A PORTFOLIO OF BRANDS, o8
PEOPLE AND PLACES F__»

WE'VE HELPED BUILD



WHAT
SOLVE.

We partner with restaurant and
hospitality brands to turn big
ideas into real results- from
concepl to continuous growth.
WHETHER IT'S BUILDING SOMETHING NEW,
REIGNITING WHAT'S NEXT OR SCALING
WHAT WORKS, WE BRING STRATEGY,

CREATIVITY AND OPERATIONAL KNOW-
HOW TO EVERY CHALLENGE.

BUILD GROW

@ Create brands, ﬁ] Scale demand,

concepts and awareness and

experiences from footprint

the ground up. through smart,
integrated
marketing.

EVOLVE ACTIVATE

Turn strategy
into campaigns,
content and
gues experiences
that drive
results.

Reposition and
modernize
brands without
losing what
makes them
special.

CONNECT LEAD

@ Create cultural @ Align marketing
relevance with operations,
through finance and
partnerships, growth to build
personality and stronger, more

community valuable
businesses.




THE COMPANY

Startups. Scale-ups. Franchise systems. Restaurant groups.
Celebrity-backed brands.

A collection of brands we’ve had the privilege of helping
move forward.
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THE SCALE STORY

sPORTS BISTREAUY

FROM HOME'OWN =
SPORTSBARTO =~  — =
NATIONAL FRANCHISE W
BRAND.

<.}

o ““'.;- il . _\l;,'f‘!.;..'.
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Build a brand and marketing engine "
capable of supporting aggfeSSI‘
franchise growth witheut. |
culture that made Walk- Q_
in the first place.
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ROLE ERA SCALE
Marketing Leadership / 2009~ 2013 2 Locations - 8o+ Locations
Brand Strategy / 2019-2023

Franchise Growth /
Partnerships



THE SCALE STORY

THE

The productwan’t the problem.
The storywasn’t the problem.
The challenge was making the

story scaleable.

THREE STRATEGIC MOVES

Ol

CODIFY
THE BRAND

Turn culture into positioning,
language and systems so Walk-
On’s could stay true to its
roots while reaching new
markets.
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BUILD

LA T‘
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Walk-On’s had everythlng J"}
great food, unique culture a *
authentic story. Our job Wa that = ;"p

magnetism into a repeatable, sealable AT
brand that could grow nationwide* S
without losing its soul.
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MAKE IT

THE ENGINE

Create marketing infrastructure,
tools and playbooks to support
operators and franchisees - from
brand standards to local restaurant
marketing to national demand
generation.

BETTER

Use partnerships, storytelling, PR
and community to build something
bigger than advertising - a brand
that represents Louisiana, unites
people and creates real cultural
relevance.

INE-IN WINGS

JRALIMITED TIME



THE SCALE STORY

WHAT
NEXT?

2->80+ | 500% 30+ $200M+ | BILLIONS

LOCATIONS SYSTEM GROWTH MARKETS SYSTEM SALES BRAND IMPRESSIONS

From regional favorite Scaled through Bringing Louisiana Built a high performing, Through national campaigns
to national footprint. franchising and strategic hospitality to new resilient franchise PR, strategic partnerships
market development. communilies. business. organic social and paid media.

Recognition
across the
brand.

In 2012, as the brand was continuously
accepted and the concept certainly not
shy of growth, Walk-On’s reputation in
the industry spoke volumes, as ESPN
named Walk-On’s the #1 Sports Barin
America.

We helped lead that charge and beat
other national sports bar brands with
only 3 locations at the time.




R&R

BRANDS

THE ASSIGNMENT

THE PORTFOLIO STORY

A diverse portfolio. A unified approach.
Working across multiple brands,
markets and business models to drive
clarity, consistancy and growth.

THE APPROACH

Different brands. Different challenges.

One consistent strategy: bring focus,
build the right tools and unlock long-
term value.

-0 -6

STABILIZE SYSTEMATIZE OPTIMIZE
Assess, align and Build brand standards, marketing Drive performance,

creale a strong infrastructure, and scalable expand opportunity and

foundation for growth. processes across the portfolio. create long-term equity.

8+ | 80

BRANDS LOCATIONS

MORE THAN NUMBERS

\/ Built a scalable marketing system adopted across
multiple franchise platforms.

\/ Secured high-profile partnerships and elevated
brand visibility.




THE TRANSFORMATION STORY

PIEOLOGY.

——PIZZERIA —

THE OPPORTUNITY

Pieology had a strong foundation, but
the brand wasn’t living up to its
potential right out of bankruptcy. The
pizza was customizable. The name was
unique. The opportunity was to turn
Pieology into a fully own able brand
idea and create a consistent, modern
experience across every touchpoint.

ONE IDEA. EVERY TOUCHPOINT.

BRAND PIEOLOGISTS GUEST ENVIRONMENTAL MENU POP DIGITAL LOCAL STORE
POSITIONING JOURNEY BRANDING ARCHITECTURE STRATEGY
Curiosity at the core. More than team A simpler, more A unified local and feel Clear, craveable and High-impact, A modern experience Room for local
members. Brand intentional in every location. easy to navigate. on-brand creative. that extends beyond relevance within a

ambassadors. experience. the 4 walls. scaleable system.

BEFORE

| COOKIES

1 Made in-house
e AT

TIE $108T
IF HIlL

ENU ARCHITECTURE DIGITAL LOCAL STORE STRATEGY BRAND MATERIALS




THE REPOSITION +

THE OPPORTUNITY 'I. ____.-:' e
A .
New ownership. Al ) t
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A new opportunity. | g : ' i
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We positioned Party Fowl to reignite | | S avistt e s ; l
the brand, drive demand and create a ' 1-,I|I,'5,’. | EURIE | !.'
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BEFORE AFTER
e Unclear positioning. e Abold, clear position: PARTY STARTS HERE.
¢ Dated brand perception. e [Ilevated food, drink and experience strategy.
e Low awareness outside core market. e Ownable signature programs (Flock Hour, Weeknights and Brunch).
e Missed opportunity in F&B messaging. ¢ A modern brand identity and website.
e Inconsistent guest experience. o Targeted digital and local marketing.
e A scaleable playbook for new and existing locations.
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SIGNATURE PROGRAMMING

Poay Fol R wErEIATS ¢
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MENU + VISUAL IDENTITY WEBSITE
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HOUSE TITo'S SELECT 2oz BAR
WINE HIGHBALLS MARTINIS  DRAFTS BITES

THE IMPACT 2- 5 +42% 2X MILLIONS PROOF

OCATIONS iLES UFT ECIAL GROWTH OF IMPRESSIONS O_F CONCEPT

In first 9o days. In under 12 months. tTh

1and Opened out of state market.
aig) Currently #2 in the system



HE PORTFOLIO STORY

BRECHTEL

HOSPITALITY

THREE DISTINCT
CONCEPTS.

ONE MARKETING
CHALLENGE.

THE ASSIGNMENT

Over a sixth-month agreement, we partnered \V/
with an established hospitality portfolio to
assess what was working, identify what wasn’t,
and build framework systems and processes
needed to make each concept more strategic,
consistent and effective.




THE PORTFOLIO STORY

@ 2 F ’l; j’?h ; N

THE

We brought structure, strategy and consistency to
three already-strong concepts - creating the
marketing infrastructure, tools and processes to
help them perform at their potential while staying
true to what makes each one special

FOUR STRATEGIC MOVES

S g and the role
each concept played within the

opportunities. portfolio.
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BUILD THE

FIRST FRIDAYS

GETTO
WORK

Turn the strategy into more
intentional ns,
programming and local marketing.

T H E I M PACT STRONGER INCREASED

BRAND CLARITY GUEST ENCAGEMENT

HIGHER

MORE EFFICIENT

LOCAL AWARENESS MARKETING OPERATIONS

Great concepts don't always need reinvention.

Our job wasn’t to change what made these businesses special. Itwas to build the marketing discipline that could make more people notice.



THE GROWTH STORY

GROWTH REQUIRES | ;o

Four businesses. Four different growth

SOM ET I N G N EW opportunities. One common assignment:
I I ° help make the next course possible.

A BAR IS A BAR,
BUT A TAVERN
HAS SOUL.

N TAVER N Y47
NS = MARKET + KITCHEN + PATIO

ORLANDO ARTISINAL LEMONADE - CPG

Introduce a celebrity-backed
franchise concept into a new
metro market and build
awareness, relevance and
demand around the opening.

" Take one of the restaurant’s most-loved
yducts - its seasonal artisan lemonades-

LAUNCH STRATEGY
MARKET ENTRY

PUBLIC RELATIONS : =
DEMAND GENERATION

PRODUCT EXTENSION
PACKAGING

GO-TO MARKET
REVENUE

RESTAURANT GROUP

g NEW

CAMPAIGN STRATEGY + ANNUAL BRAND CALENDAR ..1 l m L NORDSTROM FAMILY OF RESTAURANTS
\ I
- e
| "

Bring greater sophistication and discipline o ;-l : Help position the organization to pursue
to a growing regional brand through a Ll the Nordstrom Family of Restaurants
strategic campaign approach and an L management agreement.
annual messaging calendar to drive e ¢,ﬂ=’.ﬂm .
consistent demand and guest engagemer‘rtﬁ‘. & B . '
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BRAND MESSAGING ,i BUSINESS DEVELOPMENT
CAMPAIGN ARCHITECTURE POSITIONING

MARKETING SYSTEMS
DEMAN GENERATION

PITCH STRATEGY

i-.. = ! EXECUTIVE STORYTELLING |
- Mx-ﬂﬁ |



THE CELEBRITY STORY

WHEN THE BRAND | T —

changes the equation. The personality
brings the attention. The brand still
has to earn relevance.

TAFFERS
% :

THE NAME MAY OPEN THE DOOR.

The best celebrity partnerships don’t borrow relevance. They build it.
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THE WORK
BEHIND THE WORK.

Great hospitality brands don’thappen by accident.
They happen when every piece works together.
Here’s whatwe bring to the table.

O1

BRAND
STRATEGY

Define a brand, sharpen
the story and create a clear
path forward via brand
positions as the North Star.

05

GUEST
EXPERIENCE

Create experiences that
turn first-time guests into
loyal regulars.

09

STRATEGIC
PARTNERSHIPS

Identify and activate
partnerships that expand
reach, build credibility and
create mutual value.

02

TURNAROUND
STRATEGY

Assess, stabilize and
reposition brands to get them
back on track - and set them
up for what’s next.

06

DIGITAL +
PERFORMANCE

Drive awareness, traffic and
conversion through intelligent
channel-specific strategies.

10

PR+
COMMUNICATIONS

Generate buzz, manage the
narrative and keep brands in
the right conversation for the
long term.

03

MARKETING
INFRASTRUCTURE

Build the systems, processes
and calendars that turn
strategy into consisten
execution.

07

LOCAL STORE
MARKETING

Bring the brand to life in-
market with tactical, high-
impact programs that drive
real foot traffic.

LL

CONCEPT
DEVELOPMENT

Help shape and launch new
concepts with a point of view,
a plan and a path to scale.

04

FRANCHISE
SYSTEMS

Develop scalable marketing
programs that work across
markets and drive consistency
and local relevance.

08

MENU +
REVENUE STRATEGY

Use menu, pricing and promotions
as powerful marketing tools to
drive trial, frequency and higher
check averages.

12

EXECUTIVE
ALIGNMENT

Bring clarity, focus and cross-
functional collaboration to
keep everyone moving in the
same direction.

Because marketing doesn’t work

in isolation. Neither dowe.



SO, WHAT"S YOUR

Maybe the brand needs clarity.
Maybe the business needs momentum.

Maybe whatworked before simply isn’t enough for what’s next.

That’s where we come in.

e

fRIEY, E

NEXT COURSEL

C.O L L E Criui=

A HOSPITALITY GROWTH CONSEBETACY

WHATS, NEXT
STARUSS HERE.

DA erin@the-nextcourse.com

Q. (985) 212-8720

O
D[m @ErinHainsAmadeo
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	THE
	WORK.
	Strategy is only interesting when it does something.
	A PORTFOLIO OF BRANDS, PEOPLE AND PLACES WE’VE HELPED BUILD


	WHAT
	WE SOLVE.
	We partner with restaurant and hospitality brands to turn big ideas into real results- from concept to continuous growth.
	WHETHER IT’S BUILDING SOMETHING NEW, REIGNITING WHAT’S NEXT OR SCALING WHAT WORKS, WE BRING STRATEGY, CREATIVITY AND OPERATIONAL KNOW-HOW TO EVERY CHALLENGE.
	BUILD
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	THE COMPANY WE KEEP.
	Startups. Scale-ups. Franchise systems. Restaurant groups.
	Celebrity-backed brands.
	A collection of brands we’ve had the privilege of helping move forward.


	next course
	COLLECTIVE

	FROM HOMETOWN SPORTS BAR TO NATIONAL FRANCHISE BRAND.
	THE ASSIGNMENT
	Build a brand and marketing engine capable of supporting aggressive franchise growth without losing the culture that made Walk-On’s special in the first place.
	ROLE
	Marketing Leadership / Brand Strategy / Franchise Growth / Partnerships

	ERA
	2009- 2013
	2019-2023

	SCALE
	2 Locations ⟶ 80+ Locations



	THE
	PROCESS.
	THE OPPORTUNITY
	The product wan’t the problem.
	The story wasn’t the problem.
	The challenge was making the
	story scaleable.
	Walk-On’s had everything people love - great food, unique culture and an authentic story.  Our job was to turn that magnetism into a repeatable, sealable brand that could grow nationwide without losing its soul.
	THREE STRATEGIC MOVES

	CODIFY
	THE BRAND
	BUILD
	THE ENGINE
	MAKE IT
	BETTER


	WHAT
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	THE IMPACT
	2   80+
	500%
	30+
	$200M+
	BILLIONS
	BRAND IMPRESSIONS
	LOCATIONS
	SYSTEM GROWTH
	MARKETS
	SYSTEM SALES

	Recognition across the brand.
	In 2012, as the brand was continuously accepted and the concept certainly not shy of growth, Walk-On’s reputation in the industry spoke volumes, as ESPN named Walk-On’s the #1 Sports Bar in America.
	We helped lead that charge and beat other national sports bar brands with only 3 locations at the time.
	THE PORTFOLIO STORY
	THE ASSIGNMENT

	A diverse portfolio. A unified approach. Working across multiple brands, markets and business models to drive clarity, consistancy and growth.
	THE APPROACH
	Different brands. Different challenges. One consistent strategy: bring focus, build the right tools and unlock long- term value.

	STABILIZE
	SYSTEMATIZE
	OPTIMIZE


	8+
	80+
	LOCATIONS
	STATES
	BRANDS
	MORE THAN NUMBERS
	Built a scalable marketing system adopted across multiple franchise platforms.
	Secured high-profile partnerships and elevated brand visibility.
	THE TRANSFORMATION STORY

	THE OPPORTUNITY

	Pieology had a strong foundation, but the brand wasn’t living up to its potential right out of bankruptcy. The pizza was customizable.  The name was unique.  The opportunity was to turn Pieology into a fully own able brand idea and create a consistent, modern experience across every touchpoint.
	ONE IDEA. EVERY TOUCHPOINT.
	BRAND
	POSITIONING
	PIEOLOGISTS
	GUEST
	JOURNEY
	ENVIRONMENTAL
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	MENU
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	POP
	DIGITAL
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	BEFORE
	AFTER
	MENU ARCHITECTURE
	POP
	DIGITAL
	LOCAL STORE STRATEGY
	BRAND MATERIALS
	THE REPOSITION + DEMAND STORY

	THE OPPORTUNITY


	New ownership.
	A new opportunity.
	We positioned Party Fowl to reignite the brand, drive demand and create a go-to destination for food, drinks and a damn good time.
	BEFORE
	Unclear positioning.
	Dated brand perception.
	Low awareness outside core market.
	Missed opportunity in F&B messaging.
	Inconsistent guest experience.

	AFTER
	A bold, clear position: PARTY STARTS HERE.
	Elevated food, drink and experience strategy.
	Ownable signature programs (Flock Hour, Weeknights and Brunch).
	A modern brand identity and website.
	Targeted digital and local marketing.
	A scaleable playbook for new and existing locations.
	SIGNATURE PROGRAMMING
	MENU + VISUAL IDENTITY
	WEBSITE
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	MILLIONS
	THE IMPACT
	2     5

	PROOF

	THREE DISTINCT CONCEPTS.
	ONE MARKETING CHALLENGE.
	THE ASSIGNMENT
	Over a sixth-month agreement, we partnered with an established hospitality portfolio to assess what was working, identify what wasn’t, and build framework systems and processes needed to make each concept more strategic, consistent and effective.

	THE
	PROCESS.
	NOT ANOTHER CAMPAIGN
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	THE IMPACT
	FOUR STRATEGIC MOVES


	ASSES THE
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	ALIGN THE
	TEAMS
	BUILD THE
	SYSTEMS
	GET TO
	WORK
	Great concepts don’t always need reinvention.  Sometimes they just need a better engine.
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	GROWTH REQUIRES
	SOMETHING NEW.
	THE ASSIGNMENT
	Four businesses. Four different growth opportunities.  One common assignment: help make the next course possible.

	NEW
	MARKET.
	Introduce a celebrity-backed franchise concept into a new metro market and build awareness, relevance and demand around the opening.

	NEW
	MODEL.
	Bring greater sophistication and discipline to a growing regional brand through a strategic campaign approach and an annual messaging calendar to drive consistent demand and guest engagement.

	NEW
	PRODUCT.
	Take one of the restaurant’s most-loved products - its seasonal artisan lemonades- and build the strategy  to extend it into CPG, creating new revenue opportunity and broader branch reach.

	NEW
	BUSINESS.
	Help position the organization to pursue the Nordstrom Family of Restaurants management agreement.
	The pitch won.
	WHEN THE BRAND
	HAS A NAME.
	THE ASSIGNMENT
	Working with high-profile talent changes the equation. The personality brings the attention. The brand still has to earn relevance.


	DREW.
	DAK.
	JON.
	FROM PARTNER TO BRAND STORY.
	TURNING INFLUENCE INTO CONNECTION.
	A BIG NAME. A NEW MARKET.
	THE NAME MAY OPEN THE DOOR. THE BRAND STILL HAS TO DELIVER.
	The best celebrity partnerships don’t borrow relevance. They build it.
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	COLLECTIVE
	A FEW THINGS WE’VE PUT INTO THE WORLD.

	THE WORK
	BEHIND THE WORK.
	Great hospitality brands don’t happen by accident.
	They happen when every piece works together.
	Here’s what we bring to the table.
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	Because marketing doesn’t work in isolation.  Neither do we.

	SO, WHAT’S YOUR
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	Maybe the brand needs clarity.
	Maybe the business needs momentum.
	Maybe what worked before simply isn’t enough for what’s next.
	That’s where we come in.
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