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Convenience channel store decomposition

Total C-Store: 150.1K

Chain Stores: 79.9K Independent Stores

Sloari B iEE ] Single Store Owners: 66.6K
Stores: 34.4K
Franchise Owners Independent Franchise
Identified: 11.1K Owners: 23.3 K

Corporately Owned

Stores: 45.5K
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Understanding the
Convenience Landscape
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Convenience channel losing market share despite leading store expansion

Dollar share change

2024 vs 2021

2021
Grocery
Pt Chg. -1.7pts

m Value*

+2.9 pts

2024
m C-Store
-0.8 pts

Drug
-0.4 pts

Store count change
2023 vs. 2021

Drug -650

Value* 2,945

Grocery 139

Major Chains growing stores
2023 vs 2022

Chevron
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Convenience delivered the lowest value growth across channels

Channel performance
% value growth vs same period YA

MAT YA BMATTY

6.1%
0.8%

Global

Europe

West Europe

East Europe

Asia Pacific and China

Africa Middle East

‘ North America 1204

Source: NielsenlQ RMS FMCG data up to Q3 2024 - Convenience 36 markets considered

—FEurope —\\est Europe
—FEast Europe - Asia Pacific and China
- Africa Middle East = North America
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Convenience global top and bottom performers

Top performers Bottom performers
% value growth MAT TY vs YA and % value contribution MAT TY % value growth MAT TY vs YA and % value contribution MAT TY

Turkey 9% |3.9% Norway -3. 3.7%
Egypt 15.8% Canada 5.6%
Nigeria 8.2% Qatar 7.5%
Croatia 0.8% Oman 12.5%
Bulgaria 6.5% ltaly 9.1%
Finland 1.0% USA 15.2%
Serbia 3.4% Poland 5.5%
Romania 1.4% Sweden 5.9%
UAE 12.5% Netherlands 1.3%
Philippines 13.0% Taiwan 33.8%

Source: NielsenlQ RMS FMCG data up to Q3 2024 - Convenience 36 markets considered
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Convenience decreasing as dollar growth slows in all
measured retail channels as price pressures ease

All departments — dollar sales & trend

,» $700 Grocery, 0.4%
IS £5:2% value, 3.2%
o $600 +9.7%
$500
$400
$300 C-Store, --1.0%
+4.6%
$200 ‘
Drug, -3.4%
$100 -1.5%
$0
6% 4% 2% 0% 2% 4% 6%

% Change versus Year Ago

Bold italics = year ago dollar trend
Size of bubble denotes dollar share of Total U.S. xAOC, plus Convenience Stores

Source: NIQ, Retail Measurement Services, Total U.S. xAOC (UPC-coded + random-weight/Non-UPC) plus Convenience (UPC-coded),
52 weeks ended 6/29/2024; *mass-merchandisers, dollar stores, warehouse clubs, and military

$1,280 billion

total measured
channels

+1.2%
+6.5%
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Category Trends
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Alcohol is the 3 largest department in Of the Top 10 super-categories; only Spirits
Convenience and Wine are ranked among fastest growing

Top selling super-categories

Dept Share of Convenience Store $ Sales

Tobacco (Tobacco & Alternatives) || IENGGTIEGEGGEEEEEEEEE 5518
Tobacco & Alternatives _ 38.3 Beverages (Grocery) _ $38B

Grocery .
Beer/FMB/Cider (Alcohol) G $278

Salty Snacks (Grocery) [l $108

Alcohol

Frozen

Candy, Gum, Mints (Grocery) [JJJj $8B

Tobacco Alternatives (Tobacco &
Alternatives) M 58

$176 b | I I | O n Total Spirits (Alcohol) [l $4B

in annual sales

Dairy . U.S. Convenience Stores

General Merchandise

Health & Beauty Care
Sweet Snacks (Grocery) ] $3B

Household Care

pet Care | 0. 13.7% share Desserts (Frozen) | $2B

Baby Care 0. of NIQ measured Wine (Alcohol) || $2B
retail channel sales

Source: NIQ, Retail Measurement Services, Total U.S. Convenience Stores, Total U.S. xAOC (UPC-coded + random-
weight/Non-UPC) plus Convenience (UPC-coded), 52 weeks ended 6/29/2024; Top 10 fastest growing super-categories
based on % dollar growth
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Over the past two months, Packaged Beverages and Other Tobacco products have been on an
upward trend

Dollar and Unit % change vs. YA

Total US
Category S
i
Total Store -1% -5%
Cigarettes -2% -7%
Packaged Beverages 4% 0%
Beer -2% -1%
Other Tobacco Products 5% 0%
Salty Snacks -1% -5%
Candy -2% -4%
Food & Beverage Services -10% -18%
All Other -5% -10%

g ! Beverage Services" is an aggregate of Food Service Prepared on Site, Hot Bev, Cold Bev, Frozen Dispensed Bev, Perishable Grocery, and Other Commissary
U IsenlQ Discover November 24 - 4 w/e 11/23/24 © 2024 Nielsen Consumer LLC. All Rights Reserved.



Total US Convenience

Beer/[FMB/Cider/Seltzer is decreasing in Convenience despite largest share

Despite category decrease, it boasts the two largest growing single alcohol categories in Convenience

Convenience Market
B, BIFICIS WiNe

®BEER/FMB/CIDER/SELTZER  ®TOTAL SPIRITS @ TOTAL WINE

10.0% Bubble Size = $ Dollar Share of Total Alcohol
8.0% @
Top growing Wine categories
6.0% *  Wine-Based Coctkail (+$135M)
Wine-Based Alternatives (+$6M)
< Specialty (+$6M) . . .
> 4.0% . . . Top growing Spirits categories
> 0 Top growing Beer/FMB/Cider/Seltzer categories - Prepared Cocktails (+$146M)
5 Import (+$423M) *  Whiskey (+$114M)
< FMB (+$254M) - Vodka (+$69M)
:9 2.0% + Craft (+$69M) «  Tequila (+$63M
Cider (+$63M) equila ( )
* Cordials (+$33M)
0.0%
-2.0%
-4.0%
-1.2 -1.0 -0.8 -0.6 -0.4 -0.2 0.0 0.2 0.4 0.6 0.8

$ Shr Chg YA — Total Alcohol

Source: NIQ RMS | US ALC - Integrated; L52 WE 9/28/2024, Total US Conv
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Packaged Beverages are growing driven by larger shares of faster growing Energy Drink and

Enhanced Water Subcategories

Dispensed Cold Beverage are dominated by Fountain Carbonated

Packaged Beverages
($2.7B)

202%\

&

= CARBONATED SOFT DRINKS
= ENHANCED WATER

= JUICE JUICE DRINKS

= READY TO DRINK COFFEE

= WATER

= ENERGY DRINKS

= |CED TEA

= OTHER PACKAGED BEVERAGES
= SPORTS DRINKS

Packaged Beverage $ % Growth
25.0%

20.0%
15.0%

10.0%

7.1% (7%
5.0%  3:5%| 5 5o

I I 2.7%
oo M| W m
H B

(5.0)% (2.3)% (2.8)%
(5.1)%
(10.0)%
2 = o o 2
AN & & ® &
& > ©

®mYoY Nov $ % Change

2.2%
]

0.4%

Ncl QDiscover 4 wie 11/23/24
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Assortment and Pricing Trends
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Pressure on the shelf continues, with average items across the stores declining.

Ongoing Pressures

88% 81%

Offer Curbside Pick-up Sell Groceries Online

62%  33%

Offer Home Delivery Experimenting With

by 3™ Party

Customer Experience Tech

N I Q Source: FMI “The Evolving Grocery Experience” Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 16



Almost 40% of retailers plan to reduce SKUs in the next 12 months. Of them, nearly half say
they’ll do so to simplify shelves.

Retailers: “Will you be reducing branded SKUs over the next 12 months? Please select top 2 choices that apply.”

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 17



Prices increasing slighly more than in Food stores, in a higher priced commom basket

C-Store Non-Promo Price

Item

Total US Food

Average Price

Total US Conv

Average Price

2.0-3.0 oz Chocolate Bar $2.96 $2.92

2.4-2.7 oz Potato Chip $2.55 $2.59

12 pack 12 oz Premium $14.12 $14.37
Beer ) '

1 pack Premium $9.47 $9.42
Cigarettes ' '

16 oz Energy Drink $2.38 $2.92

20 oz Soft Drink $2.30 $2.35

$39

$37

$35

$33

$31

$29

$27

Total Basket Non Promo Avg Price Trend

. e —
Ry > P o P R S S L . R R
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v A 2 & i v > w 9 K i

—s—Total US Food —s—Total US Conv

N IQ Source: NielsenlQ Discover




Creates promotional pressure in the Convenience Stores, with more weight, higher
discounts, inreasing YoY

C-Store Promo Price Variation

Total US Convenience Total US Food
2.0-3.0 Chocolate Bar 33% LA 8% Th 12% Q 12 Ga 33% 3% 14% (-4.9)
2.4-2.7 potato chip 41% LA 20% YR 5% 31 W 32% 10% 4% (-1.4)
mgizn'[;?fekarlnzsger 11% 3% 3 Q 0.8 25% 4% 9% 23
1 pack cigarette 6% Th 0% % Q (-1.9) 5% 0% 9% 0.8
16 oz energy drink 44% -3% 10% Q\ 0.3 47% 2% 17% 0.6
20 0z soft drink 38% LA 5% YA 9% (06) G 15% 4% 6% (-1.6)

NIQ



Consumer Trends
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The Convenience Consumer

The convenience buyer is more likely younger, low income, and belongs to a Blue-Collar occupation

48%

More likely to be in
the “Young
Transitional”
Spectra Behavior
Stage

43%

More likely to have
Income under $20k

28%

More likely to belong
toGenZ &
Millennials

23%

More likely to belong
to a Blue-Collar
occupation

NIQ
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Value per Buyer

\

$6.64

Value per
Occasion

18.5

Occasions per
Buyer
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Low average ticket, frequent buyer

The shopper is making less visits, but spending more per occasion

.
Value decrease
-8.30% due to occasions
per buyer
g J

Increase due to

+8.190 value per occasion

Increasing

Source: NIQ Omnishopper, US ALC — Integrated (21+ Only); L52 WE 09/07/24, Total Convenience, Total US

22



Gen Z shoppers increased spending by $1.6B at C-Stores YoY  Gen Z over-indexes in late-night drivers.
due to increased number of Buyers. Highest peak in the 9:00pm hour.

Occasions per Buyer and Value per Occasion both declining among Gen Z

Gen Z Spending Change Due To:

$11,000M . .
Gen Z Driving Window
$10,500M
$2,429M

o -

$9,500M .

($658M) - s 59,221M

$9,000M (5233M)

$8,500M

$8,000M

$7,683M

$7,500M

$7,000M

o -

$6,000M —_—

Comparison Period A Buyers A Occasions per Buyer A Value per Occasion Current Period

Value (Volume) for CONV/GAS CHANNEL (IN STORE) during 52w ending 11/02/2024 vs 52w ending 11/04/2023 of TOTAL STORE in
TOTAL U.S. Who purchased Total Panel Who shopped at TOTAL AVAILABLE RETAILERS (IN STORE) Who are Demographic Gen Z (1995 or later)

NIQ




Gen Z’ers reaching legal age are propping up gains across categories.
Each of the select categories are experiencing growth due to increased number of buyers.

Value (Abs Due to Buvers Due to Occasions Due to Value per Buyers % of Occasions per Buyer Value per Occasion
Change) y per Buyer Occasion Abs Change % of Abs Change % of Abs Change
FUEL TOTAL $664M I $1B -$660M -$42M I 205.9% -99.5% -6.4%
CANDY/GUM/MINTS $21M : $36M -$14M -$2M L 174.7% -65.5% -9.2%
COOKIES & CRACKERS $4M ! $6M -$2M $92K : 154.0% -56.4% 2.3%
BEVERAGES $164M ! $214M -$48M -$3M ! 131.0% -29.4% -1.6%
SWEET GOODS $25M ! $29M -$3M -$824K ! 114.4% -11.2% -3.2%
SALTY SNACKS $47M : $47M -$3M $3M : 100.2% -6.1% 5.9%
TOBACCO $146M : $131M $26M -$11M : 89.8% 17.6% -7.4%
NUTS & SEEDS $7M : $6M -$945K $2M I 86.5% -13.6% 27.1%
TOBACCO ALTERNATIVES $33M : $16M -$7M $24M 49.2% -22.1% 72.9%
LOTTERY TICKETS $50M : $22M -$6M $33M 45.2% -11.3% 66.1%
BEER/FMB/CIDER $30M I $13M -$11M $28M 42.2% -36.6% 94.4%
ICE $2M | $144K -$393K $3M | 6.1% -16.7% 110.6%

« Tobacco is the only category gaining sales among Gen Z due to increased buyers and increased occasions; but are
spending less per trip — indicating a trade down in premiumization or reduction in unit quantity.

* Increased Value per Occasion is outpacing growth from new buyers in Tobacco Alternatives, Lottery Tickets, Beer

* Future growth among Gen Z will rely on increased Occasions or Spend per Trip; particularly in staple C-Store
categories like: Fuel, Candy/Gum/Mints, Cookies/Crackers, Beverages, Sweet Goods, and Salty Snacks.

12 OMNI SUPER CATEGORY MA at CONV/GAS CHANNEL (IN STORE) in TOTAL U.S. during 52w ending 11/02/2024 vs 52w ending 11/04/2023 Who
N l Q purchased Total Panel Who shopped at CONV/GAS CHANNEL (IN STORE) Who are Demographic Gen Z (1995 or later)



Key Takeaways
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Today’s Key Takeaways

—Europe —West Europe
——East Europe ——Asia Pacific and China
= Africa Middle East =—North America

/\/ R

_u

.2%
8%
-8%

SESS

-2.0%

Q22023 Q32023 Q42023 Q12024 Q22024 Q32024
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Challenging trends

The channel is decreasing its
performance, not only in US but
all across the globe. In US,
even with the increase in
opening stores, the channel is
underperforming.

Best choice of Categories

We have categories of huge
relevance performing below
average. The choice of impulse
categories that can leverage the
business will be a key.

Correct Assortment & P&P

Shelf under pressure and depth
promotions creates a complex
scenario. Choosing the right
assortment and having assertive
promotions will make the
difference

consumers

GenZ will set the trends,
beyond consumers with lower
incomes and blue collars. We
expect fewer visits to the POS
but with higher spending per
occasion

NIQ
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