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Data Sources
* Census of Retail Trade (every 5 years, last 2007)
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— Conducted by US Government

— Random sampling; Representative of US payroll
establishments

— Misses small“mom and pop” c-stores w/o payroll
— Allows comparison of c-stores to other store types

* NACS survey (annual)
— Conducted by Association for Convenience and Fuel Retailing

— n= 228 retail companies representing 27,149 stores (over-
represents very large chains) — 2010

— Allows opt in (you can volunteer)
— Covers non-payroll establishments
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Summary statistics of tobacco product retailers and sales from all
industries within U.S. Census of Retail Trade, 1997-2007

P t of
Number of er(_:en 0 Sales of Percent of
: establishments
establishments _ tobacco sales from
Year _ selling tobacco
selling tobacco as a product products? tobacco
duct _ 1,000 ducts (%
products line (%) ($ ) products (%)
1997 234,100 20.93 36,819,413 4.70
2002 221,173 19.84 50,860,948 5.30
2007 235,707 20.89 59,542,002 4.40

3Sales are presented in 1997 nominal dollars

Source: D’Angelo, Ribisl, et al (in preparation)
Note: There are about 400,000 tobacco retailers in the US
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Summary of U.S. Economic Census data for convenience stores
U.S. Census of Retail Trade 1997-2007

% of Per  Percent of
Num. of establishments Sales of  capita sales from Percent of all
NAICS establishments selling tobacco tobacco  sales tobacco tobacco
Industry selling tobacco as a product products?® volume products product sales
Description  Year products line (%) ($1,000) ($1,000) (%) (%)
Gasoline stations 1997 74,564 91.3 11,968,668 161 10.2 32.5
with convenience 2002 86,152 92.0 21,153,629 246 12.2 41.6
stores (447110) 2007 89,652 91.9 26,765,721 299 8.5 45.0
Convenience stores 1% 23,793 87.9 3,121,525 131 20.6 8.5
(445120) 2002 24,871 85.1 4,527,232 182 25.0 8.9
2007 25,510 100.0 5,112,203 200 24.5 8.6

Key stat: Among payroll establishments, 53.6% of all
tobacco product sales occurred at convenience stores
(with or without gas) in 2007 L] UNC
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NACS State of the Industry Annual Report

e 67.2% of stores have 1-10 stores
— About 62% have just 1 store

* 13.4% are 500+ stores (large chains)

* 2010 total sales per store = 51,518,120
— Cigarettes — 35.79% of in-store sales ($579,780)
— Other tobacco — 4.05% of in-store sales ($69,444)

e 2010 Industry gross margins

— 15.21% cigarettes

— 31.72% other tobacco

— 40.22% packaged beverage, non alcoholic
— 51.40% candy

— 28.18 overall
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Industry Contract

FOR INFORMATION PURPOSES ONL Y NOT FOR SIGNATURE
PMUSA - | PHILIP MORRIS USA

POS # 60515 RETAIL LEADERS 2005 AGREEMENT

KIT # 60515 Plan Group F

{Fixture Plan)

This Retail Leaders 2005 Agreement (the “Agraement”) is executed on the date indicated below by Philip Morris USA inc. [“Philip Morris USA™ or
“PM USA’) and the retaller idenfified in the box below ("Retailer”). It sets forih the terms and conditions under which Retailer agress to participate

with respact to one or more stores identifisd on the Plan-O-Gram({s) executed pursuant to the Agreemant in PM USA's Retail Leaders 2005
Frogram (the "Program”). -

Temitary # Retailer Name:

Call #: Headquarter M.A#: : Street Address - Line 1:

indep: SPACEID #: ' Street Address - Line 2:

Chain:; Mgmt. Acct. # : City, Statg, Zip:
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Industry Contract
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* IN LEVEL D, PERMANENT COMPETTTIVE SIGNAGE 15 ALLOWED ON RETRILER'S CHOICE AREA OF THE RXTURE(S).

® IN LEVEL E, MO PERMANENT COMPETITIVE SIGHAGE IS ALLOWED ON THE FINTURE(S).

* HOWEVER, COMPETTTIVE PERMANENT AND/OR TEMPORARY PRIGE GALL-OUTS AND GHANNEL STRIPS RRE AUWAYS ALLOWED,
PROVIDED THAT THEY DO NOT DBSTRUGT PM USA SIGHRGE OR PM USA PROSIUETS.

* EMEANCED HEADER(S) ARE OPTIONAL FOR THIS SET.

————— —
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Provisions: | E———
-Install industry shelving | |I HERENE
-Post promotional signs (quarterly) | ‘I"l‘_l‘[_l |T

-% of visible pack facings guaranteed for brands ENRNANE '
-Share sales data I'T REN =l

Primary Cigarette Merchandising Area PCMA

Signs Around the PCMA. Al PM USA interior
Cigarette Signs that are not on a Fixture, Display or
OPM, must be entirely within 48 inches of the PCMA.
PM USA Cigarette Signs shall be the only signs posted
in the PM USA Signage Zone. PM USA has the right to
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