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This presentation was prepared exclusively for the benefit and internal use of the Chase client or potential Chase client to whom it is directhy
delivered andfor addressed (including subsidiaries and affiliates, the *“Company”™) in order to assist the Company in evaluating, on a
preliminary basis, the feasibility of a possible transaction or transactions or other business relationship and does not carry any right of
publication or disclosure, in whole or in part. to any other party. This presentation is for discussion purposes only and is incomplete without
reference to, and should be viewed solely in conjunction with, the oral briefing provided by Chase. Meither this presentation nor any of its
contents may be disclosed or used for any other purpose without the prior written consent of Chase. This presentation does not constitute a
commitment by any Chase entity to extend or arrange credit or to provide any other services to Company.

In preparing this presentation. we hawve relied upon and assumed. without independent wverification. the accuracy and completeness of all
information available from public sources or which was provided to us by or on behalf of the Company or which was otherwise reviewed by
us. The statements, views, and opinions that will be expressed during the presentation are those of the presenters and are not endorsed by,
or reflect the views or positions of, Chase. The information herein may not take into account individual client circumstances, objectives or
needs and is not necessarily intended as a recommendation of a particular product or strategy to the Company and Company shall make its
own independent decision. Chase is not liable for decisions made or actions taken in reliance on any of the information covered during the
presentation. Furthermore. Chase makes no representations as to the actual value which may be received in connection with a transaction or
use of the products and semvices mentioned nor the legal, tax or accounting effects of consummating a transaction.

Chase, Chase Paymentech, JPMorgan and JPMorgan Chase are marketing names for certain businesses of JPMorgan Chase & Co. and its
subsidiaries worldwide (collectively, "Chase”™) and if and as used herein may include as applicable employees or officers of any or all of such
entities irrespective of the marketing name used. Products and services may be provided by commercial bank affiliates, securities affiliates or
other Chase affiliates or entities. In particular, securities brokerage semvices other than those which can be provided by commercial bank
affiliates under applicable law will be provided by registered broker/dealer affiliates such as J.P. Morgan Securities LLC, J.P. Morgan
Institutional Investments Inc. or by such other affiliates as may be appropriate to provide such services under applicable law. Such securities
are not deposits or other obligations of any such commercial bank, are not guaranteed by any such commercial bank and are not insured by
the Federal Deposit Insurance Corporation. Mot all products and services are available in all geographic areas. Eligibility for particular
products and semvices is subject to final determination by Chase or its affiliates/subsidiaries.

IRS Circular 230 Disclosure: Chase does not provide tax advice. Accordingly, any discussion of U.5. tax matters included herein
(including any attachments) is not intended or written to be used, and cannot be used, in connection with the promotion, marketing
or recommendation by anyone not affiliated with Chase of any of the matters addressed herein or for the purpose of avoiding U.5.
tax-related penalties.
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Fill’er Up — Phillips 66

 Why mobile? Why now?
* Using mobile to drive loyalty
o What We’ve Learned:

— The Good

— The Bad
—The Ugly
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why Mobile?
wWhy Now?
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Pay at the Pump — The Next Evolution

Toa \ ® Upgrading
I Internet IP
Investing in

mobile
payments
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Increasing Growth of Mobile

$242 08
---- 09 of Retail e-commerce sales

$208.58
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$151.11

$123.13
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Source: eMarketer, February 2016
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Card & Mobile — Tipping Point?

At the pump Beyond the pump

(!

B 74% of consumers most often pay
with credit or debit card?

Source:
1 Statista, “Which form of payment do you use most often when at the gas station?” 2017
2 Mobile Payments Today, “Unconventional channels driving mobile payments adoption”,
by Beth Kotz, March 3, 2017
3 Techcrunch, “The evolution of the mobile payment”, by John Rampton, June 17, 2016
4eMarketer, “Newer Smartphone Models help Drive Mobile Payments Usage, November 22, 2016

Consumer behavior
B Mearly 5 billion people use mobile phones worldwide

® Today: ~40% of mobile device usersin the U.5. have
made at least one mobile payment in the last year2

B 2020: 90% of smartphone users will have made a
maobile payment?

Consumer spend via mobile payment (by value)*
® 2016: $27.67 billion (183.3% increase from 2015)
m 2017: $62.49 billion (predicted)

= 2020 >$314 bilion (predicted)

These materials are confidential and owned by J.P. Morgan Chase and may not be reproduced
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From Mobile to Commerce Moments

Mobile App-based Geolocation

Americans collectively check their smartphones 8 billion times per day*
= 46 times per day on average”®
= 74 daily views for 18-24 year-olds”

Deloitte “Global Mobile Consumer Survey,” December 2016
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Using Mobile to Drive Loyalty
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Mobile Consumer is High Value
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63% 39% 35%

male 25 34 years old $75,000+ annual

Al other 11 can . All of umers: 22%
All other U.S. consumers |nCOme

45% male " =)
All other U.S me 16%

Source: A commissioned study conducted by Forrester on behalf of J.P. Morgan, October 2016
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Also More Loyal

More likely to purchase Frequent buyers: 50% more likely to be
in a convenience store 50% >1x per week a member of a

=7 % Ty

Source: Source: A commissioned study conducted by TNS on behalf of Chase, January 2017
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Give Them What They Want

More likely to be incented by certain features

46% 46%

Faster checkout Ease of use Pay in aisle/skip  Multiple payment Gift card storing & Digital receipts VIP expernences
line types accepted usage

m Digital wallet users w All others

Source: A commissioned study by Forrester on behalf of J.P. Morgan, October 2016
Base: 246 U.S. consumers 18+ years old who go online at least weekly and who have tried digital wallets and 1,254 who have not used digital wallets
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What We’ve Learned
The Good
The Bad
The Ugly
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Commerce as Conversation

Connected consumers want information that:

m Extends speed beyond the pump (immediacy, on demand)
= |s relevant totheir behaviors and preferences

= Arrives at the right place and time (heightened convenience)

= Supports an experience that is simple, trusted and rewarding

Merchants want opportunities to:
= Bring more value to customers
= Build customer loyalty

= Capture additional spend (including gas purchases and beyond
the pump)

= Lower costs associated with EMV implementation

These materialz are confidential and owned by J.P. Morgan Chase and may not be reproduced /IFP 2017 M




Speeding Up, Slowing Down

Today

B Majority of sales are at the pump

u Significantly fewer in-store sales after buying gas
Vision

® Consumers get the best of both worlds

n Faster and simpler payment
® Incentives to slow down to smell (and buy) the coffee

# Merchants enhance the consumer experience at and beyond the pump
® Reach customers wherever they are and at any time
® Interact in a more personalized and targeted way
B Integrate loyalty with marketing and promotional content

'ﬂ.. AEEl
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Payments & Loyalty: Mutually Reinforcing

Loyalty rewards could be the tipping point for mobile wallets*

= Higher-than-ever
mobile payments
awareness

» Rewards can speed
mobile payments
adoption

Expanding customer relationships, promoting loyalty..
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Effortless payments Retail petroleum

on demand tech company

Mobile programs and payments: Where the rubber meets the road
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The Tipping Point Is Near

The tipping point 1s that magic
moment when an idea, trend or
social behavior crosses a threshold,
tips and spreads like wildfire.

-MALCOLM GLADWELL
The Tipping Point (Little Brown, 2000)
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Q&A
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Contact us

 Tom Nipper, J.P. Morgan
tom.nipper@jpmorgan.com

« James Macari, Phillips 66
james.a.macari@p66.com
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