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and recent trends



Conclusions

❑ Big picture – the grocery and national brand packaged food industries are undergoing significant disruption. 

Disruption is typically fantastic for off-price / liquidation retail as the supply of attractive product increases. 
OLLI’s results and commentary affirm that view. And so why is GO challenged to fill its shelves with loads of 

WOW! bargains?

❑ California’s closures look like a normal clean-up exercise of older, low-performance locations

❑ New Jersey and Ohio were mistakes; we expect further closures as leases allow.  

❑ FQ1 QTD’s traffic and ticket look sequentially worse. On a 3-yr comp CAGR basis, traffic looks -100bps QoQ 
and ticket -200bps QoQ. All told, the comp should be in the -2.2% range, aligned with guidance.
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Advan’s Data
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Geofenced Target and its parking lot in Longview, TX

Advan Data

Estimated contextualized activity at any 
place in the US

❑ Aggregated foot traffic data sourced 

from mobile phones (lat/long/ID), about 

12% of the US population.

❑ Overlayed on millions of locations in 

the US. We also have CN and EU.

❑ Phones overlaid and tagged with 

Census data + other pattern data 

providing demographic and 

psychographic profiles of the activity 

aggregated at the CBG level.

❑ Significant coverage of independent 

establishments and non-consumer 

entities (our geofences).

❑ Panel has broad coverage of the US 

population, including young adults, 

single-family HHs, and retirees.

❑ Organized into ticker-level estimates, 

cohorts, and NAICS codes.
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National Brand’s Crucible – See the recent results and comments from GIS, CAG, CPB, and LW

Center store volume going 

to club+mass+AMZN from 

higher margin regional 

conventional grocers

Share-of-Stomach

going to Better-for-You, 

including produce

Share-of-Stomach

going to private label

MAHA

Assistance Program

cut-backs

GLP-1s
Consumers demanding 

better innovation

Ongoing cost inflation

No pricing power & Federal 

scrutiny of current price levels
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Impact on CPG from Share-Shift to the Mighty-5

Blog story: The Latest from the Grocery Aisle - Not More of 

the Same: Results from Kroger, Costco, and Campbell’s

➢ The CPG industry’s more profitable channel looks set 

for another year ahead of sharp declines in volume.

FQ4 Results from DG and OLLI: OLLI benefiting from disruption in 
the food retail sector

Walmart’s FQ4 – A different business now (and a new sheriff)

Quarterly Results from Costco and Kroger: New (ish) CEOs, but no new strategies

$billions 2025 2026 YoY
Food & Bev at Home $1,302 $1,341 3.0%

Walmart $287 $300 4.5%
Sam's $64 $69 7.0%
Costco $119 $127 7.0%
Amazon $120 $138 15.0%
Aldi+TJ $64 $71 11.0%
Remainder $648 $636 -1.8%

% Produce 39.0%
$253 $260 3.0%

% Non-Produce 61.0%
$395 $376 -4.9%

Sources: BEA PCE Table 2.4.5U, Dec. '25 release, Circana, and Advan Research 

Ongoing Pressure for 
Center Store Categories at Conventional Grocers

https://advanresearch.com/mobility-insights-blog/the-latest-from-the-grocery-aisle-not-more-of-the-same-results-from-kroger-costco-and-campbells/
https://advanresearch.com/mobility-insights-blog/fq4-results-from-dg-and-olli-olli-benefiting-from-disruption-in-the-food-retail-sector/
https://advanresearch.com/mobility-insights-blog/fq4-results-from-dg-and-olli-olli-benefiting-from-disruption-in-the-food-retail-sector/
https://advanresearch.com/mobility-insights-blog/walmarts-fq4-a-different-business-now-and-a-new-sheriff/
https://advanresearch.com/mobility-insights-blog/walmarts-fq4-a-different-business-now-and-a-new-sheriff/
https://advanresearch.com/mobility-insights-blog/walmarts-fq4-a-different-business-now-and-a-new-sheriff/
https://advanresearch.com/mobility-insights-blog/quarterly-results-from-costco-and-kroger-new-ish-ceos-but-no-new-strategies/
https://advanresearch.com/mobility-insights-blog/quarterly-results-from-costco-and-kroger-new-ish-ceos-but-no-new-strategies/
https://advanresearch.com/mobility-insights-blog/quarterly-results-from-costco-and-kroger-new-ish-ceos-but-no-new-strategies/
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Shared Weekly
Property Name City Opened State Rank Visits 2024%Δ Visitors Freq Visitors SPSF #Faith&Football#FamilyOutposts#BabiesBurbs&Blessings#MidasMight#JohnDeereCountry

2900 Sperry Ave Patterson east-East Bay, lots of competition 8/29/2023
315 Panno Dr Brawley south of Salton Sea 6/27/2022
Citrus Ave Azusa LA region, east of LA central older
350 N 2nd St El Cajon east of San Diego, lots of comp older 83 of 261 121,243 2.91% 20,620 5.9 29.26% $12.09 0.02 1.77 2.17 0.22 0.00
13345 Poway Rd Poway NE of San Diego older 141 of 261 101,325 -1.63% 37,516 2.7 15.92% $10.58 0.00 28.00 0.59 1.75 0.00
120 N China Lake Blvd Ridgecrest small town near Death Valley 9/23/2020 224 of 261 64,839 -7.41% 14,417 4.5 2.56 0.00 7.82 0.00 10.66
2001 W Whittier Blvd La Habra lots of competition older 229 of 261 61,566 6.55% 19,592 3.1 31.62% $8.70 0.00 0.17 0.79 0.00 0.00
14868 W Whitesbridge Ave Kerman small town, Central Valley 5/13/2021 235 of 261 57,900 4.14% 28,493 2.0 10.41% $7.81 0.03 0.03 0.18 0.02 0.02
4420 Ontario Mills Pkwy Ontario top center, lots of competition 7/9/2019 243 of 261 54,362 -29.69% 27,419 2.0 48.56% $8.05 0.04 0.07 0.56 0.02 0.01
Closure Average 76,873 -4.2% 24,676 3.1 27% $9.45
CA Average 111,418 6.8% 38,403 2.9 18% $12.90 0.43 0.86 1.73 0.34 0.62
Ratio 0.69 0.64 1.54 0.73

California – Closing 9 out of 261
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❑ Advan has data on 6 of the 9 (we are adding the 3 missing ones)

❑ Of the 6, two are near the average for CA

❑ Of the 9, only 2 are newer stores

1
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California – Closing 9 out of 261
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❑ The Ontario Mills location is in a top-performing mall, but it has a lot of competition and a very high level 

of shared visits, which is shared customers to another GO location. Same for the La Habra location

❑ Ridgecrest and Kerman may be just too small of a market to support a GO store

Shared Weekly
Property Name City Opened State Rank Visits 2024%Δ Visitors Freq Visitors SPSF #Faith&Football#FamilyOutposts#BabiesBurbs&Blessings#MidasMight#JohnDeereCountry

2900 Sperry Ave Patterson east-East Bay, lots of competition 8/29/2023
315 Panno Dr Brawley south of Salton Sea 6/27/2022
Citrus Ave Azusa LA region, east of LA central older
350 N 2nd St El Cajon east of San Diego, lots of comp older 83 of 261 121,243 2.91% 20,620 5.9 29.26% $12.09 0.02 1.77 2.17 0.22 0.00
13345 Poway Rd Poway NE of San Diego older 141 of 261 101,325 -1.63% 37,516 2.7 15.92% $10.58 0.00 28.00 0.59 1.75 0.00
120 N China Lake Blvd Ridgecrest small town near Death Valley 9/23/2020 224 of 261 64,839 -7.41% 14,417 4.5 2.56 0.00 7.82 0.00 10.66
2001 W Whittier Blvd La Habra lots of competition older 229 of 261 61,566 6.55% 19,592 3.1 31.62% $8.70 0.00 0.17 0.79 0.00 0.00
14868 W Whitesbridge Ave Kerman small town, Central Valley 5/13/2021 235 of 261 57,900 4.14% 28,493 2.0 10.41% $7.81 0.03 0.03 0.18 0.02 0.02
4420 Ontario Mills Pkwy Ontario top center, lots of competition 7/9/2019 243 of 261 54,362 -29.69% 27,419 2.0 48.56% $8.05 0.04 0.07 0.56 0.02 0.01
Closure Average 76,873 -4.2% 24,676 3.1 27% $9.45
CA Average 111,418 6.8% 38,403 2.9 18% $12.90 0.43 0.86 1.73 0.34 0.62
Ratio 0.69 0.64 1.54 0.73



California – Trade Area Types – Negative vs Positive
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❑ El Cajon has an above-average ranking and a favorable customer mix. Maybe the rent request is too high.

❑ That may also be the case for Poway. Also, maybe the affluence is way too high. 

❑ Maybe the locations are more valuable to other brands, which are bidding up the lease price.

❑ Given that both are older locations, maybe GO is just not re-signing the leases.

Shared Weekly
Property Name City Opened State Rank Visits 2024%Δ Visitors Freq Visitors SPSF #Faith&Football#FamilyOutposts#BabiesBurbs&Blessings#MidasMight#JohnDeereCountry

2900 Sperry Ave Patterson east-East Bay, lots of competition 8/29/2023
315 Panno Dr Brawley south of Salton Sea 6/27/2022
Citrus Ave Azusa LA region, east of LA central older
350 N 2nd St El Cajon east of San Diego, lots of comp older 83 of 261 121,243 2.91% 20,620 5.9 29.26% $12.09 0.02 1.77 2.17 0.22 0.00
13345 Poway Rd Poway NE of San Diego older 141 of 261 101,325 -1.63% 37,516 2.7 15.92% $10.58 0.00 28.00 0.59 1.75 0.00
120 N China Lake Blvd Ridgecrest small town near Death Valley 9/23/2020 224 of 261 64,839 -7.41% 14,417 4.5 2.56 0.00 7.82 0.00 10.66
2001 W Whittier Blvd La Habra lots of competition older 229 of 261 61,566 6.55% 19,592 3.1 31.62% $8.70 0.00 0.17 0.79 0.00 0.00
14868 W Whitesbridge Ave Kerman small town, Central Valley 5/13/2021 235 of 261 57,900 4.14% 28,493 2.0 10.41% $7.81 0.03 0.03 0.18 0.02 0.02
4420 Ontario Mills Pkwy Ontario top center, lots of competition 7/9/2019 243 of 261 54,362 -29.69% 27,419 2.0 48.56% $8.05 0.04 0.07 0.56 0.02 0.01
Closure Average 76,873 -4.2% 24,676 3.1 27% $9.45
CA Average 111,418 6.8% 38,403 2.9 18% $12.90 0.43 0.86 1.73 0.34 0.62
Ratio 0.69 0.64 1.54 0.73

California – Shopper Types – Negative vs Positive



Where Poway’s Live (NE of San Diego): Costco country 
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Family Outposts: #1 Shopper of Poway  -- 28.1% of visits
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Fresno on Tulare – Lots of shared visits

14Fresno on Tulare



New Jersey – Closing 6 out of 9
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❑ Advan has data on 7 of the 9

❑ 2 not on the list are recent openings. Keeping Hamilton?

❑ On the list, Gibbstown? And Delran?

1

2

Opening National Shared
Store Name City Date SQFT Rank Visits Visitors 2024%Δ FREQ Visitors #FamilyOutposts#Faith&Football#MidasMight#JohnDeereCountry#SkyHigh

nationwide average 101,330 34,866 3.2
Not on the list

Medford 792 200 Tuckerton Road Medford 8/20/2025 17,602 2.1 1.2% 20.00 0.00 6.99 0.00 0.00
Deptford 780 1120 Hurffville Road Deptford 6/13/2025 24,830 2.3 16.8% 0.49 1.09 0.05 1.62 0.18
Hamilton 733 1075 Whitehorse-Mercerville RdHamilton 5/26/2022 22,274 264 of 479 89,214 35,586 -3.02% 2.5 2.0% 0.50 0.38 0.76 0.26 0.00

On the list
Gibbstown 762 401 Harmony Rd Gibbstown 9/28/2024 22,444 122 of 479 124,889 67,912 10.82% 1.8 6.1% 0.40 1.41 0.01 0.90 0.00
Sicklerville 761 677 Berlin Cross Keys RoadSicklerville 7/11/2024 14,786 386 of 479 60,167 47,734 -3.96% 1.3 12.8% 0.41 0.62 0.00 0.62 0.00
Hazlet 741 3057 NJ-35 Hazlet 2/17/2023 19,870 432 of 479 44,774 21,749 -9.06% 2.1 0.0% 12.24 0.01 2.90 0.01 0.02
Delran 736 4004 US 130, Suite 9 Delran 1/10/2022 19,960 35 of 479 168,494 57,337 2.35% 2.9 0.8% 3.24 0.43 0.73 1.13 0.00

Advan missing the data
Mays Landing 768 190 Hamilton Cmns Mays Landing 4/13/2024 16,322 0.41 1.68 0.00 2.19 0.00
Rio Grande 747 3174 Route 9 South Rio Grande 12/7/2023 24,019 0.00 5.51 0.00 3.64 0.00

Gibbstown and  Delran is across the river from the Phili airport



Hamilton Plaza Location
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❑ The Hamilton Plaza location is ranked low and shares a lot of customers with nearby Ollie’s
2

1
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Ohio– Closing 6 out of 10
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❑ Essentially vacating the Cleveland market. Two recent Cleveland stores are to remain

❑ All of the closures are 2024 and ’25 vintages, implying that GO strongly misread the market

1

2

Opening Q4'25
Date DMA Ranking

Not on the list Freq Shared
Boardman 317 Boardman Poland Rd Boardman 12/7/2023 YOUNGSTOWN
Cleveland Heights 12438 Cedar Road Cleveland Heights7/18/2025 CLEVELAND-AKRON
West Olentangy 749 Bethel Road Columbus 7/18/2025 COLUMBUS, OH 468 of 479 1.61 0%
Brooklyn 4766 Ridge Road Brooklyn 2/3/2025 CLEVELAND-AKRON 384 of 479 1.70 20%

On the list
Austintown 6000 Mahoning Avenue Youngstown 11/1/2025 YOUNGSTOWN
Eastgate-Cincinnati 650 Eastgate South Dr Cincinnati 7/11/2024 CINCINNATI
Lorain 4415 Leavitt Road Lorain 11/25/2025 CLEVELAND-AKRON 478 of 479
Parma 5721 Broadview Road Parma 2/3/2025 CLEVELAND-AKRON 463 of 479 1.82 43%
Canton 4844 Everhard Road Canton 2/3/2025 CLEVELAND-AKRON 472 of 479 2.36 0%
Ontario Ohio 876 Lexington-Springmill Ontario 12/9/2024 CLEVELAND-AKRON 408 of 479 1.67 0%
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Parma

Brooklyn



Recent New Store Cohorts
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❑ Each class lagging its predecessor

1
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Visits
% of % of

Family Segment Rank Visits Rank Visits Delta Change Median IncomeMedian AgeMarried % Children %Renting %Population %Description
Wealthy Suburban FamiliesBabies Burbs & Blessings 2 4.76 2 4.44 -0.32 $97,303 33 70 51 17 1.75 Younger, upper-middle-class suburban families that take parenting and faith seriously. Kids drive much of the retail activity for these people; they visit Kid to Kid, feed the family at Noodles & Company, drive GMCs, and go to fitness boot camps. They read Christianity Today, Runner's World, and The Babylon Bee. They love listening to Dave Ramsey and true crime podcasts and flip between the Disney Channel and Big Ten Network. And when the kids are down, you might find them watching The Bachelor and The Bachelorette. They follow country music, Chip and Joanna Gaines, and hashtag things like #engaged, #dogs, #believe, #datenight, and #blessed.
Upper Suburban Diverse FamiliesGood Life Citizens 1 5.01 1 4.75 -0.26 $94,033 41 58 32 20 1.81 Upper-income families living their best life just outside cities. These professionals have free time for leisure, enjoying dogs, craft beer, sports, and the outdoors. They read Psychology Today and Ad Age, and flip between the Golf Channel, and Seinfeld. Health-conscious consumers, you'll find them working out at Life Time Fitness, visiting Elements Massage, drinking local coffee, and eating at Panera Bread. They drive Volvo's and Subarus. They follow personalities like Dave Portnoy, and U2, and hashtag things like #nationalcoffeeday, #wellness, and #familyfun.
Wealthy Suburban FamiliesBackyard Bliss 9 3.02 10 2.82 -0.20 $98,843 43 71 35 9 1.99 Outdoor-loving upper-income families straddling the suburban rural divide. On the outskirts of cities, where the yards are plentiful, you'll find these white-collar families raising their kids and enjoying the outdoors near suburban amenities. They watch Fox News, read Runner's World and Golf Digest. They follow brands like Nike Golf, Mod Cloth, and Under Armour. They drive GMC and Lincoln and stay fit at the local YMCA. They follow country music, Dave Ramsey, and hashtag #ncaa, #takemeback, #espn, and #masters.
Wealthy Suburban FamiliesFusion Families 5 3.38 8 3.19 -0.19 $110,239 36 68 49 19 2.23 Family-centered, suburban high-income households who still visit the mall. A diverse Asian, Hispanic, Black, and Caucasian blend, the thing that brings them together is children. This is the top segment for visiting the mall. They take their children to pre-schools like Kids 'R' Kids, visit Charming Charlie, Motherhood Maternity, and Buy Buy Baby, drop their clothes off at Tide Cleaners and eat noodles at Bonchon. They stay fit and grocery shop at Costco. They follow brands like Sur La Table and BMW, and hashtag #selfcare, #cincodemayo, #healthyfood, and #motherdsay.
Ultra Wealthy FamiliesFamily Outposts 20 1.60 26 1.42 -0.18 $139,129 42 74 41 8 1.05 Affluent families living in higher-priced suburbs not too far from the city center. These avid sports fans follow golf via the Golf Channel, get sports updates from BarStoolSports, and watch ESPN FC. They get their news from WSJ and NYT. Concerned with fashion and fitness, they shop at Vineyard Vines and are more likely to have a Peloton. They follow Howard Stern and Ellie Schnitt and post about #olympics and #twinning
Wealthy Suburban FamiliesSatellite Scions 32 1.19 37 1.06 -0.13 $109,485 43 62 33 19 1.99 Highly educated suburbanite families living on the outskirts of tech hubs. You'll find them reading Forbes Tech, Science News, and watching Shark Tank. They grocery shop at Trader Joes, stop by Nekter Juice Bar and drop their kids off at Kumon and Mathnasium. Fashionable, you'll see them shopping at Nordstrom, Urban Outfitters, and Lululemon. They like shopping online, following brands like Stance and Bonobos. They have an affinity for Land Rovers and talk about things like #transparency, #cookies, #mindset, and #selflove.
Ultra Wealthy FamiliesExclusive Exburbs 40 0.94 44 0.82 -0.12 $168,785 43 76 45 11 1.14 High-income families living in wealthy enclaves on the outskirts of major cities. Interested and often employed in tech, they read MIT Technology Review and TechCrunch and follow CEOs Satya Nadella and Sundar Pichai. They frequent independent electronic retailers, bookstores, and Trader Joe's, drive Teslas, and get their clothes from Chico's and Nordstrom. Topics include #technology, #cloud, and #womenempoweringwomen.
Upper Suburban Diverse FamiliesBootstrappers 16 2.06 16 1.95 -0.11 $70,258 38 53 36 28 2.11 Upper-middle income families near cities, working management roles in service, blue-collar, and admin jobs. These people work hard. They have the highest income to education ratio of all segments (many do not have college degrees). A steady source of entertainment is TV; They watch TLC, Disney, Animal Planet, and Showtime. Their favorite TV shows include American Horror Story, Impractical Jokers, and Mythbusters. Even their favorite magazine is TV Guide. They drive Jeeps and Dodges. Although not fashion-focused, they enjoy casual restaurants like Papa Murphy's, Friendly's, and Miller's Ale House. They follow Snooki, Dane Cook, Linkin Park, and hashtag things like #workinprogress, #kids, #fakenews, and #labordayweekend.
Upper Suburban Diverse FamiliesFrugal Fashionistas 17 2.00 17 1.89 -0.11 $75,693 39 52 33 24 0.8 Active, educated, and diverse couples and singles in near suburbs. They work professional jobs and social service. They have a tendency to listen to podcasts and are social media users. Perhaps their most interesting feature is their affinity for high-end secondhand stores. Not out of necessity (they are fairly well off) but because of the hunt. They visit stores like Uptown Cheapskate, Clothes Mentor, and Plato's Closet. They live fast lives and enjoy picking up Planet Smoothie after visiting trendy fitness locations like Burn Boot Camps or 9 Round. They follow brands like Williams Sonoma, Target, and Petsmart and hashtag things like #fitstats, #run, #starbucks, and #nationalpuppyday.
Rural High Income Pension Pastures 18 1.74 20 1.64 -0.10 $63,288 55 58 18 16 1.33 Older couples in farm and blue-collar professions enjoying the outdoors. You'll find them reading Outside Magazine, Country Living, and watching the Hallmark Channel. They are television lovers, watch Fox & Friends and the The Blacklist. With extra time these people visit state parks-- they over-index for RV research online and visiting RV parks. They get their clothes at Burke's Outlet, visit Weight Watchers, and eat at Bob Evans, Cracker Barrel, and Black Bear Diner. They hashtag things like #homesweethome, #puppylove, and #grandnationalpark.

Subtotal 25.70 23.98 -3.7%

Young Urban Singles Big City Progressives 6 3.34 4 3.44 0.10 $51,566 38 31 25 84 0.84 Young diverse renters working service and low paying arts/entertainment jobs trying to "make it" in top tier cities. They read NY Magazine and The Intercept, listen to You're Wrong About... (the podcast), and exclusively use public transportation. These individuals are twice as likely to use meal delivery services. They love dog parks and art museums, get their exercise at trendy workout studio's like Equinox and Soul Cycle, and like to look good, visiting fashion stores like Jimmy Jazz, ALDO, and Zara. They follow activist accounts like ColorOfChange and Black Lives Matter on social media. Common hashtags include #LoveIsLove, #Fashion, #Jazz, #GoldenGlobes, #Resist, and #Tech.
Young Professionals Raising The Bar 41 0.93 38 1.04 0.11 $55,045 34 30 24 71 1.91 Primarily young, well-educated renters raising the waterline in diverse, mixed-income areas. This segment enjoys podcasts like My Favorite Murder and has an interest in African American media outlets. They visit independent beauty stores for cosmetics and LGBTQ Bars for fun. Many get their workouts at their local LA Fitness. They design and buy unique products from independent artists on RedBubble.com. Top influencers include prominent African Americans like Keisha Bottoms and Jill Scott and activist accounts like the Human Rights Campaign. They are frequent social media users and common social hashtags include #adulting, #BlackLivesMatter, #TikTok, and #WakandaForever.
Young Urban Singles Adulting 8 3.12 7 3.24 0.12 $39,540 30 21 25 94 0.82 Single, diverse renters working service jobs and transitioning to independent lives. Although many drop out of high school, they often go on to receive vocational skills training. They follow Ebony magazine, watch the SEC and BET, and follow Whataburger on social. They shop at Citi Trends, visit LGBTQ bars, and tend to work service jobs, especially at hotels. Rickey Smiley, Kirk Franklin, Maxwell, and Keri Hilson are top influencers. They use hashtags like #engaged, #focused, and #adulting.
Young Urban Singles Solos 37 1.04 31 1.2 0.16 $39,255 39 31 25 61 0.82 Heavily Hispanic, urban singles making low incomes. This segment primarily works in service and blue-collar jobs, often supplementing income as Uber and Lyft drivers. They watch ESPN Deportes, and Enrique Iglesias is one of their top influencers. They enjoy RuPaul's Drag Race and regularly visit LGBTQ establishments. They regularly visit cash advance stores like Money Mart and get their clothes at DD's Discounts and independent thrift stores. They hashtag #construction, #lit, #drink, and #fit.
Young Urban Singles Rust Renters 14 2.32 14 2.5 0.18 $43,404 32 28 23 67 1.6 Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Young Urban Singles Multicultural Renters 43 0.89 34 1.1 0.21 $46,810 31 38 41 70 1.19 White and Latino renters making low relative income in high property value areas. These primarily blue-collar and service workers are likely to have children and may be struggling to make ends meet. Their top over-indexing brand is Money Mart, quickly followed by a slew of discount stores and services. This segment watches ESPN Deportes and follows Latino influencers such as George Lopez and Shakira. They follow FC Barcelona and brands like SkullCandy and Anastasia Beverly Hills. They use hashtags like #SmallBusiness, #WonderWoman, #Entrepreneur, #Queen, and #DontGiveUp.
City Hopefuls City Starters 21 1.59 18 1.83 0.24 $35,667 30 26 37 71 1.56 Young, mostly African American singles renting low price neighborhoods surrounding city centers. More likely to be female householders and single parents they work hard for their family. Learning how to budget on low incomes, they grocery shop at Save-A-Lot. Top TV shows include Scandal and The View and Yahoo News overindexes with this segment. Nearby Little Caesar's and Applebee's offer good value deals and have earned a social following amongst this segment. On social they discuss #Grind, #Nike, #Parenting, and #NBAPlayoffs.
Educated Urbanites High Risers 30 1.26 21 1.55 0.29 $118,005 37 33 16 60 0.81 High income, highly educated, Warby Parker wearing young professionals in densely populated areas. These liberal-minded city dwellers love podcasts like The Daily and How I Built This. They read Vox, NYT Styles, and Vulture and are all over LinkedIn. High-end brands like Jonathan Adler and Everlane fit their style, and they are twice as likely to use meal delivery services as the average person. Sparing no expense, they visit brands like Bentley, Aston Martin, Whole Foods, and Blue Mercury. On social, they follow venture capitalists, professional icons and talk about topics like #Innovation, #FarmersMarket, #Fashion, #Tech, and #Hamilton.
Young Professionals Rising Professionals 13 2.39 11 2.74 0.35 $61,333 34 20 9 76 0.8 Well-educated college graduates renting in the trendiest parts of town. Huge podcast listeners, this segment loves NPR and a host of podcasts, particularly related to true crime. For them, local is cool. Independent coffee shops are a place to hang out, LGBTQ bars are nearby, and co-op grocers are commonplace. Insomnia Cookies is a unique place for a treat. Rock climbing is a popular recreation activity, with brand influence from Black Diamond, Back Country, and Mountain Hardware. They follow Queer Eye on social and talk about #Friyay, #Local, #Single, #Coffee, and #FirstWorldProblems.

Subtotal 16.88 18.64 14.0%

Everyone Else 57.42 57.38 2.9%

Total 100.00 100.00 3.2%

Q4'25Q4'24

GO in CA – Losing affluent HHs, Gaining Younger Consumers

20

❑ The pressure on comp-ticket may be the result of a change in the customer mix.

❑ Affluent consumers shopping Walmart store-delivery and Amazon-perishables more for their convenience.

❑ Younger consumers shopping GO more given its low prices

1



GO in CA – Losing affluent HHs, Gaining Younger Consumers
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Visits
% of % of

Family Segment Rank Visits Rank Visits Delta Change Median IncomeMedian AgeMarried % Children %Renting %Population %Description
Wealthy Suburban FamiliesBabies Burbs & Blessings 2 4.76 2 4.44 -0.32 $97,303 33 70 51 17 1.75 Younger, upper-middle-class suburban families that take parenting and faith seriously. Kids drive much of the retail activity for these people; they visit Kid to Kid, feed the family at Noodles & Company, drive GMCs, and go to fitness boot camps. They read Christianity Today, Runner's World, and The Babylon Bee. They love listening to Dave Ramsey and true crime podcasts and flip between the Disney Channel and Big Ten Network. And when the kids are down, you might find them watching The Bachelor and The Bachelorette. They follow country music, Chip and Joanna Gaines, and hashtag things like #engaged, #dogs, #believe, #datenight, and #blessed.
Upper Suburban Diverse FamiliesGood Life Citizens 1 5.01 1 4.75 -0.26 $94,033 41 58 32 20 1.81 Upper-income families living their best life just outside cities. These professionals have free time for leisure, enjoying dogs, craft beer, sports, and the outdoors. They read Psychology Today and Ad Age, and flip between the Golf Channel, and Seinfeld. Health-conscious consumers, you'll find them working out at Life Time Fitness, visiting Elements Massage, drinking local coffee, and eating at Panera Bread. They drive Volvo's and Subarus. They follow personalities like Dave Portnoy, and U2, and hashtag things like #nationalcoffeeday, #wellness, and #familyfun.
Wealthy Suburban FamiliesBackyard Bliss 9 3.02 10 2.82 -0.20 $98,843 43 71 35 9 1.99 Outdoor-loving upper-income families straddling the suburban rural divide. On the outskirts of cities, where the yards are plentiful, you'll find these white-collar families raising their kids and enjoying the outdoors near suburban amenities. They watch Fox News, read Runner's World and Golf Digest. They follow brands like Nike Golf, Mod Cloth, and Under Armour. They drive GMC and Lincoln and stay fit at the local YMCA. They follow country music, Dave Ramsey, and hashtag #ncaa, #takemeback, #espn, and #masters.
Wealthy Suburban FamiliesFusion Families 5 3.38 8 3.19 -0.19 $110,239 36 68 49 19 2.23 Family-centered, suburban high-income households who still visit the mall. A diverse Asian, Hispanic, Black, and Caucasian blend, the thing that brings them together is children. This is the top segment for visiting the mall. They take their children to pre-schools like Kids 'R' Kids, visit Charming Charlie, Motherhood Maternity, and Buy Buy Baby, drop their clothes off at Tide Cleaners and eat noodles at Bonchon. They stay fit and grocery shop at Costco. They follow brands like Sur La Table and BMW, and hashtag #selfcare, #cincodemayo, #healthyfood, and #motherdsay.
Ultra Wealthy FamiliesFamily Outposts 20 1.60 26 1.42 -0.18 $139,129 42 74 41 8 1.05 Affluent families living in higher-priced suburbs not too far from the city center. These avid sports fans follow golf via the Golf Channel, get sports updates from BarStoolSports, and watch ESPN FC. They get their news from WSJ and NYT. Concerned with fashion and fitness, they shop at Vineyard Vines and are more likely to have a Peloton. They follow Howard Stern and Ellie Schnitt and post about #olympics and #twinning
Wealthy Suburban FamiliesSatellite Scions 32 1.19 37 1.06 -0.13 $109,485 43 62 33 19 1.99 Highly educated suburbanite families living on the outskirts of tech hubs. You'll find them reading Forbes Tech, Science News, and watching Shark Tank. They grocery shop at Trader Joes, stop by Nekter Juice Bar and drop their kids off at Kumon and Mathnasium. Fashionable, you'll see them shopping at Nordstrom, Urban Outfitters, and Lululemon. They like shopping online, following brands like Stance and Bonobos. They have an affinity for Land Rovers and talk about things like #transparency, #cookies, #mindset, and #selflove.
Ultra Wealthy FamiliesExclusive Exburbs 40 0.94 44 0.82 -0.12 $168,785 43 76 45 11 1.14 High-income families living in wealthy enclaves on the outskirts of major cities. Interested and often employed in tech, they read MIT Technology Review and TechCrunch and follow CEOs Satya Nadella and Sundar Pichai. They frequent independent electronic retailers, bookstores, and Trader Joe's, drive Teslas, and get their clothes from Chico's and Nordstrom. Topics include #technology, #cloud, and #womenempoweringwomen.
Upper Suburban Diverse FamiliesBootstrappers 16 2.06 16 1.95 -0.11 $70,258 38 53 36 28 2.11 Upper-middle income families near cities, working management roles in service, blue-collar, and admin jobs. These people work hard. They have the highest income to education ratio of all segments (many do not have college degrees). A steady source of entertainment is TV; They watch TLC, Disney, Animal Planet, and Showtime. Their favorite TV shows include American Horror Story, Impractical Jokers, and Mythbusters. Even their favorite magazine is TV Guide. They drive Jeeps and Dodges. Although not fashion-focused, they enjoy casual restaurants like Papa Murphy's, Friendly's, and Miller's Ale House. They follow Snooki, Dane Cook, Linkin Park, and hashtag things like #workinprogress, #kids, #fakenews, and #labordayweekend.
Upper Suburban Diverse FamiliesFrugal Fashionistas 17 2.00 17 1.89 -0.11 $75,693 39 52 33 24 0.8 Active, educated, and diverse couples and singles in near suburbs. They work professional jobs and social service. They have a tendency to listen to podcasts and are social media users. Perhaps their most interesting feature is their affinity for high-end secondhand stores. Not out of necessity (they are fairly well off) but because of the hunt. They visit stores like Uptown Cheapskate, Clothes Mentor, and Plato's Closet. They live fast lives and enjoy picking up Planet Smoothie after visiting trendy fitness locations like Burn Boot Camps or 9 Round. They follow brands like Williams Sonoma, Target, and Petsmart and hashtag things like #fitstats, #run, #starbucks, and #nationalpuppyday.
Rural High Income Pension Pastures 18 1.74 20 1.64 -0.10 $63,288 55 58 18 16 1.33 Older couples in farm and blue-collar professions enjoying the outdoors. You'll find them reading Outside Magazine, Country Living, and watching the Hallmark Channel. They are television lovers, watch Fox & Friends and the The Blacklist. With extra time these people visit state parks-- they over-index for RV research online and visiting RV parks. They get their clothes at Burke's Outlet, visit Weight Watchers, and eat at Bob Evans, Cracker Barrel, and Black Bear Diner. They hashtag things like #homesweethome, #puppylove, and #grandnationalpark.

Subtotal 25.70 23.98 -3.7%

Young Urban Singles Big City Progressives 6 3.34 4 3.44 0.10 $51,566 38 31 25 84 0.84 Young diverse renters working service and low paying arts/entertainment jobs trying to "make it" in top tier cities. They read NY Magazine and The Intercept, listen to You're Wrong About... (the podcast), and exclusively use public transportation. These individuals are twice as likely to use meal delivery services. They love dog parks and art museums, get their exercise at trendy workout studio's like Equinox and Soul Cycle, and like to look good, visiting fashion stores like Jimmy Jazz, ALDO, and Zara. They follow activist accounts like ColorOfChange and Black Lives Matter on social media. Common hashtags include #LoveIsLove, #Fashion, #Jazz, #GoldenGlobes, #Resist, and #Tech.
Young Professionals Raising The Bar 41 0.93 38 1.04 0.11 $55,045 34 30 24 71 1.91 Primarily young, well-educated renters raising the waterline in diverse, mixed-income areas. This segment enjoys podcasts like My Favorite Murder and has an interest in African American media outlets. They visit independent beauty stores for cosmetics and LGBTQ Bars for fun. Many get their workouts at their local LA Fitness. They design and buy unique products from independent artists on RedBubble.com. Top influencers include prominent African Americans like Keisha Bottoms and Jill Scott and activist accounts like the Human Rights Campaign. They are frequent social media users and common social hashtags include #adulting, #BlackLivesMatter, #TikTok, and #WakandaForever.
Young Urban Singles Adulting 8 3.12 7 3.24 0.12 $39,540 30 21 25 94 0.82 Single, diverse renters working service jobs and transitioning to independent lives. Although many drop out of high school, they often go on to receive vocational skills training. They follow Ebony magazine, watch the SEC and BET, and follow Whataburger on social. They shop at Citi Trends, visit LGBTQ bars, and tend to work service jobs, especially at hotels. Rickey Smiley, Kirk Franklin, Maxwell, and Keri Hilson are top influencers. They use hashtags like #engaged, #focused, and #adulting.
Young Urban Singles Solos 37 1.04 31 1.2 0.16 $39,255 39 31 25 61 0.82 Heavily Hispanic, urban singles making low incomes. This segment primarily works in service and blue-collar jobs, often supplementing income as Uber and Lyft drivers. They watch ESPN Deportes, and Enrique Iglesias is one of their top influencers. They enjoy RuPaul's Drag Race and regularly visit LGBTQ establishments. They regularly visit cash advance stores like Money Mart and get their clothes at DD's Discounts and independent thrift stores. They hashtag #construction, #lit, #drink, and #fit.
Young Urban Singles Rust Renters 14 2.32 14 2.5 0.18 $43,404 32 28 23 67 1.6 Young, white, and lower-income renters scattered across 2nd and 3rd tier cities. Big fans of college football, they also watch other popular American TV like Parks and Rec and The Big Bang Theory. They follow outdoor brands like The North Face and Black Diamond. These people are consignment connoisseurs, shopping at Plato's Closet, Uptown Cheapskate, and ClothesMentor. They follow Bob Goff and Elijah Wood on social and use terms like #TheForceAwakens, and #SharkWeek.
Young Urban Singles Multicultural Renters 43 0.89 34 1.1 0.21 $46,810 31 38 41 70 1.19 White and Latino renters making low relative income in high property value areas. These primarily blue-collar and service workers are likely to have children and may be struggling to make ends meet. Their top over-indexing brand is Money Mart, quickly followed by a slew of discount stores and services. This segment watches ESPN Deportes and follows Latino influencers such as George Lopez and Shakira. They follow FC Barcelona and brands like SkullCandy and Anastasia Beverly Hills. They use hashtags like #SmallBusiness, #WonderWoman, #Entrepreneur, #Queen, and #DontGiveUp.
City Hopefuls City Starters 21 1.59 18 1.83 0.24 $35,667 30 26 37 71 1.56 Young, mostly African American singles renting low price neighborhoods surrounding city centers. More likely to be female householders and single parents they work hard for their family. Learning how to budget on low incomes, they grocery shop at Save-A-Lot. Top TV shows include Scandal and The View and Yahoo News overindexes with this segment. Nearby Little Caesar's and Applebee's offer good value deals and have earned a social following amongst this segment. On social they discuss #Grind, #Nike, #Parenting, and #NBAPlayoffs.
Educated Urbanites High Risers 30 1.26 21 1.55 0.29 $118,005 37 33 16 60 0.81 High income, highly educated, Warby Parker wearing young professionals in densely populated areas. These liberal-minded city dwellers love podcasts like The Daily and How I Built This. They read Vox, NYT Styles, and Vulture and are all over LinkedIn. High-end brands like Jonathan Adler and Everlane fit their style, and they are twice as likely to use meal delivery services as the average person. Sparing no expense, they visit brands like Bentley, Aston Martin, Whole Foods, and Blue Mercury. On social, they follow venture capitalists, professional icons and talk about topics like #Innovation, #FarmersMarket, #Fashion, #Tech, and #Hamilton.
Young Professionals Rising Professionals 13 2.39 11 2.74 0.35 $61,333 34 20 9 76 0.8 Well-educated college graduates renting in the trendiest parts of town. Huge podcast listeners, this segment loves NPR and a host of podcasts, particularly related to true crime. For them, local is cool. Independent coffee shops are a place to hang out, LGBTQ bars are nearby, and co-op grocers are commonplace. Insomnia Cookies is a unique place for a treat. Rock climbing is a popular recreation activity, with brand influence from Black Diamond, Back Country, and Mountain Hardware. They follow Queer Eye on social and talk about #Friyay, #Local, #Single, #Coffee, and #FirstWorldProblems.

Subtotal 16.88 18.64 14.0%

Everyone Else 57.42 57.38 2.9%

Total 100.00 100.00 3.2%

Q4'25Q4'24

❑ The pressure on comp-ticket may be the result of a change in the customer mix.

❑ Affluent consumers shopping Walmart store-delivery and Amazon-perishables more for their convenience.

❑ Younger consumers shopping GO more given its low prices



F1-QTD
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❑ The trend in average transaction size has deteriorated during March to the negative 3-4% range.

❑ FQ1 QTD’s traffic and ticket look sequentially worse. On a 3-yr comp CAGR basis, traffic looks -100bps 

QoQ and ticket -200bps QoQ. All told, the comp should be in the -2.2% range, aligned with guidance.

❑ Given the decline in UPT during FQ4, one should naturally expect that to begin to weigh on traffic in 

2026 until they can recover the WOW!

❑ The further erosion in the average transaction size suggests ongoing disappointment in the WOW!

1

2
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❑ As management indicated on the call, GO has to deliver the WOW! consistently and at scale.

❑ The closures in the West look to principally to be older stores that, for one reason or another, are no 

longer working. Seems like a normal exercise of portfolio management / optimization.

❑ New Jersey and Ohio were mistakes; we expect more retreat from these states and the East.

❑ We’d characterize this as a failure in modeling market potential and / or IO performance.

❑ Potential faults: Did GO have the right data / tools? The right market modeling methodology? The right 

execution using those tools / methodology? Were the IO competent? I don’t know.

❑ If it was due to IO incompetence, why not just incentivize out-of-market IOs that were successful to 
move over to these stores and elevate the Assistant Store Manager into the IO role? Also, why would the 

IO incompetence be systematic? 

❑ “The Review” of United Grocery Outlet and the Tennessee market could be the result of the same fault(s).

❑ FQ1 QTD’s traffic and ticket look sequentially worse, but in line with guidance.
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Prior Presentations

Link to Insights page

https://advanresearch.com/mobility-insights-blog/advances-for-advance-auto-parts-better-in-stocks-and-delivery-speeds-are-showing-results/
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Advan’s Insights

Link to Insights page

https://advanresearch.com/mobility-insights-blog/advances-for-advance-auto-parts-better-in-stocks-and-delivery-speeds-are-showing-results/
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Thomas Paulson

Head of Market Insights, Advan Research

Thomas has been Head of Market Insights since January 2025. Previously, he served as Director of Research and Business Development at Placer.ai, where 

he was instrumental in providing actionable insights derived from location analytics and the path for expansion into new verticals. His extensive 

background also includes two decades as a buyside analyst and portfolio manager AllianceBernstein, Cornerstone, and others. Prior to that tenure he 

worked as an economist. Thomas also currently serves as the Co-Chair of the National Association for Business Economics Retail / Consumer Roundtable.

thomas@advanresearch.com LinkedIn
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Reach out to your CSM to book time with Thomas

https://www.linkedin.com/in/thomas-paulson-09ab52b/
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