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5 Trends Thriving in the Convenience Channel
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Bites & Delights: Food Service is the new fuel

Food Service is now a top 6 category in the Convenience channel

$ Growth Versus Share of Food Service w/e 05/10/25 Eﬁgﬁl nsge;\(,)lgf 'Il'?a ffic

Convenience retailers
investing in strong food
offerings are seeing
more repeat visits —
and growth. The recipe
for success? More
Food Service, more
loyal customers

Hm L atest 52 Share of Food Service mYoY $ Growth Latest 52 Weeks
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The Vibe Spot: Are C-stores the new social destination?
Convenience retailers are expanding into Food Service by enhancing the customer experience with a café -style environment

Rusty Lantern
Cafe Concept Indoor Seating
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Shell Café

Shell Café offers a seamless blend of
café.and convenience store for an all-
encompassing and relaxing experience.

Roche Bro's Small
Format Concep
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Beyond the Brew: Growth is beyond Beer, with Wine, Spirits, and Cannabis Beverages

3:4 m Wine +8%
m Spirits +7%

Beer/FMB/Cider =1%

C-store share of Alcohol Growth from outside the Beer Box

» The Convenience channel represents * Dollar sales growth for Wine and Spirits
43% of dollar sales for total Beverage in the Convenience channel are
Alcohol and growing year over year outpacing the growth of Beer. This is

aided by the expansion of where it's
legal to sell Wine- and Spirits-based
RTDs

Cannabis
Beverages

in Conv

YXI'N +486%

VS year ago

Growth of Emerging Categories

« Cannabis and hemp derived
beverages are growing in
Convenience, as well as
Functional and Energy
beverages as alternatives to
alcohol consumption

NIQ




Level Up: Not your traditional C-store fuel source: Energy Beverages and Functional Beverages

Top 10 Bev Categories ($Billions & Change vs YA)

Total Beer/Malt
Energy Bevs
Soft Drinks
Sport Drinks
Total Spirits
Value Add Water
Water

Total Wine

Fruit Drink

Liquid Tea

Energy Beverages

$26.2
Energy beverages are larger than
$13.1 Soft Drinks in C-stores. They are
a type of Functional Beverage.

$9.9
$4.1 .
Functional Beverages
$3.5 Functional beverages, those with a stated focus on
$2.4 claims, span multiple beverage categories. They offer a
] pathway to meet consumers’ changing needs and
$1.9 preferences and are up 5% vs 2 YA in C-stores.
$1.8 = iy o
Examples of weTer -
$1.4 Functional g SONE AL
Beverage '8 BSE m ”
$1 3 Brands: 22
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Thrive Mode: Consumers are prioritizing health & wellness
Generations shop categories differently across c-store: Younger consumers illustrate expectations will change on assortment
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Meet Our
Panelists

Adam Deremo
Founder
Awake Chocolate

Richard Garcia
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Jeff Lenard

Vice President of NACS
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Communications

James Hunt
SVP NA Retail
NIQ

Moderator
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VP, Global & National
Convenience
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But first... Trivia!
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What percentage of
shoppers in NIQ’s
Omnishopper Panel
shopped at a US

Convenience store
2 or more times in
20247

75%

82%
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d. 96%

People all over America
depend on Convenience
stores from corner stores and
bodegas to gas stations
making up the heart of
communities
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According to the
NACS/NIQ TDLinx
Industry Store
Count, what state

had the most
Convenience
stores?

.......................
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Texas
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lllinois
4,735 Stores

New York

7,704 Stores

California
12,169 Stores

a. Texas

Texas has 33% more stores
than California.

lllinois actually has the 10th
most behind Florida, New
York, Georgia, Ohio, North
Carolina, Michigan, and
Pennsylvania
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According to
TDLiIinx, what year
did Chain
Convenience stores
outnumber

Independent store
openings for the
first time?

2018
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c. 2021

Since 2018, independent c-
store operators shed (either
through store closings or
acquisition by chains) 7,942
stores while chains grew
6,959 stores.
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Ownership
structure isn’t the
only thing changing
in C-Stores. Since

2009 how much has
the average square
footage per
convenience store
increased?

0%
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c. 10.9%

Supermarkets, Dollar Stores,
and Drug Stores were all
getting smaller during this
point in time.
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Thank you!

Fueling Flavor:
The Now and Future of Convenience Stores

Jason Zelinski
Vice President, Retail
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