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Welcome
G.J. Hart,

President & CEO



Texas Roadhouse, Inc.
Safe Harbor Statement

Certain statements in this presentation that are not historical facts, including, without 
limitation, those relating to our anticipated financial performance for the full year 2007 
and beyond, are forward-looking statements that involve risks and uncertainties. Such 
statements are based upon the current beliefs and expectations of the management of 

the Company. Actual results may vary materially from those contained in forward-looking 
statements based on a number of factors including, without limitation, the actual number 
of locations opening during full year 2007 and beyond, the sales at these and our other 

company-owned and franchised locations, our ability to control other restaurant 
operating costs, our ability to acquire franchise restaurants, our ability to integrate the 
franchise restaurants we acquire and other factors disclosed from time to time in the 

Company's filings with the U.S. Securities and Exchange Commission. Investors should 
take such risks into account when making investment decisions. Shareholders and other 
readers are cautioned not to place undue reliance on these forward-looking statements, 
which speak only as of the date on which they are made. The Company undertakes no 

obligation to update any forward-looking statements.

Under the Private Securities Litigation Reform Act of 1995



Goals for the Day

• Provide you with:
– Deeper understanding of TXRH

and our business model
– Exposure to the depth and quality

of our management team
– Understanding of how we plan

to continue growing and creating value
for our shareholders



Agenda

• TXRH Overview…GJ Hart 
• Operations…….…Steve Ortiz
• Marketing………...Chris Jacobsen

Technology……….Bill Kent
• Purchasing….……Debbie Hayden
• Real Estate….……Kent Taylor
• Finance……….…..Scott Colosi

-- Break --
• Question & Answer



Overview
G.J. Hart,

President & CEO



Texas Roadhouse History

1993 – Founded (Taylor)
1993-99 – 3 of first 5 stores closed
1996 – Partner for Texas (Ortiz)
2000 – President/CEO Hired (Hart)
2001 – 100th Restaurant Opens
2004 – IPO
2005 – 200th Restaurant Opens
2008 – 300th Restaurant Opens



TXRH Quick Facts

• Typical hours of operation
– Monday-Friday

4 pm to 10 pm (no lunch)
– Saturday-Sunday

11 am to 11 pm

• $4.0MM average unit 
volumes 

• ~$14.50 average check
• ~5,300 guests per week



* For the nine months ended September 25, 2007.

We sell much more
than steaks…

Food
82%

Alcoholic 
Beverages

11%

Non-Alcoholic 
Beverages

7%

Total Sales* Entrée Sales*

Kids
10%

Steaks
47%

Seafood
4%

Combos
4%

Ribs
6%

Sandwiches
4%

Apps
3% Dinner

Salads
4%

Country 
Dinners

17%
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281 restaurants in 44 states = 
a proven national presence



Texas Roadhouse
Business Model

• Quality, made-from-scratch food
– Fresh, flavorful
– # 1 decision element

• Partnership
– Ownership/Entrepreneurial 

• Dinner focus
– Consistency of execution

• Aggressive price points
– Value, value, value!

• Fun, casual atmosphere
– Comfort, “get away from it all”



Our mission and values
support the business model.

• Mission Statement
– Legendary Food, Legendary Service™

• Core Values
– Passion
– Partnership
– Integrity
– Fun
– All With Purpose



STOCKHOLDERS POTENTIAL INVESTORS

PUBLIC GUESTS SUPPLIERS

MANAGING
PARTNERS

SERVICE
HEROES

KITCHEN
HEROES

MANAGERS

MARKET
PARTNERS

SUPPORT
STAFF

CULTURE AND
VALUES

EXECUTIVE
LEADERSHIP

…and centered 
around 

supporting our 
Managing 
Partners!

Our organizational structure
is decentralized…



Texas Roadhouse Story Video



$160
$233

$286
$363

$459

$597

23%+

2001 2002 2003 2004 2005 2006 2007
3Q

YTD

$14

$26

$34
$39

$47
$54

22%+
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Total Revenue
($ Millions)

Income from Operations
($ Millions)

We have achieved consistent 
increases in revenue and profits.
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251

284-285
~321-322

2001 2002 2003 2004 2005 2006 2007P 2008P

Number of Restaurants
System-wide at Year End

We are going to pass well beyond 
300 restaurants next year.



Company-owned Comparable Restaurant Sales Growth*

* Company restaurants open for 18 months prior to the beginning of the measurement period.
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Great operations and value
has driven consistent comparable 
sales growth.



Where do
we go

from here?



Continue to drive consistent, 
strong EPS growth

Annual Target

20%+Diluted EPS Growth

< 75% of rev growthLeverage G&A

No changeHold restaurant level margins

+2-3%Increase comparable sales

+16-18%Grow company restaurants



Operations
Steve Ortiz,

Chief Operating Officer



People

Legendary Food

Operational Execution

RESULTS!!

+
+
=

Keys to Success



Market Partner

Kitchen 
Manager

Service 
Manager

MANAGING 
PARTNER

People -
Managing Partner is the Heart



Results
• Experienced, Quality Operators
• Autonomous & Entrepreneurial
• Long Tenure

10% of O.I.Bonus

Options/RSU’sEquity

1 RestaurantResponsibility

5 yr. contractConsistency

$25,000Deposit

Managing Partner

We build partnership
with commitment to and from
our Managing Partners



Results
• Experienced, Quality Operators
• Autonomous & Entrepreneurial
• Long Tenure

5-8% of O.I.Bonus

Options/RSU’sEquity

4-12 RestaurantsResponsibility

5 yr. contractConsistency

$50,000Deposit

Market Partner

Market Partners are key
to operating and growing
our concept



Hearty,
Hand-Cut
Steaks

Hearty,
Hand-Cut
Steaks

Legendary FoodLegendary Food



Fall-Off-
The-Bone 
Ribs

Fall-Off-
The-Bone 
Ribs

Legendary FoodLegendary Food



Made-From-Scratch
Sides

Made-From-Scratch
Sides

Legendary FoodLegendary Food



Fresh Baked
Bread

Fresh Baked
Bread

Legendary FoodLegendary Food



Ice-Cold Beer &
Legendary Margaritas

Ice-Cold Beer &
Legendary Margaritas



Operational ExecutionOperational Execution

Host FocusHost Focus

Employee
Image

Employee
Image



Manager
In The 

Window



Alley
Rallies

Alley
Rallies



Operational focus
enhances execution

ConsistencyLimited Menu Changes

Faster Table TurnsLimited Dessert

Four Wall ExecutionLimited Carry-Out

One ShiftDinner Focus



* Typical Pricing, May Vary Regionally

USDA Choice Sirloin    6 oz……………………….... $8.99

Portobello Mushroom Chicken……………….… $9.99

Grilled Pork Chops       Single Chop….…… $7.99

In addition, our menu has 
tremendous value!*

Our entrées include:
– Fresh baked bread and peanuts
– Two made-from-scratch sides

• i.e. baked potato, house salad, etc.



Legendary Food
+ Legendary Service

= Results

Legendary Food
+ Legendary Service

= Results



Operations
Steve Ortiz,

Chief Operating Officer



Marketing
Chris Jacobsen



Marketing supports operations 
in numerous ways:

Menu 
Development

Local Store 
Marketing Market 

Research

Public 
RelationsNational 

Programs

Marketing



Texas Roadhouse 
Marketing Philosophy

Keeping The Guests
You Already Have

(Guest Loyalty)

Going After More
(Guest Counts)

then…

It all starts with…



Understanding our guest
is key to developing
marketing strategies.

• Middle-income, 
married with kids,
30-40s, skews
slightly male

• Shops at Wal-Mart
and Home Depot

• Working class
American family



We have three distinct
Guest Profiles which pull from 
different competitors.

25%25% 50%50% 25%25%

Texas Roadhouse Guest ProfileTexas Roadhouse Guest Profile

Outback
Longhorn

LowerLower MidMid HigherHigher

Applebee’s
Chili’s
TGI Friday’s

Golden Corral
Ryan’s



If we get guests in the door,
TXRH leads the casual segment
in intent to return.

60%Ryan’s Family Steakhouse
68%TGI Friday’s
74%Applebee’s
75%Chili's
76%Golden Corral
78%Longhorn Steakhouse
80%Outback Steakhouse
89%Texas Roadhouse

% Definitely
Eat There AgainFull-Service Restaurant

Source: ©2006 Ipsos Insight: Attitude and Usage Study



Our loyal users drive
substantial visits and dollars.

• Guests who eat
with us 2+ times
per month contribute:
– 71% of all

TXRH visits
– 70% of all

TXRH dollars

Source: ©2006 Ipsos Insight: Attitude and Usage Study



We are the favorite choice
for many of our guests.

56%

24%
13% 11%

Texas
Roadhouse

Outback Applebee's Chili's

% of casual diners naming
a restaurant they have visited

in the past year as their favorite

Source: ©2006 Ipsos Insight: Attitude and Usage Study



Our awareness levels are solid.

72% of casual diners who live within 
20 miles of a Texas Roadhouse have 
heard of us (despite no national 
advertising)

Source: ©2006 Ipsos Insight: Attitude and Usage Study



Improve awareness, trial
and loyalty (frequency) 

Comparable Sales Growth

We will continue to enlist
a “ground attack” approach. 



Guest Loyalty
provides the foundation.

• First Time Guests
truly become 
incremental sales.

• Without loyalty,
you just replace the 
guests you’ve lost.



With guest loyalty intact,
the “Power of 4” is explosive!

• Let’s assume:
– TXRH has $77k in weekly sales/ $11,000 a day 

average
– PPA is $14.50
– Avg. party size is 3.5

• By reaching out to just 4 people per day:
– 4 people mean 14 total guests

(4 x 3.5=14)
– 14 x $14.50 PPA = $203 in sales
– $203 / $11,000 =

• +1.8% sales increase!



Local Store Marketing is the 
engine behind the Power of 4

• Local Store Marketing
– Building sales by building 

relationships inside
and nearby our restaurant 
every day

– Best “return on investment”
marketing there is



We go after New Guests
EVERY day through LSM 
commitment and execution.

• Local Store Marketers
at each location

• 4 walls, 3-mile radius, 
Community

• Schools and Kids Programs
• Business Partnerships

and Hotels
• Community Involvement, 

Events and Sponsorships
• Positive PR: Local cooking 

segments and stories



In addition, we reach out
to over 1 million loyal
Guests every month.

• Permission-based 
Marketing

• Roadie Email 
Program

• Direct Messaging
• Guest Surveys
• Direct Marketing

at relatively low cost



Annual National Programs 
support local strategies.

Nov./Dec. (8 weeks)Gift Cards

September (3 weeks)Great Steak
of Texas

June (4 weeks)Rib Fest

May (4 days)Mother’s Day

February (4 days)Valentine’s



“Year-Round” National 
Programs help expand daypart
and guest counts. 

Note: Regional pricing may vary.



National Programs are funded 
through a  .3 of 1%
marketing contribution.

Note: Regional pricing may vary.



Our menu approach supports 
our marketing philosophies.

* Typical pricing, may vary regionally



Pricing is targeted for each
of our 3 Guest Profiles.

* Typical pricing, may vary regionally



While 47% of our mix is steak, 
there is plenty of variety.

* Typical pricing, may vary regionally



Gift Card sales are our big
Q4 focus as they help drive
Q1 traffic 

• Average sold per restaurant is well over 
$100,000

• Average amount is about $30
• We redeem 75% of cards

sold by the end
of the first quarter



The future of our marketing
will evolve, but the core 
strategies will remain.

• Guest Loyalty at the foundation
• “Ground Attack” of local store marketing
• Focus and execution… the Power of 4.



Marketing
Chris Jacobsen



Information 
Technology

Bill Kent



Supporting Restaurant 
Operations through
Information Technology

• IT Team Structure
• Overall IT Philosophy 

& Strategy
• Current IT Partners

& Systems
• Restaurant IT Trends

& Opportunities



The IT Team Structure supports:

Help Desk & 
Equipment 

Depot

Infrastructure 
&                        

IT Operations

Business 
IntelligenceBusiness 

Systems

Info. Tech.



Overall IT Philosophy
& Strategy

• Legendary “In-House” IT Support
• IT Due Diligence / Pilot / Provide Value / Support

-vs- Push
• High Transactional Volume Mindset
• Buy-Before-Build
• Best of Breed Vendor & Application System Integration
• Value-Added IT Vendor Partnerships



Key Technology
Vendor Partners



• POS - Point of Sale

• Backoffice - Accounting, eOrdering, Inventory, 
Theoretical Food Cost & Labor Management

• Guest Management

Key Restaurant Systems



Restaurant IT Trends
& Opportunities

• Guest / Table Management
– Text Paging; Guest Loyalty

• Call-Ahead / Reservations
– Phone Interactive Voice/

Key Recognition; Web;
Centralized Call Center 

• Remote Menu Change 
Management
– Centralized, Remote IT Tools

for Return to Service;
Menu Maintenance



Restaurant IT Trends
& Opportunities

• Web to Print
– Local Store Marketing Materials 

Customization and Procurement

• Mobile Payment
– Pay at Table; Curbside

• Kitchen Display Systems (KDS)
– Expo Orders; Manager in the 

Window; Employee Contests
• Kiosks

– Employee On-Boarding; Customer 
Marketing; Employee LMS



Information 
Technology

Bill Kent



Purchasing
Debbie Hayden



Purchasing Support to TXRH:

Procurement 
of Food & 
Beverage

Distribution 
to the 

Restaurants

Food 
Safety & 
Quality 

Assurance

Purchasing



• System-wide including franchisees
• 700+ different SKU’s 
• 200+ different vendors
• Some items have one vendor

and some have multiple
• Generally prefer fixed price contracts

– Typically one year in length
– General volume commitments

We purchase approximately 
$350 million of product per year.



Quality

SupplyContract 
Price

Building and maintaining
vendor relationships is key –
it’s all about partnership.

Procurement decisions need to balance
price, quality, and supply.



We typically annually contract 
over 75% of our food
and beverage costs.

* Excludes potatoes

Yes612Seafood

No9014Prod*/Dairy

Partial10010Other/Misc

Yes7610Beverages

Potatoes

Chicken

Pork

Beef

Yes665

Yes594

9

46

% of Food Costs

Yes

Yes

Typically 
Contract/ Fixed

46

55

Cum. %



3 
Restaurants

3 
Restaurants

36 
Restaurants

62 
Restaurants

87 
Restaurants

36 
Restaurants

55 
Restaurants

Sygma
Sysco

How the product gets
to the restaurants



Driver Partnerships



Food Safety and
Quality Assurance

• Inside the restaurant:
– Product coaches/ESF’s
– Market and Managing Partner communication

• Outside the restaurant:
– Vendor QA
– Random plant inspections



Purchasing
Debbie Hayden



Real Estate
Kent Taylor,

Founder & Chairman



Plan is to continue growing 
Company restaurants at 16-18%

• Continued focus on Company development
• Strategic acquisition of franchisees
• Potential international opportunity several years out
• Potential universe of 1,000+ TXRH’s



Texas Roadhouse
Prototype



Site Selection Process

• Recommendation
from Market Partner

• Site Specifics
– location, traffic counts, 

parking
• Demographics 

– roof tops, income levels, 
age, families

• Returns
– IRR and Managing Partner 

pay targets
• Founder/Chairman

Visits Each Site



Market driven development 
strategy*

* Represents Company market partners only.
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28 30
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Projected

Company owned
Franchise

Annual TXRH Openings



Even in Top 5 penetrated states, 
TXRH is smaller than competitors

13224413Tennessee

Total

Pennsylvania

Indiana

Ohio

Texas

145151359108

7326417

22196518

18

42

TXRH

33

45

Outback

7294

3192

Golden 
CorralApplebee’s



In Top 5 least penetrated states,
TXRH is smaller than other 
competitors

2931719Georgia

Total

North 
Carolina

Virginia

California

Florida

15626141637

55355511

2136727

3

7

TXRH

62

97

Outback

49106

2112

Golden 
CorralApplebee’s



From an international perspective,
we have no presence.

9113480Japan

722910China

4,788

2,638

674

175

326

336

Pizza Hut

167380Other

4560United Kingdom

Total

Mexico

Canada

South Korea

2971620

1440

4130

0

TXRH

88

Outback

51

TGI Friday’s



Real Estate
Kent Taylor,

Founder & Chairman



Finance
Scott Colosi,

Chief Financial Officer



16% – 18% Company Restaurant Growth

Flat Restaurant Costs as a % of Sales

G&A Leverage

20%+ Long Term EPS Growth

+2-3% Comparable Restaurant Sales Growth

Our long term growth model 
drives 20+% earnings growth.



Our current new restaurant 
model still drives unlevered
returns above 20%.

(a) Includes rent on a basis of 10x year one rent and pre-opening of $400,000.
(b) Restaurant level, excluding stock option expense.
(c) EBITDAR as a percentage of net investment.

15%+Internal Rate of Return

22%Unlevered Return (c)

$0.8 millionEBITDAR $

21%EBITDAR Margin (b)

~$4.1 millionAnnual Sales (Year 3)

~$3.9 millionNet Investment (a)

New Restaurant Model



Investment costs have
slightly outpaced significant 
growth in AUV’s.

$2.0

$2.4

$2.7

$3.1

$3.4

$3.8

$4.1

$4.5

2002 2003 2004 2005 2006

Avg Annual Sales * Avg Investment

* Company restaurants open for 6 months prior 
to the beginning of the measurement period.

($ in Millions)
CAGR = 5%

CAGR = 7%



Franchise Acquisitions

• Have bought 20 back since beginning of fiscal 2006
• Have right to 100% interest in 62 of 81

franchise restaurants
– Share-based
– Multiple depends on share price (4-6x)

• Have offered franchisees 5-6x’s EBITDA
for all cash deals

• Evaluate for returns (IRR) and accretiveness



$3,111,000

$3,973,000

$4,854,000

Bottom 25% Middle 50% Top 25%

+22%

+28%

We have plenty of capacity to grow 
same-store sales 2-3% per year.

* Company restaurants open for all of 2006

Average Annual Sales per Company Restaurant*



• Estimated 1.5% to 2% inflation for 2008
• Beef (46% of food costs)

– Projected 0-2% inflation
– Locked on ~ 75%

• Pork (9% of food costs)
– Up 1-2%
– Locked on 100%

• Chicken (4% of food costs)
– Up 7-8%
– Locked on 100%

Commodities Update 



Wage Update

• Estimated 2.5% to 3% inflation for 2008
• Federal Minimum Wage Increases:

– 7/25/08 - + $0.70 to $6.55
• No Federal Increase in tip credit
• State minimum increases:

– 19 pre-set and/or tied to CPI
– TXRH operates in 13 of these states

• Projected $2.4mm impact in 2008
– 0.3% of sales



Have and expect to continue 
driving G&A leverage 

% of Revenue (excludes stock option expense)

* Adjusted to reflect reclass of management training to pre-opening

5.7%
5.4% 5.5%

4.5%

5.0%

5.5%

6.0%

2003* 2004* 2005* 2006 2007F

High
4’s

5.2%



(1) - Excludes cash flow generated from option exercises and stock options deposits.
(2) - Amount excludes amounts spent on franchise related acquisitions.

Cash Flows 

322520# of Company openings

3

(61)

64

20052005

(18)

(98)

80

20062006

90-95Cash from operating activities(1)

(100-110)Capital Spending(2)

(10-20)Difference

2007(P)2007(P)$ millions



90-10087New restaurants

98

2

9

20062006

8Refurbishment/maintenance

2Corporate

100-110Total(1)

2007(P)2007(P)$ millions

(1) - Excludes amounts spent on acquisition of franchise restaurants.

Capital Expenditures



Capital Structure

• Own vs. lease
– currently 50/50

• $250 million total revolver 
capacity
– $176 million available 

to fund ongoing
growth and franchise 
acquisitions if needed

• Share repurchases
and dividends permitted

359Equity

17%Book debt/cap

(75)

15

Q3 2007Q3 2007

Cash

Debt

$ millions



Summary
Investor Day



Track Record of Growth

Experienced Management Team

Focused Operations

Strong Restaurant Economics

Significant Development Opportunities

20% Earnings Growth

Investor Day Summary:
TXRH is well positioned
for long term growth. 



We recognize that the short 
term environment is tough.

• Sales Momentum Has Slowed
We are focused on:
– Driving operational execution

(i.e. a consistently great guest experience)
– Driving local store marketing efforts
– Maintaining our value positioning

• Commodity Inflation
We are focused on:
– Balancing long vs. short term pricing opportunities
– Looking for ways to improve yields



We recognize that the short 
term environment is tough.

• Labor Inflation/Minimum Wage
We are focused on:
– Maintaining staffing levels and training focus
– Maximizing labor productivity (i.e. new labor management tool)

• Development Cost Inflation
We are focused on:
– Annual building & equipment review
– Analysis of bigger/smaller prototypes
– Analysis of location options (i.e. free-standing, in-line, etc.)



Break



Question
& Answer



Texas 
Roadhouse

Investor Day
December 4, 

2007


