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Safe Harbor & SEC Regulation € want fresh? count on us.

Safe Harbor -

Statements made in the course of this presentation that state the company’s or management’s hopes, beliefs, expectations or
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 risk and uncertainties 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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» Core-Mark’s Value Proposition

» Core-Mark & C-Store Industry Overview

» Executing on Four Strategies for Growth

» Strong Financial Profile



Core-Mark’s Value Proposition  want fresh? count on us.

» Clear, Sustainable & Demonstrated Competitive Advantages
»Market Leader in Highly Fragmented Industry

»0Only 6% of Convenience Market Share - Large Opportunity to Grow
»Growth Initiatives target Higher Margin Products & Emerging Trends
» Strong Balance Sheet, Supporting Growth & Return of Capital

» Experienced & Proven Management Team

> Consistent Financial Performance



want fresh? count on us.

Core-Mark & C-Store Industry Overview



Our Values & Our Culture want fresh? count on us.

Our Mission is to be the most valued marketer of fresh &
broad-line supply solutions to the convenience retail industry.

CUSTOMER
COMMITTEDg CENTRIC

+The highest standards
of ethics and integrity.

« Leading through + Supporting each « Accountable for + The customer
innovation. other to reach our our performance. is our business.

full potential.

» Always “do” the « Embracing the « Striving for excellence + Flexibility to meet

right thing. entrepreneurial spirit. + Respect and care for all. in all we do. customer needs

and expectations.

« Being trustworthy
through our words
and actions.

« Courage to change.

« Commitment to our
customer’s success.

©2016 Core-Mark International, Inc.




Our Business want fresh? count on us.

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

Core-Mark

C-STORE

e Core-Markdl

~96 million cubic feet per year Through 32 distribution to over 42K retail locations
~53,000 SKUs & 5,000 vendors centers™* and ~2000 tractors &
~1000 tri-temperature trailers

m ©2016 Core-Mark International, Inc. (3 Core. Mark{!



C- Store Industry Fast Facts want fresh? count on us.

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

» 180K C-Stores in US & Canada

0 67% are single store operators

0 45%-55% of product is provided by broad-line distributors;
remaining by a myriad of DSD vendors

O Recession resistant industry

» Traditional C-Stores — inside sales estimated at ~$260 billion in
North America representing ~ $200 billion at wholesale

E ©2016 Core-Mark Internat ional, Inc. G Core.Mark‘l
Source: Combination of 2016 NACS data for US & 2015 CCSA data for Canada



Our Core Strategies for Growth  want fresh? count on us.

Vendor Consolidation Initiative

Streamlines and take costs out of our customers supply chain

Fresh & Foodservice

Market leader in innovative programs to address the emerging trends

Focus Marketing Initiative

Transformative consulting & category management for independent
retailers

Acquisitions

Take our business model to where the most c-stores are located

m ©2016 Core -Mark International, Inc. C; Core.Mark"



Vendor Consolidation Initiative (VCI) want fresh? count on us.

VCI Targetmefficiencies in the-Btore SuppigZhain by putting more DSD items on our trucks

Opportunity

M Broadline Distr.
m Coke/Pepsi/Frito/Beer

W DSD Vendors

Core-Mark’s VCI & Fresh Incremental Sales were over
$750 Million over the last seven years.

©2016 Core-Mark Internat ional, Inc. (3 Core. Ma rk.



want fresh? count on us.

HY THE NUMBEHRS

THE BUSINESS CASE FOR FRESH

SES 1% | T

Americans snack daily

in 2014 : of snacking occasions
e o b D (Gouce Makan Gl Srevay SuckOvssinsond | (Saea: Hartenan Gansp's Eating
Traarad’ 5t g, Seant 1) LIS Ot B SE S
2014 Gross Margins Convenience storesare aplace

mwﬁu“ to pe t Fresh food items
BAerchand e 20% .
I :
T 0/, 0
- 0 0
The gross margin for fresh produce is higher of comume s agres of Millennisls agres

than neardy all other in-store items! '
ot MACS Siate of e Molssdey Sepor? of 2004 Ooda) St LTS, T et S iy o i Rt By P, 30 Poear Badlamd, Al 20705)
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Fresh Opportu nity* want fresh? count on us.

Percentage of Existing Customers Buying “Fresh”

Fresh Juices 56.3%

Fresh Milk 49.3%

Salads / Cut Fruit 23.0%
Yogurt 28.8%
Fresh Sandwiches 26.1%
Fresh Bread 29.1%

Fresh Bakery 13.3%

Whole Produce 15.8%

©2016 Core-Mark International, Inc. (3 Core° Ma rk.

* Selected Fresh Sub-Categories based on 4Q Dec 2016 -U.S. and Canada



Focused Marketing Initiative (FMI) i ro e

Transformative Consulting & Category Management

How Does this Transformative Category FMI Facts
Management Initiative work?
v’ Real-time customer analytics providing 3,114 FMI Marketing Plans completed in 2016.
critical insights
A Demographics FMI stores incremental Non-Cigarette Sales
A Customer purchasing behaviors growth running ~10 times that of non-FMI
locations.
v' Complimentary and customized
focused marketing plans Acceptance rate of CORE recommendations
A Product mix optimization now over 60%

v' Partnering with independent retailers Profit improvement estimated at ~20%
to improve their profits

©2016 Core-Mark International, Inc




Core Strategies are Working want fresh? count on us.

Comparable Same Store Sales Driven by Non Cigarette Same Store Sales”
Success in our Core Strategies

8.0%
H 7.0%
24 consecutive quarters of same store o 4 2011 v6. 2010
sales growth o = 2012 vs 2011
>0% 2013 vs 2012
Q1-2017 up 2.4% 4.0% 1 2014 vs. 2013
3.0% - W 2014 vs 2015
2.0% - m 2016 vs 2015
Indicative of Future Growth & Impact L% %2017 vs. 2016
of Key Strategies on Product Mix 0.0% -

©2016 Core-Mark International, Inc. (3 Core' Ma rk"

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



Ach|S|t|On & EXpanSIOn want fresh? count on us.

Expansion of our Infrastructure, Focused on Areas with Store Density
Eight 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%
[ Region2-24.7%
I Region3-153% Farner-Bo
[ Region4-15.9% ok
Region 5-8.8%

| Region 6 fincludes Ak& H) - 14.4%

4

* Assumes Farner- Bocken Closes i
m ©2016 Core-Mark International, Inc. cg Core' Markm



want fresh? count on us.

Strong Financial Profile



Driving Solid Financial Results  want fresh? count onus

Core Strategies and Market Share Growth
Driving Strong and Consistent Financial Results

GROSS MARGIN PROFITABILITY CAPITAL
EXPANSION GROWTH DEPLOYMENT
~S297M Adjusted EBITDA , ™5 1,85 M,
increase in growth of invested in business
remaining gross 11% ~S95M
profit* over CAGR last 5 years returned to investors
5 years last 5 years

m ©2016 Core-Mark International, Inc. (3 Core . M a rk.l

* See appendix for reconciliation of GAAP gross profit to remaining gross profit



CO ﬂSISte ﬂt G rOWth want fresh? count on us.

Net Sales

$14,529

$11,069

$10,280
$9,768

$8,892

$8,115

S Millions

2011 2012 2013 2014 2015 2016

M Excise Tax ~ ® Net Sales Less Excise Taxes
" 2017 Net Sales expected to increase 5-7% y/y L
©2016 Core-Mark International, Inc. (}3 COI‘G‘Mal‘k



Focused on Margin Expansion  want fresh? count on us.

S Millions

2011 2012 2013 2014 2015 2016
H Cigarettes RGP B Non-Cigarette RGP

= Core Strategies target higher margin products

3 Core-Mark:

m ©2016 Core-Mark International, Inc.

* See appendix for reconciliation of GAAP gross profit to remaining gross profit (RGP)



Strong Profitability want fresh? count on us.

Adjusted EBDITA*

SMillions

2011 2012 2013 2014 2015 2016

m Adjusted EBTIDA ex holding gains m Cigarette holding gains m Non-cigarette holding gains
= Supports strategic initiatives to drive growth

= 2017 Adjusted EBITDA expected to increase 9-14% m,
(»3 Core-Mark’

©2016 Core-Mark International, Inc.
* Please see appendix for reconciliation from Net Income to Adjusted EBITDA



Adjusted EBITDA Growing

t fresh? .
Faster Than Sales Growth Ll ke L S

240%
220%
200%
180%
160%
140%
120%

100%
2010 2011 2012 2013 2014 2015 2016

@@=Sales Growth es@meEBITDA Growth

©2016 Core-Mark International, Inc. (3 Core' Ma rk@



Returning Value to Shareholders want fresh? counton us.

Strong dividend and share repurchase program

$8.9

Millions

FY 2011 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016

m Dividends m= Share Repurchases

= Dividend paid in 2016 up ~20%

©2016 Core-Mark International, Inc. (}3 Core‘ Ma rk'l



Positioned to Deliver Shareholder Value  want fresh? count on us.

= Strategies create foundation for future growth

" Opportunity to capture significant market share
= Strong financial discipline

= Operating leverage opportunity

=" Solid balance sheet

" Focus on growth and return of capital



Core-Mark’s Value Proposition  want fresh? count on us.

» Clear, Sustainable & Demonstrated Competitive Advantages
»Market Leader in Highly Fragmented Industry

»0Only 6% of Convenience Market Share - Large Opportunity to Grow
»Growth Initiatives target Higher Margin Products & Emerging Trends
» Strong Balance Sheet, Supporting Growth & Return of Capital

» Experienced & Proven Management Team

> Consistent Financial Performance



want fresh? count on us.

Thank You For Your Interest

MS. MILTON DRAPER
DIRECTOR OF INVESTOR RELATIONS
(650) 589.9445

MDRAPER@CORE-MARK.COM

& fy
m ©2016 Core-Mark International, Inc. (3 Core' Ma rk@
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Appendix want fresh? count on us.



Rema | N | N O G ross Proflt want fresh? count on us.

Reconciliation of Gross Profit to Remaining Gross Profit

Core-Mark Holding Company, Inc.

Millions
2011 2012 2013 2014 2015 2016
Gross Profit $ 4341 $ 4768 $ 537.1 $ 5737 $ 6379 $ 736.9
Cigarette Holding Gains (8.2) (7.8) (9.0) 8.2  (10.1)  (15.3)
Candy Inventory Holding Gains (5.9) - - (6.0) - -
Cigarette Tax Stamp Inventory Holding Gains - - - - (9.0
OTP Tax Items (0.8) - - (8.5) (1.8) -
LIFO expense 18.3 12.3 8.7 16.3 1.9 13.2

m ©2016 Core-Mark International, Inc. (}3 Core. Ma rk.



Ad USted EBlTDA want fresh? count on us.

Reconciliation of Net Income to Adjusted EBITDA

Core-Mark Holding Company, Inc.

Millions
2011 2012 2013 2014 2015 2016
Netincome $ 262 $ 339 $ 416 $ 427 $ 515 $ 542
Interest expense (net) 2.0 1.8 2.2 1.8 2.0 51
Taxes 17.0 21.5 24.4 23.7 314 313
Depreciation & amortization 22.4 25.3 27.2 32.0 37.9 42.9
Amortization of stock compensation 55 5.8 4.6 6.1 8.7 6.1
Foreign currency transaction losses (gains) 0.5 0.2 0.8 0.1 1.8 (0.5)
LIFO expense 18.3 12.3 8.7 16.3 1.9 13.2

©2016 Core-Mark International, Inc. (3 Core° Ma rk.



CO re—l\/lark Key Metr|CS want fresh? count on us.

»Return on Net Assets (RONA):

0 Company Goal is 20%
O RONA = PTNP / Net Assets

= Net Assets = (Inventory + Accounts Receivables + Fixed Assets)
less (Accounts Payable + Tobacco Taxes Payable + Accrued Liabilities)

O Applies to all investments of capital

»Working Capital Metrics:

O Average DSO ~ 9-10 days
O Average DCOS ~ 15-16 days
O Average DPO ~ 8-10 days

= Pre-Pay US cigarette manufacturers ~0-3 days
= Tax jurisdictions paid on average ~30 days after purchase
= Other vendors get paid on average ~12-14 days

» Free Cash Flow (FCF):

O FCF = Adjusted EBITDA less (cash interest + cash taxes + CapX + changes
in working capital)

m ©2016 Core-Mark International, Inc. G Core " M a rk‘l



