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C-Store Shopper Density and Primary Path

Reason for Visit Among Impulse Buyers

Those who buy candy on impulse are usually coming to the store for a beverage...

The primary path in a convenience store goes from the entrance to the cold vault or
fountain beverages and then to the checkout.
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To buya

beverage 44

Stopped for gas 22

To buy food 17

Bathroom/ rest

stop 15

Convenient stop 12

To buy a snack 9

To take a break 3

To buy
cigarettes
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Primary Locations
For Candy Section
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Tre Salttarn s ... MVE RACKS

More than 40% Of Confection
Customers will not make a
purchase at the store If they can't
find what they are looking for.

Top Selling Confection ltems Must
Remain Well Stocked !!
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Czplely Is A Impulse Purchase. ..
=
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% Candy Purchase Occasions

B 73% Decided to Buyin the Store dath

W 27% Planned Purchase

O Nearly 3 of 4 Consumers decide to purchase while in the store
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% Shoppers by Response to Preferred Brand Not Available

35%

0 .
Lost Sale B 27% Switch Brand

B 6% Delay Purchase
W 32% Buy Elsewhere
35% Lost Sale

O Availability of top sellers is critical to brand loyal consumers

O If top sellers are unavailable, you will miss a sales opportunity 67%
of the time !

7
A =
Mél.‘ANE,. 27 2V

IJSG'erﬁtORC Survey



WiYESHIACKAVIVIENRE

Execune Summ

O 98% of Households purchase Confections - 82% buy once per week
O Impulse drives 73% of Confection purchases in C-Stores. Secondary Locations Key

0 Candy is the 2nd Most Frequently Purchased Item in Convenience Stores After Beverages
(Amazing Since only 1 in 4 customers go down the confection Aisle)

O Put Another way...72% Of All Customers Never Walk Down The Confection Aisle

0 Of that 28 % that do...Convenience Stores Customers spend on average 60% less time
deciding what confection to buy than other channels...36% walk away

3 If Top Sellers Are Unavailable, You Will Miss A Sales Opportunity 67% Of The Time
Top 25 Chocolate Singles Items represent 63% of total Single sales

Top 50 Sugar Items represent 67% of total Sugar sales
Top 50 Gum & Mint Items represent 55.1% of total Gum & Mint sales
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One more thing,
can you show me
the RINGS ?7?
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A\ M.V.E Rack Mechanics : A\
McL ANE Exam p|e RaCk B McL ANE

a PLACEMENT “FREE"

0 $200 Rack Compliance Payment ($100 Semi Annually)

Q 15% Intro Rack Fill Item Allowance

v Average 4 Turns Per Year
v Estimated 50% Margin

RETURNS
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$8,939

O Gross Profit Per Square Foot Print (3ftX2ft)

$805

3 Gross Profit Contribution ROII
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