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ÅThis presentation represents a summary and evaluation of the Company's operations in the
past, present, and future, based on both subjective and objective factors as of the date of the
presentation . It contains forward - looking statements that are subject to risks, uncertainties,
and assumptions, some of which are beyond our control . Actual results may differ materially
from these forward - looking statements .

ÅThe information provided (including future outlooks) does not expressly or implicitly
represent or guarantee accuracy, completeness, or reliability, nor does it constitute a
comprehensive statement of the Company, industry conditions, or subsequent material
developments .

ÅThe future outlooks in this presentation reflect the Company's views up to this point in
time . The Company bears no responsibility to provide reminders or updates should there be
any changes or adjustments .

Disclaimer
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Honors and Recognition

Latest 
Honors

28th National Outstanding 
Store Manager Awards

TCFA Service Gold Award / 
Service Angel Award

2026 Taiwan Retail 
Sustainability Awards

12th Corporate 
Governance Evaluation

Second "2026 Taiwan Retail Sustainability Awards"
Retail ESG Overall Performance ťExcellence Award

Retail Innovation Award ťSilver Award

Ranked in the Top 5% among TPEx- listed companies
Ranked in the Top 1% in the category of companies 

with market capitalization below NT$5 billion

13th TCFA 2026 Service Angel Award
3rd TCFA 2026 Service Gold Certification

Recipient of an audience with the President at the 
28th TCFA Outstanding Store Manager Awards

2026 Taiwan Service Industry 
Evaluation Gold Award

Gold Award in the Western -Style 
Breakfast Category for the 5th Time

2026 Taiwan Happy Enterprise 
Evaluation Gold Award

Gold Award ťLarge Enterprise Group, 
Leisure and Entertainment Category
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Carbon Footprint Certification
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Ceylon Black Tea (320 ml)

ƌƸşƖƠƱƬşƃƠƸɻƲşƲƨƦƭƠƳƴƱƤşơƤƲƳ-ƲƤƫƫƨƭƦşƯƱƮƣƴƢƳƲūşƳƧƤşɼTender Chicken & Cheese English Muffin Burger ɽşƠƭƣş
ɼCeylon Black Tea ūɽşƧƠƵƤşƢƮƬƯƫƤƳƤƣşISO 14067 product carbon footprint inventories . 

Young Qin International is committed to advancing ESG and providing consumers with better dining choices.

Emissions Emissions

Tender Chicken & Cheese
English Muffin Burger



2755
8345

Leveraging Group Synergies
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Group Synergies

Keeping pace with 
industry trends
Anticipating Market Changes and 

Rapidly Adjusting Strategies

Stable supply chain
Integrating Resource Advantages 

and Strengthening Operational 

Resilience



Corporate Vision
To become the world's most popular 

national economic food brand

Corporate Mission
Serving Good Food for a Happier Life

Core Values of Business
Excellence   Innovation   

Perseverance   Gratitude

Corporate Vision, Mission, and Core Values
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Brand Status and 
Development01



1044

123

8

8

80 35 5 3

TOTAL

1,1 83 Locations

Store count as of May 28, 2026

Bade Store No. 9 ťExpected to open in late August
Luzhu Store No. 10 ťExpected to open in late August
Xinzhuang Store No. 11 ťExpected to open in September 
Linkou Store No. 12 ťExpected to open in September
Zhongli Store No. 13 ťExpected to open in October 

Brand Status
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(Locations)



Headquarters, branch offices, and       
stores throughout Taiwan
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1044 80

QiN Longtan
Plant

QiN Taoyuan 
Headquarters

QiN Taichung Branch

QiN Kaohsiung Branch

597
52

260
18

187
10

Store count as of May 28, 2026

Northern Region 
Store Count

Central Region 
Store Count

Southern Region 
Store Count

Total Store 
Count in Taiwan



Fried Chicken Master Överseas Status
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Singapore

USA
Indonesia

Bandung - 2 stores

Indonesia

Jakarta - 30 stores
Continuing expansion into mid - to high -end shopping malls 
and transportation hubs

Indonesia

Surabaya  - 3 stores

Malaysia

Sarawak - 5 stores
Constructions underway for the sixth store

Singapore - 3 stores
Negotiations underway for the fourth store

United States

First Virginia store
Expected to open by the mid of Oct. 2026
Second and third stores already contracted



Source, Brunch Market in Taiwan: 
Public Finance Statistics Database

19,716 901

8.6% 19.4%

5.04 %

2026/6
Brunch Market in 

Taiwan

2026/6
My Warm Day

Store Count
20, 481

Locations
1,033 

Locations

MWD Market 
Share

2026/1 -6
Brunch Market in 

Taiwan

2026/1 -6
My Warm Day

Revenue Growth 
Rate 19.4 % 19.6%

Brunch Market Analysis and Opportunities

11



My Warm Day Market Positioning
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Steady Store Expansion Ƣ Deepening Market Penetration Ƣ 
Continuously Expanding Brand Influence

Untapped Trade Areas

750 Locations

Growth Potential for 
Multi -Store Franchisees

300 Locations

Density of Six Major Competing Brands +400m

Grade A Candidate Untapped Trade Areas 
Identified by the Site Selection Model

Emerging Trade Areas

Among the 312 Existing Multi -Store Franchisees,

Average Potential to Open 1 Additional Store

Ultimate Goal 1,500 Locations
Target Total Number of Stores by 2030

2,000 Locations
Target Total Number of Stores by 2035



My Warm Day ÔWinnie the Pooh Collaboration
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Co-branded Concept Store

Co-branded concept store 
(Dunnan Far Eastern Plaza store).

MWDȖWinnie the Pooh 

Launch of co-branded menu items 
and limited -edition merchandise .



MWD R̈ecommended by Dietitians
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Weekly Breakfast 
Recommendations

1 Back -to -Work Blues 2 3 Fatigue Hits 4 Peak Stress Day 5 6 Slow and Relaxing 7 Recharge Day

Tender Chicken & Cheese
English Muffin Burger + 

Caff¯ Latte

Black Pepper Pork Loin
Protein Burger + 

Unsweetened Soy Milk

Seasonal Vegetables, Double 
Egg & Tofu Skin Egg Pancake + 

Unsweetened Black Tea

Extra-Thick Beef, Cheese & 
Egg Pancake Burger + 

Unsweetened Green Tea

Egg Salad Tangzhong
Toast + Unsweetened 

Soy Milk

Sweet Potato & 
Chicken Meal
+ Americano

Tender Chicken & 
Cauliflower Rice

+ Soy Milk Black Tea

Calories (kcal)

Protein (g)

Fat (g)

Carbohydrates 
(g)

406

33.4

21.1

35

352

34

17

16.2

369

29

23

11

598

29

38

44

462

18

21.5

48.8

527.6

34.3

11.9

63.6

511.3

37.3

15.7

51

 Nutritional information represents estimated values per meal, including the accompanying beverage. Actual values may vary slig htly depending on ingredient sources and preparation methods.

Looking Forward 
to Clocking Out

Getting into 
the Groove



Fried Chicken Master F̈rom Farm to Table
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From Farm to Store

Fully Integrated Supply Chain

Taiwanese Classics!! 
The Three Fried Chicken 
Master Must -Try Treasures

Signature Bites
Pride of Our Store

Burgers
A Treasure in Your Hands !

Rice Bowls
Hearty and Fully Satisfying

1. Contract Farming 2. Slaughtering 3. Processing 4. Retail Stores



Digital Intelligence Transformation Blueprint
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Data middle platform 
+ AI Agent

Data 
Source

Decision 
Center

AI 
applications

Data 
Applications

Logistics 
Center

Supply 
Chain

New ERP 
Implementation

Marketing 
Agent

WMS Dispatch 
Management

SCM Smart 
Procurement

Optimization 
Model

Sales 
Forecasting

2026
Key 

Initiatives

2027
Key 

Initiatives

Core System Development and 
Launch of AI Applications

Supply Chain Optimization and 
Advanced Model Applications



AI-Powered Membership Marketing Automation
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AI-Assisted Store Operations Diagnosis
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ESG ɷKey Actions 
and Initiatives02



Achieving the 1.5 ǯC 
Temperature Goal01

In 2026, the Company received 
certi f ication from CommonWealth
Magazine recognizing that i ts 
corporate carbon reduction efforts 
align with the Paris AgreementŅs 
1.5ÁC temperature goal.

Digital Stores02
Comprehensive implementation of 
APP ordering, QR code systems, and 
smart pickup lockers to reduce paper 
waste and improve operational 
eff iciency.

Patented Grease 
Trap System03

Convenient operation and highly 
eff icient oi l - water separation 
effectively reduce store pipe 
blockages, increase waste oi l  recovery 
volume, and reduce environmental 
pol lution.

Introduction of 
green electricity04

Beginning in March 2026, My Warm 
Day's Taoyuan Daxing Store introduced 
a total of 80,000 kWh of green 
electrici ty annually to promote low -
carbon operations.

Environmental Green Initiatives
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100% of all My Warm Day products
No artificial preservatives added01

Starting in September, 100% of inventory at 
headquarters and supplier shipments wil l  be 
free of arti f icial coloring. Achieving 
łcleanliness at the sourceŃ throughout the 
entire process, from procurement and 
production to storage at the central warehouse.

Rainforest Alliance 
Certification02

My Warm Day only uses Rainforest 
Al l iance Certi f ied Arabica coffee beans 
and Ceylon black tea across al l  
beverage offerings.

Low -Carbohydrate & High -
Protein Product Series03My Warm Day launched tofu skin egg crepes 

and cauli f lower rice, replacing refined 
starches with plant - based proteins and low -
carbohydrate vegetables; introducing high -
protein meal options that signif icantly reduce 
carbohydrate intake and provide more 
balanced nutri t ional choices.

All vegetables at Shuan Jin 
Shabu Shabu are fully traceable04

Shuan Jin Shabu Shabu careful ly selects 
local ly sourced vegetables, al l  of which 
are ful ly traceable, with some items 
additionally using organic and 
Traceable Agricultural Products (TAP) 
certi f ied products.

Healthy & Nutritious Products
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Supporting Local 
Taiwanese Farmers01

We have partnered with small  farmers in 
Hualien for over 18 years, directly 
sourcing pomelos so consumers can 
enjoy high - quali ty Taiwanese produce at 
an affordable price .

Supporting underprivileged Myanmar 
overseas Chinese students in Taiwan02

My Warm Day col laborated with the Puren 
Youth Care Foundation to donate 700 meal 
vouchers valued at NT$100 each, with the 
hope of conveying care and support to 
young people through warm meals .

My Warm Day Short 
Film Competition03

In col laboration with universit ies, we 
support talent development in TaiwanŅs 
f i lm, media, and creative industries by 
providing young creators a platform to 
showcase their work and contribute to 
cultural innovation .

Blood Drive04
On August 7, headquarters launched a blood 
donation charity init iative, encouraging 
employees to give back to society through 
concrete action and rol l  up their sleeves to 
donate blood. The drive successful ly 
col lected 80 bags of donated blood .

Social Sustainability & Shared Prosperity
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01
Service Gold Award and 

Service Angel Award

The Company received the 2026 TCFA 
Service Gold Award and had two 
employees receive the Service Angel 
Award, demonstrating i ts emphasis on 
talent development and service quali ty.

02
Diverse Clubs & 

Outdoor Activities

We offer three major employee clubs Ł
badminton, hiking, and cycl ing Ł and 
provide yoga classes to encourage 
exercise, stress rel ief, and a healthier 
workplace .

03
Creating a Healthy 

Workplace
In 2025, muscle - bui lding, fat - reduction, and 
nutri t ion courses were held (a total of four 
sessions); as of Apri l  2026, the morning 
exercise program has exceeded 4,000 
consecutive days, promoting employee health 
and workplace well - being.

Industry ɶAcademia Partnerships
& Student Internships04

Stores across Taiwan provide internship 
opportunit ies for university students, 
supporting local education and 
strengthening industry - academia 
collaboration.

Creating a Happy & Supportive Workplace
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0

Supplier and Raw 
Material Control

Upstream 
Management

Self -Management and 
Quality Assurance

Central 
Management

Store Hygiene and 
Operations Maintenance

Frontline 
Management

Food Safety
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Supplier Qualification Review

Contract Requirements and Corporate Responsibility

Food Safety Monitoring

Self-established food safety testing laboratory

In-House Testing and Quality Monitoring

Employee Training and Regulatory Updates

Traceability System and Emergency Response 

for Major Food -Safety Incidents

Store Hygiene Audit System

Customer Feedback and Response Mechanism

Facility Maintenance and Environmental 

Management



2026
Operational 
Performance 
(Jan. ɶJune)03



2025H12026H1

83.3%
6.6%
1.8%
4.5%
3.9%

1H26 1H25 YoY

My Warm Day 1428 1193 20%

Fried Chicken Master 88 94 -7%

REAL 29 25 14%

Shuan Jin Shabu Shabu 106 65 63%

Penang Chendul 4 0 0%

Others 53 55 -5%

Unit: NT$ million

¸My Warm Day ¸Fried Chicken Master ¸REAL ¸Shuan Jin Shabu Shabu

¸Others (Retail + Information Services + Overseas)

83.6%
5.2%
1.7%
6.2%
0.2%
3.1%

¸Penang Chendul

Revenue Breakdown by Brand
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Group APP Mall

27

Enjoy delicious food at home Convenient Living

Pre -order Mall: Life & Delicious, One Click Away

Co-branded products, 
now on the app!



73.8%
19.1%

6.9%
0.2%

73.9%
18.8%

7.1%
0.2%

1H26 1H25 YoY

Merchandise 
Sales Revenue

1260 1059 19%

Restaurant 
Revenue

326 269 21%

Franchise 
Project Revenue

118 102 16%

Other (Overseas 
Royalties)

3 3 26%

Unit: NT$ million

¸Merchandise Sales Revenue ¸Restaurant Revenue ¸Franchise Project Revenue ¸Other (Overseas Royalties)

2025H12026H1

Revenue Breakdown by Product
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2026 / 06 2025 / 06 2026 / 06 2025 / 06

My Warm Day Fried Chicken Master

Ţakeout Ḑelivery Ḑine - in Ţakeout Ḑelivery Ḑine - in

Note: Ratio based on the total of domestic 
Company -owned and franchise stores

Note: Ratio based on the total of domestic 
Company -owned and franchise stores

As of June 2026, takeout accounted for 52% at My Warm Day and 68% at Fried Chicken Master.

Takeout, Delivery, and Dine -in Ratio

29

69%

26%

5%

68%

28%

4%

50%

17%

33%

52%

16%

32%



53.94%
57.65% 59.28% 61.84%

63.18%

0%

20%

40%

60%

80%

100%

2025Q2 2025Q3 2025Q4 2026Q1 2026Q2

¸ Offline (In -store 
POS System)

¸ Online (Including QR Code Ordering, 
Delivery Platforms, and App Ordering)

App Membership 
Count

1.59Million

LINE Membership 
Count

2.26Million

Unit: %

Online ordering ratio grew from 53.9% in 2025Q2 to 63.2% in 2026Q2.

Digital Transformation Results
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1,403 
1,664 1,850 

2,124 
2,541 

1,193 
1,428 

865 
828 837 

900 
955 

919 

1,033 

0 stores

200 stores

400 stores

600 stores

800 stores

1,000 stores

1,200 stores

0

600

1,200

1,800

2,400

3,000

3,600

2021 2022 2023 2024 2025 1H25 1H26

Share of Total Company Revenue 90%    88%       86%     84% 83%     83%  84%

Unit: NT$ million Operating 
Revenue

YoY +20%¸ Operating 
Revenue

¸ Domestic Store Count 
(Company -Owned + Franchise)

In Jan. ɶJune 2026, My Warm Day brand revenue grew 20%, 
with 114 additional stores compared to the same period last year.

My Warm Day Operating Revenue 
and Domestic Store Count
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10 

65 

146 

65 

106 

1 

3 

8 

4 

8 

0 stores

2 stores

4 stores

6 stores

8 stores

10 stores

0

40

80

120

160

200

2023 2024 2025 1H25 1H26

Operating 
Revenue

YoY +63%Unit: NT$ million

Share of Total Company Revenue 0.5%          2.6%                 4.8%           4.5 % 6.2%

¸ Operating 
Revenue

¸ Domestic Store Count 
(Company -Owned )

In Jan. ɶJune 2026, Shuan Jin Shabu Shabu brand revenue grew 63%, 
with 4 additional stores compared to the same period last year.

Shuan Jin Shabu Shabu Operating 
Revenue and Domestic Store Count
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Unit: NT$ million

Item
2026H1 2025H1

YoY
Amount % Amount %

Operating Revenue 1,707 100.00% 1,433 100.00% 19.13%

Operating Costs 1,236 72.43% 1,041 72.69% 18.71%

Gross Profit 471 27.57% 391 27.31% 20.26%

Operating Expenses 305 17.86% 258 18.01% 18.17%

Marketing Expenses 211 12.37% 172 12.01% 22.71%

Management and R&D Expenses 94 5.49% 86 6.00% 9.08%

Operating Profit 166 9.71% 133 9.30% 24.30%

Non -Operating Income and Expenses 8 0.49% 1 0.08% 638.23%

Finance costs (5) -0.29% (5) -0.37% -6.44%

Profit Before Tax 169 9.91% 129 9.02% 30.99%

Income Tax Expense 34 2.00% 25 1.75% 35.96%

Net Profit for the Period 135 7.91% 104 7.26% 29.79%

Earnings Per Share
(Financial Statements)

NT$2.90 NT$2.29 26.64%

In Jan. ɶJune 2026, the Company achieved significant revenue growth 
with increases across all three key profitability ratios, demonstrating solid operating results.

Consolidated IS
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Item
2026Q2 2026Q1 2025Q4 2025Q3 2025Q2

Amount % Amount % Amount % Amount % Amount %

Operating Revenue 882 100.00% 825 100.00% 825 100.00% 785 100.00% 750 100.00%

Operating Costs 637 72.19% 599 72.69% 599 72.57% 569 72.47% 544 72.49%

Gross Profit 245 27.81% 225 27.31% 226 27.43% 216 27.53% 206 27.51%

Operating Expenses 157 17.80% 148 17.93% 147 17.77% 134 17.05% 136 18.07%

Marketing Expenses 108 12.22% 103 12.54% 101 12.22% 91 11.63% 89 11.91%

Management and R&D 
Expenses

49 5.58% 44 5.39% 46 5.55% 42 5.41% 46 6.15%

Operating Profit 88 10.01% 77 9.38% 80 9.66% 82 10.48% 71 9.44%

Non -Operating Income 
and Expenses

4 0.47% (1) -0.07% 1 0.17% 0 0.00% (3) -0.39%

Profit Before Tax 92 10.48% 77 9.31% 81 9.83% 82 10.48% 68 9.05%

Income Tax Expense 19 2.12% 15 1.87% 16 1.93% 16 2.10% 14 1.88%

Net Profit for the Period 74 8.36% 61 7.44% 65 7.90% 66 8.39% 54 7.17%

Earnings Per Share (After 
Restatement)

NT$1.58 NT$1.31 NT$1.39 NT$1.41 NT$1.15

Unit: NT$ million

ƀƲşƮƥşűůűŵƐűūşƳƧƤşƂƮƬƯƠƭƸɻƲşƯƠƨƣ-in capital was NT$467.9 million. 
Revenue and net income for Q2 both reached record quarterly highs.

Profit and Loss Trend 
Over the Last Five Quarters
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Item Unit 2021 2022 2023 2024 2025 2025H1 2026H1

Financial Structure

Debt Ratio % 52.51% 53.94% 51.63% 54.78% 52.62% 56.03% 53.69%

Ratio of Long -Term Funds to 
Property, Plant and Equipment

% 151.36% 173.70% 171.53% 204.77% 224.30% 207.37% 239.37%

Solvency

Current Ratio % 143.51% 146.62% 135.35% 156.45% 155.04% 143.05% 148.57%

Quick Ratio % 130.26% 133.25% 123.25% 137.58% 137.25% 126.62% 134.06%

Interest Coverage Ratio Times 28.83 40.71 35.83 35.01 29.53 25.47 35.26 

Operating Efficiency

Accounts Receivable Turnover Times 47.26 38.82 32.47 24.16 19.19 19.85 17.45 

Days Sales Outstanding Days 7.72 Days 9.40 Days 11.24 Days 15.11 Days 19.02 Days 18.39 Days 20.92 Days

Inventory Turnover Times 25.74 25.62 27.82 25.26 22.55 23.21 25.25 

Days Inventory Outstanding Days 14.18 Days 14.25 Days 13.12 Days 14.45 Days 16.18 Days 15.72 Days 14.46 Days

Payables Turnover Times 6.04 5.69 5.91 6.82 7.56 7.73 7.94 

Days Payable Outstanding Days 60.39 Days 64.19 Days 61.76 Days 53.51 Days 48.27 Days 47.24 Days 46.00 Days

Cash Conversion Cycle Days -38.48 Days -40.54 Days -37.40 Days -23.96 Days -13.07 Days -13.13 Days -10.62 Days

Property, Plant and Equipment 
Turnover

Times 2.74 3.41 3.70 4.06 4.52 4.38 4.83 

Total Asset Turnover Times 1.31 1.43 1.45 1.50 1.50 1.51 1.48 

Profitability

Return on Assets (Annualized) % 6.36% 8.97% 9.15% 10.74% 12.02% 11.39% 12.05%

Return on Equity (Annualized) % 12.97% 18.72% 18.82% 22.36% 25.02% 24.56% 25.00%

The Company maintains a stable financial structure, with strong ROA and ROE 
performance, as well as sound debt -servicing and operating capabilities.

Financial Ratios
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296

250

281 280

304 297
311 

3.04 Billion

2.54 Billion

2.16 Billion
1.89 Billion

1.56 Billion

0

50

100

150

200

250

300

350

January March May July September November

¸2026

¸2025

¸2024

¸2023

¸2022

¸2021

Unit: NT$ million

The Company's monthly revenues in recent years have consistently grown
year -over -year, demonstrating effective operations.

Historical Monthly Revenue Information
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1,561 
1,884 

2,158 
2,534 

3,043 

1,433 
1,707 

399 503 573 678 834 

391 471 

25.54%
26.69% 26.58% 26.77% 27.40% 27.31% 27.57%

0%

5%

10%

15%

20%

25%

30%

0

600

1,200

1,800

2,400

3,000

3,600

2021 2022 2023 2024 2025 1H25 1H26

Unit : NT$ million ¸ Operating Revenue ¸ Gross Profit ¸ Gross Profit Margin

In Jan. ɶƉƴƭƤşűůűŵūşƳƧƤşƂƮƬƯƠƭƸɻƲşƱƤƵƤƭƴƤşƦƱƤƶşŰŸŤşƸƤƠƱ-over -year, 
while its gross profit margin reached a strong 27.6%.
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Operating Revenue and Gross Profit
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6.31%
6.84%

7.26%

8.73%
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2021 2022 2023 2024 2025 1H25 1H26

Unit: NT$ million ¸ Operating Profit ¸ Operating Profit Margin

In Jan. ɶJune 2026, operating profit grew 24% year -over -year, 
with an operating profit margin of 9.7%, showing strong performance.

Operating Profit and Operating Profit Margin
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73 

116 
132 

176 

235 

104 
135 

4.67%

6.13% 6.14%

6.95%

7.72%
7.26%

7.91%

0%

2%

4%

6%

8%

0

70

140

210

280

2021 2022 2023 2024 2025 1H25 1H26

Unit: NT$ million ¸ Net Profit After Tax ¸ Net Profit Margin

The Company's net income for January ɶJune 2026 increased by 30% year -over -year, 
with a net profit margin of 7.9% and a restated EPS of NT$2.89, reflecting solid performance.

EPS 1.56            2.47             2.83 3.76             5.02            2.22             2.89

Net Profit After Tax and EPS

39

Note: Adjusted retrospectively based 
on NT$467.9 million share capital.
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2021 2022 2023 2024 2025 Most Recent 12 
Months

Unit: NT$
¸ Earnings Per Share 

(Before Restatement)
¸ Stock 

Dividends
¸ Cash 

Dividends
¸ Payout 

Ratio

In 2025, the Company's dividend payout ratio was 93%, 
with NT$2.5 stock dividend and NT$3.5 cash dividend.

Cash Dividend Payout Ratio 55% 30% 82% 51% 54%

Dividend Policy
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Digital Empowerment
Driving Operational Upgrades
Improving Operating Efficiency

Young Qin International Development Strategy
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Brand Value
Building Differentiated Brands
Creating Long -Term Value

Smart Supply Chain
Optimizing Supply Chain Efficiency
Enhancing Operational Resilience

International Expansion
Expanding into Overseas Markets
Enhancing International Influence

Driving innovation and integration through core capabilities to achieve 
sustainable growth and become a leading global brand

Membership Economy
Deepening Member Engagement
Creating Customer Value

Sustainable Development 
and Shared Prosperity
Implementing ESG and Sustainable 
Development
Creating a Better Future Together

To become the worldŪs most popular leading brand for affordable everyday dining


