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01

Introduction to
Placer.ai



How Placer.ai Works

Observe. Analyze. Present.

01 - Observe

Anonymized location data
from tens of millions of mobile
devices used as a core panel.

For any location in the U.S., Placer.ai
observes a portion of the visiting
customers. Akin to a statistical survey, this
observed data is aggregated and used to
generate insights into any venue. Placer.ai + Visitation Trends
then extrapolates a range of metrics that * Trade Area Analysis

provide visibility into consumer behavior. * Customer Demographics

02 - Analyze

Accurate and reliable
estimations on activity across
the entire U.S. population.

* Extrapolated Panel Data

* Normalized & Debiased

* “Ground Truth” Validated

03 - Present

A wealth of detailed reports
containing critical insights into
what is truly happening offline.

* 30M Active Devices
+ 1.5B Monthly Retail Visits
+ 500 Mobile Apps w/ SDK
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Non-Discretionary
Retail Trends



Value-Oriented Categories Continue to Lead Non-Discretionary Retail

Non-Discretionary Retail Categories: YoY Change in Monthly Visits (Jan-Nov 2024)
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Retailers Focused on Creating Value for Consumers Such as Dollar Stores,
Value Grocers, and Warehouse Clubs Have Fared Better Post-Pandemic
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Non-Discretionary Retail: Indexed Monthly Visits by Category (2017-2024)

Dollar Stores
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Drugstores Have Ceded Visit Share to Other Non-Discretionary Retail
Categories the Past Several Years

Non-Discretionary Retail: Share of Visits by Category (2017-2024)
Drugstore Share 2017: 16.0%

P Drugstore Share 2024: 13.2%
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Consumers Looking Across Multiple Retail Channels for Deals...

Food and Essentials Retail: Industry Visits (2019-TTM)

Grocery Superstaores Gas Stations/C-Stores Dollar/Discount Drugstores
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+11% /
T +6%
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+24%

QSR
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Full-Service Restaurants

7%
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...Resulting in Less Spend Per Visit for Most Food Retail Categories Except
Drugstores and Restaurants...

Food and Essentials Retail: Retail Sales Per Visit Trends (2019-2023)
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Source: Placer.ai, U.S. Census Bureau Monthly Retail Sales Report (Not Adjusted Retail Sales data)
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...And Shorter Dwell Times for Most Non-Discretionary Retail Categories

Food and Essentials Retail: Industry Dwell Time (2019-TTM)
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Drugstore Industry
Trends
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Year-Over-Year Change

Drugstore Industry

Drug Store Chains: YoY Change in Weekly Visits (Jan '23 - Nov '24)
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Retail Sales Increased as Traffic Waned, Especially After

COVID Vacination Period

Drugstore Chains

Drugstores: Indexed Monthly Retail Sales Versus Visits (2017-2024)
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Despite Retail Store Closures, Drugstore Visit Per Location Have Improved

from 2019 to 2024

Metric Name

Visits

Avg. Visits / Location

Locations Showing Visits

Locations Coverage

Avg. Dwell Time

Avg. Weekly Visits

Drugstores and Pharmacies

Custom Chain

Last full 12 months

Drugstores and Pha...

Custom Chain

4.7B

259K

18,463

N/A

14.9 min

89.4M

Drugstores and Pharmacies :

Custom Chain

Jan 01 - Dec 31, 2019

Drugstores and Pha...
Custom Chain

4.7B

234.2K

20,827

N/A

15.4 min

o90M
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Our Data Indicates an Increase in Drugstore Daytime Visits (9:00 AM-5:00 PM) @
but a Decrease in Evening Visits (After 5:00 PM) -

Drugstores and Pharmacies : Drugstores and Pharmacies
Custom Chain : Custom Chain
Last full 12 months Jan 01 - Dec 31, 2019
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Drugstore Average Dwell Time Remains Consistent Compared to Pre-
Pandemic Levels, but There Has Been an Increase in 5-29 Min Visits

Drugstores and Pharmacies : Drugstores and Pharmacies
Custom Chain : Custom Chain
Last full 12 months Jan 01 - Dec 31, 2019
<5 5-9 10-14 15-29 30- 44 45- 59 60- 74 75-89

Minutes
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Prior/Post Visit Journey Data Suggests That Drugstore Chains Remain a @
Destination Visit for Consumers...

Drugstore Channel Visitor Journey

astizruilvonchs M a0 M

Prior Visit % Post Visit % Prior Visit % Post Visit % Prior Visit % Post Visit %

Home 37.6 49.8 34.2 46.8 32.6 45.6
Work 9.9 5.2 9.5 5.8 11.4 6.7
Community Shopping Centers 6.6 6.0 6.8 5.9 7.5 5.9
Gas Stations & Convenience Stores 4.7 4.4 4.2 4.5 3.5 3.8
Groceries 3.7 4.9 3.5 4.6 3.1 4.3
Superstores 2.1 1.8 2.7 2.1 2.7 2.3
Restaurants 2.2 1.7 2.5 1.7 2.8 1.9

Discount & Dollar Stores 1.1 0.9 1.2 1.5 1.2 1.1
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...But Grocery and Superstores Also Remain Destination Visits as Consumers @
Behavior Evolves -

Visitor Journey - Last 12 Months

Large Grocery Chain Large Superstore Chain

Prior Visit % Post Visit % Prior Visit % Post Visit % Prior Visit % Post Visit %

Home 37.6 49.8 40.3 61.9 36.2 48.7
Work 9.9 5.2 10.5 5.3 7.5 4.0
Community Shopping Centers 6.6 6.0 7.8 4.5 9.2 5.8
Gas Stations & Convenience Stores 4.7 4.4 5.5 5.3 5.5 6.1

Groceries 3.7 4.9 3.1 1.2 2.5 4.1

Superstores 2.1 1.8 2.4 1.0 3.4 1.4
Restaurants 2.2 1.7 3.0 2.8 3.1 1.7

Discount & Dollar Stores 1.1 0.9 1.2 1.4 1.8 1.9



Drugstores Have Increased Competition from Superstores, Clubs, Value
Grocery, and Dollar Stores

Rank Name

1 Walmart / Nationwide

2 Target / Nationwide

3 Dollar Tree / Nationwide

4 Dollar General / Nationwide

5 Costco Wholesale / Nationwide

6 Five Below / Nationwide

7 Aldi / Nationwide

8 Sam's Club / Nationwide

9 Family Dollar / Nationwide

10  Whole Foods Market / Nationwide

Drugstores and Pharmacies
Custom Chain

Last full 12 months

Visitors
92%

77.9%
70.4%
48.8%
39.3%
36.8%
34.4%
31.9%
30.1%

23.1%

Drugstores and Pharmacies
Custom Chain

Jan 01 - Dec 31, 2019

Rank Name

1 Walmart / Nationwide

2 Target / Nationwide

3 Dollar Tree / Nationwide

4 Dollar General / Nationwide

5 Costco Wholesale / Nationwide
6 Publix / Nationwide

7 Sam's Club / Nationwide

8 Family Dollar / Nationwide

9 Kroger / Nationwide

10  Walmart Neighborhood Market / Nationwide

Visitors

87.9%

70.1%

59.9%

37.7%

31.9%

29.1%

28.3%

27%

25.9%

24.5%
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Drugstore Chains: Captured Market Visitor Segmentation (TTM Vs 2019)
Drugstores Have Captured Higher-Income Consumers, but Lost Lower-Income

Drugstores and Pharmacies : Drugstores and Pharmacies
Custom Chain . Custom Chain
[ Last full 12 months 5] Jan 01-Dec31, 2019
Segment Groups ~
B - Wealthy Suburban Families 10.7% Wiz 10.7% W
C - Upper Suburban Diverse Families 10.3% s 10.2% |
A - Ultra Wealthy Families 8.7% 125 8.5% B
Q - City Hopefuls 8.4% H104 8.6% Wio7
F - Blue Collar Suburbs 7.7% Wi 7.7% W
E - Near-Urban Diverse Families 7.1% 135 7.4% | 140]
I - Young Urban Singles 6.7% Jos 6.6% J102
H - Young Professionals 5.4% asf] 5.2% sl
O - Small Town 53% sl 5.3% a2
P - Melting Pot Families 5% | RE 52% 124
M - Rural Average Income 4.3% 63 | 4.3% E
L - Rural High Income 41% 4% 66 |
D - Suburban Boomers 3.9% | REE] 4.1% | ki
K- Budget Boomers 3.6% a7l 3.6% 7|l
G - Educated Urbanites 2.8% 2.8%
] - Sunset Boomers 2.7% o7] 2.7% asf]
N - Rural Resilience 2.3% 2.3% EN

Note: based on data from Spatial.ai: Personalive, combined with Placer.ai trade area data.




Value Grocery Chains are Also Capturing More Higher-Income Households

Segment Groups

B - Wealthy Suburban Families

C - Upper Suburban Diverse Families

Q - City Hopefuls

F - Blue Collar Suburbs

I - Young Urban Singles

A - Ultra Wealthy Families

H - Young Professionals

E- Near-Urban Diverse Families

O - Small Town

G - Educated Urbanites

M - Rural Average Income

L - Rural High Income

K - Budget Boomers

D - Suburban Boomers

P - Melting Pot Families

] - Sunset Boomers

N - Rural Resilience

Value Grocery Stores
Custom Chain

5] Last full 12 months

10.2M (10.2%) | B3
9.9M (9.8%) W0
9.2M (9.2%) i
7.6M (7.6%) W
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7.4M (7.4%) 0105
6.9M (6.9%) Il 120
6.1M (6%) | 0
5.8M (5.8%) J 102
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42M (4.2%) 62 |

4M (4%)

3.9M (3.9%) all

3.8M (3.8%) W
3.6M (3.6%) =7l

27M 2.7%) o7l

21M @2.1%)

Value Grocery Stores
Custom Chain

5] Jan 01-Dec 31,2019
9.5M (10.1%)
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Walmart Consolidated Trade Area Median Household Income

Based on Trade Area Census 2021 Data | 2019 vs. TTM

4.9%

® 2019 @ TTM

Households between $0-$50K in income represent a
slightly smaller percentage of Walmart's consolidated
trade area (TTM vs 2019), potentially representing a

trade down to dollar stores and other discounters

12.4%
8.4%

|-
|

Households above $75K in income
represent a slightly higher percentage
of Walmart's consolidated trade area

(TTM vs 2019)
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Migration Has Changed the
Playing Field for Retailers



Migration Theme 1:
Early-Pandemic Southern Market Migration

Report Period Until Date: Show By Median Household Income Population % Cha Population Density (Pop/Sqh
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Migration Theme 2:
Urban-to-Suburban/Rural Shift

Population % Change by Area Density: (Jan 2018-Jan 2023)
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Migration Theme 2:
Urban-to-Suburban/Rural Shift

Report Period Until Dat
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Migration Theme 2:
Suburban/Rural Shift Making Smaller Formats More Attractive...

Harbor Freight and Ace Hardware: U.S. Store Locations
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Great Falls NORTH

Missoula MONTANA DAKOTA Duluth Quebec

MINNESOTA
Billings.
o Montreal

-an«.]pons. Ottawa

SOUTH MICHIGAN

i DAKOTA WISCONSIN

3' Rapid City ' Rochéster
t y. SiolixFalls : Toronto BN
YOMING) . ¢ Concor
‘* MilWaukee London bonV
J Biffalos NEW YORK

Detroit
.

IDAHO

Idaho Falls

X
NEBRASKA . Cléveland
Cheyenne Omaha ycago Toledo 3
PENNSYLVANIA
dilo Harristurg
INDJANA

UTAH COLORADO United States 43 MARYLAND
1 : ansas City St Louls WES vy
KANSAS, g Loulville VIRGINIA
MISSOUR|, ¢

Denver, ILLINOIS

KENTUCKY VIRGINIA
Virginia Beach

OKLAHOMA e~ e NORTH

X Memphis’ CAROUINA
ARKANSAS ® o

Atlanta™® 00 TH
Blel\thH\‘ . CAROLINA
MISSISSIPPI ALABAMA
GEORG)A

Ace Hardware e LOuISTANA Mabile
»° , red Sttes - > .. Jacksonville

Hauston

San Antonio. FLEORIDA

@ Placer.ai

Corpus Christi

29



Migration Theme 2:
...And Putting Pressure on Larger-Format Incumbents

Home Improvement Retail: Share of Visits (2017-2023)
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Migration Theme 3:
Transfer of Household Income

Report Period: Until Date: . ) Show 8y: Note - data shown for the selected View Mode  Median Household income Population % Change Population Density (Pop/SqMi)
|48 Months v | [09/2a [ 2:?;'::'24 is Available until 06/24 $31K $138K  -19% 12% 2 2,832
! d 3 a = D @ P
: w B )
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Post-Pandemic Migration Theme 4:
Urban Renaissance

Report Period: Until Date: Show B Median Household Income Population % Change Population Density (Pop/SqMi)
12Months v | [09/24 - $31K $138K 7% 2% 2 2,832
G D G D G D
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Key Takeaways @

* Consumers are increasingly shopping across multiple retail channels in their
quest for deals, making this behavior part of their routine.

* The focus on deal-seeking is influencing average spend per visit and reducing
dwell time.

* Rising drugstore prices are outpacing visitation trends, shifting consumer behavior
and altering the visitor mix.

* While drugstores remain "destination" retailers, cross-visitation data shows
growing competition from value grocery, dollar stores, and superstores.

* Population migration has significantly impacted the economics of store expansion,
contraction plans, and store format strategies.
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Disclosures Y.

The information, data, analyses and opinions presented herein do not constitute investment advice; are provided
solely for informational purposes and therefore are not an offer to buy or sell a security; and are not warranted to be
correct, complete or accurate. By means of this publication, Placer Labs Inc. (“Placer”) is not rendering accounting,
business, financial, investment, legal, tax or other professional advice or services. This publication is not a substitute
for such professional advice or services, nor should it be used as a basis for any decision or action that may affect

your business. Before making any decision or taking any action that may affect your business, you should consult a
qualified professional advisor.

Placer shall not be responsible for any loss sustained by any person who relies on this publication. The opinions
expressed are as of the date written and are subject to change without notice. The information contained herein is

the proprietary property of Placer and may not be reproduced, in whole or in part, or used in any manner, without
the prior written consent of Placer.



R.J. Hottovy, CFA
Head of Analytical Research
rj.hottovy@placer.ai
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