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The most representative sample of
i independent convenience retail EPOS data in
AN I-TG / TWC PARTNERSHIP the industry

SmartView [@j

* SmartView Convenience is sourced from a central pool of data from EPOS houses with large footprints in
convenience, amounting to approx. 12,000+ stores

* According to the ACS, there are around 30,000 independent convenience stores in the UK so this base sample
accounts for around 40% of the total.

* TWC has then “cherry-picked” a sample of stores that is representative of the sector
* We have removed outliers (with very high or low turnover) — leaves us with a total of 5600 stores.
* Any stores with incomplete data or outside of our geography/definition have been removed
* Our sample is GB only (Northern Ireland stores are excluded)
*  We have removed stores from managed chains (SPAR, Co-op)

* Any stores included in our sample are polling data weekly for at least 104 weeks so that we know the reporting is stable and
consistent

* We have balanced our sample against industry reports (such as ACS Local Shop and The Grocer symbol and fascia survey)
* An algorithm was used to factor up the sample to balance it against the calculated universe of fascia group and geographical area
* The algorithms will continuously update to rebalance the read, ensuring consistency and accuracy

« TWC's experienced quality team cleanses the data to provide a consistent product hierarchy




What this report will tell you

This report combines the most accurate and representative EPOS market read of independent
convenience retail and wholesaler-supplied symbols (TWC’s SmartView Convenience) with
consumer research to tell you WHAT is happening and WHY it is happening.

WHAT IS HAPPENING?:
What's the market context? (economy, grocery retail sector)

Understand the performance of the independent convenience channel; what can we learn
from the winners and losers?

WHY IS IT HAPPENING?:
Consumer research findings explain drivers of performance

Allowing you to identify the IMPLICATIONS for your business:

Benchmark your category

Ask your own questions to address specific issues or opportunities




Independent Convenience: volume declines in the last 13W
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Grocery channel figures December performance from Kantar Jan 24




Consistent 13W declines across all categories...
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WEEKLY YOY VOLUME CHANGE
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13W Price % Change

Price inflation is high
across all categories with
14% most ahead of the 6%

CRISPS SNACKS & NUTS

14%

FROZEN

EDIBLE GROCERY _ 12% channel average.
SRR _ 11% Crisps/Snacks and Frozen seeing the

NON EDIBLE GROCERY 10% largest category price increase

Larger ticket items such as Wine and

Spirits seeing the lowest category price
WINES SPIRITS - 4%
CHILLED I 0%
Harnessing data Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. 13w/e 315t Dec 2023
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The Impulse categories are out-performing the channel

CATEGORT GROWTH MATRIX - 52W VOLUME GROWTH V VALUE GROWTH

DRIVERS
Category is performing better than the convenience average in

20%

Value Growth and Volume Growth
15%

SOFT DRINKS ~ CONFECTIONERY

CRISPS/SNACKS &
NUTS

10%

TOBACCO
%

INES & SPIRITS

X - Value YOY%
20%

25% 30%

EDIBLE GROCERY
CHILLED

BEER/LAGER &
CIDER

52W Average:
+4% value

FROZEN 0% volume

Y - Volume YOY %

DRAINS: Performing behind the
convenience average in Value

AND Volume

Bubble = size of category

Confectionery, Soft Drinks and
Crisps and Snacks are the star
performers over the last yr, as they
are they are all still driving volume
and value growth

Tobacco, BWS and Frozen are all
underperforming in Value and
Volume

Chilled is overperforming in Value
only, suggesting growth is all
inflationary.
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Harnessing data Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. Volume and Value sales, 52W 315t December 23




The Impulse categories are also outperforming over the 13W

CATEGORY GROWTH MATRIX - 13W VOLUME GROWTH V VALUE GROWTH » Confectionery, Soft Drinks and

Crisps/Snacks are still the star
: . : , performers over the last 13w. Even
Category is performing better than the convenience average in Value . .

Growth and Volume Growth though all categories are seeing a
volume decline, they are over
performing the channel in volume and
value performance.

DRIVERS

TOBACCO SOFT DRINKS

CONFECTIONERY \ CRISPS/SNACKS &

NUTS
./ * The Chilled category and Wine &

S0 10% 15% Spirits are underperforming in value
BEER/LAGER & and volume performance
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CHILLED

WINES & SPIRITS
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' ©  EDIBLE GROCERY 13W Average: « Beer/Lager, Edible Grocery and Frozen
¢ -1% value are only over-performing in Value
e FROZEN 6% volume
-— - 0
S
|
> . . .
13% Bubble = size of category |« Tobacco only over-performing in
DRAINS: Performing behind e Volume — switch to Vape(lower
sverage n Va priced)

twc ‘ Hame_SSing data Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. Volume and Value sales, 52W 315t December 23
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Why are Tobacco and Licensed categories underperforming?

- Highest ticket items For many, Independent C-stores are not a

S destination shop for Tobacco or licensed missions:
* Long term decline in cigarettes

and a move to Vape of C-store shoppers of C-store
smoke or vape who are smokers do not shoppers who drink
sty switehed o vepe purchase any of their tobacco  wine qlo not purchase
from a C-store any wine from a C-store
* Drinking less
of Independent C-stores drink ‘?f C-store shoppers of C-store
=iie] Hrm alril: LESS fhar who drink beer/lager/cider do  shoppers consume
. not purchase any from a C- confec do not purchase
they did last year
. store any from a C-store
agree that they are more likely
to buy alcohol elsewhere (eg.
Supermarkets)
Harnessing data Source: TWC Trends Research Independent Convenience Store Shoppers n=1000)
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Impulse categories play a dual role — planned and impulse
missions.

PLANNED MISSIONS IMPULSE PURCHASES
TOP 3 REASONS FOR GOING TO TOP 3 CATEGORIES BOUGHT
. . AN INDEPENDENT C-STORE: ON IMPULSE:
» Categories more likely to be
purchased by all affluences - DISTRESS - Run out of 290/0 Confectionery
CDE as well as the AB's ltems and needed them h (35-54, Female,
urgently [plReElE el CDE)
Impulse on
« PLANNED PURCHASE - One every or
of the top 3 reasons to go to a most
Convenience store i.e a TOP UP - Generally top occasions Crisps/Snacks
Planned purchase up on items (16-54, CDE)
e IMPULSE PURCHASE - More likely to be
Confec, Crisps/Snacks and Soft 16-34, AB, in
. . Urban Stores
Drinks are the top 3 categories F00D TO GO - Purch
. - Furchase q
D
purchased on impulse o VIV EDTATE Soft Drinks
CONSUMPTION [HeRER, (42

Harnessing data Source: TWC Trends Research Independent Convenience Store Shoppers n=1000)

Empowering wholesale
foodservice & convenience

twc




UNAFFILIATED

l N D EPEN D ENTS are FASCIA GROWTH MATRIX - 52W VOLUME GROWTH V VALUE GROWTH
° 4%
U Nderperfo rm ' ng Fascia is performinngF:t\ieEFtian the convenience

average in Value Growth and Volume Growth
3%

Unaffiliated Independents L52W

37%

Volume Share

2%
Symbol Group Stores

X - Value YOY%

There is a £220m opportunity for
unaffiliated independents to gain
their fair share of categories where

Unaffiliated
Independents

L
o
they under-trade in (i.e where they > 52W Average
represent less than 37% share) ORAINS £ 4% value
. . Performing behind the the convenience average E 0% volume
Chilled, BWS and Edible Grocery in Value AND Volume |
>

Bubble = size of fascia

represent the largest opportunities

Harnessing data Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. Volume and Value sales, 52W 315t DEC 23
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Why are Unaffiliated Independents
underperforming?

|

.....

The Positives from Store Audits:

» Some stores do have a lot of PMP

» Some categories have a lot of PMP

» PMPon SRP

But the Negatives:

There are still many products without prices
There are still many stores with limited PMP | A
No Promotions :
No Cross Category/Event Promotions

Poor Range/Layouts "' ~ 7188

VV V V VYV V

kkkkkk

Lack of Chiller space
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Who are the category drivers and the drains?

@ SHARE OF SHARE CHANGE SHARE OF SHARE CHANGE
IMPULSE IMPULSE
3%

VAPING +0.9% CIGARETTES 5% -0.8%

2 SPORTS & 10% +0.8% 2 LAGER 4% -0.2%
ENERGY

3 SINGLES CHOC 9% +0.6% 3 HAND ROLLED 1% -0.2%

TOBACCO

4 SHARING/GRAB 5% +0.5% 4 FROZEN 1% -0.2%
CRISPS DESSERTS

5 BLOCK CHOC 2% +0.2% 5 COLA 5% -0.2%

SHARING SWEETS, EVERYDAY TREATS, MILK, BREAD, PREMIUM CIDER,

EVERYDAY CIDER, CHOCOLATE BISCUIT TOBACCO SUNDRIES,LEMONADE

BARS, HEALTHIER
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Who are the brand drivers?

1 CRYSTAL BAR 0.6% +0.6%
2 LOST MARY 4.8% +0.6%
3 OWN BRAND 5.8% +0.5%
4 MONSTER 2.3% +0.4%
5 REDBULL 2.3% +0.3%

SHARE OF SHARE CHANGE
IMPULSE

6 0.2%
0.1%

0.1%

9 PRINGLES 0.4%
1 CADBURY 0.2%
0 FREDDO

SHARE OF SHARE CHANGE
IMPULSE

+0.1%

+0.1%

+0.1%

+0.1%

+0.1%
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Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. 52 w/e 315t Dec 2023c




OWN LABEL accounts for 5% of all OWNLABEL  SHARE
Impulse purchases ToTAL 58%  +05%

CONVENIENCE

NON EDIBLE 12.5% +1.6%
> No.1 Brand in Edible G SROCERY | '
0.1 Brand in Edible Grocer

Y ERIELE 10.0% +1.1%
» No.1 Brand in Non Edible Grocery GROCERY
> No.3 Brand in Crisps and Snacks SOFTDRINKS - 7.7%
» No.4 Brand in Soft Drinks CRISPS 5. 79%
» No.b Brand in Confectionery ONFeC 19

75% 43%

Agree Agree

Harnessing data Source: SmartView Convenience I-TG International Services Ltd in partnership with TWC. 52 w/e 315 Dec 2023
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‘FADS’ are creating noise but also
driving share

» TAKIS No.7 Growth driver in Crisps

» MOGU MOGU No.3 Growth driver in Soft
Drinks

» PRIME No.4 Growth Drive in Soft Drinks |
» PUSH POP No.5 Growth driver in ”’* - Bl AR oy g

g

Confectionery L Sy W = ——
=] ¥ ‘ " e
> BRAIN LICKER No.9 Growth driver in ;
Confectionery NS o ¥ e oK
> S_}_JDVodka No.1 Growth driver in Spirits & . A 2B l‘, 2 ‘:nnTanrEﬂ
X R .::zyuzm ‘f‘,‘;’:{‘:}“["“""".‘f’ ATy

Harnessing data Source: SmartView Convenience |-TG International Services Ltd in partnership with TWC. 52 w/e 315t Dec 2023
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WHO IS THE SHOPPER?

/5%

Shopped in a
discounter at
least once in LM

80%

Done a small
basket shop in a

supermarket in
LM

SHOPPER PROFILE

60%
°
()]
@ 55% i
—-—
O Purchased WINE in (
_T‘_B 50% C-store N
O
‘% Purchased
o 45% TOBACCO in C-store  °
°
< Purchased BREAD in / O
O 40% C-store \
3 Purchased MILK in
© C-store
f, 35% /0
L Done a Smaller
8 30% shops in Purchased Shopped in
o ISIE ALY BEER/LAGER in C- [T
_8 store
0 25%
"'6 10% 20% 30% 40% 50%
-3

% of shoppers that are ages 16-34

*Average Shopper

There is an evolving Shopper
mix, with losses coming from the
categories purchased by
traditional Core shopper but
gains being made from the

categories purchased by the
younger more affluent shoppers.

* Slightly younger than average

* Even Younger shopper

» Categories losing share eg. BWS,
tobacco

* Typically align to the average
Convenience Shopper

* But, highly likely to be doing small
basket shops elsewhere

twc

Harnessing data Source: TWC Trends Research Independent Convenience Store Shoppers n=1000). Categories purchased on the last visit.
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How can you drive more impulse sales in Convenience?

What prompts you to buy items that you didn’t
intend to buy?

VISIBILITY 53%

PMP is often a
good way of communicating value

PROMOTIONS 39% T
v pey ; like it when retailers sell PMP
o (more likely to be 35-54,DE)
BY THE TILL 19% S

agree that Price Marked Packs

END OF AISLE 18% mean that they are not being overcharged.

NEW 16%

nnnnnnnnnn

Harnessing data Source: TWC Trends Research Independent Convenience Store Shoppers n=1000)
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Summary - 3 things to think about...

SHOPPER & MISSION

The Shopper is evolving, retailers need to
evolve and adapt to meet the needs of
todays shopper. Think about the Shopper
and think about the Mission — how can we
unlock more opportunities that fulfill the
needs of the core shopper AND maximize
the opportunity with the new.

VALUE COMMUNICATION &
VISIBILITY

Drive more Impulse Sales by Improving
Value Communication and Visibility.

PMP display trust and enable C-stores to
get a basic 4 ‘P’ right.

Think about communication across the
full path to purchase, not only in store.

UNAFFILIATED INDEPENDENTS

Unaffiliated Independents are losing share.
They represent 37% of the total channel
and there is a £220m opportunity for these
retailers to gain their fair share in under-
trading categories. How can we help
educate this sector to get the basics right —
the right range, the right merchandising at
the right price.
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Any Questions?
Talk to Jayne on...

01908 101 389
or email jayne@twcgroup.net
Go to twcgroup.net
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