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Safe Harbor Statement
v This presentation is for informational purposes only and is not an offer to sell securities or a solicitation of an offer to buy any securities and may not be relied 

upon in connection with the purchase or sale of any security. Sales and offers to sell Rocky Mountain Chocolate Factory, Inc. (the “Company”) securities will 
only be made in accordance with the rules and regulations of the Securities and Exchange Commission (SEC), including the Securities Act of 1933, as 
amended, or an exemption from registration. 

v This presentation is proprietary and is intended solely for the information of the persons to whom it is presented and may not be retained, reproduced, or 
distributed, in whole or in part, by any means (including electronic) without the prior written consent of the Company.

v This presentation includes statements of our expectations, intentions, plans, and beliefs that constitute “forward-looking statements” within the meaning of 
Section 27A of the Securities Act of 1933, as amended, and Section 21E of the Securities Exchange Act of 1934, as amended, and are intended to come 
within the safe harbor protection provided by those sections. These forward-looking statements involve various risks and uncertainties. The statements, 
other than statements of historical fact, included in this press release are forward-looking statements. Many of the forward-looking statements contained in 
this document may be identified by the use of forward-looking words such as "will," "intend," "believe," "expect," "anticipate," "should," "plan," "estimate," 
"potential," “may,” “would,” “could,” “continue,” “likely,” “might,” “seek,” “outlook,” “explore,” or the negative of these terms or other similar expressions. 
However, the absence of these words or similar expressions does not mean that a statement is not forward-looking. All statements that address operating 
performance, events or developments that we expect or anticipate will occur in the future, including statements regarding future financial and operating 
results, our business strategy and plan, our strategic priorities, our market opportunities, our store pipeline, and our transformation, are forward-looking 
statements. Management of the Company believes that these forward-looking statements are reasonable as and when made. However, caution should be 
taken not to place undue reliance on any such forward-looking statements because such statements speak only as of the date of this press release. The 
Company undertakes no obligation to publicly update or revise any forward-looking statements, whether as a result of new information, future events or 
otherwise, except as required by law. In addition, forward-looking statements are subject to certain risks and uncertainties that could cause the Company’s 
actual results to differ materially from historical experience and our present expectations or projections. These risks and uncertainties include, but are not 
limited to: inflationary impacts, the outcome of legal proceedings, changes in the confectionery business environment, seasonality, consumer interest in our 
products, receptiveness of our products internationally, consumer and retail trends, costs and availability of raw materials, competition, the success of our 
co-branding strategy, the success of international expansion efforts, financial covenants in our credit agreements, and the effect of government regulations. 
For a detailed discussion of the risks and uncertainties that may cause our actual results to differ from the forward-looking statements contained herein, 
please see the section entitled “Risk Factors” contained in our periodic reports, each filed with the Securities and Exchange Commission.

v This presentation contains statistical data that we obtained from industry publications and reports generated by third parties. Although industry publications 
and surveys generally state that the information contained therein has been obtained from sources believed to be reliable, we have not independently verified 
this statistical data.



3

RMCF Today – Transformational Plan

FQ4’26 vs FQ4’25 Key Highlights 

Revenue Adj. EBITDA

Recent Operational Progress

Over 250 franchised and licensed 
stores across the U.S. and select 
international markets

Multi-channel revenue model: 
factory product sales, franchise 
royalties & fees, company-owned 
retail, and e-commerce

45-year brand heritage with 
signature premium handcrafted 
chocolates and caramel apples

Gross Profit

$6.8M 
vs 

$8.9M

$(0.9M) 
vs 

$(0.8M)

$(2.6M) 
vs 

$(2.5M)

On a Path to Profitability in FY2027 with a Scalable Franchise Model and New Premium Brand Experience 

ü Implemented company-wide ERP & POS rollout
ü Adding new stores through Area Development 

Agreements
ü Opening new stores in strategic markets while 

increasing units owned per franchises
ü Systemwide brand refresh with store remodel & new 

signage underway
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Company Heritage: 1981 - 2026
Founded in Durango, 
Colorado with a 
single handcrafted 
chocolate store

1981

Transformation Begins
• Successive CEOs replaced
• Equity raised; debt refinance; non-core asset sales
• Exited unprofitable business
• Returned Consumer Packaging to Durango

Transformational Cornerstones Laid:
I.   Data and analytics
II.  Revenue growth
III. Operational efficiency
IV. Financial stability

2024

Cultural Change Takes Root
• ERP & POS deployed
• Brand refresh, new store growth  

continues

New Area Development Agreement 
Signed:
• 40 stores committed over 5 years
• Nearly 30% incremental store 

growth
• Major U.S. market expansion

2026

1986

Listed on 
NASDAQ 
as RMCF

Rapid U.S. franchise 
expansion; 100+ 
franchised stores

1990

A decade of equity 
underperformance 

2015-2025

Transformation 
Executive and Leadership 
teams – human capital 
review and assessment 
launched to fill key roles 
for the future

Culture Shift
From a manufacturing to a 
sales & marketing focus

2024-2025

Entered and later exited the 
yogurt business; partnered with 
Cold Stone Creamery; peak 
store count with 338 locations

2009-2013
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Tasked to Transform
New Executive Team

Jeff Geygan
Director and Interim CEO
May 2024 

Providing leadership and 
long-term strategic vision 
to create enduring 
shareholder value

Carrie Cass
CFO
August 2024

Bringing financial discipline to the 
enterprise while tasking team with 
data and analytic disciplines

Scott Harvey
VP, Franchise Business 
Support
February 2026

Engaging with franchisees 
& licensees; driving store 
level sales growth and 
improved store economics

David Denker
VP, Franchise Business 
Development 
September 2025

Invigorating store unit growth with 
existing and new franchisees with 
a strategic overlay to optimize 
logistics and distribution

Executive team focused on revenue growth and 
improved profitability; members bring franchise 

development and retail sales experience. 
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Stabilized and Ready to 
Scale
• Strategic store optimization strengthening 

overall system performance

• AUV increasing, driving stronger per-location 
performance

• Intentional footprint reduction to align with 
higher per-store volumes and profitability

• Disciplined development reaccelerating with 
recent new area development agreements  
including 40 stores among 5 developers

• Store ownership/franchisee continues to 
increase now at 1.40x
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$450,000

$600,000

$750,000

2022 2023 2024 2025

Intentional Store Optimization Driving 
Higher Unit Volumes

Average Unit Volume Store Count
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Tech Enabled Upgrades
Modernizing the Platform to Improve Reach and Profitability 

ERP & POS Rollout 
Complete 

Omni-Channel 
Delivery

3rd Party Delivery

Connected 125 franchised and Company owned stores with real-
time sales data, product mix and store level margin visibility – 
greater continuity of offerings in locations across the country

Branded store-level websites with online ordering with DoorDash 
storefronts, utilizing a zero-commission model to enhance unit 
economics and support improved social media and digital integration

Systemwide 3PD marketplace integration now live, expanding digital 
access while maintaining store level pricing consistency and 
enhancing real-time data visibility across the system.

7
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• Margin-first strategy: driving needed 
improvement in gross profit margin

• Disciplined actions with pricing, product mix 
and cost structure beginning to take hold

• Franchise development momentum validated 
and excitement around refreshed brand

• Franchise sales focus on Area Development 
Agreements with well-capitalized, financially 
sophisticated, entrepreneurial multi-unit 
operators

Momentum Building 
Across the Business
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Strategic Opportunity
Niche Positioning 
Includes RMCF premium handcrafted confections and in-
store candy making experience as America’s Chocolatier®

Unique Store Experience 
Store environment featuring chocolate theatrics, indulgent 
items creating a unique guest experience

Widespread Demand 
Demand in high-traffic areas with successful operators in 
airport, resorts, high-end fashion retail and casino venues

Margin & Cost Discipline
Price adjustments to align with increased costs, and 
disciplined management of op-expenses to improve margin

Modernized Store Design 
New store design features modern, streamlined layout with 
warm accents, signature mountain-sized chocolates, and a 
coming soon branded ice cream offering 

9
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Long-Term Strategic 
Transformation Plan
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Strategy based on Cornerstones:

Modernize 
Operations 

Enhance 
Margins 

Refresh 
the Brand 

Improve the 
Franchise 
Network 

Expand in 
High-Value 

Markets 

Disciplined 
Capital & 

Cost Mgmt.

Return to 
Sustainable 
Profitability 

Complete ERP & POS 
rollout to all stores for real-

time visibility into sales, 
inventory, and profitability.

Brand refresh (signage upgrades and 
new packaging); redesigned website; 
improved loyalty and gifting program 

plans under development. 

Execute Area Development 
Agreements (ADAs) with multi-unit 

operators to drive expansion across 
strategic U.S. markets.

Deploying dynamic pricing, SKU 
rationalization and factory automation. 
Manage commodity price uncertainty to 

stabilize input costs.

Recruit well-capitalized 
operators and provide 
advanced analytics to 

improve store economics 
and average unit volumes.

Maintain a lean balance 
sheet, reduce op-ex, and 

prioritize investments with 
the high return potential.

Transformational cornerstones:
I.   Data and analytics
II.  Revenue growth
III. Operational efficiency
IV. Financial stability
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Investment Highlights
Differentiated Brand with a Path to Growth and 
Profitability 
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Scalable Revenue Model 
Factory product sales, franchise royalties (recurring revenue) & 
fees, company-owned retail stores (4 currently), e-commerce, and  
Specialty Market sales provide multiple revenue growth levers

Strong Franchise Momentum 
Growing new franchise pipeline; targeting financially sophisticated, 
well-capitalized multi-unit operators. Current pipeline is the 
strongest in decades

Large, Growing Addressable Market 
Positioned within the fragmented U.S. chocolate and candy shop 
segment, supported by ongoing category consumption growth with 
additional opportunities north and south of the border (NAFTA)

Motivated and Aligned Leadership 
New executive management team with retail, franchising, 
production, sales, marketing and financial expertise to return RMCF 
to consistent, long-term growth and profitability
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Investor Relations Contact 
Sean Mansouri, CFA

720-330-2829

RMCF@elevate-ir.com


