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What on earth does an economist do at Upside?

Macroeconomic trends

"Tariffs & inflation & recessions,
oh my!” What matters and
what's next.

U upside

&

Industry trends

Current events and long-term
trends defining retail in the
digital age.

it

Consumer behavior

The average American makes
1.6 transactions daily — plus
other economic decisions.
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What on earth does an economist do at Upside?

I'he Food Institute s
News, Data and Trends Since 1928

Quick Links: Trending Podcasts Membership Advertise Inflation Reports

Home > Focus

The New Rules of Customer Retention: Winning
Over Increasingly Disloyal Consumers

0000

What's working
inloyalty and
what'’s not

The webinar will begin shortly

A

Hayley Miller  Dr. Thomas Weinandy
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U upside

Fuel & C-Store
Trends by Upside




The largest single dashboard of industry data in America

8 6 B + transactions analyzed,
° inside and forecourt

2 5 months of industry data

23 K + same-site gas stations
and c-stores in our data
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The takeaway
Gas station visits
this spring were
higher than last
year.

FUEL & C-STORE TRENDS BY UPSIDE

Amid high gas prices, drivers continue visits to the pump

Fuel transactions per site per day (weekly average, from card transactions only)
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FUEL & C-STORE TRENDS BY UPSIDE

C-store transactions tick up in 2026

C-store transactions per site per day (weekly average, from card transactions only)
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The takeaway
Upside visits this
spring continue to
increase year over
year.



FUEL & C-STORE TRENDS BY UPSIDE

Consumers react to higher gas prices by buying less per visit
Per-visit metrics, percent difference vs. February day-of-week average

: War with Iran begins

+2%
The takeaway 0% S ——
Since the war with -2%
Iran, foot traffic has -4%
become an o
unreliable o
indicator of
demand. e Gallons per visit
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Source: Fuel Trends by Upside with 23,086 same-site gas stations. J upside



FUEL & C-STORE TRENDS BY UPSIDE

The volume gap between 2026 and previous years widens in April

Gallons sold per site per day (weekly average, from card transactions only)
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The takeaway

Fuel volume has
declined year over
year since the spike
in gas prices.



The takeaway
C-store demand
so far has
remained strong,
but | don't expect
that to continue..

FUEL & C-STORE TRENDS BY UPSIDE

Iltems sold per visit inside the c-store holding steady in 2026

C-store items sold per site per day (weekly average, from card transactions only)
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FUEL & C-STORE TRENDS BY UPSIDE

Drivers are trading down from premium
and midgrade fuel

Weekly percent change in gallons sold from February average

War with Iran begins

Regular 3.8%

2%

0%

-2%
-4% Midgrade -3.6%

-6%

Premium -7.0%
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Source: Fuel Trends by Upside with 23,086 same-site gas stations. a U Si d e
This chart captures seven-day average prices, starting on Monday, to smooth out day-of-week fluctuations. P

The takeaway
Consumer behavior
is changing in other
ways and
worsening as long
as gas prices
remain high.



Other Trends in Household
Shopping Behavior

From Upside's Consumer Spend Report

1100 0
1111110 |
L0 1]
T T
1111110 |
IV TR
U001 011000
T (T
T TR
. 111100 0| II|I|I|I|I|I|I|I|I||-—IIlll| II|I|I|I|I|I|I|I|I||-—IIlll|
U upside U0FT000LRNARNRR) | 10000000 RNRRRRE | 0000100 |
LI (T T I
T T T T i
M RO e



CONSUMER SPEND REPORT

The majority of consumers are trying to cut back spending

"Compared to this time last year, how, if at all, has your perception of the economy changed how you're budgeting for your household?"

B Significantly cut back [ Slightly cut back Spending the same | Spending slightly more
B Spending significantly more

2025 24.2%
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CONSUMER SPEND REPORT

High-income households are solely responsible for spending increases
Change in self-reported spending from 2024 to 2025

B Fuel | C-store Grocery [ Restaurant
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CONSUMER SPEND REPORT

There is a wide gap between consumers saying loyalty rewards
are important vs customers using loyalty programs

B Shoppers who use loyalty rewards, cash back, or discounts "most of the time" or "always"
T 71 Opportunity gap of loyalty

I
______________ J

*86% of shoppers say loyalty rewards or cash back are “moderately,” “very,” or “extremely” important
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Thank you

Let’'s connect!




