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THE WORLD'S
FAVOURITE STORES

THE NEXT GENERATION

This is the second edition of The World's
Favourite Stores ... and how the industry and
the world has changed in just the past two
years. The report is a reservoir of great
retailing to advance our industry. The
featured retailers have been nominated by 51
retail leaders from around the world as their
favourites. It's designed as a fun read and is
relevant for all convenience, food, foodservice
and roadside retailers. Enjoy and learn!
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iCombi Pro

RATIONAL combi-steamers are used by some of the world's leading retailers.

Built for all day parts. Learn more:
Bake, fry, grill, steam & roast approx. Tm?2.
Performance | Efficient | Consistent

iCombi Pro.
The WOW effect.




FOOD & DRINK
INNOVATION IS
SHAPING THE

FUTURE OF
CONVENIENCE.

ARE YOU ON
BOARD?

info@theconvenientcube.com

Innovation in food and drink “for now”
is redefining the convenience sector,
with global influences reshaping
consumer expectations and retail
offerings. Today’s shoppers demand
more than products—they crave
experiences, exciting flavours, and
cultural connections.

The Hallyu wave from South Korea is a

prime example. What began with K-

pop and K-dramas has evolved into a
culinary and beverage phenomenon
sweeping across the world. From
unique snacks like honey butter chips
to theatrical pouch drinks designed for
social sharing, these products fuse
authenticity and excitement.

For retailers, the opportunity lies in
embracing innovation and global
trends to captivate younger,
adventurous consumers. It’s time to
think beyond the ordinary and tap into
the future of convenience.

THE
CONVENIENT
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In the evolving retail landscape, staying ahead of
packaging trends is crucial. ePac Flexible Packaging
offers cutting-edge solutions that align with the latest
industry developments, providing significant

advantages for retailers.

Sustainable materials: With increasing consumer
demand for eco-friendly options, the shift towards
sustainable materials in pouch packaging is
accelerating. Utilizing recyclable and compostable
materials, helping retailers meet environmental goals
and appealling to eco-conscious shoppers are key.

Convenience and portability: Consumers seek
packaging that supports their on-the-go lifestyles.
Flexible pouches are lightweight, resealable, and easy
to handle, enhancing user experience and
encouraging repeat purchases.

Digital printing and personalization: Advancements
in digital printing enable vibrant, high-graphics and
personalized designs. Digital printing capability allows
retailers to create customized packaging that
resonates with target audiences, enhancing brand
loyalty.

Smart and Interactive Packaging: The integration of
technologies like QR codes and NFC chips in pouches
offers consumers interactive experiences, such as
accessing product information or promotions.

powered by &~

ePac Flexible Packaging's connected packaging solution

ePacConnect™ enables retailers to engage consumers
directly, providing valuable insights whilst enhancing the

shopping experience.
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FOREWORD

Wow! Another edition of
The World's Favourite Stores..

Huge investments were being made in new technologies, new formats, new business models,
and even new currencies. The meta-verse was going to revolutionize how people interacted.
Unmanned stores and Just Walk Out retail formats (a I8 Amazon Go) were the rage. Quick
Commerce (anything, any time, anywhere in just 15 or 30 minutes) was forecasted to be the
future of retail. Cryptocurrencies would be the future of payments. And the extinction of
internal combustion engines was imminent as EVs were rapidly going to be the dominant form
of transportation. Where did it all go wrong? The 13-year aberration in economic history (zero
interest rates and almost unlimited financial liquidity) abruptly ended! Suddenly cash was no
longer free and the need for profitability replaced the pie-in-the-sky cash burn model. Startups
valued at multiples of profitable established companies crashed.

What did we really learn through this exciting though tumultuous ride?

+ First of all, if you can't generate positive short-term cashflow at an 10% interest rate you
probably shouldn’t make the investment.

+ Second, seeking a use for a shiny new technology is rarely a path to success; much more
effective is identifying a business problem to solve and looking for a new technology to
solve it.

+ Third, the impact of big technology-based disruptions is almost always overestimated in
the short-term (but some may very well be underestimated in the long-term; EVs may be an
example of that).

+ And finally, the customer wants what they've always wanted...Value!

Value — what an interesting and complex concept. You will see in this year's report 51
examples of how leading retailers are creating value for their customers and the many ways
they're doing it.

+ Proprietary fresh food at prices that are clearly more affordable than QSR competitors’.

+ Private label offerings that deliver comparable quality at lower prices than major brands.

+ Multiple ring-up and payment options like self-checkout, touchless card processing, license
plate recognition payment processing, mobile order & pay, and real live sales associates.

+ Multiple fuel offerings from traditional gasoline and diesel to hydrogen and EV charging.

+ Injecting fun in the shopping experience with pop-up non-traditional product offers
(cosmetics in Korea and Warby Parker glasses in Philadelphia) and enjoyable beverage and
foodservice experiences (wine tastings in Indiana and fresh fish out of the tank in China).

Value is really about being on the ends of the spectrum from price to experience. Being in the
middle lacks differentiation; you're just caught in a sea of sameness. There is no sameness in
this year's favorite stores!

Are we seeing a revolution or an evolution in the stores highlighted this year? Despite feeling
like we've been in the eye of a hurricane of change, | think we're seeing an industry defined by
change as evolving. Our stores and our offers are always responding to the evolving needs our
customers.

and how the industry and the world
has changed in just the past two years.

INTRODUCTION

‘The World’s Favourite Stores: The Next Generation’ report is the ninth in a series of reports that began in early 2020 with ‘Adapting to the Realities’. Time,
inquiries and history have shown that most of the business and personal restrictions imposed on us were unneeded and politically motivated. The 2022 report
‘The World's Favourite Stores’ brought 101 of the world’s great stores to our inboxes as we began to freely travel again.

The report director Ragini Annan and | visited Seoul, Singapore and Tokyo at the end of 2022, having last visited the cities in January 2020. Over the
intermediate two years, retail across all sectors had hugely developed, with new assortments, store designs and formats, proprietary products and technology
seemingly ‘everywhere’. A joint visit to Seoul and Tokyo by The Retail Leaders and Independent Retailer Owners Forums in March 2023, saw all of us ‘wowed’
at the retail developments. This was partly the motivation for this second ‘The World's Favourite Stores’ report and the sub title “The Next Generation'.

Zepto: 10 Min Grocery Delivery

iPhone Screenshots

EDEKA Zepto, 10 minute grocery delivery, India

The second motivation for the report are the energy and investments seen in the forum members and in many host retailers in markets that we visited through
2023 and 2024. Retailers that are front of mind and feature in this new report are Casey’s and Hy-Vee in the USA, Milestone and Moran'’s in Northern Ireland,
Jempson’s and Warner's in the UK, Cold Storage in Singapore and EDEKA in Germany. Many others have inspired us, as have our two report supporters,
RATIONAL AG and ePac LLC who sit at the core of the lead strategy for most retailers: proprietary foods.

Dr Henry Armour in his Foreword references the huge investments made in new technologies, new formats, new business models and new currencies that were
to ‘change the world'. | interpret this as similar to the 2000’ ‘dot com bubble’, where common sense and economic prudence went out the window, as investors
suffered from the financial illness of FOMO. Henry and | shared a platform at the excellent D-A-CH Convenience Leaders conference in Hamburg in April
2024. The host and co-author of this report Christian Warning kindly gave me the role of Chief Summariser / Chef-Zusammenfasser with a brief to ‘stir things
up a little’. My big message was - as Henry states in the Foreword - is be relevant, bring value and be differentiated. Don't be caught in a sea of sameness.

Jempson's
There is no sameness in this year's favourite stores. The stores featured in this ‘The Next Generation’ report are always responding to the evolving needs of

their customers. That's what makes them enduring and great stores. The authors wish that all readers benefit from the report and that the stores inspire
positive change in your businesses.




The introduction to
my store choices:

My motivation when shopping is influenced by many factors. There
are 25 stores that | could have selected as my favourites; these are
my five.

It is a privilege that my travel as a retail consultant has drawn me to
many countries and a variety of retail stores, from lifestyle formers to
national and local chains, and the new and fashionable to robust
'mom and pop' stores. Added to this, | have an Indian wife, and my
exposure to different cultural preferences has also coloured my
experiences.

When it comes to my personal shopping preferences, | have to
balance my needs with those of my family. The need to balance
value, convenience, and availability with my wife’s need for variety,
quality, and the exotic is always enjoyable. Many factors come into
play when | am asked what my favourite store is. Often it is the mood
and the look and the feel that entices me. How do | feel after visiting
a store? Am | inspired? Has my mood lifted? Have | bought
something new, something fun? Have | had a valuable new
experience, or was the shop simply a mechanical endeavour to get a
task done?

| have tried to balance all the above aspects when choosing my
favourite stores, and hopefully my write-up will inspire current and
future retailers and shoppers alike with insights. We can all benefit
from understanding what drives a shopper to shop—and how to
make the experience memorable.

& THE PARAGON, ORCHARD ROAD, SINGAPORE

For Location

CLICK HERE

For Location

CLICK HERE

This is Cold Storage Singapore’s premium food supermarket. There are some 50 Cold
Storage stores across Singapore all selling core grocery and fresh foods. CS Gold Fresh in
The Paragon offers an extensive selection of fresh produce and premium goods many of
which are exclusive to the store. Dedicated shopping sections and experiences and
collaborations for fresh vegetables, Ryan’s premium butchery for organic fresh meats and
dry-aged beef, as well as Chinese restaurant chain Crystal Jade for signature roasts and
ready-to-eat meals.

There is an extensive selection of wines, spirits and beers, with over 450 wines directly
imported by Cold Storage. There is an excellent choice of craft beers from Singapore, Australia,
Hong Kong, the UK and the United States.

CS Fresh Gold replaced four Market Place outlets during the total estate refresh. Cold
Storage also operates 7-Eleven stores in Singapore.
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I remember driving through endless fields and hedgerows with the
inaugural IROF group to visit Milestone in 2017. There were looks of
amazement when we arrived at a 16,000 Ft? store in the market village of
Rathfriland, deep in the Northern Ireland countryside.

Milestone is famous for its fresh, day-part food prepared in in-house
kitchens on the mezzanine floor. There are around 1,000 fresh products
with the Milestone brand, across bread, cakes, delicatessens, meats,
prepared meals and more. The full-service restaurant Loft 56 is open from
breakfast through dinner, making the store a true destination for all things
food.

Milestone is the 2023 Northern Ireland Retailer of the Year, an award it has
won four times. Owner Tom McAvoy pioneered Morrisons products in
Northern Ireland in 2019 and is now expanding the relationship. The store
also features a Maxol fuels site.

& GRIMES, DES MOINES IA 50111, USA -CE

| was new to Hy-Vee in 2023 having been introduced by Des Moines
resident and this report co-author Frank Beard. A group of UK, Ireland,
Germany and USA retail leaders was hosted by Hy-Vee leadership in March
2024 in this store and their excellent Wall-to Wall Wine and Fast & Fresh
Express roadside retail stores.

Hy-Vee operates more than 280 retail stores in eight Midwestern states,
including lllinois, lowa, Kansas, Minnesota, Missouri, Nebraska, South
Dakota, and Wisconsin.

Hy-Vee is synonymous with quality, variety, convenience, healthy lifestyles,
culinary expertise and superior customer service. Its slogan, ‘A Helpful
Smile in Every Aisle’, expresses the foundation of the company's operating
philosophy. From its foundation in the 19%century, Hy-Vee is
employee-owned by direct stockholders — officers, store directors and
executive staff members and indirect stockholders - the more than 40,000

Hy-Vee employees who participate in The Hy-Vee and Affiliates 401(k) plan.

The Grimes store is one of my global favorites as it seamlessly combines a
wide selection of high-quality food service, delicatessens, fresh bakery,
butchery, fish, wines, and a coffee shop, with a wide assortment of grocery,
pharmacy, health and beauty and a click & collect / delivery operation. The
customer service and retail standards are excellent as one experiences in
an employee-owned operation.

i)

)

) st PRE;AREDEVERYD}I

For Location

CLICK HERE


https://maps.app.goo.gl/Hsaj6EGYamVfMmRNA
https://maps.app.goo.gl/pToLf6ru2GDPEUfW9
https://maps.app.goo.gl/R5WErTDiSVXBSV5Q6
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The introduction to my store choices:

As a lead author of these insight reports, I've had the privilege of watching top convenience stores elevate their game, particularly in foodservice. From our very first report, we've
championed the idea that fresh, high-quality food and drink offerings throughout the day could redefine convenience retail. Over the past three years, that vision has partly come to life,
with more stores embracing the challenge and evolving into genuine food-first retailers.

What's striking is how the same standout performers continue to lead the way. Many of the stores in my nominations were also featured in our last report, proving that the best retailers
don't just innovate—they invest in consistent refinement. The widening gap between these trailblazers and the rest of the field highlights a critical truth: long-term success demands
constant evolution.

Dev Dh i llon That said, not every bold idea succeeds. Dom’s Kitchen and Market, another of my nominations, serves as a cautionary tale. While their ambition to deliver high-quality foodservice was
admirable, their story underscores the risks of overextending without a strong commercial foundation. It's a reminder that innovation alone isn't enough—sustainable growth hinges on

CEOQ, The Convenient Cube balancing creativity with financial viability.

Each nominee in this report highlights different aspects of the transformation sweeping through convenience retail. Whether through fresh ideas, focused daypart strategies, or deep
local relevance, they demonstrate how foodservice innovation is shaping the future of convenience stores worldwide.
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& ORCHARD CENTRAL, SINGAPORE & RATHFRILAND, NEWRY

Don Don Donki disrupts conventional shopping norms through sheer
unpredictability. Imagine a treasure hunt in the aisles - no two visits feel the
same, which keeps customers returning. It's the embodiment of "organised
chaos," where sensory overload becomes an experience, not an
inconvenience.

What makes Don Don Donki remarkable is its curated randomness. The
store blends high-quality Japanese products, quirky novelties, and everyday
essentials in a way that entices even casual visitors into impulsive
purchases.

Milestone in Rathfriland elevates grocery shopping through its impressive
range of food made onsite and a vast selection of quality products. Whether
it's freshly baked goods, deli specialties, or artisan meals, the store's
in-house creations offer a level of freshness that makes every visit feel like
an adventure. This hands-on approach, paired with an extensive selection
of great products, gives customers a sense of discovery that draws them in
from far outside its catchment area.
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https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/9dS8V4cTjSq83mZY7

The Evolution of Foodservice in
Convenience: A Two-Year Journey "

In the fast-paced world of convenience
retail, the past two years have brought
significant transformation, with
foodservice taking centre stage. This
evolution, driven by changing consumer

preferences, technological
advancements, and bold moves by
retailers, has redefined the role of

foodservice in convenience stores.

Traditional high-margin categories, such
as tobacco and disposable vaping
products, have come under increasing
pressure due to declining demand and
tighter legislation. At the same time, the
global cost-of-living crisis has reshaped
consumer behaviour, driving more
shoppers toward larger grocers and

discounters in search of better value.

These shifts have created a challenging
environment for convenience retailers,
forcing them to adapt quickly to remain
competitive.

Amid these challenges, foodservice has
emerged as a vital lifeline for profitability
and customer engagement. By offering

high-quality, ready-to-eat options,
convenience stores have not only
attracted new customers but also
mitigated the impact of shrinking
margins in  traditional categories.

Foodservice has enabled c-stores to
differentiate themselves from larger
competitors, emphasising immediacy,
quality, and the ability to cater to
on-the-go lifestyles.

Retailers are doubling down on food
offerings, not as a short-term tactic but
as a strategic pivot. Across markets,
investments in kitchen facilities, staff
training, and innovative menus are paying
off as stores cater to modern consumers’
tastes for fresh, ready-to-eat options.

The leaders in foodservice innovation
continue to raise the bar. Our latest store
nominations highlight a familiar group of
trailblazers who consistently invest in and
elevate their offerings. Conversely, those
who fail to adopt or update a compelling
“food and drink for now” proposition risk

alienating discerning customers. In
today's fast-paced market, immediacy
and quality are paramount, and lagging
behind can erode a retailer's competitive
edge.

Markets that were at the forefront of
foodservice innovation two years ago
remain leaders today. Ireland, for

example, continues to set the gold
standard with its exceptional foodservice
programs in convenience stores. These
success stories offer a blueprint for
global retailers, proving the value of
thoughtful investments in food offerings.

)

Dev Dhillon

CEO, The Convenient Cube

Fuel forecourt operators are embracing
the need for foodservice innovation. With
vehicle electrification on the rise (albeit
slower than once predicted) and fuel
sales set to decline, forecourts are
reinventing  themselves as  food
destinations. By expanding their
foodservice offerings, they're future
proofing their business models and
transforming these stops into attractive
hubs for travellers and locals alike. The
author is aware of projects being
implemented by global petroleum brands,
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franchise models within
nience stores. Big names in
rgers, pizza, and chicken are finding

A

their way into this space, bringing

indulgent offerings that appeal to a broad
customer base. For retailers, partnering
with well-known franchises reduces the
risk of developing in-house concepts
while  benefiting from the brand
recognition and marketing muscle of
established players.

This is the simplest route for operators to
be successful in foodservice but there are
question marks relating to longevity,
uniqueness and the lower profit margins
associated with franchise models.

One of the most exciting developments in
the evolution of foodservice is the rise of
concessions designed specifically for
deployment in convenience stores. These
foodservice solutions are tailored to the
unigue demands of the c-store
environment, offering low capital
requirements, high automation, and a
focus on delivering familiar favourites
with broad customer appeal.

Unlike traditional franchises, these
models are designed for simplicity and
scalability, making them an attractive
option for retailers seeking to enhance
their foodservice offerings without

significant upfront investment. With
minimal infrastructure and streamlined
operations, these concepts are perfect
for the fast-paced, space-constrained
world of convenience retail.

A standout example is Hunt Brothers
Pizza in the United States, which boasts
over 9,000 locations nationwide. Its
model embodies the advantages of
c-store-specific concessions:
pre-assembled pizzas, easy-to-operate
ovens, and a business structure that
allows retailers to tap into the lucrative
pizza market with minimal training or
overhead.

Not all innovations in digital foodservice
have met their initial promise, particularly
within the convenience sector. Rapid

delivery services, such as those
pioneered by hyper-convenience
platforms like Deliveroo, and ghost

kitchens—facilities designed solely for
delivery—have encountered significant
hurdles in achieving scalable profitability.

Rapid delivery services in convenience
are impacted by low margin products,
high customer turnover, and extensive
logistics networks, making profitability a
persistent challenge. Operational costs,
including rider wages, fuel, and
technology remain high, while consumer
price sensitivity often limits the ability to
pass these costs on. Moreover, as
competition intensifies, the need for
constant discounting and promotional
campaigns further erodes margins,
leaving many hyper-convenience players

struggling to maintain financial viability.

Ghost kitchens, while innovative in
concept, face similar obstacles. Their
success hinges on high-order volume and
operational efficiency, but the realities of
rent, staff, and delivery partnerships can
quickly offset their streamlined model.
Additionally, the lack of a physical
storefront limits opportunities for
brand-building and spontaneous
purchases, often placing these kitchens
at a disadvantage compared to
brick-and-mortar competitors.

For convenience retailers exploring these
models, the challenges lie in aligning
operational realities with consumer
expectations. Customers demand fast
delivery,  affordable  pricing, and
consistent quality—criteria that are costly
to fulfill without economies of scale.
Many digital-first foodservice ventures
are finding that long-term success
requires careful balancing of these

factors, strategic geographic expansion,
retail

and integration with broader
ecosystems.

challenges,
remains a space with

Despite  these
foodservice
significant potential. For convenience
stores, the key to leveraging it effectively
lies in using these models as
complementary rather than standalone
offerings, ensuring they align with core
business strengths and deliver tangible
value to both the retailer and the
customer.

The past two years have shown that
foodservice is no longer an optional
add-on for convenience retailers—it's a
cornerstone of their value proposition. By
investing in quality, forging strategic
partnerships, and focusing on customer
experience, the industry is redefining
what convenience means. Retailers who
embrace this shift are positioning
themselves for long-term growth and
relevance in a rapidly changing
marketplace.

digital



avec is a modern convenience format for high-frequency locations such as train stations or
petrol stations with a wide range of food and fresh produce as well as regional products.

avec is Valora's foodvenience format, which is one of the few convenience formats
worldwide to be very successfully marketed hyper locally and with over 370 sites the market
leading convenience format in Switzerland. Valora runs among other travel retail and corner
store neighbourhood locations amongst other roadside retail partners all Tamoil and BP
sites with the Avec format in Switzerland.

1" i _ 2 it PR - — \ A y R = Every expert can automatically see the different customer experiences and proximity to the

local target groups and every consumer automatically finds what the really need once they
are on the move. One can also find other Valora Foodservice formats such as Backwerk or
Brezelkonig within an avec and with their latest innovation avec kitchen a true artisan
foodservice offer for every part of the day.

The introduction
to my store choices:

Like my co-authors and Dr Henry Armour who has written the
Foreword, | am privileged to have visited many great stores around
the world. The five favourites that | have chosen here to reflect my
passion for innovative food and coffee presentations, and retailers
that are not afraid to lead with different store designs, presentations
and merchandise. Globally the best convenience, grocers and
roadside retailers are fresh, day-part food led. The days of simply
offering core grocery, ‘Cokes and smokes’ or questionable coffee
and expecting shoppers to return are long gone. My five choices
excel in their food and beverage offers.

Perfectly orchestrated at one BP site in Switzerland. With very welcoming indoor and
outdoor seating and a wide assortment of grab & go foodservice items and different coffee
to go offers for different target groups.

For Location

CLICK HERE

& ZUGERSTRASSE 231, 8810 HORGEN, SCHWEIZ

For Location

CLICK HERE



https://maps.app.goo.gl/fHYbBcBS6ygLZ8cR9
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https://maps.app.goo.gl/5FdUYNUxaaanvvU2A?g_st=com.microsoft.Office.Outlook.compose-shareextension

& BANEGARDSPLADSEN 5, 7, For Location
1570 KOBENHAVN, DANEMARK

The 7-Eleven store at Copenhagen's main railway station is known for having the
highest turnover among 7-Eleven stores in Scandinavia. This location benefits
from the high foot traffic of commuters and tourists, making it a particularly
busy and profitable store.

7-Eleven in Denmark stands out from other convenience stores in several ways:

1. Focus on Fresh Food: Unlike many traditional convenience stores,
7-Eleven in Denmark places a strong emphasis on fresh food, including
bakery items and beverages. They have transformed their stores to
resemble more of a food destination rather than just a convenience store.

. Quality and Local Products: They offer a wide variety of high-quality
products, including organic and locally sourced items. This approach
resonates well with Danish consumers who prioritize sustainability and
health.

. Extended Opening Hours: Most 7-Eleven stores in Denmark operate 24/7,
providing round-the-clock convenience to customers. This is particularly
appealing in a country where many stores have limited opening hours.

. Modern Store Layout: The stores have a modern design with dedicated
areas for in-store eating, creating a café-like ambiance. This encourages
customers to spend more time in the store, increasing their overall
purchase.

. Adaptation to Local Preferences: 7-Eleven has successfully adapted to
local tastes and preferences, offering products that appeal to Danish
consumers' love for organic and locally sourced items.

These factors collectively make 7-Eleven a popular choice among Danish
consumers, differentiating it from other convenience store chains.

%

& TRANCAS COUNTRY MARKET, 30745 PACIFIC For Location
COAST HWY #24, MALIBU, CA 90265

Vintage Grocers, located in Malibu, CA, is a classic hometown grocery store
that has become a beloved part of the community since its opening in 2014.
The store was founded by Paige Laurie, who envisioned a market that offers
a curated selection of local, sustainable, and healthy products.

The success of Vintage Grocers can be attributed to several key factors:

1. Community Focus: From the beginning, Vintage Grocers has been a
market for the community, by the community. They host free summer
concerts, movies on the lawn, and sponsor local charities and events like
the Malibu marathon and triathlon.

. Quality Products: They stock only the freshest produce, seafood, fine
wines, gourmet items, and the best meat, poultry, and pork selections.

. Exceptional Customer Service: The friendly staff and exceptional
customer service have made Vintage Grocers a favourite among locals
and visitors alike.

For Location

CLICK HERE



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/7vbQoiFqnxUveCHh7
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/rmqSyyixrNVzuivH7?g_st=com.microsoft.Office.Outlook.compose-shareextension
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/sE2SwNPVWUaaGwK8A

~ poised for a transformative evolution,
~ driven by technological advancements,
shifting consumer preferences, and a
growing emphasis on sustainability.

Here are the key trends set to redefine the
roadside retail landscape:

_ The integration of

digital technologies will become more
pronounced, with mobile apps for
ordering and payment, digital kiosks, and
enhanced loyalty programs leading the
charge. These innovations will streamline
the customer experience, offering more
personalized and efficient services.
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ve years, roadside retail is [JSUstainabilitysl A heightened focus on

sustainability will see the proliferation of
electric vehicle (EV) charging stations,
eco-friendly products, and sustainable
packaging. Retailers will increasingly
adopt greener practices to meet the rising
consumer demand for environmentally
responsible options.

diversify beyond traditional staples like
fuel, tobacco, and snacks. Expect to see a
broader range of healthier food options,
local products, and even non-food items
such as electronics and household
goods, catering to a wider array of
customer needs.

convenience will intensify, with more
drive-thru options, curb side pickup, and

faster service times becoming the norm --<~:?;

A Christian
% Warning

Owner, The Retail Marketeers
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leverage data analytics to optimize

inventory management, personalize
marketing efforts, and improve customer
service. This data-driven approach will
enable retailers to better understand and
anticipate customer needs, ensuring a
more tailored shopping experience.

These trends signal a shift towards a
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The introduction to my store choices:

Reports about favorite stores, or the world’s best, often focus on those that are the biggest, most innovative, most technologically advanced. And to be fair, | love all of those
things—I'm easily excited by the latest and greatest.

But here’s a different question: What do you wish existed in your community—and why?

| think about this a lot, especially living in the suburbs of a mid-sized city like Des Moines. Our communities are designed around the needs of cars, not people. I'm fortunate to live
near one of the nation’s largest bike trail systems, but that doesn’t change the reality that visiting any of the few locally-owned cafés, third-wave coffee shops, unique restaurants, bars,
or independent grocery stores means getting in a car and driving several miles. It's a problem that works against the concept of community and keeps us socially isolated, lonely, and
distrustful of others.

Through this lens, | see a tremendous opportunity for convenience stores. | don’t fool myself into thinking America’s car-centric culture will change anytime soon—some have even
been convinced that walkability is a bad thing. Rather than fighting it, | believe we should look for ways to do what we do better. And few places are more conveniently located—or
more naturally suited for bringing together people from all walks of life—than the local convenience store.

My list includes five stores that have figured out a piece of this puzzle. In their own way, they add something to their communities that the status quo simply does not. If you ever find
yourself nearby, do yourself a favor and check them out. (And if you're ever in Des Moines, let me know—/'ll take you to two of them.)
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Urban convenience stores have struggled to take off in the United States. From Choice Market to Foxtrot, there have been several
high-profile failures at attempts to “redefine” the convenience store. Even legacy brands have struggled to decouple fuel from the
business as it remains essential.

However, there's a small chain in Dallas that's worth watching.

Urban Value Corner Stores positions each of their stores as amenities for high-density residential buildings. Rather than focusing on
overpriced, niche brands like Foxtrot or Choice Market, Urban Value's stores are full of high-velocity products with the selection
constantly evolving based on the purchases of its customers. Local brands are also sprinkled in where it counts.

In short: it's a modern take on the old “corner store.”


https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/pkfreyfShHDgoDSE9
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/mZAhm8vYMX71yNrR7

& WEST DES MOINES, IA, USA -CIE

I'd be remiss if | didn't mention my local convenience store: the Hy-Vee Fast &
Fresh in West Des Moines.

Hy-Vee doesn't get nearly enough attention for these stores. Not only are they
large, modern, and full of a great selection of products, but many have partnered
with a local coffee chain—Smokey Row—to feature their cafes. Whereas
Starbucks has deprioritized comfortable indoor seating, Smokey Row is full of
large, comfortable booths where you're encouraged to stay a while. Sometimes
my wife will even walk over and get ice cream at night, or just swing by for lunch
after taking our dog for a walk.

Kudos to Hy-Vee for a job well-done, and I'm excited to see where they take this
concept in the near-future.

For Location

& WEST DES MOINES, IA, USA

Wall to Wall isn't a convenience store, but it does deserve mention in this
report.

Hy-Vee simply hit a home run with this concept. | do not exaggerate when |
say that Wall to Wall is perhaps the single best corporate, scalable wine
concept that I've ever encountered. It even puts Total Wine to shame.

There's too much to unpack with this one. However, | encourage everyone to
take the time to visit next time you're in the Des Moines area—especially if
you can show up during one of the tasting events. Just be warned that
parking will be tight. People love to come to events at this store!
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https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/rc1J2JTsCC1ki9Mc8
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/iBdqW2JHGrFbqXZ37
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/cAVeASrUfxLbb7Zp7

Navigating Distractions
and Disruptions

| was asked to say a few words on
technology, and this is usually the point
where someone explains how a new trend
will change everything.

But as | reflect on nearly a decade in this
industry, | find it interesting how many of
the so-called “disruptive” technologies
that captured our attention during that
time ended up making little to no impact.

| witnessed this firsthand when | worked
in the autonomous checkout space. Prior
to the pandemic, convenience retailers
were inundated with hype about how
Amazon’s autonomous stores were set to
revolutionize retail. And yet, the
disruption never happened.

To be fair, the opening of the first Amazon
Go to the public in January 2018 was
something of a Sputnik moment. It
garnered intense attention from trade
publications, conferences, and even
mainstream business and tech media.
Nobody back then wanted to bet against
Amazon or get caught in its crosshairs.
Later that year, the hype reached critical
mass when Bloomberg ran a story
claiming that Amazon would open more
than 3,000 stores across the United
States. Several competing startups were
in stealth mode at that time. Amazon's
entry into the space—along with a zero
interest rate policy (ZIRP)
environment—resulted in venture
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capitalists pouring hundreds of millions
of dollars into these companies. It wasn't
long before the disruption hype
intensified even further.

While the promise of “no lines” is alluring
and simple to grasp, the reality of
deploying this technology—at least for
convenience retailers who piloted it—was
far more complicated. High costs, lengthy
installation timelines, reliance on human
oversight (“human-in-the-loop”),
difficulties with age-restricted products,
and countless other issues were barriers
to widespread adoption. Moreover, for
convenience store customers, the value
proposition just wasnt compelling.
Shaving a few seconds off of an already
quick and convenient self-checkout

experience wasn't a game-changer.

That's not to say autonomous checkout
has been a failure. Far from it. Although
companies like Grabango and Accel
Robotics that focused on the wrong
verticals fizzled away—and despite
Amazon’'s very public challenges—some

very compelling use cases have emerged.

Consider stadiums and arenas. | recently
toured the new S2 billion Intuit Dome in
Los Angeles, and each of its more than 40
concessions and stores are powered by
AiFi's autonomous checkout technology.
The entire arena is nothing short of a
technological marvel.

But | bring this up only to say that it's okay
to react to hype cycles with a critical eye.
Asking hard questions or applying a bit of
skepticism doesn't make you resistant to
change or an enemy of progress—nor
does it mean that you're Blockbuster and
something else is Netflix. Remember
when metaverse and web3 technologies
were all the rage only a few years ago?
Many of us were wise to react with
skepticism. This isn't to say that these
won't have disruptive use cases at some
point in the future, but it was simply too
early—regardless of how many venture
capitalists spent hundreds of thousands
on JPEGs of cartoon apes.

At the same time, even the best ideas can

= & Head of Marketing,
~ ¥ Rovertown

fall flat when nobody is bold enough to
champion them. Maybe autonomous
checkout didn't disrupt the convenience
store industry, but it's hard to visit the
Intuit Dome and feel that this is the
beginning of something big. What if a
convenience retailer had similarly gone
all-in on this technology, or at least saw
the potential to do more with computer
vision than simply process transactions?
Let's not forget that while Kmart adopted
barcodes for checkout purposes, it was
Walmart who saw the potential to go
further and leverage the data to fuel an
‘everyday low prices’ strategy that
ultimately delivered a lights-out blow to
the Blue Light Special.

So while | urge everyone to ask tough
questions whenever you're told that
everything's about to change, don't lose
your sense of wonder and possibility. You
may very well be the one who turns a
distraction into a disruption.
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The introduction to my store choices:

As an academic specialising in retailing, | look at stores through three different lenses. The first lens is my
research: | have just finished a large study on unstaffed stores and work a lot on retail technology, so I'm
fascinated by technology and by companies innovating and being at the forefront of development. Hence, two
of my favourite stores are unstaffed stores that | came across scanning all concepts around the world.

Second, in the last 14 years | worked with a continental European wholesaler supplying retailers attached to
petrol stations (Lekkerland). During this time, | have seen the transition of many of those stores (focussing on
value propositions for the car, i.e., fuel) into roadside retailers (focussing on value propositions for people and
communities). | am impressed by how well some of them have reinvented themselves preparing for a business
with less and less fuel. To me this is the aspect that can make a store really unique and provide a great
experience. Hence, | chose two of the stores for their great food offer.

Third, starting pre-pandemic in 2021 I'm Director of the Convenience Leadership Programme created by the
University of Surrey and the Association of Convenience Stores (ACS). A programme that aims to develop
people on the level of e.g., store and district managers to leadership positions in convenience retailing. Store
visits are part of the programme, and | always listen very carefully what my participants find noteworthy. Being
at a university | know how unique a store in a university setting is. Timing is crucial, since half of the year the
campus is almost empty, half of a year it is buzzing. And our students are very international, these stores
cannot be operated the same way a store a mile away in a neighbourhood is. Hence, the last of my favourite five
is a campus store.

Of course, over and above these three lenses I’'m a consumer and shopper myself. | travel a lot and usually try
to put more things in the day than hours available for that. That's why | particularly like stores that make my life
easy, without me having to compromise on health, freshness, or quality. At the same time, I'm also a retail
enthusiast and a bit of a foodie in particular when it comes to bread. | usually walk right past the aisles of the
popular triangle sandwiches, that’s not for me and white bread in most shapes and forms is not for me either.
In some stores it then gets really tough to buy a lunch, but not in my favourite five!
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| love the clean look of the assortment.
Because most products are retail brands,
Amazon can adjust the packaging and the
colouring, so that everything looks neat and
not the often-cluttered look of different
packaging sizes and colours. It makes
choosing so easy and | like convenience of it.
Beyond this, I'm a technology fan and have
conducted research on autonomous stores
(as in store in which consumers can shop
without personal interaction).

As a retail and consumer behaviour
academic, I'm interested in all topics relating
to Retail Technology. And | personally don't
mind shopping without talking to anybody.
Often, I'm in my own world anyway, wearing
headphones and listening to the radio,
audiobooks, or music. And yes, retailers are
still in the experimentation phase with
autonomous stores. Amazon has quietly
abandoned the just-walk-out, but
autonomous stores are

here to stay, and Amazon is years ahead in
the learning curve



https://maps.app.goo.gl/fHYbBcBS6ygLZ8cR9
https://maps.app.goo.gl/jvjx72fWJc8XfMrk7
https://maps.app.goo.gl/fHYbBcBS6ygLZ8cR9
https://maps.app.goo.gl/HzNPCvqUczduA8kn8

£ LICHFIELD, UK CLICK HERE ouick renc I e

This is one of the newer stores from Coop Central England. What | like
about the store is the mix of different retail elements and their alignment. A
spacious parking lot, with some seasonal assortment outside and a parcel
pick up, very easy access. The store looks very neat and orderly, some store
fixtures are in wood, which nicely communicates the connection of food to
nature. The assortment seems perfectly matched to the neighborhood,
various meal deals make family meals quick, enjoyable and affordable.
Coop also very gently informs the community about other services, such as
the app and the funeral plans, but in a very subtle way. It is firmly embedded
in the community with various community activities, a parcel pickup point
and other elements.



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/ymZStyMJo7tVtZAq9
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/XzjiXxvPsDLkyGxh8
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/aHSh4J2bFGy9bs4X9

How best to learn in food retailing.

“You don't learn to walk by following
rules. You learn by doing, and by falling
over’ so said Richard Branson, a very

innovative and brave entrepreneur. We
can draw three learnings for grocery
retailing by taking this quote apart.

First, are there any ‘rules’ for grocery
retailing we could follow? In my view,
some general principles apply
everywhere. For instance, customer
orientation is probably a pathway to
success no matter where in the world the
retailer operates. Or that choice overload
can lead to choice deferral, so too
extensive an assortment isn't a good idea
anywhere in the world because it can
overwhelm consumers. Or that happy
employees lead to happy customers.

Many retailers | have met have a good
intuition on these general principles.

Identifying these general principles or
rules is our job in academia. That's what
we do for a living. Why did | still choose
the quote that points to the fact that we
cannot learn from ‘rules’? Because the
rules or general principles are just the
first step. The retailers in the respective
countries need to translate what
customer orientation means in their
countries. For example, in some markets,
like the US, customer orientation means a
staff member packs customer bags. In
some countries, like Germany, it means
that no staff member handles products
that the customer has bought since they
no longer belong to the retailer but to the
customer. The retailer also has to decide
for their respective assortments and
customers at what level choice becomes
too much and how to optimise

assortments to avoid overload. Which
products should be listed, and which

should not be listed needs to be adapted
to the context.

Then, in the second step, retailers need to
identify new ideas, translate them to their
context, and decide which ones to try. We
hope to inspire some of these ideas with
our report and show how other retailers
have translated general principles, such
as customer orientation. Then you ‘learn
by doing’, which might involve ‘falling
over. | have two recommendations.
Firstly, make your employees part of the
process of generating ideas. Make them
feel comfortable to suggest things.
Reward those who suggest, and don't
make the mistake of punishing those who
have ideas by just saying: “great, do it."
People learn. If suggesting something
new means more work, when most retalil
workers are already at their limit, they will
think about this very carefully next time.
My second recommendation is to try fast
with a small blast radius, which means
label your trial very clearly as a trial, even
if you are pretty sure it will work, or you
might even want it to work.

I'm assuming many of the readers of this
report are in managerial positions and/or
the leaders in their retail stores or chains.
Your employees are hired to get things
done and to solve problems for you. If you
want this idea to work, they will want this
too, and they might keep evidence from
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Sabine Benoit
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you that this idea is a failure. No one
wants to fail. And no one wants to tell
their boss that they had a failing idea.
Label the idea as a trial, be open about the
outcome, and make it the responsibility o
the employee who runs the trial to eithe
protect the firm from a rollout fallureu

firm.

Happy learning and trialling[,'f;E:



Adam O'Connor

Managing Director, Cashel Global
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The store is a one-off and brings a little bit of Tokyo to the city, their
relentless focus on quality and authenticity along with a humble, almost
deliberately below the radar marketing plan makes this outlet a best kept
secret

(@ Ashley Skokan

Corporate Communications, Hy-Vee Inc

For Location
CLICK HERE

Brian Donaldson

CEO The Maxol Group
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& NEWTOWNARDS BT23 4TQ, UNITED KINGDOM |

Looking beyond the traditional retail led offers that have been established in
cities and neighbourhoods with large catchments on their doorstep, | want
to share a hidden gem in Northern Ireland. In visiting this location recently, |
can’t think of any better customer experience offered than at 'McKee's
Country Store & Restaurant. * A five-generational family farming business,
McKee'’s has diversified into being a leading retail destination for fresh
homegrown food, which can be purchased from their farm shop or enjoyed
in the onsite restaurant.

The business is located on McKee's 400 acre farm situated Skm north west
of Newtownards in County Down, a region that is known for its fertile soil,
located close to the sandy shores of Strangford. McKee's, now fifth
generation owners of the farm, offers a truly authentic store that has built
a strong following on its quality food credentials, much of which is
produced on their own farm or sourced from local artisan businesses. The
in-store butchery serves its own cuts of meat and poultry, complemented
by fresh seasonal vegetables, in-house made salads, chutneys & sauces,
fresh bakery offering breads, tray bakes, cakes for all occasions, and
ready-made meals for all tastes. And then there’s the eggs! Around 900
eggs are gathered every day from the family’s flock of 1,000 free range
hens, which they use to bake and cook and sell to customers. You just can't
get fresher than McKee's.

The instore design is simple, rustic and capturing the backdrop of the
surrounding green fields and countryside. Personal service is second to
none with family members working alongside their 80+ colleagues. A
loyalty programme is also in place, just to say thank you.



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/MB4yiL3NL1EjhcccA
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/ZPzAKDUwKa6SqcH79
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/6MF7t3GYbrrXHUTU6
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Frank Tilburger

Founder & CEO, Coffee Jungle & Best in Food
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Colin McLean

CEO, C J Lang & Son Ltd.

& TANGLIN MALL, SINGAPORE ooy

| love this latest development from Cold Storage in Singapore. CS Gold
Fresh is their premium food store offer. It inspires in its assortment, fresh
counters, produce, wide wines, craft beers and spirits sections and the use
of payment and ESL technologies. The staff are knowledgeable and
incredibly helpful for out-of-town visitors and locals alike.



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/14du68KhPQYP1Dqo6
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/tNr8j3Lc2bodQFzm9?g_st=com.google.maps.preview.copy
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/ae5NRg6ZMYrvERvB6

& THE WATCHTOWER, CLANCY QUAY, ISLAND For Location
BRIDGE, DUBLIN DO8 CTK8

Spar Clancy Quay is a flagship store with an extensive range of fresh food,
ambient core grocery and proprietary food to go. The instore bakery with its
wide selection of breads and rolls is a particular attraction.

There is a seating area adjacent to the MTO delicatessens.

The store is central to Phoenix Park, Heuston Rail Station, The Guiness
Storehouse and The Museum of Modern Art.

lan Scott

Consultant
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& 165 REGENT STREET, LONDON, UK -CIE

An online athleisure brand's first physical store has become one of the
leading experiential stores that embraces it's community so effectively.
Free services can be booked via their app including one-on-one workouts
with qualified instructors, aerobics sessions, weekly runs around central
London, and a 1:1 personalised shopping room that delivers 18% of the
store revenue.

The staff are well trained, engaging and hugely passionate about the brand.
The business recognises this store is a physical touchpoint and they offer
so many services, all for free.

The store has a Joe & The Juice offering fresh juices, healthy shakes and
protein-packed sandwiches. Customers can grab a shake before a class in
the Sweat Room, then refuel with lunch and a coffee post-workout in the
relaxed seating area.

In addition, their windows have gone from initially boring to stunning and
engaging, demonstrating their growth and skill as a physical store retailer.

John Moran

Award winning independent retailer,

Northern Ireland

For Location

CLICK HERE



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/B4kWu6n2J3RfWGjE8
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/5aAwzAfKweRKqo978
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/MxcV8ytr3d9nZLxM8

For Location

CLICK HERE

Kevin Tindall

Managing Director, Stores Tesco UK
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Leif Olson

Head of Retail Leasing Australia,
CBRE Australia
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& 260 COLLINS STREET, MELBOURNE, AUSTRALIA

The store in Melbourne CBD, is the largest Swatch store in Australia at an
impressive 315M2. The store boasts an extensive array of Swatch
collections, including Swatch Neon, Swatch Art Journey, Big Bold, and the
latest Bioceramic What If collection.

With its contemporary and lively design, the store brilliantly encapsulates
the playful and innovative spirit of the Swatch brand.

Like some of the neighbouring Collins Street luxury stores, the Swatch
flagship also features a coffee bar where customers can relax while the
retail team shows Swatch collections.


https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/Pr8aofnHPT1udyUt9
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/3fpkzbhYqL3MDCyH8
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/19U9BVe3qJGzxYfT8
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& SENNINGERBERG, LUXEMBURG

Fresh, local and seasonal. Our culinary know-how is recognized by the
“Made in Luxembourg" label.

ESSO Gourmet Restaurants are revolutionizing the culinary experience of
travellers by offering a diverse selection of delicious dishes. We strive to
awaken your taste buds and satisfy you every time you visit. With a new
menu every week to offer you fresh and innovative dishes to take away.

At Esso Senningerberg, the Petro-Center food concept Resto Gourmet
Rapide is the ideal solution, especially for the many employees at Findel
Airport and the surrounding area who are looking for a restaurant where
they can be served well and quickly during their limited lunch break.

All cooking takes place in the in-house kitchen. Paul Kaiser insists on
emphasizing that only quality products are used, and that all food is
prepared fresh on site without additives. A "steak minute" with French fries
and salad without a long wait has so far been just wishful thinking.

Whether at lunch or in the evening, be it soups, salads, pizza, pasta, sushi,
freshly grilled chicken, daily menu with homemade dessert, delicacies,
take-away meals or snacks for those in a hurry; there is something for every
customer and every wallet. There is no flower shop within a seven-kilometre
radius of the new gas station. In this respect, the flower and plant
department, which is open around the clock, is a real treasure trove. The
Floral Design Shop is run by professional florists. Safety and comfort are
standard in Senningerberg.



https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/hocmwS1Adx6BRBah7
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/QxhYR4NnYDtFtKoQ7
https://maps.app.goo.gl/RfLdFwXLKPRwGuVx5
https://maps.app.goo.gl/Q3fGw7qoS6EVsSpm9
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- |1 2 CENTRAL SQUARE YEBISU GARDEN For Location i For Location
PLACE STORE, YEBISU TOKYO, JAPAN

The store was opened 41 years ago as a 250 Ft2 shop. It has grown through
refits and extensions to a 2,000 Ft2 convenience store. The store places the
local community at its heart.

The store has developed a range of proprietary, fresh food to go which is in
strong growth. Making samosas from scratch a big winner.

The funds from the shop have helped to open 3 restaurants.

The retailer Sunder Sandher’'s community work was recognised by the King
with an invitation to a Garden Party at Buckingham Palace. He has won
many national awards, most recently presented by the Prime Minister for
over 25 years in retailing. Sunder also sits on many CPG panels including for
P&G, Coca Cola, K.P and Phillip Morris.
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Dunnes Stores launched in Ireland 80 years ago and revolutionized the
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