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OPTIMAL Summary

Softer discretionary trends have improved in January ... we note overall spending reaccelerating as monitored in our weekly
Monday Macro. In this deck we analyze real-time positive inflection in 26 of 32 proprietary Optimal subsectors (there was
negative inflection in 21/30 last month). Positive inflections in discretionary subsectors luxury, e-commerce, home-
furnishings. .. versus continued sofiness for accommodations and airlines and negative inflections in the subsectors of gas
stations, cruises, grocery... see pp 11-22

Optimal's Attention Economy monitor callouts: we screen over 1000 companies across consumer and note non-normal
mindshare inflections, highlighted by positive social/news sentiment growth at CCL, DRI, NCLH, and ULTA. Key cohort Gen-
Z mindshare showed strength for DTC & lifestyle focused brands (Comfrt, Owala, Quince, Alo Yoga, BOOT, LULU, Ugg, LULU
and Hollister)... see pp 5-9

Our macroeconomic consumer callouts include: (a) Continuing unemployment claims are running up y/y but less sharply,
job postings running down for the majority of US industries but we note pick-up in construction job postings... pp 36 (b)
inflation trended lower as December Core CPI (+2.6% y/y) came in below expectations and at lowest levels seen in years...
pp 37 (c) Consumer Sentiment and current conditions are down significantly y/y, higher-income sentiment declines leading
y/y pessimism... pp 38-39 (d) Mortgage rates closed 2025 at their lowest level in over 16 months. We note softening in home
prices and a sharp increase in mortgage refi applications — though Greenland commentary aftermath did impact bond prices
and moved mortgage rates meaningfully higher . Housing-related activity accounts for roughly 18% of U.S. GDP, changes in
market velocity have meaningful macro implications.... pp 40
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OPTIMAL Theme Box

Underdiscussed

Overdiscussed

January 2026

Getting Worse

BNPL (Buy Now, Pay Later) is rapidly growing as a
consumer credit option, offering short-term financing
convenience but raising concerns about debt
accumulation and financial risk

While home prices have cooled, rent inflation remains
persistent, eating into wage growth and recent gas

price relief for the bottom of the K-shaped economy

Labor avail, labor cost, beef inflation in dining
continue suggest pressure in 2026

Getting Better

Many measured sub-sectors of broadline retail and
e-commerce are showing positive inflection in
spending growth, reversing negative trends tin late
2025 — easing gas prices and comparisons are part of
the mix

Apparel / department store retail likely to see
tailwinds as oral / small dose adoption of GLPs
launched

Precursor to housing activity continues to look
positive, would be felt in 2H26 home furnishings and
home improvement

Consumer electronics price compression, lack of new
categories or cycle

The weakening US$ notable — when this dynamic
emerges, it has generally been bad for US retail
industry (fundamentals and relative share price
performance)

Significant weather drivers to sporting goods and
apparel

Our channel work on tariff impacts suggest more
factory price absorption and less margin impact than
fears
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OPTIMAL Spending vs. Mindshare Inflections

Cava leading measured restaurant brands in spending growth running up +11% y/y. Apparel spending growth
more muted, running down -10% y/y on average across 21 measured brands. Other “top-right” brands
growing both digital traffic and spending include McDonald’s, Carhartt, & Steve Madden
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OPTIMAL Spending vs. Mindshare Inflections

Optimal proprietarily analyzes 800+ public and 10,000+ private companies in real time to unpack brand
positioning and changes in consumer behavior

Spending vs. Mindshare Inflections
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OPTIMAL Social Sentiment Analysis

Twitter & news sentiment has improved m/m for CCL & DRI while LEN & ORLY are seeing m/m declines in
both metrics

Media Sentiment Analysis
20% -
(]
cCL
15%
§ 10% A
= - E °
= DRI
8 ® BKNG e HD
£ ® EXPE Sk
=] 5% A
8 RCL ® NCLH
> POOL ® AT MHK
.g ROST e . '® DECK & ©EBAY e LULU ® ULTA
e TPR o HLT NVR
2 T2 WS LkQ AMZN, o ° GM
° CM
2 10% . 5% ® DASH o @ ° MOM MG KMXT g 10% 15%
g TSco | MAR PHM
> WYNN g ® A7ZO ® DPZ
< e RL e By ® YUM MCD
-59,
ABNB
o @ SBUX
ORLY HAS
. DHI
T e ® LVS
-10% -
® LEN

-15% -

Avg. Twitter Daily Sentiment M/ M

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 7



OPTIMAL Digital Traffic Breakouts & Breakdowns

We note digital breakouts for Comfrt, Owala, Quince, Alo Yoga, JD Sports, Boot Barn, and Hollister among
age 18-34 consumers
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Digital Traffic Breakouts & Breakdowns

OPTIMAL

We note digital breakdowns for Hello Fresh, Crumbl Cookies, The Knot, Starbucks, Express, Little Caesars,
Grailed, & Sonic among age 18-34 consumers
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OPTIMAL

Proprietary Subsector
Spending Analysis



OPTIMAL Consumer Spending

Optimal’s proprietary subsector analysis unpacks inflections in consumer spending across the economy

SALES TRANSACTION COUNT AVERAGE TICKET

Optimal Subsector TAWY/Y TI2W Y /Y Inflection TAWY /Y TI2W Y /Y TAWY/Y TI12WY/Y
Broadline Retail 2.1% 0.3% 1.7% 0.2% -1.5% 1.9% 1.9%

Consumer Electronics -3.0% -11.9% 8.9% -6.3% -10.0% . -2.1%

January 2026 Sources: Optimal Advisory Proprietary Analysis, Bloomberg Second Measure 11



OPTIMAL Consumer Spending

Broadline retail (including WMT & TGT) spending inflecting positively and running up y/y on a T12W
average after briefly turning down y/y to end 2025. E-Commerce (including AMZN, EBAY, & Shein) spending
and transaction growth inflecting positively despite longer-term ticket growth running down y/y
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OPTIMAL Consumer Spending

Grocery spending growth flat y/y with transaction growth now down y/y. Trends in spending and transaction
count growth for casual dining (including Applebee’s, CRBL, & CAKE) now exhibiting POSITIVE inflection
between shorter and longer-term trends after negative inflections for much of 2025
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OPTIMAL Consumer Spending

Fast casual (including CMG & PNRA) spending inflecting back positively following negative inflections for
much of 2H25. Fast food (including MCD, Taco Bell, & Chick-fil-A) spending growth moving higher with
positively inflecting transaction growth and stable growing ticket since early-2025

Fast Casual Spending Fast Casual Transactions Fast Casual Ticket
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OPTIMAL Consumer Spending

Home improvement (including HD & LOW) beginning to inflect positively after inflecting negatively since
October. Home furnishing (including HomeGoods & Ikea) spending growth with sharp positive inflection
driven by transaction growth and growing ticket
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OPTIMAL Consumer Spending

Meal delivery (DASH, GrubHub, Uber Eats) spending and transactions inflecting positively in recent weeks

after inflecting negatively sine July 2-25. Ride share (UBER & LYFT) spending growth inflecting positively
despite negative transaction growth with ticket growth inflecting even more positively
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OPTIMAL Consumer Spending

Airlines (AAL, DAL, LUV, etc.) spending and transactions continue to run down y/y but are inflecting
positively. Accommodations (ABNB, HLT, EXPE) spending growth continues to run down y/y, primarily
driven by trends in ticket
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OPTIMAL Consumer Spending

Gas station spending turning down sharply as ticket and transaction both inflecting negatively. Gasoline
prices continue sharper declines in recent weeks — we are having more conversations about energy costs
impacting the consumer / economy
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OPTIMAL Consumer Spending

Gambling (including DKNG, PENN, CZR) spending continues to run up y/y following a high transaction
growth period in early 2024. Entertainment (including NFLX, Hulu, LYV) transactions y/y now running down
on longer-term basis; positive ticket growth keeping spending flat y/y
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OPTIMAL Consumer Spending

Coffee (SBUX, DNKN, BROS) spending and transaction counts inflecting positively and spending growth
running positive y/y. Pizza (including DPZ, Pizza Hut, & PZZA) spending declines driven by transaction
declines with ticket growth turning positive y/y in recent weeks
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OPTIMAL

Consumer Spending

Luxury (including Tiffany, Louis Vuitton, & Coach) leading measured spending inflections with a sharp pick
up in transaction counts. Beauty (including ULTA & Sephora) is inflecting positively in both spend,
transactions, and ticket with longer-term spending and transactions currently running down y/y
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OPTIMAL Consumer Spending

Golf spending continues to run up y/y, driven by higher traffic and discounted pricing at Topgolf. Sports
retailers (including ASO & DKS) ticket continues to run up y/y and inflect positively

Golf Spending Golf Transactions Golf Ticket

15% 2574
(]

7.5%
" 2 20% 5.0%
10l > 5%
o : I - 0 2.5%
S 5% I 3 q
> o VD 3 10% S 0o%
80 AV VY fﬂ A O / > 00%
g WA A A = 5% : % gm
0% \/ : : | 2.5%
B 7 \ VT AN S) i d
g \ / 4 ! =) 0% \ \ G}
8 s / ‘W } g ] 5 -5.0%
) g / [ @ N\
\/ £ 5% ; -7.5%
-10% \ } y S / :
o k = -10% \} -10.0%
—15% -15% -12.5%
Jan Apr Jul Oct Jan Apr Jul Oct Jan Jan Apr Jul Oct Jan Apr Jul Oct Jan Jan Apr Jul Oct Jan  Apr Jul Oct Jan
2024 2024 2024 2024 2025 2025 2025 2025 2026 2024 2024 2024 2024 2025 2025 2025 2025 2026 2024 2024 2024 2024 2025 2025 2025 2025 2026
— T4W — T12W — T4W — T12W — T4W — T12W
Sports Retail Spending Sports Retail Transactions Sports Retail Ticket
A 200/0 A 6‘00/0
20% | > 15% I 5.0%
|
> 10% f
> “ = /” . 4.0%
N 10% 0
D / /\ g 5% ,‘ / | ~
/ | 3.0%
g /\ / / \ - /)\M O gy / M "‘/\"'\"' A % i
.- [/ N
-g 0% A , // | \ \\/ g w j" 2.0%
g \ b e Y ik & £ % v =
t%‘ \\/' \ ’ o 1.0%
-10% - 2 —10%
\f E 15% 0.0%
- 0
Jan Apr Jul Oct Jan Apr Jul Oct Jan Jan Apr Jul Oct Jan Apr Jul Oct Jan Jan Apr Jul Oct Jan Apr Jul Oct Jan
2024 2024 2024 2024 2025 2025 2025 2025 2026 2024 2024 2024 2024 2025 2025 2025 2025 2026 2024 2024 2024 2024 2025 2025 2025 2025 2026
— T4W = T12W T4W — T12W — T4W — T12W
January 2026

Sources: Optimal Advisory Proprietary Analysis, Bloomberg Second Measure 22



OPTIMAL

Valuation
Snapshot



OPTIMAL Valuation Snapshot

Retail Comps

3 Yr Stock Price Performance Stock Price Market Cap ($B) EV /EBITDA CY EV/EBITDA FY1 EV /EBITDA FY2 P / SFY1 P/ SFY2
AMZN Amazon e T $23082  $246944 90 12 ] 125 89 35 31 |
WMt Walmartlne = ——————— " $11141  $946.14 | 226 . 26 .25 A L2 S 13 ]
_COST  CostcoWholesaleCorp ~ ————— "~  §86234  $42801 | 320 . 297 210 M6 14 13 ]
_HD _ HomeDepotlnc ~—————"""" " §34410  $37343 162 . wroo ] vy 23 23 22 ]
L SO TXXCoslhe  ~ —————— " $15361 _  §17332 191 24 205 8y 29 2.7 ]
Jow Lowe'sCosnc ~— " " "7 $24116  $15056 148 15 ] 147 18 LT 16 ]
_ROST RossStoreslnc  ———————"——""  §18014 $6135 . 163 198 ] 182 .29 27 26 ]
JIGT ] TargetCorp TN $97.75 . $4951 ] 72 ] 8.5 83 0S50S 05 ]
Jrseo TractorSupplyCo  ——~—— - $5001 . $2693 . 134 162 ] 150 .18 LT 16 |
_WsM________ Wiliams-Sonomalnc ————— T $17859 $2458 128 153 1 149 .82 31 30 |
DG Dollar General Corp  ~ ~—————~————  $13277 $3228 . 04 10 ] 4t .08 08 ! 0.7 .|
JDKS Dick's Sporting GoodsInc ~~ ————"""" """  $19797 $1856 . 02 185 ] 13 4 L2 SRR, 09 ]
DLTR Dollar Treelnc  —— "~ —————  $12301 $2666 . 1wy o 1as ] 132 S 4 13 ]
_BURL _ BulingtonStoreslne  ~T~———~" " """ $28885 $19.11 . 143 194 ] L 18 LT 15 ]
_BBY  BestBuyColnc AT TN $66.93 .. $13.79 59 ] 6.5 63 03 03 03 .|
_DECK ] Deckers OutdoorCorp  ———— " ™ ———  $10367 $1428 . o0 w08 1 02 29 27 25 ]
B BJ's Wholesale Club Holdings1 ~ ~————"" ™ $9003 . $1206 . s o 2r ] 118 .96 06 ! 05 ]
_GME GameStopCorp T~ $2008 $945 . 181 166 ] 125 25 25 24 ]
_EVE FiveBelowlne ~ — T $18836 $1055 . 150 w87 ] w27 22 20 ]
_OLLI  Olie's Bargain Outlet Holding ~ —————— ™  $10961 | $700 . 183 204 ] 178 3L 26 23 ]
URBN Urban OutfittersInec ~~ ———————"" "7 $75.26 $630 76 90 3 S % S 0 10 |
BBWI Bath &Body WorksInc e $2008 $443 S 69 96 06 06 ]
oM Magyslhc TS $2205 $566 49 58 . 58 .02 03 03 .|
_SIG . Signetlewelersltd T L $8288 $380 T3 ] 0 67 ... 06 06 | 06 |
_ASO. Academy Sports & OutdoorsInc  —— ="~ $49.96 .. $3.75 ¢ 6.1 . 79 7S .6 06 ] 06|
KSS Kohl's Corp ST $20.41 $2.02 6.0 7.2 7.5 0.1 0.1 0.1

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 24



OPTIMAL Valuation Snapshot

Autos Comps — Brands, Repairs, Dealers

3 Yr Stock Price Performance Stock Price Market Cap ($B) EV /EBITDA CY EV /EBITDA FY1 EV / EBITDA FY2 P/ SFY1 P/ SFY2

TSLA Tesla Inc e =" 944972 $1,394.35 98.1 106.3 92.4 14.3 14.7 13.1
ORLY O'Reilly Automotive Inc pp————_ $91.21 $80.39 21.4 22.3 20.7 4.8 45 4.2
CVNA Carvana Co -_— 7 $42202 $92.91 71.4 43.1 32.9 6.8 47 3.6
AZO AutoZone Inc _ " $339150 $59.21 15.1 16.3 14.6 3.1 2.9 2.7
GM General Motors Co —_—————— $81.32 $72.59 2.7 3.8 35 04 04 04
F Ford Motor Co e 51312 $52.91 3.1 4.0 3.3 0.3 0.3 0.3
GPC Genuine Parts Co e $12296 $18.36 11.6 119 10.9 08 08 0.7
RIVN Rivian Automotive Inc e $1071 $19.81 5.2 -89 -10.8 40 3.7 2.9
PAG Penske Automotive Group Inc TS 4158229 $10.74 10.8 12.6 12.7 0.4 0.3 0.3
AN AutoNation Inc et ST T 420648 $7.85 109 10.8 10.8 0.3 0.3 0.3
LAD Lithia Motors Inc TS T 433233 $7.92 10.0 11.4 11.0 0.2 0.2 0.2
LCID Lucid Group Inc — $10.57 $3.15 -2.0 -2.0 -2.7 39 24 1.3
KMX CarMax Inc T T T T 3864 $6.73 7.3 9.0 10.2 0.3 0.3 0.3
GPI Group 1 Automotive Inc — $393.30 $5.04 10.1 10.5 10.0 0.3 0.2 0.2
ABG Asbury Automotive Group Inc —mmeee e 3253 $4.76 113 10.4 10.3 0.3 0.3 0.2
VWV Valvoline Inc e T T $20.06 $3.98 10.2 10.4 9.2 2.3 19 1.8
AAP Advance Auto Parts Inc T——— _ $39.30 $2.48 38.1 10.3 7.5 0.3 0.3 0.3
HOG Harley-Davidson Inc T T ———— 52049 $2.37 10.1 8.2 15.8 0.5 0.6 0.6

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 25



OPTIMAL Valuation Snapshot

Apparel & Golf Brand Comps

3 Yr Stock Price Performance Stock Price Market Cap ($B) EV / EBITDA CY EV / EBITDA FY1 EV /EBITDA FY2 P/ SFY1 P/ SFY2
NKE  NKElc 7T —— $6371 9420 189 268 204 20 20 19
TR Tapestrylne ~ ——— —— 812777  $2643 324 75 62 38 36 34
LULU  Lululemon Athleticalnc ~  ~———— “———-——__  §20781 214 o 85 88 21 20 18
RL_ RaphlawenCop  —————— " §35361 2184 61 62 49 81 28 27
A AmerSportstnc ——— 7 T $8735  s019 22 93 59 89 81 27
OoNON OnHoldingAG ~ —————" """  $4648  $1457 401 207 66 55 39 32
_BRK  Bikenstock HoldingPle ~ ~~~ ~ /"""~ 84090 $683 ] s 7 .8 29 25 22
_Gap Gaplne ~  ~e————T $2560 so74 51 9 . 06 06 068
_VFEC VECorp  TTTo———— " ——  $1808 729 133 49 139 08 08 08
BOOT Boot Bam HoldingsInc ~ —~————— """ " §17647 $595 67 75 53 81 27 23
KB Kontoor BrandsInc ~ ——————""" " 6109 $822 2 5 88 1 12 0o 09
CROX Croeslnc o~ """ $8552 $a27 49 61 63 1 10 O S
PVH ] PVHCop = T $6702 284 48 66 66 03 03 03
_BKE  Buckelnc  ——A—” T §5342 276 L 99 83 23 21 21
com Columbia SportswearCo "~ ~———  $5509 281 T3 ] 09 01 08 08 08
_AEO American Eagle Outfitterslnc ~ ~————"" """ $2637 $a32 60 e o0 08 08 08
SHOO StevenMaddenLtd -~ ~——" 4164 $824 126 184 142 14 13 12
vsco Victoria's Secret &Co T~  §5417 $a99 81 24 20 08 08 07
va Under ArmourInc T 5480 $244¢ 350 181 46 05 05 05
www Wolverine World WideIne - T s1815 $151 145 s 16 09 08 08
CR Caterslnc  — T TT—————  $3243 $t28 a6 99 2 05 04 04
GBS Guess?lnc T —————  $1675 so88 51 w07 2 03 03 03
GOLF Acushnet Holdings Corp ———e T $79.82 $5.31 159 15.0 14.6 2.2 2.1 2.0

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 26



OPTIMAL Valuation Snapshot

Restaurant Comps

3 Yr Stock Price Performance Stock Price Market Cap ($B) EV/EBITDACY EV/EBITDA FY1 EV/EBITDA FY2 P/ SFY1 P/ SFY2
MCD McDonald's Corp —TN T T $305.63 $215.67 175 18.4 17.2 8.3 8.1 7.6
DASH DoorDash Inc - $226.48 $88.64 139.1 31.4 24.0 8.3 6.5 5.0
SBUX Starbucks Corp N—— N $84.21 $106.50 19.1 229 19.4 29 2.8 2.6
CMG Chipotle Mexican Grill Inc — T T N $37.00 $51.57 20.2 23.8 23.0 4.6 4.3 3.9
YUM Yum! Brands Inc T 415128 $42.54 20.3 18.9 174 5.6 5.2 48
QSR Restaurant Brands —— T _ $68.23 $31.09 20.2 155 14.5 3.7 3.3 3.2
DRI Darden Restaurants Inc " 18402 $24.05 14.0 149 142 2.0 1.8 1.8
DPZ Domino's Pizza Inc e e 341682 $13.10 17.7 17.4 16.1 28 2.7 25
TXRH Texas Roadhouse Inc —_— _ $166.00 $12.88 17.7 19.4 18.3 24 2.2 2.0
BROS Dutch Bros Inc ~———" 6122 $10.11 39.0 38.3 30.5 7.9 6.2 5.0
CAVA Cava Group Inc — T $5860 $8.01 50.5 53.4 444 8.3 6.8 5.7
WING Wingstop Inc ——— T $23849 $7.51 445 35.5 30.6 12.0 10.7 9.1
EAT Brinker International Inc —— 7 14352 $7.10 9.9 10.6 9.8 1.3 1.2 1.2
SHAK Shake Shack Inc — T T 8117 $4.15 25.6 223 19.5 3.3 2.9 2.5
CAKE Chessecake Factorylne ———————— " "  $5048 267 w180 40 0% 08 07T
WEN Wendy's Co T TT—— 833 $1.56 8.8 10.3 10.3 0.7 0.7 0.7
PZZA Papa John's T ——————— 3849 $1.25 8.4 11.1 10.2 0.6 0.6 0.6
CBRL CrackerBarel I . 0 69 .. 05 22 02 02 .02
BRL BsRestawants lnc S T s 094 98 M4 %8 0T A A
BLMN Bloomin' Brands Inc - T T $6.17 $0.64 6.2 9.4 9.8 0.2 0.2 0.2
JACK Jack in the Box Inc T 51895 $0.39 11.9 14.8 14.3 0.3 0.3 0.3

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 27



OPTIMAL Valuation Snapshot

Leisure, Accommodations & Travel Comps

3 Yr Stock Price Performance Stock Price Market Cap ($B) EV/EBITDACY EV/EBITDA FY1 EV/EBITDA FY2 P / SFY1 P/ SFY2
BKNG Booking Holdings Inc ——————" $5,355.33 $162.04 19.5 16.5 14.7 6.8 6.1 5.6
RCL Royal Caribbean Cruises — ——" T $278.92 $73.64 15.9 135 12.2 45 4.1 3.8
ABNB Airbnb Inc —TTT T §135.72 $80.47 26.6 16.6 15.0 7.2 6.6 6.0
MAR Marriott International Inc —_— $310.24 $84.22 22.8 18.7 17.6 34 3.2 3.0
HLT Hilton Worldwide Holdings Inc ———TTTTTTT T $287.25 $67.40 30.0 21.3 19.7 6.0 5.6 5.2
CCL Carnival Corp —_————— =" $3054 $36.86 8.7 8.2 7.7 1.4 1.3 1.3
EXPE Expedia Group Inc —————— $283.31 $33.35 15.6 10.2 9.2 2.4 2.3 2.1
VIK Viking Holdings Ltd —_— $71.41 $30.31 24.6 18.2 15.5 5.7 4.7 4.1
H Hyatt Hotels Corp —————— T T $160.32 $15.26 25.5 18.1 16.4 2.3 2.2 2.1
WYNN Wynn Resorts Ltd T """ $12033 $11.57 10.8 10.4 9.9 1.6 1.6 1.6
NCLH Norwegian Cruise Line — T T $22.32 $9.27 9.7 9.0 8.0 1.0 0.9 0.8
MGM MGM Resorts Intemational TN e~ $3649 $9.19 8.5 8.4 8.3 0.5 0.5 0.5
BYD Boyd Gaming Corp —~———— T T $85.24 $6.69 6.6 6.8 6.9 1.7 1.7 1.7
WH Wyndham Hotels & Resorts —_— T $75.56 $5.86 14.7 11.7 11.0 4.2 4.1 39
MTN Vail Resorts Inc T T——————  $13280 $5.03 9.0 9.5 9.0 1.7 1.7 1.6
CHH Choice Hotels ST T 49526 $4.81 11.8 10.9 10.7 3.0 3.0 3.0
TNL Travel + Leisure Co ——""" 7053 $4.50 9.2 8.1 7.7 1.2 1.1 1.1
DAL Delta AirlinesIne  —— " sd0 05 T8 63 8 07 . 07 07 |

LUV Southwest Airlines Co T~ i $21.92 10.8 11.3 6.5 0.8 0.8 0.7
AAL American Airlines Group Inc NN 533 $9.75 5.8 10.6 7.7 0.2 0.2 0.2
ALK Alaska Air Group Inc T $50.30 $5.52 5.1 7.4 5.0 0.5 0.4 0.4

January 2026 Sources: Optimal Advisory Analysis, Bloomberg 28
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OPTIMAL

Thematic Analysis

Across constituents of the Russell 3000, Optimal tracks key themes in EPS transcripts; AI mentions continue
to accelerate in CD names (+124% y/y on a T3M basis), especially among consumer services and distribution
& retail companies
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OPTIMAL Thematic Analysis

Discretionary outperformed Staples from 2010-2020. Despite a strong finish to 2025, discretionary is
currently lagging Staples performance to start 2026 YTD

Sector Equity Returns (Jan 1999 = 100) Sector Equity Returns (Jan 2021 = 100)
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OPTIMAL Thematic Analysis

Year to date, the SPDR Staples ETF (XLP) has outperformed (+5.7%);
Consumer Discretionary ETF (XLY) has returned +2.4%

Annual Returns of XLP (Staples) and XLY (Cons. Disc.) Annual Discretionary Performance Relative to Staples
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OPTIMAL Thematic Analysis

The average short ratio for the more than 250 consumer staples and discretionary names in the S&P 1500 has
trended downward since the GFC. The right chart unpacks the largest movers (by average daily traded
volume) in short interest for consumer names in the last month

Average Short Interest Ratio of Consumer Names (TTM Avg) Consumer Short Ratio A

80 Ticker Company M/ T3M T::(l;’;’.srl;l‘\"n“ Tf(z’i;’.srl;l‘\"n“
i 5 __UAA Under Armourlnc = -20.6% 65.6%  685%
_SBUX StarbucksCorp ~~~~ 17.6% . 45.2%  68.2% |
e Y [ | VA Y . 7, VN U F __FordMotorCo 133.9% 65.5%  66.2%
_MDLZ Mondelez Internationallnc ~ -2.2% 90.2%  615% |
w0 __NKE NIKEIne = [/-548% | 18.0%  47.3%
_____ MO  Altria GroupIne ~~~~ 18%  365%  37.1% |
A Y I A | A A A | O S ACI _ AbbertsonsCosInc  -155% . 47.9%  92%
s ... KO _CocaColaCo 28.2% .. 21.3%  ....55%
' __WMT Walmartlne 34.2% 17.3%  43%
i _ISLA Teslalne 2.2% . 3.8% . -2.5% |
__KHC KraftHeinzCo 35.9% 09% -3.9% |
s q70 AW GIS GeneralMillsInc ~~~~~ -38% 79% -5.2% |

NcLy Norweglan Cruise Line 10.9% -5.6% -8.2%
7 R HoldingsLtd " """ ]
__KDP  Keurig DrPepperInc = 105.8% - 45.5% -12.6% |
s N F GM  General MotorsCo 478%  -18.0% - -18.4% |
__CCL CarnivalCorp ~~ -17.8%  -30.0% - -19.9% |
w+— PG Procter &GambleCo ~~~~~ -54%  -198% - -22.6% |
BEEEss8 s sesE88885s88888886888 __TGT TargetCorp = 146% -5.5% -23.0%
BERSBRFSEISSSERERGIIBEESREERE _CAG ConagraBrandsInc ~ 193% 1.0% -25.2% |
P S _KVUE KenvueInc  [7193.00  -43.1% -33.3%

CMG Chipotle Mexican Grill Inc 43.8% -51.2% -48.4%
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OPTIMAL Thematic Analysis

We note a meaningful shift in traditional economic indicators such as job openings and Consumer Sentiment.
Both have been historically positively correlated with US equity returns and are now diverging.
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OPTIMAL Employment Trends

Continued and initial claims moving lower in recent weeks. Continued claims running up +1.0% y/y over
T4W while initial claims running down -4.3% y/y over the same time frame. Most industries measured on
Indeed continue to experience y/y declines in job postings, notable exception in construction
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OPTIMAL Inflation & Prices

Despite missed data for October 2025, CPI y/y has moved lower at both the headline and core level. Headline
CPI running up +2.7% as of December (lower than +3.0% in Sept, but higher than T12M low of +2.3% y/y in
April). Core CPI at its lowest y/y level since early 2021, running up +2.6% y/y.
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OPTIMAL Consumer Sentiment

Preliminary headline sentiment for January has run down y/y for 13 consecutive months. Sentiment is now
running -24.7% y/y. Declines are particularly strong among age 35-54 (-37.5% y/y) and higher-income
(-31.7% y/y) respondents
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OPTIMAL

Components of Consumer Sentiment

Survey respondents are pessimistic about current conditions. The index of current conditions is running
below the index of expectations for only the 4t time since the ‘80s. Durable goods buying conditions are
running down -41.5% y/y, and current financial situation is running down -17% y/y after -3% y/y in October
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OPTIMAL Housing Analysis

Mortgage rates closed 2025 at their lowest levels in over 16 months. Home price trends are softening across
key metro areas while EHS continues to run flat/up y/y. Roughly 18% of US GDP is related to the selling,
budling, fixing, lending, and furnishing of homes — velocity matters for the economy
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OPTIMAL Optimal Advisory

I OA runs proprietary math on top
of value-added data sets
including polling, transaction,

I i

| Advisory Board location, digital traction, and

I Consumer Collective scanner.

| Experienced OA Team

L - = - Extensive Proprietary Our quantamental work
Relationships Analysis constantly analyzes for

magnitude and duration of non-
normal change.
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OPTIMAL Disclosures

This material is prepared by Optimal Advisory, LLC (OA) and is not Equity Research. This material is for informational purpases only andis not an offer or solicitation to purchase or sell any security orinstrument or to participate in any trading strategy
discussed herein. The information contained is derived from currently available public sources. QA makes no representation as to the accuracy or completeness of such information. The opinions expressed are those of OA and may differ from thase of
othermaterials prepared by OA. The information providedis as ofthe date ofthis publication and may besubject to change or clarificationinthe future. Past performanceis not necessarily a guide to future performance. Optimal does not provide

acoounting, taxor legal advice. Additional Information Available Upon Request.
This report is produced for theuse of OA clients and may not bereproduced, re-distributed or passedto any other person or published inwhole orin part for any purpasewithout the prior consent of OA.
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