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Safe Harbor & SEC Regulation G 

Safe Harbor ς  
{ǘŀǘŜƳŜƴǘǎ ƳŀŘŜ ƛƴ ǘƘŜ ŎƻǳǊǎŜ ƻŦ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴ ǘƘŀǘ ǎǘŀǘŜ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƻǊ ƳŀƴŀƎŜƳŜƴǘΩǎ ƘƻǇŜǎΣ ōŜƭƛŜŦǎΣ ŜȄǇŜŎǘŀǘƛƻƴǎ ƻǊ 
predictions of the future are forward-looking statements made pursuant to the safe-harbor provisions of the Private Securities 
Litigation Reform Act of 1995. Actual results and performance could differ materially from those set forth in the forward-looking 
statements. Additional information about forward-looking statements and factors that could cause or contribute to actual results 
differing materially from those in the forward-looking statements is contained in our filings with the Securities and Exchange 
Commission (SEC), including our Annual Report on Form 10-K, our Quarterly Reports on Form 10-Q and our Current Reports on Form 
8-K. We undertake no obligation to publicly update or revise any forward-looking statements, whether as a result of new 
information, future events or otherwise. 

Non-GAAP Information -  
This presentation includes non-GAAP financial measures, including net sales less excise taxes, remaining gross profit, free cash flow 
and adjusted earnings, before interest, taxes, depreciation and amortization (EBITDA) after certain items.  These measures are 
classified as non-GAAP financial measures by the SEC and may be different from non-GAAP measures used by other companies.  We 
believe these non-GAAP financial measures provide meaningful supplemental information for investors regarding the performance of 
our business and allow investors to view results in a manner similar to the method used by our management.  EBITDA is also among 
the primary measures used externally by our investors, analysts and peers in our industry for purposes of valuation and comparing 
our results to other companies in our industry.  Our management uses net sales less excise taxes and remaining gross profit to 
separate changes in sales and profitability due to actual sales and other changes in core operations from the effects of increases in 
excise taxes, LIFO accounting, inventory holding profits and certain other items.  Our presentation of this information is not intended 
to be considered in isolation, and these non-GAAP measures should be considered as a supplement to, and not as a substitute for, or 
superior to, financial measures calculated in accordance with GAAP.  Reconciliations of these non-GAAP financial measures to the 
most comparable measures prepared in accordance with GAAP are included in the appendix to this presentation.  
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Agenda 

ÅCore-aŀǊƪΩǎ ±ŀƭǳŜ tǊƻǇƻǎƛǘƛƻƴ 

ÅCore-Mark & C-Store Industry Overview 

ÅExecuting on Four Strategies for Growth 

ÅStrong Financial Profile 

ÅReturning Significant Value to Shareholders 
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Core-aŀǊƪΩǎ ±ŀƭǳŜ tǊƻǇƻǎƛǘƛƻƴ 

VClear, Sustainable & Demonstrated Competitive Advantages 

VMarket Leader in Highly Fragmented Industry 

VOnly 6% of Market Share with Large Opportunity to Grow 

VGrowth Initiatives target Higher Margin Products & Emerging Trends  

VStrong Balance Sheet, Supporting Growth & Return of Capital 

VExperienced & Proven Management Team 



CORE-MARK & C-STORE INDUSTRY OVERVIEW 
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Core-Mark Overview 

 

 

 

 

ÅEstablished in 1888 

ÅFortune 500 Company 

Å31 distribution centers across North America 

ÅAnnual Sales in 2016 Expected to Exceed $14 Billion 
 

Our Mission:   
To be the most valued marketer of fresh & broad-line 
supply solutions to the convenience retail industry. 
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~85 million cubic feet per year 
~54,000 SKUs & 4,400 vendors 

Through 31 distribution  
centers* and ~870 tractors  
& tr i -temperature trailers**  

to ~44K retail locations 
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Core-aŀǊƪΩǎ {ǳǇǇƭȅ /Ƙŀƛƴ 

Core-Mark plays a critical role for Fresh Food & consumer package 
goods wherever they are sold in a convenient format 

* Distribution centers includes two 3PLs which we run on behalf of two large customers 

** 86% of trailers are tri-temperature as of 12/31/15 

Core-Mark 



Recent contract wins with large national store chains 
New relationships highlight Core-aŀǊƪΩǎ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ  
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New large c-store operator with over 
1300 stores & ~$1.7 billion in sales 

Contract to service ~900 regional 7-Eleven 
Corporate stores for 5 years 

New drug store channel with 4200 
stores ς5 major categories of product 



9 

Core-aŀǊƪΩǎ /ǳǎǘƻƳŜǊǎ 

Building Deep Relationships with best in class retailers 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=FbeX5nvPxbQ9KM&tbnid=oIcHFgDwjvAokM:&ved=0CAYQjRw&url=http://sshssh.blogspot.com/2010/01/keuntungan-hari-ini.html&ei=BL0gU7aPFIeo2gWhvIGICg&bvm=bv.62788935,d.b2I&psig=AFQjCNHSQx8Zdva11TNJ3z2hzajTufhNyw&ust=1394740845465782
http://www.turkeyhillstores.com/default.asp
http://www.google.com/url?sa=i&source=images&cd=&ved=0CAgQjRw&url=http://logo-kid.com/sunoco-logo-png.htm&ei=HXM6VbTVNYHvoASmzoEo&psig=AFQjCNHjNPWWRg8WEM9R7VdTgYkiLeVcPg&ust=1429980317996736


C- Store Industry Fast Facts 

~67% 

~15% 

Source: Combinat ion of 2015 NACS data for US & 2014 CCSA data for Canada  

Å 34% of all retail outlets in the US are c-stores  

Å 178K C-Stores in US & Canada 

ï63% are single store operators 

ï45%-55% of product is provided by broad-line distributors; 
 remaining by a myriad of DSD vendors 

ïRecession resistant industry 

Å Traditional C-Stores ς inside sales estimated at $266 billion in 
 North America representing ~ $190 billion at wholesale 
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C-Store Industry - Inside the Store 
 

Trends 

Å Focus on Fresh & Food Service 

Å Need for efficient Supply Chain 

ÅaƻǊŜ bŀǘǳǊŀƭ ŀƴŘ ά.ŜǘǘŜǊ ŦƻǊ 
Yƻǳέ ǇǊƻŘǳŎǘǎ 

*Center store includes candy, sweet, salty and alternative snacks 

Source: Source: NACS 2016 State of the Industry Report (on 2015 data)   
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Core-Mark is well positioned to gain market share given emerging industry trends 

35.9%

20.8%
15.1%

10.7%

7.2%
10.3%

Tobacco

Foodservice

Pkg Bev

Center Store

Beer

Other

2015 In Store Sales by Commodity 



EXECUTING ON FOUR STRATEGIES FOR GROWTH 

 Vendor Consolidation Initiative 

  Takes costs out of our customers supply chains 

 Fresh & Foodservice 
  Market leader in innovative programs to address the emerging trends 

 Focus Marketing Initative 
  Transformative consulting & category management for small retailer 

 Acquisitions 
  Take our business model to where the most c-stores are located 
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Vendor Consolidation Initiative (VCI) 
 

Broadline Distr.

Coke/Pepsi/Frito/Beer

DSD Vendors

Targets Inefficiencies in the C-Store Supply Chain 
by putting more DSD items on our trucks 

Core-aŀǊƪΩǎ ±/L ϧ CǊŜǎƘ LƴŎǊŜƳŜƴǘŀƭ {ŀƭŜǎ ǿŜǊŜ over 
$600 Million over the last six Years 

 

VCI  
Opportunity 

In-Store Sales in the C-store Industry ~$266 Billion (at retail) 

~24% 

~30% 

~46% 
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Fresh & Foodservice  
Increasing Relevancy to the Retailer 

Å Providing Retailers with solutions that consumers demand 
 

Å Achieved more than $100 million Incremental Sales for the 
past six years ς combined with VCI 
 

Å Margins are considerably higher than traditional categories 
V focus on 20-25 Basis Point improvement in non-cigarette RGP 
V On average these products sell at ~20% margins compared to 

~12% for traditional non-cigarette products 
 

Å Penetration with Existing Customers Still a Big Opportunity 
 

 
 

 

59% of consumers say that they sought more healthy food 
options at convenience stores than in the previous year.  
Source: Technomic 

14 



Fresh Opportunity*  

* Selected  Fresh Sub-Categories based on 4Q Dec 2015 -U.S. and Canada  

Whole Produce

Fresh Bakery

Fresh Bread

Fresh Sandwiches

Yogurt

Salads/Cut Fruit

Fresh Milk

Fresh Juices

tŜǊŎŜƴǘŀƎŜ ƻŦ 9ȄƛǎǘƛƴƎ /ǳǎǘƻƳŜǊǎ .ǳȅƛƴƎ άCǊŜǎƘέ 

53.1% 

40.6% 

23.1% 

28.6% 

25.8% 

28.1% 

12.9% 

16.7% 
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Focused Marketing Initiative (FMI) 
Transformative Consulting & Category Management 

 
FMI 2015 Results  

 
V 3,010 FMI Marketing Plans completed. 
 
V FMI stores incremental Non-Cigarette 

Sales growth running ~2.5x that of  non-
FMI locations. 

 
V Acceptance rate of CORE 

recommendations now over 65% 
 

V Profit improvement of ~20% 
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How Does this Transformative Category  

       Management Initiative work? 
V Real-time customer analytics providing 

critical insights 
Å Demographics 
Å Customer purchasing behaviors 

 
V Complimentary and customized 

focused marketing plans 
Å Product mix optimization 

 
V Partnering with independent retailers 

to improve their profits 



Core Strategies are Working 
Non Cigarette Same Store Sales Improving 

* Metric is based on a subset of stores that have comparable sales YOY representing approximately 50 ς 60% of total non-cigarette sales in any given period. 

  
21 consecutive quarters of same store 
sales growth 
 
Q1-2016 up 3.0% 
 
Indicative of Future Growth & Impact  
of Key Strategies on Product Mix 
 
 
 
 

 

Non Cigarette Same Store Sales*  
Comparable Same Store Sales Driven by 
Success in our Core Strategies 
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Acquisition & Expansion 

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

ÅPine State has long been a leader in marketing & distribution in the 

North East 

ÅServing over 5,000 active customers across 7 states 

ÅAnnual revenue of ~$1 billion 

ÅExpected to be accretive in first twelve months 

ÅEstimated 15-18% IRR 

ÅAsset deal expected to be purchased for ~$88 million 



STRONG FINANCIAL PROFILE 
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2016 Guidance  

 

ïSales of $14.0 to $14.5 Billion 
» 27%-31% growth 

ïAdjusted EBITDA of $157 to $164 million 
» 16%-21% growth  

ïEPS of $2.31 to $2.46   

ïEPS (excluding LIFO) of $2.65 to $2.80 
» 17% to 24% growth 

ïCapX - ~$50 million 

 

* Adjusted EBITDA  excludes LIFO expense and other items; see appendix for reconciliation 


