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CSA: External Environment o

Macro Environment: Inflation & Fed Actions g

COVID Hangover Continues to Drive Volatility
Unintended Consequences of Excessive COVID Support

~$9.7T i A 2

COVIBL9 Relief Stimulus t®s @)
20% -
~$5 3T Total stimulus given out by Persistent Inflation Unsustainable Debt FallingSavings Rates
Direct Consumer Support ZUéS.O/Goverfnmegt o
$4 4T ( 0 0 oun-rylLs Recession Risk Fiscal Tightening Declining Spending

- Blogggntitaﬂve Easing Labor Challenges Expired Stimulus Rising Delinquencies

Inflation Fed Action Unemployment Plateauing Economic Growt
Inflation (CPI & PPI) Fed Funds Rate Projections Continuous Claims U.S. GDP
/] 284G G2 [/ 2yadzySNJ 3 t NBRdzOS NBherdowlonyerQH n T mnn o Unemployed for Longer (% Growth YoY)

— CPI Actual—/ PPI Actual @
125 -~ 1205 6% - +5.8%
120 - _i___‘ 5.50% 504 -
120.3 4.50% 4.65% 4%

ol . 3.55% 3% +2.5%

. 0 . 0
) G20.5% o | +1.9% +2.1% 9 74
00 T P e , 0.25% 1% A

[ [ [ [ 0,
Mar-20 Mar21 Mar22 Mar23 Mar24 2021 2022 2023 2024F 2025F 0%

2021 2022 2023 2024F 2025F

Source: BLS



CSA: External Environment o

Business Challenges & Response g

Vendors & Retailers Slowing Down Price Hikes

Total Consumer Products Average Unit
Price Changex)

Real Retail SaleSeclining

Real Retail Sales +7.9

+6.5  +6.2

+5.3

A 57,

(Index Q1 2019 = 100) 3
1154
1154 6 -
115.2 115.1
115.2 - 4 - t26 o9
115.0 - 5 | Totl4 #1500
114.8 -
0
114.6 1 114 Apr-23 May-23 Jun23 Jul23 Aug23 Sep23 Oct23 Now23 Dec23 Jan24 Feb24 Mar-24
114 1 i ¢ e ~d to

114.4 ~ . - 77
114.2 - a CA NJ{a I NI pm:@sérismmyﬂs mdzm:n'

Q1 2023 Q2 2023 Q3 2023 Q4 2023 Ql 2024 . =

Source Fred SourceNielsenlQBusiness Insider, CFO

02/25/2024

Businesses Cutting Costs to Protect Profits Retailers Leveraging Technology to Drive Sales

\")

Offering Value Leveraging Technology to

Drive Efficiencies

82%

Retailers planning to invest
more in technology

Managing Costs

Working with suppliers oget* Retail Promotions Index

|
|
costs down moreas fast as we I
|
|
|
|
|

possibly can”
110

|
i
|
_ $300M in savings through 2028ith|

H “& efficiencies & automation |
|

|

|

|

|

|

THE HERSHEY COMPANY

Businesses Facing Declining Real Sales; i's'i'n"_c'j Costs and Labor Challenges
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CSA: Consumer Behavior

Consumer Financial Position

Stimulus Benefits From COVID Are Gone Rising Costs Increasing Reliance on Debt

Cost of Living Rising

Pullback of COVID Benefits
Average monthly benefit decline per participant Faster Than Real Wages “ﬁm
Benefit - i - (Dec2023 vs DeR019)
End Date: abN) Whm 550 Wum CSo wno {SLU Wui +26% Monthly increase irspend per
23% household due to inflation
-$393 +21% 2%
+20%
+++++++++++++ 73%
-$151 -$275 . . .
,,,,,,,,,,,,, Consumersaid higher prices
have affected their ability to
F)S;;?nu::;s Child Tax Credit SNAP Benefits Sété(ézr;tnlq_grz]itn CO\SECIIiB:eneflts Wages CPI Gas Rent Food cover monthly expenses
Source: PYMNTS, WSJ, The White House, Pandemic Oversight, Jeffries Source: US Joint Economic Committee
Impacting Lowincome Consumers Disproportionately Impact: Living Paycheck to Paycheck & Seeking Value
Limited Access to Credit Higher CC Delinquencies Paychecko-Paycheck Lifestyle Trading Down Tactics
(CCHolders ly Income Level) (DelinquencyRates by Income Level) Becoming the Norm
75% Share of Population Living Paycheck  Adjusted quantity _ 50%
69%
4.0% to Paycheck
Changed retailers

59% 2.4%
N s ; for lower price
Low |Middle  High Low | Middle  High 63% Delayed -35%
S0t l purchase
0

3 1 2% Of income spent on Food expenditure by lowest Private Brand or - 2596
- income quintile vs. 8% for highest income quintile Jar23 Jan24 lower priced brand

Source: Northwestern Mutual

Source: PYMNTS, University of MichigélacerAl

. seeking value... SEI is positioned well to deliver on that value

Consumers are adapting their behavior..




CSA: Consumer Behavior

Changing Consumer Behavior

Consumers Want Quality Food at a Great Value

Most Important Food
Purchasing Factors

9 4% Quality 69%
US households concerned Price 60%
about food cost inflation in _ )
2024 Convenience 57%
Brand 37%
Packaging 32%

Leveraging Digital

Top 3 Reasons for Engaging with

Leveraging Digital & Delivery

Delivery Demand Remains Strong

U.S. Restaurant Delivery
(Market size in $ millions)

$96M

GStore Apps i
Fuel discounts 50% | $87M
Coupons 449 i
P ° | $76M
Exclusive reward 32% |
2022 2023F 2024F

Source: MarigAold, IRI

&
SEVEN&i HOLDINGS
L %

Seeking Out Private Brands for High Quahityl ower Price

Reasons Consumers
Purchase Private Brands

~15% High Quality, Low Co 809
Price savingbetween
Private Brands and Saves Mone 76%
National Brands
Promotions 20%
In-Stock 20%

_ Changing &tore Expectations

Leveraging Loyalty Programs Digital Innovation

71% 63%

Millennials usd_oyalty More likely to visit estore
Programs to save money with digital offerings

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Larger, Contemporary Facilities Faster & Easier Fueling

70% 715%

U.S. consumers sasthopping at larger Will drive offif there are >2 cars
outlets is a more satisfying experience in line at the pump

Source: Numerator, CSNews, Retail Doctor, PYMNTS

As Shoppers’ Expectations Evolve:-- SEI is Positioned to Meet the Consumer’s Needs
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SEI Strategy for Growth

SEI Key Priorities

g
o Grow Proprietary Products
Freshrcood:& Restaurants  Emhanced/VValue/Chain Proprietary Beverages Private Brands
. . “\,Yy WF — - =

Accelerate Digital & Delivery

Loyalty IRrograms anenlmepeélmmes TNOW Delivery Retail MediarNetwork
TREWARDS e ' 4 GU'.P
SpeedyRewards | no.vy —

e Generate Synergies From SEI and Speedway Integration
Store & Companyrintegration Pmpﬂeta:ry l&emll Is&yteﬁem RIS/IDEX
\ / = : =
ELE\I{ == P i
’ Speedway. o
a Grow and Enhance Store Network
OrgachéW\BButhSteses

Mergers & /Acguisitions

10
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Grow Proprietary Products

Proprietary Products Strategy & Growth Plan

LongTerm Strategy

PROPRIETARY
BEVERAGES

PRIVATE
BRANDS

FRESH FOOD

HOT&SPICY

VALUE CHAIN

’
Warabeya
North America

y ]
SEVENGi Hmam;s

Growth Plan

Key Actions for Growth

Grow Assortmenic New Categories and Products
Accelerate Food and Beverage Modernization

U Beverage investments
U Fresh Food investments
U Restaurant investments
Grow Private Brands

U Add new SKUs across categories
Enhanced Store Execution and Exterior Refresh

U Targeted Operations training
U Exterior refresh

U Detailed merchandising footprint and assortmer

refresh

£S

L

Plan to Grow Proprietary Mix to 34% in 2025

12



Grow Proprietary Products

Grow Fresh Food

Quality Improvement, Innovation & New Platforms

Warabeya 2 Warabeya Warabeya _
North America { ;‘ ) North America e North America
_——a i e I
\ ; e =
Hot Subs Bread Ql Rice Balls
Milk Bread
Warabeya = Warabeya
Q North America - North America A
- p o '
Chicken Curry French Toast Orange Chicken
Rice Bowl Bite Boneless Wings

&
SEVEN&i HOLDINGS
L %

Elementdnclude:
+ Bake In Store

 SelfServe Grills
e SelfServe Hot Foods

» Specialty Coffee

Grow Fresh Food Delivery Value & Bundling

» Exclusive Offers & Bundles
* Expand Delivergxclusive Bran

$15 OFF $30+ TNOW® Orders,

* Accelerate Fresh Food Growth L\ e
Ouly om Sunday: Febwuary Hth 3 FREE Pizzas!
- mow S

DELIVERY

sév i 5
‘: s
. orana
- A ot
55 OFF Select Lg-pk Beer
& led Sonzers .

2 114 2 Gettheapp
3-14 An T Subscribe to 7NOW Gold Pas
3 i L) 1 LR [, 355
Large Pizza L RN [
TODAY ONLY i) e %) 4 E-l._ ¥,

-

Traffic Driving Promotions & Bundles

ONLY WITH9X TREWARDS

| buy 3 Taquit: .
S JJ MEAL GRS
DEAL Drmkm 2) p!‘m!..

to Taquitos priced up to $179 \
Pizza Taquito

Mix & Match
Select Roller Grill ltems

Applies to Roller Grill items priced up to $179

= 1ON5TES
.

TURN UP 238 o ¢ 5 g

WWITH (Mm

32 (Q BIGBITE Hot Dog 3
=== and LargeBIG GULP" ..
i

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved. — — s



Grow Proprietary Products e H

Grow Restaurants

&
SEVEN&i HOLDINGS
L %

Restaurant Portfolio

V7,

IV

R RAISE THE T

CHICKEN & BISCUITS

Key Strategies for Growth

Delivery & Catering Acceleratio Value & Bundling
35TENDER
BOX MEAL

BUY 1GET1

FREE

Grilled Breakfast Wraps

,a

Bunont un Loaded hIC en Bowls

Waffle" wiches

(Qualitmiprovement)

14
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Grow Proprietary Beverages

Innovation¢ 60" Anniversary Cups Beverage Modernization & Assortment Expansion

7-Eleven was the first retailer to offer coffee 1go COffee Slurpee
60 years ago "

Iced Specialty
Coffee
g MANDARIN
N " H-l:"l;“" fw
car Innovation with Regional Big Gulp
QCRIEW Exclusive LTOs Assortment

Value & Bundling

Salted | pgaited,, e . . :
macaoasa Caramel Latto [N Traffic Driving Promotions & Bundles

Optimize & Localize Assortment

ONLY WITH * TREWARDS

ONLY WITH 9% TREWARDS ONLY WITH 9K SpeedyRewards

Large BIG GULP*
and 3 Roller
— Grill ltems

Applies to Roller Grill ltems
priced up to $179

s BIG BITE'

7 3 Hot Dog and
Large BIG GULP

with unique &’

regional blends. :

Hot + Iced Varieties
Launches 3/18 DowER

20,000

e
E5% SLURPEE XTE NS . WINNERS!

15



Grow Proprietary Products e H

Grow Private Brands il

Key Private Brand Differentiators

High QualityProducts

DeliverValue To Customers

FLAVORED WAVY

POTATO CHIPS
i1

2023 2024 Target

Less Expensive than National Brands 82%
Better Margin and Penny Profit
for Franchisee & Store National Brand Merch SEI Private Brands
Innovation

Recent Launches | Upcoming Private Brands New Item Launches
|
| U 215 New ltems 215
i ‘ . . 115
; U Entering 5 New
i Categories

- NETWT2 0BT

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved. 16
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Delivery
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Accelerate Digital & Delivery e

7NOW Delivery m S

7NOW Value Proposition
Delivery from ZEleven Meets Customer Needs 7NOW Total Sale Results

v pr =N Y el i
qim ,’ 8+ 25% $1B+
: Marketplace Same Store Growth
Partnerships in 2023 $725M

~ BED
~28 imin

National avg. YTD $330M
) G D ¢ in r $65M
>50%4S Ropulation Ty = Instacart
Within 2 miles of a store 2020 2021 2022 2023 2024 Goal 2025 Goal

Strategies for Growth

TNOWGOLDPASS™PERK  Fype ™=
-

Key Actions to Drive Growth

Check out exclusive 9:41 ) ]
NEW Deals! wp | Delivery - 20-25 mins  Continue expansion tetores
Offer valid from 02/22/24 to 02/28/24. & 4010LincolnBivd - Q
Terms apply. . .
All  Fresh Food Beer & Seltzer Snacks d DrlvefreSh fOOd Wlth 7NOW

* GrowGold Passnembership & engagement

TNOW GOLD PASS” PERK : %ﬂ;;ﬁnz:e
RN un
30.99 . TODAY ONLY
T1-Select™Pint
ﬁﬁﬁﬁﬁﬁﬁﬁﬁ & -1 Raise the Roost

« Expandestaurant deliveryacross Laredo Taco, Speedy Cafes &

Goal to Hit $1B in Delivery Sales by 2025




Accelerate Digital & Delivery e
SEVEN&—HOLwS

Loyalty Programs

Customers Seek Value with Loyalty Programs SEI Registered Members & Scan Rate Continue to Gr

Total Registered Members Scan Rate
(2.4%) TREWARDS SpeedyRewards
84% 669%
72M
. . : 55M 34.6%
Consumerstick with a brand Consumers say that earning 39M o4 50 258% 22 4%
with a loyalty program rewards changes their : 7
shopping behavior
2019 2020 2021 2022 2023 2021 2022 2023 2021 2022 2023

*7Rewards and Speedy Rewards September in US and Canada

Loyalty Members Spend More Loyalty Members Shop More Frequently

L~
Top4% Loyalty Members Drive 17% Overall Revenue Member Type ( REWARDS
. Engagement Tactic Py —
SEI Merch Sales Mix 5 ivat | 4|
P m ersona 1zation ' ,; ‘
‘ 20+ trips/ month / 1=

mTop 4% 2> More Benefits in App
Loyalty S Gold 10-19 trips/ month
=}
= All Other _ SpeedyRewards
: Bonus Point Offers
Loyalty Silver \

5-9 trips/ month

= Non-
Members Member only Price
Fuel Discount
1-4 trips/ month

SourcePaytronix2022 12 months to August 2023 7R and SPW

1 in 4 Americans are part of our industry-leading 7Rewards and Speedy Rewards loyalty programs

19
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Generate Synergies From SEI & SPW Integration we.

SEVEN&i HOLDINGS

Proprietary Retail System - RIS/ DEX "

{9LQ& t NPLINASGFNE wSOl Af
Assortmentfor Each Store Based on Local Demand

\VV Localized Assortment for V Increases Customer V Maxi mi zes Each

Each Store Satisfaction Profitability
V Differentiates each Store V  Provides a Unified Customer V  Optimizes Spacw-Sales,
from Competitors Experience across Banners Margins and GP

Enables SEI to Assort Stores Based on Local Demand. This is a Significant Competitive Advantage
Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Generate Synergies from SEI & SPW Integration

Speedway Store Elements

. L1 e 1.‘ L
i [ = -
- I = — T \
e 3 vt e |
. ] =
lh-rh - 1 ; [T T
A -

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Grow & Enhance Store Network

M&A - Highly Fragmented C-Store Industry Provides Opportunity to SEI <&

U.S. CStore Industry vs. Japan-8tore Industry

U
-Company Name Share (based on

store count)

1 7-Eleven Inc. (US only) 8.5%
2  Alimentation Couchdard Inc 3.8%

3 Casey’s General Stld%es

4 EG Group 1.1%
5 GPM Investments LLC 1.0%
6 Murphy USA, Inc 0.7%
7 Wawa, Inc. 0.7%
8  QuikTrip Corporation 0.7%
9  Kwik Trip, Inc. 0.6%
10 Sheetz, Inc. 0.5%
|_ _To;lO_GS;re_Ch:;\ 'I;tal_ - _19 1_% T

Total US &tores (2023 CS News Data)

SEI Positioned to Continue Growth throuc

|
o, e

1 7-Eleven Japan
2 .

Family Mart
3 Lawson

| Top 3 CStore Chain Total

Share (based on store
count)

38.7%

29.2%

Fragmented U.S.-Gtore
Landscape

SEI Market Share 85%

Top 10 U.S.-Gtore Chains have
<20% Market Share

Top 3 Japan-Store chains have 93¢
Market Share

63%0f US &tores Consists of
Chains withK  Btores

h M&A and Deliver Accelerated Returns
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Grow & Enhance Store Network

M&A - Proven Track Record of Successful Acquisitions

M&A and number of stores

Mature acquisitions
results (23/12LTM

13,21313,167 13 125 _
N Average daily sales

y

Speedway,

Since2005,
~+3,100stores
+ 7 ,250stores with 5 Omeas e 98 +34 . %

8,707
5 8,297 8,500 | 8,670
! |

|

8,118 8,29
GPM improvement

+288bps

7,149
6,610

6,389
o 6,088 &190 7 |

CAGR 5%

(year) 05 06 07 08 09
M&A * 2 - 3 2 2 4 10 4

ROIC

-y 14.3%

* numberof M&A closings

Implement Store Expansion Strategy Utilizing M&A and Increase Average Daily Sales




Grow & Enhance Store Network o

SEVEN&i HOLDINGS

M&A Opportunity Pipeline o

SEI Prospects & Monitors Chains to be Ready When Available

Regional Evaluation of Opportunities for M&A Dedicated & Experienced SEIl Team

ROCKIES LIS

V Dedicated team with a proven track

/'/L record of50 deals since 2005
ME]
mvw;mnﬁ e V Experience in successful, large

(S | integrations

= — V Evaluated 13tleals since 2020

V Rigorous process to prioritize potential
acquisitions

‘/% V Sunoco was highriority target for SEI

Our Dedicated and Experienced M&A Team Has a Proven Track Record of Delivering Successful Results




Grow & Enhance Store Network 'I.’

Sunoco-Stripes Acquisition o

SunocaeStripes Acquisitiorg, Strategic Rationale

Y : e iy I Strategically Significant Scaled Acquisition
'y Tulsa .
“ * sl (West TX/NM/OK) 1/* 2 Opportunity
.'b. & SunocgSpes Storeso"“"‘)””cgd >

Priority M&A Target since 2018 Geographically Completes 201
Sunoco Acquisition & Complements Speedway network

s

p
All Stripes Stores & Laredo Taco Company Restaurants under
7-ElevenOperations

~

Products & Increase Digital/Delivery

Grows Restaurants, Leverages Private Brands/Proprietary}

Sunoco-Stripes

‘M lu

,( M\\ | \uy

.. [ 'H \ Um |

Sunoco 2018

Chihuahua
[} -

7-Eleven (excluding Sunoco)

[) flﬂifl

Sunoco-Stripes Acquisition Complements ourNetwork

27



Grow & Enhance Store Network g e

Organic Store Development g

Prior Standard »/ Evolution Stores ‘r | New Standard
4

|

V' Standard estore design V Test and learn V Includes Evolution store elements at sc
V'  Food forward design V Larger lots, large format fuel
V' Customized design for each store

Progressively Developed New Design Standards to Meet Customer Expectations

28



Grow & Enhance Store Network L H

Current Store Standard - Gen 2.0

e

}
'
{ L
! : {H
| ] el
M - et =
—r—1
-~ | | = WELCONE

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Financial Performance e,

SSSSSSSSSSSSSSS

Cost Leadership "

2023 Actions & Results

Resource Optimization

Cost Savings / Avoidance

» Cost Leadership Committeieacked 240 discrete 3 OSIM
cost improvement initiatives Targeted OSG&A Reductions $
- 2023 Total
| Negotiations Reduction /
« 400+ Sourcing Eventsnmpleted Process Improvements Avoidance

Other NeasTerm Actions

2024 Strategy & Target

Strategy Opportunities
Merch and Fuel COGS

Store Labor Optimization $3 Sm
Indirect Spend

2024 Budgeted Cost Reduction

@ Cost Leadership Committee

@ Vendor Cost Reductions

In-House Maintenance

Debit/Credit Card Fees
SEI Will Strategically Identify Where We Can Take Costs Out of Our Business

9 Company Cost Structure Revie

1] B lpe [




Financial Performance

SEI Resilience Through Past Recessions and Macro Headwinds

y ]
SEVENGi Hmam;s

SEIl Merchandise Sales

(in $ billions)

CAGR
20052023 =+7%

SEI w/Partial
Year Speedway

y

$28B
$27B

COVIPE19
$175 $18B  $18B
$15B
$14B $15B
Great Recession $13B $13B
$12B
| cop S8
e o8 %98 sop P08
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
7-Eleven U.S. Sam@tore Sales
4.4% 3.1% 3.1% 0.4% 0.6% 1.5% 2B 1.0% 3.1% 5.8% 2.1% 1.6% 1.9% 0.99.4% 7.4% o#.5 1.0%

SEI’'s Merchandise Sales Have Grown at a ~+7% CAGR Since 2005




Financial Performance o

SEI Resilience Through Past Recessions and Macro Headwinds i 4
SEIl Fuel Salesn s illions) SEIl Fuel GP $ s sillions)
CAGR CAGR
20052023 =+13% 20052023 =+16%
Fuel Sales Gallons X Avg. Price  g¢55p Fuel GP = Gallons X Avg. Margin $5.7B
$5.4B
$45B COVIBL9
COVIBL9
$35B 1 $3.98
$19B oo — $2.0B— —
$1.7B
Great Recession $14B $13B $138 $14B $1.68
G .
1 — $108$10B reat Recession $1.2B
$9B 1 ) $1.0B
$7B $0.8B$0.8B $0.8B
s 968 %% 1 gsp o7 $0.5B $0.6B
$0.4B $0_4$0_4B$0.4§0.4B$0-4B
05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23

SEI’s Fuel Gross Profit Has Grown at a ~+16% CAGR Since 2005
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SEI Resilience Through Past Recessions and Macro Headwinds N A

SEI Operating Income ($M)
(in $ millions)

CAGR
/

$2,930M
V  Businesfemained ResilieriThrough Past Recessions l :-
V  Consistent Growthn Sales and Operating Income
Great Recession
$281IM  g272M 1

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024F

SE| w/Partial Year Speedway $2,890M

SEI Has Grown Operating Income at a ~+13% CAGR Since 2005
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SEI Financial Performance Forecast g

*  Grow Proprietary Products as percentage of Merchandise sales mix to generate profitable growth

* Improve Merchandise Margin by growing Proprietary Product Mix

Proprietary Product Mix Trend of Gross Profit and Mix ($M)
34% a0

15,000 A

26%

0/ 22%
22% 10,000

5,000 -
0 -
2022* 2023 2024F 2025F FY2022 FY2023 FY2024F FY2025F
*SEl alone at 24%including SPW at 22%plan to .
get all stores to 34% by 2025 - Merchandise - Fuel

Improve Merch GP & Margin by Growing Proprietary Products (Fresh Food, Proprietary Beverages, and PB)

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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The information disclosed by the Company may contain fori@o#ling statements. These statements are based on

management’s judgment in accordance with materials ava

projections based on certain assumptions. The forwlaking statements therefore incorporate various risks, estimates, and

uncertainties, and as such, actual results and performance may differ from the future outlook included in disclosed iofiormati

due to various factors, such as changes in business operations and the financial situation going forward.

Copyright(C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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