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What we see

A The Fuel landscape is changing i the universe growing through
unmanned fuel stations, and price conscious consumers are
looking for the best deals

A Growth of the Value and Budget shopper dichotomy i 32% people
shopping in store less often at fuel sites

A Innovative food-to-go options alongside unmanned fuel stations i
Costco Westgate example

A Unit declines across the board, whilst Beverages, Food, Snacks
and Confectionary all holding up value performance at the till
through price.

A Vapes seeing strong organic (Value & Unit) growth and dominating
NPD, but not offsetting Traditional Tobacco declines

A Loyalty programmes becoming more of a driver of store choice i
linked to grocery purchase and club deals, be part of capturing
share of whole wallet
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New Zealand macro trends

Future economic

.. Consumer Confidence*
condition (net)?

MR 33 points Q2624

92 points August 2024 -18
Most optimistic vs July y |
‘ - \\\\\\nu Withiiyy,,
2024 (+14) 8/ Q\\\\\\\ 2

Consumer Price Gross Domestic
Index (CPI) Product (GDP)

+0.4% quarter +0.2% quarter

+3.3% annual +0.2% annual

Official cash rate Net immigration
(OCR)**
+82,800

4.75% _
. . Tourism back to normal
Dropped 50 basis points
last week: banks followed 3.2M annual
suit
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Majority of New Zealanders feel the constraints of a recession

Current impressions Future outlook Spending reality

75% (+21pt vs Q4) 50% (Opt vs Q4) 35% (+2pt vs Q4)

[ Think we are currently ] [ Expect to be in a recession ] { Only have enough for food }

living in a recession for 12+ months and shelter
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Financial situations will impact the way consumers shop to
manage their weekly budgets

Households are
feeling worse
off financially

56%

over the past
two years

/

17% 17% 16% 18%




With increasing pressures, we see a clear
dichotomy of shoppers in New Zealand

Different strategies are needed for the various shopper types

46% (+1)
48% (+5) Budget

Value Shopper
Shopper

NIQ



Rise in costs is of great concern for Kiwis

Increasing concern for utilities and housing; while food and
fuel are still top of mind

,—! 81% (-2 pt vs Q4)

Food/ grocery costs

62% (+8 pts vs Q4)
@

Utility Prices (power, water, gas)

¥ g ¥ 61% (+2 pt vs Q4)

Housing Costs (rent, rates, mortgage)

ﬁ 58% (-6 pt vs Q4)

Fuel Costs
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NZ measured markets now worth $24.7bn,

we've spent an additional $1bn on food and
groceries in the latest MAT

New Zealand Channel Performance

Pharmacy
+14.7% Value

C . +14.2% Units
onvenience $1.6 B Market Size

+1.2% Value
-1.3% Units
$2.4 B Market Size
Supermarket
+3.9% Value
+0.8% Units
$18.3 B Market Size

Liquor
+2.3% Value
-3.1% Units
$2.4 B Market Size
Value % Growth




