23% of shoppers visit

their convenience
store everyday

With ¢.48,000 convenience stores in the UK, 6% sales growth
(20% higher than the UK grocery average), a resurgence

in local and community retailing, the convenience sector
remains buoyant and attractive to suppliers.

Each year him! speaks to over 25,000 convenience store
shoppers face-to-face, at the moment-of-truth, at stores,

to gain valuable shopper insights. Making the Convenience
Tracking Programme (CTP) the only robust, authoritative and
credible shopper study in the UK.

CTP helps suppliers build a“common language” with retailers
by highlighting lost sales, unfulfilled intentions, shopper
missions and performance gaps. This invaluable insight will
help shape your commercial decisions and future strategies.

How we do it:

e Interviews with shoppers, staff & managers
at symbol, managed chains, forecourt chains,
super c-stores and Co-ops.

e Moment of truth, face-to-face interviews.
e Entry and exit interviews.

e Across all times of day & days of the week.

e Complemented by additional studies through
the year online to provide convenience
shopper habits and verbatim comments.

* Programme results available in May 2010.

For more information on him!’s Convenience Tracking Programme
please contact Katy.Moses(dhim.uk.com 07912 717 567

or visit www.him.uk.com
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Issues covered in CTP include:

Shoppers of your category

- Do they drive footfall?

- Do they drive basket spend?

- Who they are (profiles]?

- What missions are they on?

- What else do they buy?

- Size of the prize tool to calculate the category tie up
opportunities at each retailer and also benchmark

Key criteria that the store must deliver against

Shopper ratings based on their experience here today

Intended vs. actual purchases

Proportion of shoppers buying on impulse and reasons for

impulse purchasing

Categories shoppers failed to buy here today and causes

Promotional purchase intentions, proportion of
shoppers who noticed a promotion here today, drivers to
promotional purchasing here today

Pricing & preferred mechanic e.g. EDLP, BOGOFF,
rounded price points, PMPs

Cross purchases and merchandising

Awareness of external and internal communication in this
store today

Seasonal events and occasions

Food-to-go and snacking

Healthy, local sourcing, community and ethnicity
Importance of services

Brands vs. own label

Importance of getting in & out as quickly as possible, fast
service,

Staff interaction in-store
And much more...ask us for a full CTP question list
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Frontline feedback

We also speak to c-store sales staff, managers & owners. Our store staff survey focuses heavily on the issues which
affect sales in-store, and gives clear suggestions to retailers AND suppliers to improve communication, compliance,
customer service and ultimately sales.

International CTP benchmarks

CTP UK clients will also receive top line global convenience shopper benchmarks from him!'s USA, Australia and New
Zealand CTP programmes.

Why join the CTP programme?

e |t's robust

e |t'sindependent

e |t's cost effective

e |t's moment-of-truth customer insights, not consumer
e |t provides benchmarking from one retailer to the next

e |t comes with support and analysis from him! executives

Networking events

Network with CTP retailers at him! events throughout the year. Join him! at the CTP Awards on Wednesday 9th June 2010
to find out who will be awarded ‘Convenience Retailer of 2010" voted for by shoppers.

This year will be a very special 2010 celebration with a fantastic new venue and circus theme. To book your table contact
Natalie.Button@him.uk.com 020 7611 0412 or visit www.him.uk.com/ctpawards

Membership costs
Results available from £5,000+VAT including him! analytical & consultancy support

There is an initial two year commitment to our programmes or 50% surcharge for one year commitment.

Did you know?

The convenience sector is Intended basket size
attracting more males in is 2.4 items, but actual
the last year 45% V 41% is 2.8. Intended spend

in 2008...what does this £4.90, actual £5.10....How

71% of shoppers travel

half a mile or less to get
to their c-store. This will
affect range, promotions

and advertising in a big
way.

mean for your business? do you get a piece of the
impulse action?

For more examples of key findings please ask for our CTP fact card.
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