now multiplied from coast to

coast, there are so many heart- ; §
warming stories between fran- :

chisees and their chosen causes

that the corporate office hired

a videographer to go across

the country and film pieces in
all five of the brand’s regions.

They’ve been published to its

“JBFSale” YouTube channel that :
includes tales from Pennsylva- : ¥

nia, Texas, Washington and

Colorado, plus its home turfin °

Oklahoma.

With community aid now
a building block for its cor- :

porate culture, Wilburn gives
copies of “The Go-Giver” to

between corporate success and

giving back. Over the years, :

the franchisor has learned the
charitable efforts also provide
franchisees with perfect oppor-

ket their upcoming sales in the

current and new franchisees, a : A Unsold donations find new

book all about the connection :

lives at Just Between Friends.

local media.
“It’s not just about the dol-

. lars that go into their pocket,
. it’s about the change in their
tunities to network and mar- .

community that they can

:evoke when they put their heads

together and have a plan,” Wil-
burn said, adding she now
tracks the local impacts so giv-
ing stays top of mind across the
system. “If you don’t talk about
it, if you don’t measure it, no
one pays attention to it.”

Because the donations are
in-kind products valued 50 to
90 percent off their retail value,
tracking is a careful science that
added up to $22 million worth
of donated items to nonprofit
partners just over the last four
years—and a high of $7.6 mil-
lion in 2018. She noted another
soft benefit of the donations is
reducing the amount of pre-
viously used items heading to
landfills.

“We have shoppers, we have
sellers, we have charity part-
ners; I don’t feel like you could
have one without the other,”
Wilburn said. “It feels full cir-
cle and sustainable.”

GBS

Wayback Burgers—Boys
& Girls Clubs of America

Wayback Burgers started a
partnership with Boys & Girls
Clubs of America last summer
with a relatively modest goal:
donating $100,000 to the group
dedicated to helping young peo-
ple reach their full potential. It
ultimately raised $140,000 by
donating a portion of every
burger or sandwich sold, plus
two dedicated fundraising days.

The brand also sponsored
a milkshake recipe and nam-
ing contest with the clubs.
Customers voted, with the win-
ning shake—Caramel Cinna-
mon Toast Crunch—selected
as an LTO during the sum-
mer of 2019. The winning club
received a $5,000 prize.

—Tom Kaiser
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RECIPE FOR SUCCESS

A REAL ESTATE PORTFOLIO OF RESTAURANT PROPERTIES

@

August 2018
$155.7 million » 48 properties

15-year initial lease term

Biovtex

Announced 2017
$67.2 million » 41 properties

8-year average lease term

e

[
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Wends

Nov. 2016 - Jan. 2017

RO
[ BN

$21.4 million « 14 properties
11-year average lease term
*OP unit deal

May 2017
$35.1 million « 16 properties

20-year |lease term

Multiple 2016-2018
$41.9 million « 20 properties

20-year lease term

FCPT focuses exclusively on acquiring single-tenant restaurant properties leased to strong credit operators.
We're backed by a $2.5 billion restaurant portfolio of approximately 600 properties across 45 states. We're an experienced
landlord with strong working relationships with franchisees and franchisors across many brands.

ar FCPT

Publicly traded (NYSE: FCPT) and investment grade rated (Fitch: BBB-)

ADVANTAGES

* Experienced team with over $450 million and 210 properties
closed or under contract since July 2016

* All-cash offers with no loan contingencies

+ High surety of close, ideal for sale leasebacks or time sensitive
transactions

BILL LENEHAN PAT WERNIG JOSH ZHANG

+ Tax-efficient OP unit exchange option

. . . CEO Vice President Vice President
* Proven reliable landlord partner with repeat transactions 415-965-8031 415-965-8038 415-965-8037
with multiple franchisees and sellers Bill@fept.com Pat@fcpt.com Josh(@fcpt.com

591 Redwood Hwy, Mill Valley, CA 94941

- (415) 965-8030 .

www.Fcpt.com
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