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SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 8-K

CURRENT REPORT

Pursuant to Section 13 or 15(d) of the

Securities Exchange Act of 1934

Date of Report (Date of earliest event reported): June 24, 2026

CASEY'S GENERAL STORES, INC.

(Exact name of registrant as specified in its charter)

	
	Iowa

	
	(State or other jurisdiction of incorporation)

	001-34700
	42-0935283

	(Commission File Number)
	(I.R.S. Employer Identification Number)

	
	One SE Convenience Blvd., Ankeny, Iowa
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	50021
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	515/965-6100

	
	(Registrant's telephone number, including area code)

	
	NONE

	
	(Former name or former address, if changed since last report)



Check the appropriate box below if the Form 8-K filing is intended to simultaneously satisfy the filing obligation of the registrant under any of the following provisions (see General Instruction A.2. below):

· Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)

· Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)

· Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))

· Pre-commencement communications pursuant to Rule 13e-4(c) under the Exchange Act (17 CFR 240.13e-4(c))

Securities registered pursuant to Section 12(b) of the Exchange Act:

	Title of each class
	Trading Symbol(s)
	Name of each exchange on which registered

	Common Stock, no par value per share
	CASY
	The NASDAQ Global Select Market



Indicate by check mark whether the registrant is an emerging growth company as defined in Rule 405 of the Securities Act of 1933 (230.405 of this chapter) or Rule 12b-2 of the Securities Exchange Act of 1934 (§240.12b-2 of this chapter). ☐

If an emerging growth company, indicate by check mark if the registrant has elected not to use the extended transition period for complying with any new or revised financial accounting standards provided pursuant to Section 13(a) of the Exchange Act ☐
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Item 7.01. Regulation FD Disclosure

As previously announced, on June 24, 2026, Casey's General Stores, Inc. will host its 2026 Investor Day in New York City. A copy of the presentation that will be utilized during the event is attached as Exhibit 99.1 and is incorporated herein by reference.

The information contained in this Item, including the presentation attached as Exhibit 99.1, is being furnished and shall not be deemed “filed” for purposes of Section 18 of the Securities Exchange Act of 1934, as amended, or otherwise subject to the liabilities of that Section, and shall not be incorporated by reference into any registration statement or other document filed under the Securities Act of 1933, as amended, or the Exchange Act, except as shall be expressly set forth by specific reference in such filing.

Item 9.01. Financial Statements and Exhibits

	(d) Exhibits.
	
	

	Exhibit No.
	
	Description
	

	99.1
	
	2026 Investor Day Presentation dated June 24, 2026

	104
	
	
	Cover Page Interactive Data File (embedded within the Inline XBRL document)

	
	
	
	
	



SIGNATURE

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned, hereunto duly authorized.

CASEY'S GENERAL STORES, INC.

Dated: June 24, 2026	By:	/s/ Stephen P. Bramlage, Jr.
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Stephen P. Bramlage Jr.

Chief Financial Officer
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GROW THE NUMBER OF UNITS

DUAL-ENGINE UNIT GROWTH: NEW BUILDS

Data-Driven New Store Growth

Prioritize highest impact markets
using robust network planning

Select best sites
identified by sophisticated data models

Optimize formats
for population
and traffic

Caseys

New Builds vs Existing Store Performance

~+98% ~+22% ~+70%

Fuel Gallons Sold Inside Sales EBITDA

Existing Stores M New Builds
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GROW THE NUMBER OF UNITS

[——— SIGNIFICANT WHITE
B SPACE TO GROW
CASEY’S STORE COUNT

Existing store network
efficiently serviced primarily
by three company-owned

distribution centers

Caseys
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GROW THE NUMBER OF UNITS

P — SIGNIFICANT WHITE

Casey's nsdeDC footprint

4 permamcaree SPACE TO GROW
CASEY’S STORE COUNT

White space inside
existing distribution
footprint

~75% of towns up to 20,000
people within existing DC footprint
do NOT have a Casey’s
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GROW THE NUMBER OF UNITS
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i Casey's urside OC foctprint

SIGNIFICANT WHITE
SPACE TO GROW
CASEY’S STORE COUNT

New third-party
distribution
capability adds even

more whitespace
for disciplined pursuit of
highly strategic acquisitions

(bl

Casey’s Note: Dots areillustrative of white space growth opportunities 8
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Casey’s

Video:
Built the Casey’s Way
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Store continuous improvement (Cl) is
enhancing operating leverage.

Store Cl disciplines are scaling enterprise-wide

with robust pipeline of identified projects.

Kitchen transformation to make
kitchens more efficient to support
accelerating food and beverages.
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ENHANCE OPERATIONAL EFFICIENCY

HIGHLIGHTING OUR SUCCESSES FROM STORE
CONTINUOUS IMPROVEMENT

GOALS FROM 2023

FY26 OpEx ACTIONS TAKEN RESULTS

INVESTOR DAY

Completed 50 process

OBJECTIVES improvements focused on reducing
A Operating +6%
Continue making the store more non-value-added complexity Expenses +2%
efficient by simplifying operations at * Smart Safe p—
scale to drive significant cost savings (2)%
57% + Labelmaker
+ Voice of our stores
+ Outsource laundry
+ Streamline communications
* 5% cumulative reduction
* Eliminate complexity
in same-store labor hours
+ Labor management
* ~70ppt reduction in store team
member tumnover
OpEx % growth < EBITDA % growth
* Guest OSAT and team member FY10-FY20 FY20-FY23 || FY23-FY26
engagement reached all-time highs

Caseys %
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ENHANCE OPERATIONAL EFFICIENCY

EXPANDING FROM STORE TO ENTERPRISE
CONTINUOUS IMPROVEMENT

FY26 Operating Expenses

Next 3YR Objective

Create capacity for accelerating food and
beverage sales without 1:1 OpExincrease

Next 3YR Objective

Enhance operating leverage to grow
Store store count without 1:1 OpEx increase
Employee

Workstreams OpEx Workstreams

Simplify store employee operations Optimize store non-employee OpEx

* Prepared Food packaging optimization 0, Streamline merchandising & supply
* Digitize cigarette audits 4 3 A’ chain processes
* Windshield washer fluid automatic refill Automate more admin & transactional work

* Transform our kitchens Reassess how work gets done

30 projects identified

>150 projects identified

OpEx % Growth < EB

A % Growt

Caseys
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TRANSFORM OUR KITCHENS:

SIMPLIFICATION IS ESSENTIAL TO NEW PLATFORM GROWTH

/

ENHANCE
SYSTEMS

Make the kitchen more efficient by putt
the right equipment in the right place
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SCALABLE FOUNDATION

KEY MESSAGES

Existing centralized foundation enables store
growth without linear cost growth.

Al is a tool in our toolbox already being used.

Fuel is both a business unit and a facilitator
of optionality across the business.

l
|

| 1

{
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SCALABLE FOUNDATION

CENTRALIZED, SCALABLE FOUNDATION
SUPPORTS GROWING UNIT COUNT

Requires less incremental investment as stores are added,
improving efficiency and profitability

i

STORE COUNT

INCREASING OPERATING LEVERAGE / PROFITABILITY —_— =
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SCALABLE FOUNDATION

TARGETED USE OF Al TO INCREASE OPERATING

LEVERAGE AND PROFITABILITY

Actionable
Insights

Enhance
Productivity

Resilient and
Agile Technology

Caseys

Al-enabled insights for decision making

Faster, clearer and more consistent insights generation

Al in Support of Enterprise Continuous Improvement

Prioritize opportunities, remove friction and implement solutions

Al as a Developer Assistant

Improve standards, replace tech debt and increase throughput

Al in Action

0 Guest hyper-personalization

° Real estate site selection

° Demand forecasting and planning
o Actionable store insights

e Fuel procurement optimization





image107.png
SCALABLE FOUNDATION

CASE STUDY 1 | AI-ENABLED DEMAND FORECASTING AND PLANNING

From: fragmented, manual To: fully integrated, forecast-driven

replenishment model operating platform

COMPLETED
* Distribution Center replenishment

Goals Outcomes

nprovement

Improve store in-stock levels «  Store replenishment — center store

merchandise availability

Simplify store ordering reduction in store order NEXT STEPS
process lines manually adjusted
«  Store replenishment — food ingredients

reduction in warehouse «  Direct to store delivery suppliers
inventory dollars

Reduce working capital
« 3rd party distribution partners

Increase DC capacity The availabi of forward-looking

data is transforming our supply
chain from reacting to orchestrating

Reduce material handling
costs order size

Caseys
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SCALABLE FOUNDATION

CASE STUDY 2 | AI-ENABLED ACTIONABLE STORE INSIGHTS

Opportunity: Field Leadership is spending time and

energy identifying stores to visit throughout the week

Al TOOL

synthesizes multiple pieces of data into a
digestible deliverable for Field Leadership,
in a fraction of the time

OUTCOME

more impactful site visits for better action

planning and problem solving

Reduced field leadership time spent
on weekly planning

Caseys
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SCALABLE FOUNDATION

A RESILIENT, INTEGRATED FUEL SUPPLY CHAIN FOUNDATION

SUPPLY
Robust supply contracting with advantaged rack
supply to optimize procurement cost and f

SELF-SUPPLY AND RISK MANAGEMENT
Self-supply capability, supported by

management, generating additional optionality
and value

terminal asset
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SCALABLE FOUNDATION

FROM CAPABILITY TO COMPOUNDING GROWTH

PROCUREMENT &
TRANSPORTATION

Advantaged cost d
procurement capabil

en by

Transportation network allows for
flexibility and value generation

Self-supply unlocks another value
driver and adds flexibility

~2B gallons

delivered by Casey's fleet,
+20% YoY

Capabill

RETAIL PRICING &
PROGRAMS

market positioning

Consistent value proposition

Allows for third-party
marketing relationships

~370

stores with high speed
el fuel lanes

SCALE

More stores, more gallons,
more scale benefits

B2B opportunities: fleet,
dealer, and wholesale

Fuelintegration s typically
an M&A synergy

8275

dealer and commercial
customers

ies are amplified with scale, driving

ratable total gallon growth and asset utilization

Total Gallons Sold

In Millions

+32%

FY23 FY26
M Gasoline M Diesel
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SCALABLE FOUNDATION

NEXT 3-YEAR FOCUS AREAS

OPTIMIZE THE PORTFOLIO »

SCALE PHYSICAL SUPPLY ))

CHAIN ADVANTAGE

INTEGRATION BENEFIT »

GROW TOTAL GALLONS RATABLY ))
'WITH DISCIPLINE

Caseys

OUR PLAN TO GET THERE

Over the next three
years, we plan to
further leverage our
scale and capabilities
to help deliver on our
winning fuel strategy
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SCALABLE FOUNDATION

FUEL AS PART OF THE
SCALABLE FOUNDATION

The foundation i

and proven successful

driving performance,
but evolving
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TEAM MEMBER VALUE PROPOSITION

TMVP IS FOUNDATIONAL TO SUSTAINING EXCELLENCE

PROVIDE
CAREER GROWTH

Strengthen talent
management practices
Hyper-personalized,
user-generated and locally
delivered leader development

Caseys

SUPPORT
TOTAL WELLBEING

Provide meaningful benefits
while controlling costs
Communication campaigns that
drive engagement in total
rewards offer

LIVE
CASEY’S CARES

Embed culture of
continuous improvement

Continued focus on simplification

GROW TEAM
MEMBER ENGAGEMENT

Develop deeper insights to sustain
or improve engagement and
commitment
Elevate and modernize the
recognition culture
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TEAM MEMBER VALUE PROPOSITION

DELIVERING POSITIVE RESULTS
FOR ALL STAKEHOLDERS

RESULTS

Centralized hiring

[}
¥ @ Removed non-value-added tasks FEWER HOURS
) 3-year cumulative GUEST OVERALL
3 @ Streamlined processes same-store labor hours SAlSiaciion
s = (All-time High)
o Digitized store experiences
d
o LOWER TURNOVER
< (D Established store, driver, and service tech advisory boards in store team members
e from FY24 to FY26
= © Added kitchen manager bonus program
=
< HIGHER
; © New and enhanced leader development programs ENGAGEMENT

team member scores
@ Store, district, and regional leader pay investments all 3 years

Casey’s 108
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TEAM MEMBER VALUE PROPOSITION

STRONG LEADERSHIP PIPELINE SUPPORTS

FUTURE STORE GROWTH

Role Clarity

Clear definitions for advancement

Centralized Hiring

Leaders can focus on the job and
quality of hires improve

District Manager in Training Program

Equips leaders to coach and
develop the bench

Caseys

STORE |
MANAGER

KITCHEN
MANAGER

CENTER STORE |

MANAGER o:

STORE TEAM
MEMBER
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TEAM MEMBER VALUE PROPOSITION

PROVIDE CAREER GROWTH

Extended Leadership Team

STRONG EXTERNAL

PARTNERS

delivering outstanding training
and leadership

GREAT TENURE

resulting in a dedicated
and motivated leadership team
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TEAM MEMBER VALUE PROPOSITION

TALENT MANAGEMENT

& DEVELOPMENT
Career Growth
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APPENDIX

RECONCILIATION OF NON-GAAP FINANCIAL MEASURES: NET INCOME
TO EBITDA

Net income to EBITDA Fo7 Fo3 Y09 FY10 Fri1 Fr12 Fr13 Fria Fis Fr16
Net income $ 61211 $ 84891 $ 85690 $ 116962 $ 105973 $ 114,694 $ 103,814 $ 126820 $ 180,628 $ 225982
Interest, net 11184 9,792 10,626 10933 28,497 35192 35,265 33,915 41,225 40173
Federal and state incometaxes 34205 49,051 53,425 64,620 56,614 65276 59,802 66824 101397 122724
Depreciation and amortization 63895 67,607 69,406 73546 82355 96552 111,823 131,160 156111 170937
Loss on discontinued operations, net of tax benefit 1,651 113 sa - - - - - - -
EBITDA $ 172,146 $ 211454 $ 219,201 $ 266,061 $ 273439 $ 311,714 $ 310,704 $ 364719 $ 479,361 $ 559816
Net income to EBITDA Fy17 Fr13 Y19 FY20 Fr21 22 Fv23 Fa F25 Fr26
Net income $ 177485 $ 317,903 $ 203,886 $ 263,846 S 312900 $ 339,790 $ 446,691 $ 501972 $ 546520 $ 714448
Interest, net 41,536 50,940 55,656 53419 46,679 56972 51,815 53,441 83951 96,634
Federal and state incometaxes 92,183 (103,466) 59,516 78,202 94470 100938 140,827 154,188 165329 222575
Depreciation and amortization 197,629 _ 220,970 _ 244,387 _ 251174 _ 265195 _ 303541 _ 313,131 _ 349797 _ 403647 __ 449958
EBITDA $ 508833 $ 486,347 $ 563,445 S 646641 S 719244 $ 801241 $ 952,464 $1,059,398 $1200,047 $1483615
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APPENDIX

RECONCILIATION OF NON-GAAP FINANCIAL MEASURES: ROIC AND
FREE CASH FLOW
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The presentation

FORWARD-LOOKING STATEMENTS

This presentation contains statements that may constitute.
forward-looking statements within the meaning of the Private
Securities Litigation Reform Act of 1995, including those related to
the expectations for future periods, possible or assumed future.
results of operations, financial conditions, liquidity and related
sources or needs, business and)/or integration strategies, plans and
symergies, supply chain, growth opportunities, and performance at
our stores. There are a number of known and unknown risks
uncertainties, and other factors that may cause our actual results
to differ materiall from any results expressed or implied by these
forward-looking statements, including but not fimited to the
execution of our strategic plan, the integration and financial
performance of acquired stores, wholesale fuel, inventory and
ingredient costs, distribution challenges and disruptions, the
impact and duration of conflicts in oflproducing regions or other
geopolitical distuptions, as well as other risks, uncertainties and
factors which are described in the Company's most recent annual
report on Form 10-K and quarterly reports on Form 10-Q, as filed
with the Securities and Exchange Commission and available on our
website. Any forward-looking statements contained in this
presentation represent our current views s of the date of this
presentation with respect to future events, and Casey's disclaims
any intention or obligation to update or revise any forward-looking
statements n the presentation whether as a resut of new.
information, future events, or othenvise.

Caseys

dated as of June 24, 2026 and speaks as of the date unless otherwise specified.

USE OF NON-GAAP MEASURES

This presentation includes references to "EBITDA," which we define s net income before net interest expense, income taxes, and
depreciation and amortization. EBITDA is not presented in accordance with accounting principles generally accepted in the United
States ("GAAP" ). We believe EBITDA is useful to investors in evaluating our operating performance because securities analysts and
other interested parties use such calculations a5 a measure of financial performance and debt service capabilites, and it i regularly
used by management for internal purposes including our capital budgeting process, evaluating acquisition targets, and assessing
store performance. EBTDA is not a recognized term under GAAP and should not be considered a substitute for net income, cash
Flows from operating activities or other income or cash flow statement data. This presentation also includes references to “free cash
Flow,” which we define as net cash provided by operating activites less purchases of property and equipment. Free cash flow isnot
presented in accordance with GAAP. We believe free cash flow is useful to investors in evaluating our cash generation because
securities analysts and other interested parties use such calculations as a measure of financial performance, liquidity, and debt
service capabilities, and ft s regularly used by management for internal purposes including our capital budgeting process, evaluating
acquisition targets, and evaluating debt service. This presentation also includes references to “return on invested capital” or “ROIC,"
which we define as operating profit after taxes (net income, plus net interest expenses, income taxes, tax effected) diided by
average invested capital. ROIC is not presented in accordance with GAAP. We believe ROIC is useful to investors as a measure of
financial performance and prudent capital alocation and is regularly used by management for intemal purposes including our capital
budgeting process, evaluating acquisition targets and assessing company performance. Neither EBITDA, free cash flow, nor ROIC are.
recognized terms under GAAP and should not be considered a substitute for net income, net cash provided by operating activities or
other income or cash flow statement data. EBIDA, free cash flow, and ROIC have limtations as an analytical too), and should not be.
considered n isolation or as a substitute for analysis of our results as reported under GAAP. We strongly encourage investorsto
review our financial statements and publicly iled reports in their entirety and not to rely on any single financial measure. Because
non-GAAP financial measures are not standardized, EBMDA, free cash flow, and ROIC, as defined by us, may not be comparable to
similarly ttled measures reported by other companies. It therefore may not be possible to compare our use of this non-GAAP.
financial measure with those used by other companies. For reconciliations of EBITDA, free cash flow, and ROIC to GAAP net income.
and net cash generated by operating activites, for the completed applicable period shown, see the appendix attached hereto.
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Today’s Agenda

Evolving our Strategy
Darren Rebelez | President & Chief Executive Officer

Proven Financial Execution

Steve Bramlage | Chief Financial Officer
The Guest

Tom Brennan | Chief Merchandising Officer

Accelerate Food and Beverage
Brad Haga| SVP, Prepared Food & Dispensed Beverage

[ Break

Grow Units & Enhance Operational Efficiency
Ena Williams | Chief Operating Officer

Scalable Foundation
Ena Williams | Chief Operating Officer;

Team Member Value Proposition
Chad Frazell | Chief Human Resources Officer

Why Invest in Casey’s
Darren Rebelez | President & Chief Executive Officer

D LuncH

Q&A

Executive Leadership Team

Nathaniel Doddridge | SVP, Fuels
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and delivered on our commitments under the plan

including our unique rural footprint, restaurant-quality
prepared food, vertical integration, 100% company owned
and operated retail stores, and consolidated scale

, strengthening our advantages
as many competitors face secular headwinds

has multiple levers for growth and efficiency with a strong
runway in prepared food, private brands and fuel
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CASEY’S IS A STAPLE FOR MILLIONS OF AMERICANS

25

consecutive years of
inside same-store
sales! growth

27 consecutive years
of dividend increase
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store chain in the ' - o . o ’
United States’ . e (5 A
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CASEY’S SITS AT THE INTERSECTION
OF CONVENIENCE AND QSR
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AN INTRODUCTION TO CASEY'S

CASEY’S HAS UNIQUE COMPETITIVE ADVANTAGES
IN THE CONVENIENCE AND QSR RETAIL LANDSCAPES

DIFFERENTIATOR

gg\f UNIQUE * ~2/3"% of stores in towns of 20K people or fewer
FOOTPRINT

« Prepared food is alarger % of inside sales mix!
PREPARED FOOD
* 5% |argest pizza chain in the US.

DA CED * Rewards platform with ~11M (and growing) members
TECHNOLOGY * Alinfused re:

ent and agile tech stack

VERTICAL « Products inside store delivered from owned di n centers

LNIEGEATION « Fuel delivered from owned tanker fleet

* 3'|argest US convenience retailer in highly fragmented industry

CONSOLIDATED + 100% company owned and operated retail stores
SCALE

BENEFIT

+ Stronger market position in rural areas;
generally less expensive to build, buy, and operate units

+ Food sales across all dayparts, with high quality
differentiated products and best-in-class margins®

* Higher transaction value, more frequent visits, and
personalized marketing to influence guest behavior

« Positive control over value chain that enables service
to rural areas and di

+ Stronger business relationships with strategic vendors

+ Enables speed to market through end-to-end control
that strengthens both upstream partnerships with
vendors and downstream execution at stores

10
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AN INTRODUCTION TO CASEY'S

CASEY’S “CONVENIENCE QSR” OPERATING MODEL CREATES
FLYWHEEL EFFECT FOR COMPOUNDING EARNINGS GROWTH

g e

ECONOMIC &
MARGIN

GUESTS &
TRAFFIC

RESILIENCE
& RISK
DIVERSIFICATION

Shared labor and fixed costs across 3 lines of business
Mix shift to higher-margin categories expands overall
margin profile

Strong operating leverage as incremental sales scale
through a single cost base

One-stop destination increases trip frequency

and convenience

Cross-category attachment drives higher basket sizes
Mission trips relevant to all dayparts

Balanced revenue streams mitigate earnings volatility
Multiple demand drivers reduce reliance on any
single category

More predictable cash flow supported by diversified,
recurring trips across missions
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AN INTRODUCTION TO CASEY'S

OUR MODEL HAS A LONG TRACK RECORD OF COMPOUNDING SUCCESS

FY10-FY20 FY20-FY23 FY23-FY26
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to order a pizza from 11t0 3 Expanded delivery to over 2,000

locations
Continuing to expand digital

assortment to include full liquor, wine, Delivery orders up 30% in FY26
and nicotine alternative assortment
where permitted

FREsipsip

DELIVI HOORAY!

Get your favorites

delivered to you
. ok
Jp— 5
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..DRIVING INCREASED INVESTMENT IN CASEY’S
ACCESS FROM OUR VENDOR PARTNERS
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OMNI-CHANNEL MA

OMNI CHANNEL STRATEGY IS ACCELERATING DIGITAL SALES

Our guest-centric category management, marketing, and digital are driving growth

Digital vs Call-in Mix

Digital Order
Same-Store Sales

 Digitalsales ] Offline sales
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Pizza has been successful for a long-time,
yet still inno

Other food and beverage items are now
at a Casey’s level of

form, and it is
winning us another occasion

| Casey’s branded products are
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ACCELERATE FOOD AND BEVERAGE

OUR MENU
HAS GROWN
BEYOND PIZZA

WINNING
EVERY OCCASION

Caseys
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ACCEL

PIZZA IS THE CROWN JEWEL, AND WE ARE
INNOVATING AND EXECUTING AT A HIGH-LEVEL...

00D AND BEVERAGE

Pizza Certification

Twisted Pepperoni  BBQ Brisket $10 Any Large

Ultimate Meat Jalapeno Popper 40% off during College Football Asset Improvements

Kitchen Simplification

Four Cheese Chorizo Breakfast 40% off during College Basketball
T 13
Sweet Heat Bacon Cheeseburger oumnamen

Thin Crust Thursday

1-Represents average per store day saes dollars during FY25.
2~ Represents average per store day unitsduring FY26.
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ACCELERATE FOOD AND BEVERAGE

... RESULTING IN STRONG PERFORMANCE AND SHARE GAINS

Casey’s vs. Pizza QSR Peers! same-store sales

Pizza QSRs M Casey's PF&DB

~60(y of Casey’s stores in DMAs
16% (1] with #1 pizza market share?

~40(y of Casey’s stores growing
FRAE06 26, (VB whole pie units double-digits %
3YR Cumulative

Casey’s Is Outperform
Pizza QSR Comp«

Caseys
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ACCELERATE FOOD A

WE HAVE HIGH-QUALITY AND ABUNDANT
PRODUCTS OUTSIDE OF PIZZA

=
T

LUNCH SANDWICHES BAKERY GROWTH DISPENSED GROWTH
+26% 3vrcacr +8%  svrcacr +59%  svrcacr

Note: 3YR CAGRS represent averageper storeday sales dofars from F123 t0 7126
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Casey’s

Video:
Casey’s Innovation Process
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CELERATE FOOD A

% 2 Phase 1
Plan: Scale to remainder of Casey’s FY26 Ankeny DC DMAs -

over next two fiscal years Phase 2 A%
FY27 Terre Haute DC DMAs
@ Phase 2-CEFCO
CEFCO
Phase 3
FY28 Jopiin DC DMAS

Low competition =
high opportunity

~50% of Casey’s stores do not have a
nal pizza or wing chain competitor
within 5 miles

Wings as a meal

Guests with a wings-only basket have increased
their prepared food order frequency by 30%
since their first wings order

Wings with pizza

Guest who add wings to their pizza purchase
have 50% larger baskets
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ACCELERATE FOOD AND BEVERAGE

THE CASEY’S BRAND IS HIGH-QUALITY AT A GREAT VALUE FOR GUESTS

Growing SKU Count Scaling Across The Store

~20% Growth In Past 3 Years Participate In
in the Grocery & General

Merchandise Categories ~ 5 0%

of Grocery & General
Merchandise Categories

20

Caseys

Meaningful Contributions

Total Inside Sales

Bl —
7%

Total Inside Gross Profit

60%

7

%

Ntionalbrands [ Casey'sbrand: [ Casey's brand:
PraDB GaGM
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ACCELERATE FOOD AND BEVERAGE

OUR PROVEN MERCHANDISING STRATEGY IS TAKING SHARE
ACROSS THE QSR AND CONVENIENCE INDUSTRIES

PF&DB Traffic PF&DB Sales ($)

Cumulative % Change Indexed to FY23 Cumulative Same-Store Sales% Change Indexed to FY23

e Casey's APSD PFEDB Traffic —Casey's PFEDE
2
====-Public QsRs

2
~~-Public Pizza QSRS
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Long track record of ratable unit growth

Significant white space opportunity
supports long runway of future growth

Dual-engine approach delivers consistent
unit growth at highly attractive economics
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GROW THE NUMBER OF UNITS

LONG TRACK RECORD OF
RATABLE UNIT GROWTH

Number of Stores by Fiscal Year 354 stores

W e sics
W scauseons

== Ending Store Count

1,978

IN 3 YEARS
FY27 —FY29
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GROW THE NUMBER OF UNITS

DUAL-ENGINE UNIT GROWTH: DISCIPLINED SMALL DEAL M&A

Average Single Site Investment Advantages

1 New build-equivalent returns at below replacement cost

2 <10x purchase price multiples? significantly lower than Casey’s trading
multiple driving low-risk value creation

3 Typical synergies 30% - 50% of seller’s TTM EBITDA?

« Prepared foods and private brands
* Self-distribution

* Leveragescale

Highly fragmented convenience store market provides

long runway for unit growth at attractive economics
New Build Acquisition

resentsalkin invegment including
4 on seller-provided tailing

€, rebranding, and remode!
totransaction and precC:

1

Caseys

&
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GROW THE NUMBER OF UNITS

CASE STUDY | SINGLE STORE ACQUISITIONS

CASEY’S M&A STRATEGY IS A DIFFERENTIATED GROWTH
LEVER THAT ACCELERATES UNIT AND EARNINGS GROWTH

Walnut, IL Conversion Playbook Success E

Acquired at attractive economics below
f S 5
BEFORE

replacement cost

+10% +75%
vs. pre-remodel vs. pre-remodel
Converted to full Casey’s offering with
rebranding and remodel|

Meaningful inside performance uplift driven
by introduction of proprietary prepared food
program

Attractive return profile delivers mid-teen
returns by year three

Scalable playbook with significant runway in a
highly fragmented convenience store industry

© ® ® ® O

Fuel Gallons Sold Inside Sales
Seller before transaction [l Casey’s post-remodel

Caseys





