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predictions of the future are forwartboking statements made pursuant to the sdfarbor provisions of the Private Securities
Litigation Reform Act of 1995. Actual results and performance could differ materially from those set forth in the florokéng
statements. Additional information about forwaidoking statements and factors that could cause or contribute to actual results
differing materially from those in the forwastoking statements is contained in our filings with the Securities and Exchange
Commission (SEC), including our Annual Report on Foi a0r Quarterly Reports on Form-@and our Current Reports on Form
8-K. We undertake no obligation to publicly update or revise any ford@wking statements, whether as a result of new
information, future events or otherwise.

Non-GAAPInformation -

Thispresentationincludesnon-GAAFfinancialmeasuresjncludingnet saleslessexcisetaxes,remaininggrossprofit, free cashflow
and adjusted earnings,before interest, taxes, depreciationand amortization (EBITDAgfter certain items. Thesemeasuresare
classifiedasnon-GAAHinancialmeasuredy the SEGind may be different from non-GAAPmeasuresusedby other companies We
believethesenon-GAAHinancialmeasuregprovide meaningfulsupplementainformation for investorsregardingthe performanceof
our businessand allow investorsto view resultsin a mannersimilarto the method usedby our management EBITDAs alsoamong
the primary measuresusedexternallyby our investors,analystsand peersin our industry for purposesof valuationand comparing
our resultsto other companiesin our industry Our managementusesnet saleslessexcisetaxesand remaininggrossprofit to
separatechangesn salesand profitability due to actual salesand other changesn core operationsfrom the effectsof increasesn
excisetaxes,LIFGaccountingjnventoryholdingprofits and certain other items. Our presentationof this informationis not intended

to be consideredn isolation,andthesenon-GAARMeasureshouldbe consideredasa supplementto, and not asa substitutefor, or
superiorto, financialmeasurescalculatedin accordancewith GAAP Reconciliation®f these non-GAAPFfinancialmeasuresto the-
most comparablemeasuregpreparedin accordancevith GAAPareincludedin the appendixto this presentation (3

Core-Mark



ACoreal NJ] Qa =+ f dzS t NRPLIZAAUGA?2
A CoreMark & GStore Industry Overview

A Executing on Four Strategies for Growth

A Strong Financial Profile

A Returning Significant Value to Shareholders
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V Clear, Sustainable & Demonstrated Competifhgkrantages

V MarketLeader in Highly Fragmented Industry

V Only 6%of Market Share wittharge Opportunityo Grow

V GrowthInitiativestarget Higher MargirProducts & Emerging Trenc
V StrongBalance Sheet, Supporting Growth & Returapital

V Experienced & Proven Management Team

Core-Mark:
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COREBMARK & €&STORE INDUSTRY OVERVI



CoreMark Overview

Our Mission;
Tobe the most valued marketer of fres& broad-line
supply solutions to the convenience retail industry.

A Establishedn 1888
A Fortune 500Company
A 31distribution centers across North America

A Annual Sales in 2016 Expected to Exceed $14 Billion

Core-Mark:*
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CoreMark plays a critical role foFreshFood & consumer package
goodswhereverthey are sold in a convenient format

CoreMark

: C-STORE
0 0:0=
~85 million cubic feet per year Through 31 distribution to ~44Kretail locations
~54,000 SKUs &,400 vendors centers® and ~870 tractors

& tri-temperature trailers**

* Distribution centers includes two 3PLs which we run on behalf of two large customers Core-Mark:
** 86% of trailers are trtemperature as of 12/31/15



Recent contract wins with large national store chains

New relationships highlight Ceeelr NJ} Q&4 O2 YLISGA GAOS

New large estore operator with over
1300 stores & ~$1.7 billion in sales

Contract to service ~900 regionaEleven
Corporate stores for 5 years

New drug store channel with 4200
storesc¢b major categories of product

3 Core-Mark-
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Building Deep Relationships wibest in classetailers
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G Store Industry Fast Fac

A 34%of all retail outlets in the US amestores

A 178K GCStoresin US & Canada

I 63% are single store operators

I 45%55% of product is provided by brodide distributors;
remaining by a myriad of DS@ndors

I Recession resistant industry

A TraditionalGStoresc inside sales estimated a2$6billion in
North America representing ~180billion at wholesale

&

0 Source Combination 02015 NACS data for US 2014 CCSA data for Canada Core-Mark:



GStorelndustry- Insidethe Store

CoreMark is well positioned to gain market share given emerging industry trend

Trends 2015 In Store Sales by Commodity

A Focuson Fresh & Food Servict
A Need for efficient Supply Chai

Tobacco
m Foodservice
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m Other

*Center store includes candy, sweet, salty and alternative snacks
Core-Mark-

11 Source:Source: NACH)16 State of the Industry Report (d2015data)
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EXECUTING ON FOUR STRATEGIES FOR GRO

Vendor Consolidation Initiative

Takes costs out of our customers supply chains
Fresh & Foodservice

Market leader in innovative programs to address the emerging trends
Focus Marketingnitative

Transformative consulting & category management for small retailer
Acquisitions

12 Take our business model to where the mosttares are located



VendorConsolidation Initiative (VCI)

Targets Inefficiencies in the-8tore SupphChain
by putting more DSD items on our truc

o ! m n

In-Store Sales in the-8tore Industry ~66 Billion (at retail)

VCI
Opportunity

“ m Broadline Distr.

m Coke/Pepsi/Frito/Beer

= DSD Vendors

Coreal N] Q& /L 3 CNB&aKoveryONBYSyl

$600Million over the last sixYears

13 Core-Mark®
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Fresh & Foodservice

Increasing Relevancy to the Retailer
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59% of consumers say that they sought more healthy food
options at convenience stores than in the previous year

A ProvidingRetailers with solutions that consumers demand

A Achieved more than $100 million Incremental Sales for the
past six yearg combined with VCI

A Margins are considerably higher than traditional categories
V focus on 225 Basis Point improvement in namgarette RGP
V On average these products sell at ~20% margins compared to
~12% for traditional noftigarette products

A Penetration with Existing Customers Still a Big Opportunity

O
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Fresh Opportunity*
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s v I 0.6%
Salads/Cut Fruit__ 23.1%
voour I 25 6%
Fresh Sandwiche— 25.8%
Fresh Bread__ 28.1%

Fresh Bakery ||| NI 12.9%

Whole Produce— 16.7% iﬂ; s

15 * Selected Fresh SuPategories based on 4Q Dec 20WSS. and Canada Core-Mark'




Focused Marketing Initiative (FMI)

Transformative Consulting & Category Managemeai

e

How Does this Transformative Cateqor EMI 2015 Results
Management Initiative work?

V Realtime customer analytics providing|&y; 3,010FMI Marketing Plans completed.
critical insights

ﬁ Demographics _ FMI stores incremental NoCigarette
Customer purchasing behaviors Sales growth running-2.5xthat of non
FMI locations.

V Complimentary and customized
focused marketing plans

A : A Acceptance rate of CORE
Product mixoptimization recommendations now over 65%

V Partneringwith independent retailers Profit improvement of ~20%
to improve their profits

O

16 Core-Mark:®



Core Strategies are Working
Non Cigarette Same Store Sdlaproving

S L L il |,

Comparable Same Store Sales Driven by

Success in our Core Strategies Non Cigarette Same Store Séles
8.0% 1
21 consecutive quarters of same store 7.0% T
sales growth 6.0% - %2011 vs. 2010
5.0% + m 2012 vs 2011
Q1-2016 up 3.0% 4.0% - 2013 vs 2012
3.0% - m 2014 vs. 2013
m 2015 vs. 2014
Indicativeof Future Growth &mpact 2.0% 1 m 2016 vs. 2015
of Key Strategies on Produdix 1.0% -
0.0%

Q1 Q2 Q3 Q4

O

17 Core-Mark’
* Metric is based on a subset of stores that have comparable sales YOY representing approxing@@%o5df total norcigaretie sales in any given period.



Acquisition& Expansion

Expansion of our Infrastructure, Focused on Areas with Store Density
Seven Acquisitions plus Three New Warehouses since 2006

Core-Mark Locations
@ Core-Mark Divisions
© New Divisions/Acquisition

€ ADC/RDC
Third Party Logistics

US C-Store Locations

[ Region 1-20.9%
[ Region 2-24.7%
[ Region3-15.3%
[ Region 4-15.9%
Region 5 - 8.8%
" Region 6 (includes Ak &H) - 14.4%

Core-Mark:*

18
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Acquisition @

A Pine State has long been a leader in marketing & distribution in
North East

A Serving over 5,000 active customers across 7 states

A Annual revenue of ~$1 billion

A Expected to be accretive in first twelve months

A Estimated 1518% IRR

A Asset deal expected to be purchased for ~$88 million

Core-Mark®
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STRONG FINANCIAL PROFILE
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2016 Guidance

i Sales of $14.0 to $14.5 Billion
» 27%31% growth

i Adjusted EBITDA of $157 to $164 million
» 16%21% growth

I EPS of $2.31 to $2.46

I EPSexcludingLIFQ of $2.65 ta$2.80
» 17% to 24% growth

I CapXx ~$50 million

O

2; Adjusted EBITDA excludes LIFO expense and other items; see appendix for reconciliation Core-Mark:



