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THE GOOD EGG!

What was to be done with the acquisition of a 20-unit restaurant company: The Good Egg?

“Now what?” Ken pondered as he stared out the window on his flight back from Phoenix having just
closed on the acquisition of a 20-unit restaurant company: The Good Egg. Ken Pendery, the CEO of the
First Watch restaurant chain for the last 30 years, had just recently grown the company by 20% in one fell
swoop. But what was he to do with these Arizona restaurants located more than 1,000 miles from the
nearest company-owned First Watch...convert them to First Watch, leave them be, institute the First
Watch menu but leave The Good Egg flag...?

Ken understood that the decision regarding what to do with The Good Egg brand would have far-reaching
consequences. The purchase and conversion to First Watch of two J. Christopher’s restaurants in Atlanta
18 months earlier had not gone as planned. Part of the predecessor’s loyal customer base defected, sales
fell by nearly 20%, and the company struggled for the next year to restore sales and profits to pre-
conversion levels. If The Good Egg were to have the same fate upon conversion, the results would be
devastating for the company and the management team. Recognizing that The Good Egg was the most
highly-penetrated breakfast, brunch, and lunch brand with 15 locations in Phoenix and 5 in Tucson as
well as a 30-year operating history made the decision even more precarious.

The reasons for conversion were clear in Ken’s mind. First Watch had 10% higher average unit sales
volumes than The Good Egg. Additionally, having 20 newly-converted First Watch restaurants would
provide a foothold in the West, further expanding the brand’s presence. Finally, upon the inevitable sale
of First Watch by its private equity group, the valuation of First Watch would be enhanced if those 20
restaurants were converted to First Watch as opposed to selling two disparate brands.

Allowing The Good Egg to simply continue to operate independently would provide a predictable, stable
revenue and profit stream, and remove the possibility of conversion loss as was realized in Atlanta.
Straying from this strategy posed the possibility of considerable upside potential, but also significant
downside risk.

This would be one of the most pivotal decisions Ken would have to make as CEO and the decision
consumed him for the remainder of his 5-hour flight back to Sarasota.

! Copyright © 2016, Chris Olson. This case was prepared for the purpose of class discussion, and not to illustrate the
effective or ineffective handling of an administrative situation. Names and some information have been disguised.
This case is published under a Creative Commons BY-NC license. Permission is granted to copy and distribute this
case for non-commercial purposes, in both printed and electronic formats.
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U.S. Restaurant Industry

Today’s food service industry is a result of the industrial revolution (see Exhibit 1). Technological
advances made possible the mass production of food products, speedier distribution of goods, climate
controlled storage facilities, and more efficient cooking appliances. New and emerging methods of
transportation (trains, automobiles, and trucks) created a significant demand for public dining
establishments (www.foodtimeline.org/restaurants).

Beginning in the early 1970s, women began working outside the home at an increasingly higher rate
which had a direct effect on food spending away from the home (see Exhibit 2). Young families with dual
incomes but little time used restaurants as a replacement to cooking at home. This changing demographic
created strong demand for the restaurant industry fueling increases in both sales and restaurant outlets
through the 1980s and 1990s. In the early to mid-2000s, the percentage of women in the workforce
peaked and then started to decline. Decreasing along with this was the rate of change in restaurant same-
store-traffic as restaurant supply began to exceed restaurant demand. Same-store-traffic was a key metric
in the restaurant industry defined as the percentage change in visitation for all restaurants open in the
current and prior year.

By 2014, the restaurant industry was the 2" largest private sector employer with 14 million employees
and industry sales topping $700 billion. There were over 1 million restaurant locations in the United
States where spending accounted for over 50% of every food dollar spent (National Restaurant
Association).

While it was sometimes difficult to distinctly categorize a restaurant brand and its food and service
offerings, the restaurant industry could be subdivided into two classes, limited service and full service,
and a number of different segments within each class.

Limited Service Restaurants

Limited service restaurants comprised 55% of industry sales and included the quick service segment and
the recently emerged fast casual segment.

Quick Service

Quick-service (fast food) restaurants provided foodservice where patrons generally ordered or selected
items and paid before eating. Food and drink could be eaten on premises, taken out, or delivered. The
average per-person dinner was $3-$6. Examples of traditional quick-service restaurants included: Pizza
Hut, Taco Bell, KFC, Hardee’s, Wendy’s and Carl’s Jr. While the quick service segment’s share of
limited service sales at 85% dwarfed that of its newer member, they had been consistently losing share to
this emerging fast casual segment.

Fast Casual

The burgeoning fast-casual segment of restaurants served freshly prepared, wholesome quality, authentic
foods in a reasonably fast service format. The average per-person dinner was $7-$9. Examples of fast-
casual restaurants included: Chipotle, Five Guys, Panera, Panda Express, and Pei Wei. While making up
only 15% of limited service sales, fast casual restaurants had seen their sales growth consistently outpace
that of quick service and continued to steal their market share as consumers clamored for a better limited
service experience.
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Full Service Restaurants

Full service restaurants made up the balance of industry sales at 44% (save 1% for the bar/tavern
category) and included the family dining, casual dining and fine dining segments.

Family Dining

Family dining full-service restaurants provided serving staff and orders were taken while the patron was
seated. The average per-person dinner was $10 or less. Members of this group were fairly diverse and
included 24-hour operations, diners, daytime-only restaurants, and budget steakhouses. Examples of this
segment included: IHOP, Denny’s, The Egg & I, Steak-n-Shake, First Watch, and Ponderosa.

Casual Dining

Casual dining full-service restaurants provided serving staff and the order was taken while the patron was
seated. The average per-person dinner was $10- $25. Examples of this segment included: Chili’s, Olive
Garden, Red Lobster, TGI Friday’s, Macaroni Grill, and Outback Steakhouse. The casual dining
segment was hit hard by the great recession and, coupled with the emergence of the fast casual segment,
had seen same-store-traffic declines of 2% per year since 2009. To compete, this segment relied heavily
on discount promotions (i.e., buy one get one free/2 for $20) and limited time menu offerings.

In terms of price point, the top end of this segment had been further defined with the tag of “polished”
casual dining. Examples of polished-casual restaurants included: Bonefish Grill, Season’s 52, Brio, Kona
Grill and Houston’s.

Fine Dining

Fine dining full-service restaurants provided serving staff and the order was taken while the patron was
seated. The average per-person dinner was $25 or more. Examples of fine dining restaurants included:
Ruth’s Chris Steak House, McCormick & Schmick’s, Morton’s Steakhouse and Ocean Prime. This
smallest player in full service restaurants was hit hardest by the great recession with negative traffic in the
mid to high teens in consecutive years, but has since rebounded (along with the stock market) to pre-
recession traffic levels.

Breakfast, Brunch and Lunch Sub-Segment

Also known as the “daytime-only” sub-segment of the Family Dining segment, the breakfast, brunch and
lunch (“BBL”) sub-segment was characterized by restaurants that were open only for the breakfast,
brunch and lunch meal periods and elected to forego offering dinner service often closing by late
afternoon and operating 7 % to 8 hours a day.

First Watch Restaurants, Inc.

The company’s hame was based on a nautical term used in dividing the 24-hour work day on a ship into
six four-hour “watches:” middle watch, morning watch, forenoon watch, afternoon watch, dog watch, and
first watch. Ironically, the first watch begins at 8:00 p.m. and ends at midnight, yet First Watch was a
daytime-only café. First Watch operated in the breakfast, brunch and lunch sub-segment operating
between the hours of 7:00 a.m. and 2:30 p.m.
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Company Overview

First Watch was a full-service restaurant chain operating in the family dining segment of the restaurant
industry. First Watch specialized in award-winning, made-to-order breakfast, brunch and lunch including
traditional favorites, such as omelets, pancakes, sandwiches and salads, and unique specialty items like
the Chickichanga, Pesto Chicken Quinoa Power Bowl and Fresh Fruit Crepes (see Exhibit 8). All menu
items were freshly prepared to order and the restaurant did not use deep fryers or heat lamps. The entire
menu was available seven days a week from 7:00a.m. to 2:30p.m. Guests were offered complimentary
newspapers and free Wi-Fi Internet access (http://www.firstwatch.com/).

The first restaurant opened in 1983 in Pacific Grove, California. At that time, there was no breakfast
restaurant-focused category. The company was founded by John Sullivan, a restaurant veteran and co-
founder of Le Peep Cafe, also a breakfast, brunch and lunch concept founded in Denver, CO in 1981.
One of those co-founders, Ken Pendery, joined John Sullivan in opening the second First Watch and
remained as First Watch’s CEO for over 30 years.

In 2014, First Watch was the largest and fastest-growing daytime-only restaurant concept in the U.S. with
more than 130 restaurants in 17 states (see Exhibit 7). It also operated 20 restaurants under The Good Egg
name in Arizona and one Bread & Company restaurant in Nashville with another under development.

First Watch has received more than 200 “Best Breakfast” and “Best Brunch” awards. The company was
named a 2013 “Next 20” Emerging Brand by Nation’s Restaurant News, a 2014 Top Franchise Value by
FSR Magazine, the recipient of the 2014 MenuMasters Award for Best Healthful Innovation for its
Quinoa Power Bowl and was the 2015 Consumer Picks award winner in the family dining segment from a
Nation’s Restaurant News survey (see Exhibit 3 and Exhibit 6).

Strategic Plan

In December 2011, a majority interest in First Watch Restaurants, Inc. and Subsidiary was purchased by
Freeman Spogli, a private equity firm (see Exhibit 4). At that time there were 79 company-owned
restaurants and 12 franchise-owned restaurants in 13 states.

The company’s five-year plan developed shortly thereafter called for growing company-owned
restaurants to 200 locations and growing franchised-owned restaurants to 100 locations. Company-owned
development goals would be achieved through a mix of acquisitions and organic growth--sourcing real
estate, negotiating leases and making investments in furniture, fixtures, and equipment as well as
improving the leased space. Acquisitions could involve acquiring a lone operating restaurant, an operating
restaurant company with multiple locations which may or may not be a direct competitor, or simply
acquiring a lease from a tenant with suitable space to build-out a restaurant. Franchise development goals
would be achieved through existing franchisees fulfilling the development commitments outlined in their
franchise agreement, and selling additional franchise territories and development rights to prospective
franchisees.

Demonstrating the ability to grow the number of restaurant outlets, particularly in new states, was pivotal
to enhancing the company’s ultimate value. In addition, being able to grow a stable and comparatively
less risky stream of royalty payments would inordinately enhance the company’s valuation multiple.

The Good Egg Acquisition

In mid-2013, the company was presented with an opportunity to purchase a 20-location, breakfast,
brunch, and lunch restaurant chain located in Arizona called The Good Egg. The Good Eggs were full-
service restaurants operating in the family dining segment of the restaurant industry and were open
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between the hours of 6:30a.m. and 2:30p.m. Founded in 1983, the company grew to 15 restaurants in
metro Phoenix and five others in southern Arizona over a 30-year period. The principal of the closely-
held company was interested in monetizing his long-held investment and pursuing new investment
opportunities.

The acquisition opportunity fit well with the company’s strategic plan of growth through acquisition and
the company felt that the underlying real estate for The Good Egg restaurants was superior to that of First
Watch. However, the company also believed that having “egg” in the brand name served to stymie lunch
sales and that their lunch offerings could be more compelling (see Exhibit 9). In addition, The Good Egg
catered to an older demographic while First Watch was seeking to attract younger diners with a more
contemporary menu and fresh look with its “urban farm” remodel program.

Following exhaustive due diligence, the company closed on the acquisition in February 2014.
Post-Acquisition Options

Convert to First Watch in Every Way but Trade Name

One option for First Watch was to capitalize on the equity in The Good Egg name, but make it like a First
Watch in all tangible respects. It could serve First-Watch food (with The Good Egg name on the menu) in
a First-Watch-looking dining room (with a The Good Egg sign on the building) and also keep The Good
Egg operating hours. This approach would avoid the potential of alienating its loyal customer base and
impinging on the brand pride felt by its employees. Additionally, this would allow First Watch to further
leverage its purchasing power (see Exhibit 5).

Convert to First Watch in All Respects

The Arizona market was not without First Watch restaurants. As many as four licensed First Watch
restaurants had been in operation in the Phoenix/Scottsdale area over the last 30 years with three in
operation as of 2014. The licensee was a former partner of Mr. Pendery in the original First Watch
restaurant and secured rights to license the brand in the greater Phoenix area while Mr. Pendery headed
east to plant the First Watch flag in Sarasota, FL in 1986. While not under the stricter supervision of a
franchised First Watch restaurant, the brand was, at least, already established in the “Valley of the Sun”
and enjoyed comparable average unit sales volumes as The Good Egg.

With 20 additional First Watch restaurants in Arizona, the company would further establish its presence
in Arizona and the western United States, and could leverage its scale related to purchasing, advertising,
human resources and accounting costs. In addition, upon the ultimate sale of the company to private
investors or a public offering, the company would likely garner a higher valuation with a homogenous
company of First Watches versus a portfolio of disparate “BBL” concepts. Finally, the typical First
Watch restaurant enjoyed 10% higher sales than its The Good Egg counterpart. And those higher sales
carried with them a 40% marginal profit rate.

Hybrid Approach

Given the total number of restaurants being acquired and in two distinct markets, the company could
engineer a test to ascertain the effect of changing any or all components of one or more of The Good Egg
restaurant locations. It could convert three restaurants in all respects, and convert three others in all but
trade name and then monitor traffic and consumer perceptions versus the remaining unchanged
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restaurants (control group). This approach would serve to reduce the exposure to an unfortunate reaction
by loyalists, while also lowering the amount of capital being put at risk.

Do Nothing

There was no impending reason to convert The Good Egg to First Watch. The Good Egg was highly-
penetrated in Phoenix and Tucson with a recognizable brand name, was well-trafficked, and had
significant sales and cash flow. Being in the BBL segment, The Good Egg’s offerings and service style
were similar enough to that of the company such that it could still bring operational expertise and
purchasing synergies to The Good Egg under its current moniker. Under this alternative, the company
would also avoid the capital expense of converting trade dress and signage to that of First Watch.

Summary

The acquisition of The Good Egg was not the company’s first acquisition. In the fall of 2012, the
company acquired two J. Christopher’s restaurants in suburban Atlanta, GA--the company’s first
restaurants in the Atlanta market. A significant part of the predecessor’s loyal customer base immediately
defected and migrated to remaining J. Christopher’s in the market. Some customers did not even bother
entering the building once they saw the new sign. Certain employees’ morale also soured as they donned
a new polo emblazoned with First Watch, a brand previously foreign to them. As a result, sales fell nearly
20% and the company struggled over the next year to restore sales and profits to pre-conversion levels.

The question of what to do with The Good Egg was profound. The Good Egg represented 20% of the
overall company and First Watch now owned an Arizona institution having served two generations of
families in Phoenix. The geographic challenge of being a thousand miles away from the nearest company-
operated First Watch was also a consideration and converting 20 restaurants to First Watch would pose a
human resource challenge.

The upside, though, was clear. Without “egg” in the name, First Watch restaurants garnered 10% higher
average unit sales predominately from lunch. In addition, having a homogenous portfolio of restaurants
would certainly help with the exit valuation.

Biography

Chris Olson is the Senior Vice President of Finance at First Watch Restaurants, Inc.
and a life-long student of the restaurant industry. He is currently enrolled in the
Doctorate of Business Administration program at the University of South Florida. He
received his M.B.A. from the University of Texas at Dallas and his undergraduate
degree in Finance from Oklahoma State University. Olson is also a Certified Public
Accountant licensed in the State of Florida.
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Exhibit 1: History of the Restaurant

Origin

Derived from the French word restaurer, to restore, the origin of restaurants is credited to 18" century
France. The first French restaurants were unassuming, highly-regulated establishments that sold
restaurants; meat-based consommeés intended to “restore” a person’s strength if feeling ill. After the
French Revolution, the monopolistic rights of the restaurant guild, which had been under license by the
king since the Middle Ages, were abolished forcing the former chefs of the aristocrats to find new work
serving the working masses. This development stirred the demand of French citizens who embraced the
principal of egalitarianism knowing anyone could purchase a given meal if willing to pay the price.
Enterprising French chefs capitalized on this swell by offering portioned dishes, prepared and priced to
order, and merchandised on menus. The modern restaurant was born.

Source: http://www.foodtimeline.org/restaurants.html
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Exhibit 2: Influence of Women in the Workforce on Restaurant Sales
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Source: Developed by case writer.
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Exhibit 3: National & Regional Competitors in the Breakfast, Brunch
and Lunch Sub-Segment (“BBL")
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Le Peep 1970 54
Jimmy's Egg 1980 42
First Watch 1983 126
The Good Egg 1983 20
Egg Harbor Café 1985 18
Egg & | 1987 115
Another Broken Egg 1996 48
J. Christopher's 1996 22
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Source: Developed by case writer.
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FS Freeman Spogli & Co.

Freeman Spogli is a leading private equity firm dedicated to investing with
management in middle market companies in the consumer and distribution
sectors.

Our firm was founded by Bradford M. Freeman and Ambassador Ronald P. Spogli in 1983 with
the goal of investing capital in partnership with management teams to help build growth-criented
companies. Mr. Freeman and Ambassador Spogli were among the pioneers in the private
equity business and raised the firm's first institutional equity fund in 1986. In its three decades
in business, our firm has grown to over 25 employees in two offices and has invested $3.4
billion of private equity capital in 51 companies. We cumently manage four investment funds
totaling $4.0 billion in committed capital and have investments in 14 companies with total sales
of $10 billion.

Criteria for Investment

Industry:

= Establizhed companies in the consumer and distribution industries

= Includes retail, restaurants, direct marketing, e-commerce, consumer products, retail services
and wholesale and business-to-business distribution

Transaction Types:
* Management buyouts, leveraged recapitalizations, corporate carve-outs and equity
investments

Company Characteristics:

= Sirong management feams

= Defensible market positions

» Platform for organic and acquisition growth
= Solid margins and free cash flow

Geography:
= North America

Company/Transaction Size:

*» Companies with EBITDA of $10 million to $75 million

» Equity investments of $50 million to $150 million

= Transactions of $100 milion to $750 million in total size

Source: http://www.freemanspogli.com/
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Exhibit 5: Brands with Identical/Similar Offerings and Different Names

Restaurants

The notion of operating identical brands in all material respects but name is not a new phenomenon.
After a 1999 merger between Checker’s and Rally’s, Rally’s adopted the Checker’s design and since then
both Checker’s and Rally’s continued to offer a limited menu, had a similar restaurant design with a
double drive through, and had very similar menu offerings.

In 1997 the parent company of Carl’s Jr. purchased Hardees. Both brands operated in the quick-service
segment of the restaurant industry and catered to young males with significant appetites. Eventually, their
trade dress and menu offerings became identical although they maintained a separate brand name.

Packaged Goods

In 1932, Best Foods bought its East coast rival, Hellman’s Mayonnaise. Both companies maintained their
separate brand identities, as both had large market shares in their respective regions. It was not until 1968
when Best adopted the blue ribbon of Hellman’s, thus, merging the logos in all but name. To this day,
both brands use the same commercials and advertisements but with switched names. Both products have
the same ingredients, but loyalists swear to a different taste.

Masters Dreyer and Edy founded Edy’s Grand Ice Cream in 1928. When Mr. Edy left the business in
1947, Mr. Dreyer renamed the company in his likeness. When the company expanded to the East coast in
1981, the company decided to resurrect the trade name Edy’s so as not to confuse the brand with an East
coast brand, Dreyer’s. To this day, the company operates under both brands in all respects but brand
name.

Orowheat was founded in Hollywood, CA in 1932. Arnold Bakery was founded in Connecticut in 1940.
In 1946, Brownberry was founded in Wisconsin. Arnold, Brownberry and Orowheat breads were all
purchased by Bimbo Bakeries in the 2000°s. While all have distinct histories, they all now operate as
divisions of Bimbo Bakeries, USA.

1
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Exhibit 6: First Watch Accolades
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Exhibit 7: First Watch Footprint - 2014
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Exhibit 8: First Watch Menu
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THE DAYTIME CAFE RSF WA! B H BREAKFAST- ERUNCH  LUNCH

VE PROUDLY PEATURE PRESH SEASONAL PRODUCE PROM LOCAL GROWERS WHENEVER POSSIBLE -

THE TRADITIONAL BREAKFAST 1w e

&8 grilkod ham steak. thick-slicad bacen

e s

ridy S3U5a08 OF S3USa00

any

1 your choice TRI-FECTA

ifiks. Senatd with

Tiwas freshy

& light and airy Be

o con, Lurkey

Served with elther dressed greens OR fresh, seascned
potatoes and an English muffin. Cholesterol/fat-free
eggn or sgg whites may be substituted at no
additional charge.

BAGADO B avocado and Montersy Jack.
Topped with gour eroam and sorved with o gido of
houssmacde salsn. 8 00

ACAPULCO EXPRESS Chorizo sausage, avocads,
green chilies, house-roasted onions, Cheddar and
Monterey Jack Tapped with sour oreatn and served
with n sido of bousemads salsa. 8.7

GREEK PETISH FRoasted red peppers. spinnch
and onjons with fota and black olives. 8.69

VEG'D OUT House-roasted Crimini mushrooms,
arechini, onions, tomatoes and broceoli with
Cheddar and Monterey Jack, 6.59

VIA VENETO ltalinn sausnge, house-roasted
tomatces and red poppers with fresh herbe,
meaorelln and Parmosan. 919

THE WORKS Ham, bacon, sausage, house-roasted
Crimini mushrooms, o & and tomatoes with
Cheddar and Monterey Jack. Topgped with sour
B.20

oream,

Haus
rooms and onions with fresh berbs and Swiss. 8.09

ENERGY BOWL Your choios of our houssmacde
granola or Muesl coreal of cats, aliced alimonds,
e

with low-fnl crgnnic yogurt. 518

SIESTA KEY COCKTAIL A bealth
vanilla and strawbercy low-fat organic yogurt, fresh
fruit, suiits and our bousenids granola. Served with
o frosh baked muftin of the day. 7.30

TRI-ATHLETE Egg white omelot with house.

& houssande salus, 3 dry
English muffin and frosh fruit. 7.06

POWER WRAP Egg whites, turkey, spin
house-ronsted Crimini mushrooms sand Swiss in a
san-drisd tomato-hasil tortilla. Served with fresh
fruli and o side of bousemade salss. 5.19

HEALTHY TURKEY Egg white omalet with
turizay, house-roasted onions, tomatooes, spinach and
fota. Sarved with o dry English muffin. 8.19

CRANBERRY NUT OATMEAL Mado to crder
with eranberries, Georgin pecans and sliced bannna
Sarved with low-fat milk, brown sugae
English muffin. 519 Plain 4.79

FRESH FRUIT CREPES Two thin, sweot crepas
wrnppod arcuind frosls fruit, topped with low-fat
organic Mrawberry yogurt, Served with a fresh baked
muffin of the day and bousemade grancla. 7.69

| CHICKICHANGA Whipped eggs with spicy all

natiral white-maat chicken. charizs sansngs, green
chilies, Cheddar and Monterey Jack, ciikons and
wvocndo rolled in s flour tortilln. Toppod with Vera
Cruz sauce and sour cream. Served with frosh fruit
and frosh, seasoned potatoas. 9.30

HEY WEST CREPEGGS A thin crepe lnyored with
frosh aggs. turkey, aveeado, BAoon, tomstoes and
Monterey dnck. Topped with sour eream nnd served
with an English muffin, a side of housemnade salsa
aad fresh, soasoned potatoos. 8.09

Two ponohed cage-fros oggs* atop
sted English muffin piled high with your choice
of combinations below and oovered with hollundaise
Borvod with fresh, seasoned potatoos. 0.30

* Ham and tomato

* Florentine - fresh spinach, avocado and tomate

BREA 1 cage-
freo eggs, spinnch, ham and meltod Cheddar and
Montorey Jack on multigrain toast. Topped with
hollnndaise and perved with fresh frudt and fresh.
seasonod potaloos. 899

MHLE Frash, i

FRENCH TOAST MONTE CRISTO Housemads
sourdough French toast layered with hom, wurkey,
melted Swiss and crenmy Dijonnaise grilled to
perfmction and dusted with powdersd cinnamon
sugar. Served with dressed groons and o side of
preserves for dipping. $.56

AVOCADO, BACON AND TOMATO HASH Two
{frosh cage-froe oggs® any style atop fresh, seasoned
potatoss, avocado, bucon o takoes with melved
Cheddar and Monterey Jack, 918

BACON AND ONION HASH Two frosh cugo-fros
egga® nny style atop fresh, seasoned potatoes,
Bacon and bouse-roasted criiona with melted
Chwddnr and Monterey Jack. 6.08

MARKET HASH Two frah cage-free agis®
any style atop frosh, seasoned potatoos, house.
ronated Crimini mushrooms, zucchini, onfonw
and rod poppars with spinach, malted mozzarelln
and herbed goat oheese, .16

PARMA HASH Two fresh cage-1reo aggs® any
style atop fresh, seasoned potatoes, Italian
anumnge, housa-ronsted Crimini mushrooma,
onjons and tomatoes with melted Parmesan,
moxzarelln an

MULTIGRAIN PANCAKES We've gotta warn you
Thess beauties are beyond big - they're humongous!
Chooso your stackags accordingly,

* Blain * Wheat Garm
* Blusborry ranbosTy Nut
« Chosolite Chip * Carrot Cike
+ Banana Grancla Crunch + Focan

* Bacon and Cheddar
One 369 Two 510 Three 658

BELGIAN WAFFLE Our light and airy wallle with
asido of warm, tixed borry compote. 6.8

FLORIDIAN FRENCH TOAST Scurdough
Franich Toast with whiat gorm and powdarod
ainnamen sugar, covered with fresh banana, kiwi
and ssasonal borriss. 879

PRENCH TOAST Your cholos of so
or rubsin bread. Topped with ereamy butter and

powdored cinnamon sugar. 7.19

gh

A K Sy

| PESTO CHICKEN QUINOA BOWL Protein-
| packsd quinos, kale, shredded carrots and house-
| rontod tomntces Wopped with grilied all-nasural

| lemon chickon breast, basil pesto sauco, fotn

| wrumbdes and freah herbs, 839

CHERRY CHICHEN QUINOA BOWL Frotein:
packod quirios, houso-ronstod Zucchin, dried
cherries, allanturnl white-ment chioken breast and
harbad goat chesse. Topped with sliced almonds, fresh
vt and drievied with balsamie drossing. 8.29

SOUTAUINELNGS BAW 11 NSO K
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Sandwiches served with dressed greens of o bowl
of hot asup.

MONTEREY CLUB Turkey, bacon, avecado,
lottues, tomate, Monterny Jack and mayo on
mltigrain. 8.6

BAJA TURKEY BURGER A lean white-meat
turkey patty wi aclo, lettuee, housemuds aulan,
maye and Pepper Jack on & grilled wheat bun. 8,19

CHICKEN PALERMO Crilled all-natural white-
maeat chioken, sliced tomato, onisn. papperoncing
nnd moszarella with basil pesto and maye on artisan
ciabatta. 8.00

REUBEN Corned besf or turkey on grilled rye with
Theusand lsland. sauerkraut and Swiss. 8.19

BEEFEATER Houst beel tomate, Cheddar
and Mentoroy Jack on grilled Parmesan-cruated
sourdeugh. Horseradish sauce on the side. 6.90

VEGGIE GRILL House-roasted Crimini
miushroons, sucching and spinach with hasil pesto,
oo and melted Swiss on grilled mulligein, 7,69

NOT GUILTY YOUR HONOR A whent tortilla
fillest with house-roasted Crimini mushrooms,
tomntoss, red peppers, spinsch, cucumber and feta.
Sorvod with o sido of hummus. 7.89

BLTE T classic BLT plus an overhard cage-free
ogg. Montorey Jack and mayo on multigrain, 7.86

VEGAGIE RURGER A sox

sned all-natural paity of
nd

avocado,
Santa Pe sance. 819

GRILLED TURKEY Turkey, bacon, tomato and
Monterey Jack with ranch dressing on grilled
sourdough 808

SALAD MELT All I
white-meat ohiokon salad modo with applos,
rmisins and ocelary served open-taced on grilled
multigrain. Topped with tomato and moited
Montoroy Jack. 8.19

S P i
\l7 7

b=

OLSON

Salads made with fresh spring greens and served
with artisan ciabatta toast,

L white-iveat chicken |
%, lomato and carrots

k. Drizeled with

#3090

PECAN DIJON Allnatu
st bacon, aveeads, pe
nd Monteray
sy Dijon drossing

COBB Bacon, turkey, egg. lomato
blow cheeso erumbles. Your choioe of

SANTA FE Cajun all-natural white-meot chicken
breast, house-roasted Crimini mushreoms, tomats,
avoendo, houssmade ciabatta eroutons, Cheddar
and Monterey Josk with Santa Fe dressing. 830

FRUITY CHICKEN Our all-natural white-moat
chicken salnd served with baby spinach, tomato,
soasonal fruit and poppyesed dressing. 8.10

2 FOR YOU

LUNCH SPECIALS
THAT ARE TWICE
AS NICE 7.49

CHOOSE TWO FROM THE FOLLOWING

Yo sandwich » ¥ salad » cup of soup

SUNRISE SELECT COFFEE
An smntirs pot of our premium, full-Navoned coffes -
froshly browsd just for you. Regular or Decat

ICED COFFER

HERBAL TEAS
A salection of hot orgunic hertal teps

HOT CHOCOLATE
LOW-FAT MILK Small or Large

100% FRESH-SQUEEZED 0J
Small or Large

JUICES Apple, Grapefruit, Cranberry and V&*
Small or Large

FRESH-BREWED ICED TEA
Froah-browad threaghout tha day using only all-natuml,
Jong-boal toa. Regnular or lightly sweetened lood

Cirwan T (fve refills)

COCA-COLA Soft Drinks (froo mfills)

*
SPELLEGRINO {Sparkling)

BOWL OF SOUP Topats Basil or
Soup of the Day 4.18

FRUIT BOWL Filled with fresh seasonnl fruit
Large 4.99 Small 3.99

FRESH. SEASONED POTATOES 2,99
ENGLISH MUFFIN OR TOAST 130
BAGEL With oroam choese 1.09

FRESH BAKED MUFFIN OF
THE DAY 249

HAM, BACON, SAUSAGE OR
TURKEY SAUSAGE 449

m Sy

Yeah, it’s fresh.

Here at First Watch we
begin each morning at

the crack of dawn, slicing
fresh fruits and vegetables,
baking muffins and
whipping up our French
toast batter from scratch.
Everything is made to order,
and freshness is never
compromised. We don't use
heat lamps or deep fryers
—we use only the finest
ingredients possible for the
freshest taste around.

il i, v W will pdlis i

Source: http://www.firstwatch.com/
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Exhibit 9: The Good Egg Menu

THE
LOCALLY GROWN GO()d Egg SERVED FRESH

2 at
THE TRABITIOMAL BREAKFAST
% treak sgga* By style with your cholos of
bacen, sausage links, all natural hom stask,
ks wanEags pateise sr sherima, Sarrad with
an Baglish mafin & seassred pacacses 858

Borved with a side of frash.
o prand ool

THE 6000 E88°5 BEREDICT
% poacked st with Zrillad, shaved
all natarsl bam piled high oo s tossted
Eeglish reufls topoed with hellandaiss
040

% EYE OPEMER COMBD «
£ frashs aggs* aey anyle with Eids Kik
pansalza, coepes of slansmor Prench tooat.
Flus your aholos of basoe, sausaga liaks,
all marueal ham ateak, tirksy aanangs
partiza of chormo ATH

FLORERTINE
2 posched sEeE® With Bsatied eplson,
ushirooms & calco oo a tosted
Eoghish rruts topped with hollaadaiss,
dived baocn & tomate 0.40

BISCUITS & BRAYVY
Bustarmilk baouits, srusage FIavy, € egys® sny
atyle & a#ide of frosh, seascned potarces 879 SUNRISE
& poacked eqge® with grilled, shaved
Tarker Bresst, grilled Srmato & svooade
ob & toasted Englsb mutha, Topmad
with bollandaise 948

MUSHEOOM CAPS
Exathed mushroom cape wpped wien malted
Sbarp oheddar & Jack. BaTved With % egee?
=ay siyls, a1 English mully & frest,
samned pomtosr 879

EREANFAST SARDWICH
Presh sgge? any style with yaur shalos of
bacoa, $MIRAgS 1K, DIFKeY SAL TS PACtIAN,
8haved all BATICA] ham oF CAFZEY & Your cbolce
of chwaw vo scurdough
S v wilh & cup of froels fruit 245

o

Tepped with mwlted
sArp cheddar & jaok

VEGEIE
2 tresh sgge* soy atyle
atep o hash of freeh, sehronad

=
Chiokw of butierinilk o whole wlmat ot
Malin sy pancalie a protoin pancake by
sdding vanlils arotels powdes for 0

pataress, apinach, musk pams,
onlen, Suschinl & brocoall 728
Sorved with an Emglish muffin

GLASSIC CARES
Flate-23ed cakas 2arved with house
s be syrup. Whipped butier upon requaest.
Siegle 6.8 Ghors Btk .05

EAKED POTATO
2 freeh agget any etyls amep &
bagh of fraab, 3eRs0n4d potatoes,
Bansa, on10n, F3UF Aream,
snlilons & rsts 929

MY BERRY AM S vwnd iy aa Sobiads mulfis

Srasels.orusted Ada Kiok sakas,
dried eranberrise, blneoarTise,
SETEWBACTLES, OrAN CASPOMCTT
reduetion, vaoilin b sake

batter & powdered sugse 7.68

LUMBERIACK
% freal FET* AOF H¥16 160D & hask
of fresh, sussoned potatous, baaou, sll
asnaral BAm, ssussge, Frushroocs,
onlon & bell peppara Topped with
saurige goary 689
Sorved with a blscuit & honey

BANENAS PRESLEY
E1ds Kiok oakos with bananas in
EAIEKd DOney EUTle: MINDIOBIS, DasnuT
buter & dack chooolase chips. Topped
with & slioe of bacon 788

PINERPPLE UPSIDE DOWR
Eido Kok caksa with caramslized
péosas, aiteug & Brown sugar glated
PLESApplR, CAFE CherTier, Whipped cream.
ennsnon & nUETRE T 58

®

GREEN FOGURT PARFAIT
M Jat Grask o izt with pour
0013 of rRApESrTY, Blusbarty, FTAwbarey
or caranel sauce with freeh blueberries,
abremburtive, bacanas and applss
Taoppad with welnuts. B.78

CLASSIC FRENCH TOAST

2 thiok alives of barmored & grilled GRAINS, FRUITS & HUTS
bouss-baked einnamon Lost light Mofann's irish Oatmasl topped with fresh
Hilppad b , Eananas,

OF DIUGDACEY COMPCTs QPN TRgIASt T 29
FOUR PEAKS FREMCH TOAST
4 atacloed Frenct toast balves covered
with frestily ellosd etowwboreles, banooss,
blusbarries, caramslized pasanr, saramel
A%, DrEAT chiks Troating, powdarsd mgar,
WhipDed arear, HINDAMEN & BUITWE ¥.79

Almonds, aranslimed paoans, <nuem
cumeg, milk & browr sugas 528

NURSES BIALY EREAKFAST
Borambled egp whites, turksy broaat,
apinanh, onlon & diced tomate 275
B ! W iLE A foanlec! wieal Blaldy.
fow fai erean ciroese & & cap of frufc

yle Tl

2
¢
Berved with freak, semscnod poisloss &
an Enghich muftin faveept where noted)

BACADY
Bacon, avceads, & dinéd womas with Brie
& jook. Berved with o side of salsa B.06

ECE WHITE & 7 VECEIE
i whitas, broocali, miaghmams, enlon,
woirch, zaochind, red ball papper, malzed Fri
dized tomAco & 2xmllions 9.56

WILDCAT
Chorizo, gresn chillsas, grilled onfons &
Jalapetce toppod with black boans, oare
teerills zer

, shikep cbaddir, Teoasrus Faves,
2our coeam, ollantro & pleo de galls 8.7
Sorved witk salss & tortilias

SPANISH
Trean shilien, grilled o

as, aslas,
Ialupesie jeok, shasp sheddue, sour ceenr,
pioe ds galle 2

COUNTRY COMBO
ALl nasursl bson, ssurage, boon, Monterey Jack
& sbarp cheddar. Topped with saurngs grary &
served with o bieoait &k honey 040

w
HUEYSS RANCHERDS
2 6EE® AN FIFIR BIP EreAD POTATE Witk 0orn
Larkllla trlow, Lisok beans, malted cheeses,
sour oresrn & ploc du galls 878
Searvand with flour or corn ordiles & sales

T JUAN BURRITO

Aburrito flled with serambled sgEs, chartms,

POTATOES, T01Led 0nLOnA e JAlAPENSE SOpPed
Wik eLll varde & ploe de galle 809

Survwd on blwck Deas wilh & wide of v b

BREARFAST TACOS
Cocn terdling Alled with sorambled sgg whi
#pinssh, onon & rad ball pappars
Tepped With plec ¢o @allo & wosaco 279
e vee? wilh Diack Deenn aales & lEne wecses

LA CASA POTENCIA (POWER HOWSE}
8 wararbled oy whiton, marinsted,
geillad chioken branse, grase chilias,
rad tal| peppata & ploo de galle 5,38
Served with salua, whole what wetills
& blsck beamrs

MACHD RACHD
% egge* sy eyls arep freeh, soarsned
pomatess with eorn tartilla scrips, heat
barbacca, green ohilies, quassrmole, blsce
beans, |4k & sharp oheddas cheesis,
Ve rRoTUE SAUCY, POUT GTNIT, ploo & galle,
e )

OLD PUEBLD
2 agge® any etyle with aheriza, green
chillies & malted cheagas an frash, seaacesd
potatces. Topped With pleo Ce@ale 8.9
Served with flour or corn wruiiss & salss

pouitry, secfocd. shallfish. or a00n mas inemrase voor riskof feodborneidnest.

MUMA CASE REVIEW
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CREPES
&

KFPLE CRUNCH BLINTL
2 oreper Blled with roasted Fajl apples,
brown sugar & cottage chasss. Topped
with granals, walnits, eealsirs, suramal
rogurt, powrdared migar, whipped aceam,
cinearon & Butrey 799

BERRY BREAKFAST ELINTZ
2 orepoz fllad with rixed barrles, raspbarsy
Crusk yogurt, coaken ohaats, sattage shass,
warm blusbarey compots, whipped cream,
sugar, surarcalizad pesens,
alnnamen & nutmog T.E0

CREPE-EGES

Handorafied cropies & o wislio
s amneded-syhe with @ ougr of frait
& arr English muffis. Chooser cow of
e axgrlionaa Bdony.

LIEHT
Epdanch, aveeads, pushrooms,
1ask & sbarp chedder 3.4

waseanola ereen chilies, arilsd onlon
Julapetio, ohill verde sauce, dicsd bacon
& ploo de galle 978

SIDES

BREADS
English muffin or toast 5
Bisoult, honay & buttar 3
Whent bialy & batter 3

MEAT
Buoon, il nubaral ham, swge,
tarkey snsLge, beat barbeoos,
sorned best hash, chortze 4
Grilled ohigken Dreast 4.t9

FRUIT
Cop 2 Bowl §

SIDE KIGKS
2 Bide Kiok pansakes secved with
beuss muple gyrup. Walpped buttr
upen request. Cholse of buttereili
or whols wheat batter 529

MOIRE
Fresh, seasoned potatoes 3
Eisouits & gravy 469

Ploase ot us know 17 you Bave
toud allorgies, Wewill do aur best te oblige

your speclal dletary concerns. Althoagh we
are nota glutes froe enviconment, many of

SANDWICHES
*

Served with dightly drovsod
arganle tald groens

CHICKEN SALAD/TUNA SALAD
Chelse of grilled, diced shicken
brosat salad or Albasons tans slsd,
with red onien, lettuce & tarmats
o twelrograin toust 7.25

TURKEY EIALY
Turkey breaat, cucumber, red
enlom, lettuce & tomese on &
tonstad wheat blaly B.20
Surved with a side of our non-fat
By muntard drevelag

BLTA
The clagsie BLT plus slleed wvecado
& mayo oo whols whest toest B.29

CLUB
All patar bam, furkex bacon,
lettucs, tomate, mazo & sliesd
hawartl on thees slices of tonstad
twalve-gralc bread B39

TWO FOR YOU COMBD

Choose any half sandwich
from below:

® Chicksn or tuna salad
= BLTA

* Fapta Pl Straw

® Cmr Reuben

T adbditicn io your ohales of:

« Lightly dressed srganio
eld gresns

* Cup ot soup

5.59

SANTA FE STRAW
‘Bnaved & grilled furkey bresar,
Tazon, Eanoran cola alaw,
green ohilles & jalapeno jack
op grilled sourdough 873
Spiey ancho chill dresing @ the sde

OUR REUBEN
Bheved corned beston grillad
rye with thousand island,
musrkract & vt 879

CALIFORNIA CHICKEN
Grilled chisken breass, lattucs, temats,
red onlon, cucumbses & wvocado on
toasted twalve-graln brend B.79
Buttermilk ranch e the aide

Source: http://thegoodeqgaz/

SQUTHWEST
SPECIALS
&

OUESADILLE
2 Aaur eartillae Blled with
marniesd, grilled shickes,
sharp sheddar b jack 7.09
Borved with black beans, somr cream,
lottuce, pleo do gallo & saka on the dde

MEX|-CALI BURRD
Guacamols, saatéed epinach,
musheosm, onien, ced bell pappar &
green chilisn in & whale wheat wrag.
Topped with melted abesses, ploc de gallo,
sour aream & fresh allantro B.79
Sorvend v black brans with Verscras
& palea wr dle side Add g kaind,
gritnd chiboker for e

SALADS
& WRAPS
]

Muke any salad & wrap

Dressings Futtermilk ranob,
poppy seed, thousand islaad,
Ealsamio vinaigracts, ancho ohili
Non-Fat Dressings: Honey muastard
& ruapbarey walnut vinuhg rete

SAN FRANCISCO SFINACH
Frozh spinash, dised bacen,
almonde, muskroome, dried

erunbercier, | hurdballed spg
4 Flow chiosrs crumbles 6 9%
Borvad with poppy voad drasolng

TUCSOM TACO
Presh romains haarss, aabbuge, oarrot, ploo
4 gallo, red bell pepper, black beans,
shasp sheddar, avooads, cora tartille acrips,
3cur aresm, allaatro & lime wadges 7.29
Berved wilhh asclo ceill deessiog.
valoa & choice of fowr or cover doriifas

MEDITERRAREAN
Organic flald groens, romaine, o,
redball pupper, cucumber, red colca,
Kalwmata clives & roasted osloes 5.9
‘Tossed with balsamio vinsigrece

WALDORF
Chlgken, bacor, apple, wesads, ralsins,
red onlon & WALDULE on OrgALlo feld
FreenE & rOmAILe With & liced
bard-tolled egy V.09
Delazied with butiermilic rance &
raspberry walmut vizsirratts

\BERLE
—uF_
GROWN
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