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Beer Is a $91.6 Billion Dollar Category and Accountss

for Over Half of Beverage Alcohol Dollar Sales

Share of Total Beverage Alcohol Share of Total Beverage Alcohol
Retail Dollar Sales Consumption (Gallons)

) Liquor
Average Past Month Consumption 6%
Incidence Among
U.S. Adults 21+

58%

Wine Liquor
o More people consume Beer than either Wine or Liquor

~ Sources: Adams Handbook Advance 2007 & Beverage Scape Jan-Dec 2006



Beer SKUs Have Much Higher Proa’uctzvzty

than Wine and quuor SKUs
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o Total U.S. Grocery has 4,294 Beer SKUs, 12,437 Wine SKUs and 7,153 Liquor SKUs

< 406 Beer SKUs Generate 90% of total beer dollars while, 1,656 Wine SKUs and 845 Liquor
SKUs contribute 90% dollar sales to their respective categories

————e e

Source: Total US IRI Supermarkets, 52 weeks ending December 31, 2006



Top 10 Beverage Categories Grocery

Performance

2006 Grocery Dollars by
Beverage Type ($ Billion)

Grocery Dollar Trend 2006 vs. 2005

$11.8 Carbonated Bev  -1.8%
$10.2 Milk-3.2%
Beer
$4.9 Wine
$3.9 Rfg Juices/Drinks
$3.9 Bottled Water 12.6%
$3.3 Bottled Juices
$2.7 Coffee
$2.1 Spirits/Liquor
$1.4 Sports Drinks

< While Liquor and Wine have higher dollar trends than Beer, the Beer Category is still larger than both Wine and

Li%uor combined! .

Source: IRI Infoscan Cross Category Data— Total U.S. Food — Full Year 2006 Ranked on Dollar Sales



The Warehouse Club Channel Continues

to be a High-Growth Retail Channel

Sales Growth Comparison—Food, Drug, Mass Channels
Compound Annual Growth Rate in Real 2000 Dollars*

17.9%

B 2000-2005
3 2005-2010F

0.7% 0.5%

- —
Supercenters Convenience Small-format Drug Stores Supermarkets q
i -1.8%
Clubs Stores Value Retailers 2 4%
Discount Dept.
Stores

*Note: real =inflation adjusted

Sources: U.S. Department of Commerce, company reports, National Association of Convenience Stores and Retail Forward, Inc.



Warehouse Clubs Are Posting Strong Sales

Growth That Is Expected to Continue

U.S. Warehouse Club Industry Sales Growth and Forecast

$ Millions
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- Sources: U.S. Department of Commerce, company reports, National Association of Convenience Stores and Retail Forward, Inc.



Costco is the Leading Retailer

in the Club Channel

Top Three Warehouse Club Players

(most recently reported 12 months sales through September 2006)

- Sources: U.S. Department of Commerce, company reports, National Association of Convenience Stores and Retail Forward, Inc.



Shopper and Consumer Insights



Males
Females

MA-27
28-34
35-49

50+

Blue Collar
White Collar
Gray Collar
Student
Other Collar

Under $15K
$15K-$34K

$35K-$49K

B All Channel Beer Shoppers
B Warehouse Club Beer Shoppers

$50K-$79K
$80K+

Anglos/AO
African Americans

Latinos 16%

81%

0% 20% 40%

Source: ABI Shopper Poll, 2003-Nov 2005, Total US

60% 80%

The shoppers most
commonly found buying
beer at Warehouse Clubs
are male, 35+ years old,
higher income, and Anglo.

Versus All Channels,
Warehouse Club beer
shoppers skew female,
middle-aged and older
(35+ years old), white
collar, and affluent.

100%

-




The Beer Shopping Process

What Do Warehouse Club Beer Shoppers Like Most About Buying Beer There?
Ratings of Most Often Beer Store (% rating “9” or “10” on 10-point scale)

Reasonable beer prices S e—— 10%
Always has beers | want in stock |
Beer aisle easy to navigate with cart 7%

Easy to find the beer | want - 0

Easy to shop for beer [ OO
Clean attractive beer aisle [

Good selection of other alcohol beverages OO
Beer in a convenient location within store [

Friendly staff [
Close to home o
Quick and easy in & out
Wide selection of beers
Beer aisle projects a quality image
Best way of storing and displaying beer
Best type of cooler
Lots of promotions, sales, and specials
Short checkout lines
Coldest beer

« Beer shoppers who are loyal to Warehouse Clubs rate them highest on
perceptions of having reasonable beer prices.

— ———

ABI MP&R January 2005



What is the Warehouse Club

Beer Shopper’s Mindset?

Primary Reason For Shopping Trip

Most Recent Beer Purchase
All Channels

B Beer Was Main
Reason For
Shopping Trip

B Other Item(s)
Were Main
Reason For
Shopping Trip

Most Recent Beer Purchase
at Wholesale Club

2 There is opportunity to make Warehouse Clubs more of a

beer destination

Source: ABI Shopper Poll, 2003-Nov 2005, Total US



What is the Warehouse Club

Beer Shopper’s Mindset?

Other Items Co-Purchased with Beer
Most Recent Beer Purchase Most Recent Beer Purchase
All Channels at Wholesale Clubs

M Purchased Beer
Only

B Purchased Other
[tems With Beer

< Beer shoppers are valuable at Warehouse Clubs since they are
highly likely to purchase other items with beer

Source: ABI Shopper Poll, 2003-Nov 2005, Total US



The Beer Purchase Decision

Cold Vs. Warm Beer Purchasing Total Beer Shoppers By Channel

All Channels

Warehouse Club

Grocery
C-Store

Liquor Store

Drug Store

Mass Merchandise

m Cold B Warm - On Display O Warm - Not On Display

2 Where available, beer shoppers overwhelmingly like to purchase beer cold,
Additional cooler space should be considered at Warehouse Clubs to help
drive incremental beer sales

— ———

Source: ABI Shopper Poll, 2003-Nov 2005, Total US



Beer Purchasing Behavior

Beer Purchasing By Day Of Week

40%

34%

35% -

30% -

25% A

20% A

15% - 13%

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

B AllChannels B Warehouse Club B Grocery B C-Store @ELiquor Store B Mass Merchandise O Drug Store

o Fridays and especially Saturdays are the key beer purchasing days at Warehouse Clubs, it is
iImperative for Warehouse Clubs to be fully stocked for key beer purchases times

Source: ABI Shopper Poll, 2003-Nov 2005, Total US
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Beer Is an $91.6 Billion Dollar Category and Accounts for More Than Half of
Beverage Alcohol Dollar Sales

Beer continues to be the most popular alcohol beverage in the U.S. whether
measured as a share of total beverage alcohol retail dollar sales or share of total
beverage alcohol consumption

Warehouse Clubs Are Posting Strong Sales Growth That Is Expected to Continue
through 2010

The shoppers most commonly found buying beer at Warehouse Clubs are male,
35+ years old, higher income and Anglo

The beer shoppers who are loyal to Warehouse Clubs rate them highest on the
perception of having reasonable beer prices

Beer buyers are likely to buy other items
Where available, beer shoppers overwhelmingly like to purchase beer cold

There is an opportunity to make Warehouse Club stores more of a beer
destination

Beer is the third ranked beverage category in Grocery Stores, and it is growing
at a rate of +2.4%



