
2014

2015 LTM

2015- LTM 11/10/15 



20% average growth in international revenues over past 5 years 

59,000 
88,000 99000 

119500 117000 
140000 

243000 

327000 

379000 

498000 

0

100,000

200,000

300,000

400,000

500,000

600,000

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

22 

INTERNATIONAL REVENUE GROWTH 



 
 

Disruptive Technology. 
Changing an Industry. 

 
 
 

#MiddlebyInnovation 
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